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gl inovasyon

INOVASYON
KAZANDIRIYOR

Tesco, kendi icinde en buyUk maliyet kalemi olan enetji giderini
minimuma indirerek kendisi ve musterileri icin Onemli bir deger yaratti.
Wal-Mart, tedarikcilerini daha az ambalaj kullanmalar icin zorladi.
Sonucta tedarikciler yerden kazanirken, Wal-Mart da ¢cevre dostu bir
politika iziemeyi basardi. Dinya perakende devlerinden ikea ise
Hindistan ve Pakistan’daki ciftcilere daha az su ve gubre kullanarak
mahsul verimini nasil artiracaklanni 6gretti. TUm bu ormekler,
inovasyon danismanlik sirketi IXL Center yoneticileri Hitendra Patel,
Ronald Jonash ve Tyler McNally'nin kaleme aldigi Greenovate (Yesil
Inovasyon) kitabinda yer aliyor. Kitapta 50’ nin Uzerinde
organizasyonu inceleyen yazarlar, “yesil inovasyonun” gelecege sexil
verecek en bUyUk trendlerden biri oldugunu dUsunuyor. Onlara gore

dNUMUzdeki donemde yesil inovasyona yatinm yapan sirketler ise
finansal acidan bUyUk avantaj yakalamis olacak.

Seyma Oncel Bayiksel ~ soncel@capital.com.tr
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ig degil. Hatta uzun ve orta vadede bu tiir yesil inovas-
yonlar girketlerin maliyetlerini de disiiriiyor. Yazarlar
bu alanda on planda olan Tesco, Ikea, Toyota gibi sir-
ketlerin ise yesil inovasyona herkesten énce yatirm
yaptig icin avantaj elde ettiklerini diigtiniiyor.

Kitaplarinda 50’den fazla ¢arpic1 greenovate (ye-
sil inovasyon) ornegine yer veren Hitendra Patel,
Ronald Jonash ve Tyler McNally ile greenovate
kavramini, bu igse yatirinm yapan basaril sirket or-
neklerini ve yesil inovasyonun gelecegini konustuk:

Kitabinizda bahsettiginiz “greenovations” (yesil
inovasyon) kavramim aciklar nisiniz?

Tyler McNally: Giniimiizde pek cok sirket “siir-
dirilebilirlik” kavramimi kullaniyor. Ama bu kav-
ram genellikle inovasyonla birlikte distintlmiiyor.
Yani her ikisinin bir arada kullamildig1 ve herkes
tarafindan kabul edilen bir tarif yok. Biz de bu ne-
denle kendi is inovasyonu tanimimizi yaptik. Is ino-
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vasyonunu yeni yollarla yeni degerler yakalamak
ve yaratmak olarak agikladik. Bu aciklamay: da li-
der pek cok global organizasyonlarda tanimlanan
stirdurilebilirlik konseptiyle sentezledik. Bunun
sonucunda ise ¢ok genel bir tanimlamaya ulastik.
“Greenovations”, gelecek nesillerin ihtiyaglarindan
6diin vermeden, bugiiniin ihtiyaclarim kargilamak
uzere yeni degerler yaratmak ve yakalamaktir.

Bu konsept tam olarak ne zaman is diinyasimn
literatiiriine girdi? Ik olarak hangi sirketler bu
kavram kullanmaya basladi?

Ronald Jonash: Ashnda diinyada bazi girketler
“greenovate” kavramini uzun yillardir kullaniyor.
Ama cogu bu tanimlama altinda bu isi yapmuyor. Or-
negin SC Johnson kendi igini “yesillestirmeyi” basar-
mis ve bu konuda oldukg¢a uzun yillar 6ncesinde ¢a-
lismaya baglams bir 6rnek. 1975 yilinda kendi tiriin-
lerinden kloroflorokarbon’lar1 (CFC) ¢ikaran ilk gir-
ketlerden biri. Kitabimizda da bahsettigimiz bir bag-
ka “greenovation” 6rnegi ise Brezilya Curitiba’da
gerceklestirilmis. Buradaki hizli transit sistem

1960’larda baslatlmis ve yine yesil diinyayla barigik
olarak tasarlanmisg. Patagonia Tekstil’in sahibi Yvo-
ne Chounaird ise ¢evre dostu is ylriitme konusunda
onciiler arasinda yer alan bir lider 6rnegi.

Bugiine kadar diinyada yesil inovasyona yap-
lan yatirvmin miktar: nedir? 10 yil icinde bu raka-
man nasil degisecegini diistiniiyorsunuz?

T.M: Yesil inovasyonu nasil tanimladiginiza go-
re bu sorunun yaniti degisiyor. Bu konuda ¢ok cesit-
li rakamlar telafuz ediliyor. Biz yaptigimiz arastir-
ma uyarinca sirdiriilebilir iglerin 250-500 milyar
dolarhik bir biiytikligi oldugunu tahmin ediyoruz.
Bunun yaninda global resesyon, siirdiiriilebilir ya-
tirmmin miktarimin da diismesine neden oldu. Yeni
yayinlanan bir rapora gore ise 2020 yilina kadar
stirdurilebilirlik baglantili igler 500 ila 1,5 milyar
dolarlik bir biytikliige ulasacak. Yani yesil inovas-
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yonun finansal acidan da ¢ok biyiik firsatlar sun-
dugu bir gercek. Bu trende liderlik edecek sirketler
icin ise inanilmaz avantajlar s6z konusu.

Bir sirketin “yesil” bir organizasyona sahip ol-
mast icin atmast gereken adimlar nelerdir peki?

Hitendra Patel: 11k olarak siirdiiriilebilirligin bii-
yik bir firsat oldugunu anlamalar gart... Bu, gelip ge-
cici anlamsiz bir akim degil. Gergekten yiikselen, glo-
bal, mega bir trend. Giiney Amerika, Afrika, Dogu Av-
rupa ve Asya’daki gelismekte olan pazarlarin yiikseli-
si gibi bir trend bu da... Ya da Japonya, Avrupa ve
ABD gibi gelismig iilkelerdeki yaglanma trendi gibi
bir akim. Sonucta siirdiriilebilirlik de sirketler diin-
yas1 tarafindan hesap edilmesi gereken bir kavram.
Sirketlerin durup cevresindekilerin ne yaptigina bak-
malari gerekli. Sadece rakiplerine degil, tedarikgileri-
ne, misterilerine, diger sirket ve organizasyonlardaki
bireylere ve diinyanmin diger kismina iyice bakmalari
sart. Bizim bu kitab1 yazmamizdaki temel nedenler-
den bir tanesi de boyle bir dirtiiyi uyandirma istegiy-
di. Kitapta yer alan 50’den fazla 6rnekte sirketlerin ve

organizasyonlarin inovasyonlarim 6zetliyoruz. Bu ino-
vasyonlarin neden siirdiriilebilir oldugu ve sirketle-
rin yesil inovasyonla nasil deger yakaladiklarim anla-
tiyoruz. Yesil inovasyon konusunda lider organizas-
yonlardan bu kadar genis ve cesitli bilgi almak ise sir-
ketlerin devlerin diinyasim1 anlamasina yol agiyor.

Dev sirketler bu isi nasil yapryor?

T.M: Bizim inceledigimiz érneklerden dev sir-
ketlerin bu isi nasil yaptigini ¢6zmek mimkiin. Sir-
ketlerin yeni fikirlere agik olmasi gerekli. Ancak bu
fikirleri bir araya getirmek i¢in yeni ve farkl yollar
bulmalar: da sart. Diinyadaki en bagarili inovasyon
sahipleri belirli tenolojiler, iirtinler, tedarik kanal-
lar1 ve is modelleriyle ilgili coklu se¢imler yaptilar.
Bu secimleri dogru yaparak, stirdiiriilebilir rekabet
avantaj1 saglayan degerli inovasyonlara imza atma-
y1 basardilar.
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DEVLER
NASIL YESILLESTi?

Kitabimzda Tesco, Ikea, Bosch gibi cok biiyiik
olcekli sirket ornegi var. Bize onlarin yesil inovasyon
oykiilerinden bahseder misiniz?

Tyler McNally: ilk 6nce ikea'dan bahsadeyim. ikea
ornedi tam anlamiyla bir “kazan-kazan-kazan” stratejisi.
Sardurulebilirlik konusunda karsilasilan en buyuk
zorluklardan bir tanesi cogunlukla isin icinde alici ve
saticlardan cok hisse sahiplerinin olmasidir. IKEA érneginde
sirket ve World Wildlife Fund (Dlnya Vahsi Yasam Fonu) bir
arada Hindisatn ve Pakistan’daki ciftcilere daha az su ve
gubre kullanarak mahsul verimini
nasil articaklarini 6grettiler. Bu
hamleyle IKEA strdurulebilir
pamuk miktarini artirdi. WWF,
bagiscilarinin parasini sadece
ciftcileri sibvanse etmekten farkli
bir is kullamis oldu. Ciftgiler ise
gelirlerini ytizde 87 gibi bir
oranda artirmayi basardi. IKEA
ornegi gercekten her tarafin
kazandigi ender érneklerden biri.

Tesco ise diger pek ¢ok perakendeci gibi tlketici
Urtnlerindeki deger zincirinde daha strdurulebilir sonuglar
elde etmek icin calisiyor. Onlarin yesil invasyon 6ykusu ise
maliyetleri dustirmek Uzere yollar aramalariyla basladi. Enerji
fiyatlarinin yukselmesi Tesco'yu etkiliyordu. Enerji, cok buyuk
magazalara sahip oldugu ve bu magazalari isitmak ve
sogutmak icin enerjiyi cok fazla kullandigi icin sirketin en
buyuk maliyet kalemlerinden birini olusturuyordu. Enerji
verimliligini cok az miktarda artirmak bile sirketin cok buyuk
oranda para kazanmasina neden olacakti. Sirket de bunun
Uzerinde calisarak 6nemli oranda verimlilik elde etmeyi
basardi. Wal-Mart gibi diger perakendeceiler ise kendi
tedarikgilerini paketleme ve cevre dostu bir tedarik saglamak
konusunda zorladi. Bu durum da musterilerin bu sirketleri
daha fazla tercih etmesine, sirketlerin maliyetlerinin
dusmesine ve genel olarak ¢ok daha surdurulebilir Grin ve
hizmetler ortaya konmasina neden oldu.

)-\ \ |

Biz pek c¢ok greenovation ¢aligmasinda ti¢ konu-
nun mutlaka dikkate alindigini gérdiik. Bunlardan
ilki daha az1 icin daha fazlasin1 yapmak yani verim-
lilik, iiriinlerin tiretiminde yenilenebilir ya da dogal
kaynaklar kullanmak, atiklarin azaltilmasi, yeni-
den kullanilmas: i¢in yollar bulmak...

Kitabinmizda 50°den fazla ornegi inceliyorsunuz.
Bu arastirmadan cikan en gercek siirdiiriilebilir ye-
sil inovasyon calismalar: hangileriydi size gore?

T.M: Biz bu érnekler i¢ginde yeni is modelleri or-
taya cikaran, gelismekte olan tilkeleri hedef alan ve
gelismis standartlar1 baz alan bazi o6rnekleri ¢ok
dikkat cekici buluyoruz. Ornegin ZipCar, otomotiv
pazarina bakti ve statiitkocu davranmanin tiiketici
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YESIiL URUNLER

DAHA AZ MALIYETLI

Yesil iiriinlerle normal tiriinler arasinda
Siyat farky var mi? Yesil iiriinleri iiretmek
daha my maliyetli?

Ronald Jonash: Aslinda yesil tirin Gretmenin
en buyuk zorluklarindan biri bu konunun tam olarak
tanimlanmamis olmasi. Pek cok sektorde sirketler,
hikumetler ve musteriler tarafindan anlasiimis bir
strduralebilirlik tanimi yok. Bu durum da yesil
artnlerin daha pahali olabilecegi gibi yanlis bir
algilamaya yol agmis durumda. Bu Urinlerin daha
pahali ya da daha
maliyetli olmasi
gerekmiyor. Hatta pek
cok basarih yesil
inovasyon calismasinin
sarduralebilirlik ve fiyat
arasinda bir segimi
zorlamayan projelerden
ciktigini gértyoruz. Buna
en iyi co6zmlerden birisi
ZipCar gibi akilli is modelleri ortaya koymak. Saatlik
araba fiyatlandirmasi, Paris'de sehir geneilinde
bisiklet kiralama programi gibi akilli isler yapmak
gerek. Diger sirketler de surdurulebilirlik ve maliyet
azaltmayi bir arada goturmeyi basariyor. Wal-Mart
ornegin ambalaj kisitlama programiyla tedarikgilerini
de bu alanda calismaya tesvik ederek maliyetlerinde
dusus sagladi. Bunun tedarikgiler acisindan bir iyi
tarafi da daha az paketleme olmasi nedeniyle bir tira
daha fazla trtin sigdirilabilmesiydi. Bu durum benzin
maliyetini ve emisyonu da azaltmaya yol acti.

isteklerini kargilamadigini gordi. Pek cok sehirde
park yeri bulmak ve park etmek olduk¢a pahaliydi.
Sonugta toplu tagima daha elverigli bir se¢im olu-
yordu. Yine de tiiketicilerin bir arabanin yarataca-
g1 esneklik ve kapasiteye de ihtiya¢ duydugu za-
manlar olyordu. ZipCar, kiralik arabalarim1 sehrin
pek ¢ok farkli bolgesine konumlandirdi. Arabalar:
ginlik degil saatlik olarak kiraladi. Arabalar seh-
rin genelinde pek ¢ok farkl lokasyonda park yerle-
rinde bulunuyordu. Misteriler normal bir kiralik
arabaya odeyecekleri paradan daha fazlasini bu sir-
kete 6demeye razi oldu. Sonucta cogu, arabaya sa-
dece birkag¢ saatligine ihtiya¢ duyuyordu. ZipCar
onlara bu imkani sundu. Bu sayede sehir icindeki
trafik yogunlugu azaldi. Yapilan arastirmalar ise
ZipCar miisterilerinin siiriis davraniglarinin zaman
icinde degistigini gosteriyor. Bu kigiler daha fazla
toplu tagima kullanip sadece gerekli oldugunda
araba kullanma yolunu seciyor. Better Place ise
farkli bir is modeliyle elektirikli ara¢ servisleri su-
nan global ve bagarili bir baska sirket 6rnegi.

o



“DUNYAYI DEGISTiREN
URUNLER CIKABILIR"

Son birkac yil icinde ortaya cikan yesil inovasyon

orneklerinden size gore agir acict ve gelecegi
degistirecek ornekler cikti mi?
Hitendra Patel: Bu anlamda akilli izgaralar, biyo

yakitlar, solar g, biyolojik olarak parcalanabilen plastikler
gibi pek cok yesil inovasyon Urtininiin 6nemli bir potansiyeli

oldugunu dustintyorum. Bunlar son dénemde bashklarda
siklikla gérdigumuz oldukca cekici teknolojiler. Bu
teknojileler de girisim sermayesi sirketlerinin ve herkesin

ilgisini oldukca fazla gekiyor. Heniz duinyayi degistirmedi bu

Urtnler ama etkilerinin gelecek
icin oldukca buyuk olacagi bir
gercek.

Bunun yaninda gelecekte
degil bugtin bile 6nemli 3
degisimler yaratacak baska dikkat 3 "
cekmemis triinler -
olusturuldugunu da :
dustntyorum. Ancak bu ‘\
artnlerin hak ettikleri gerekli
ilgiyi hentiz géremedikleri bir gercek. Yapi izolasyonundaki
gelismeler, daha verimli aydinlatma sistemleri, benzin
verimliligi fazla olan ticari araclar ve karbon emisyonunu
azalticl diger daha ucuz Urlnler bunlardan sadece birkagi.
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programu.... Bu iki érnekte tiim standartlar ino-
vasyon i¢in olusturulmus durumda. Sonugta da
deger zincirinin etrafindaki herkesin biiyiimesi
saglaniyor. Son miisteri, cevresel standartlara
saygili olarak tretildigini bildigi triinlere daha
fazla odemeye raz oluyor. Buradan elde edilen
fazla deger ise deger zinciri etrafinda olan insan-
larin ve organizasyonlarin siirdiiriilebilir tirtinler
uretmesi icin kullaniliyor.

Yesil inovasyon yeni bir konsept. Kitabiniz-
da ornegini verdiginiz yesil inovasyon érnekle-
rinin pazarda basarih olmasr minimum mak-
simum ne kadar bir siire gerektiriyor?

T.M: Bu yapilan greenovation’a gore degi-
gir. Yine de diger inovasyon caligmalarindan
¢cok daha farklh bir siire gerektirdigini diigiin-
miiyoruz. Cigir acic1 bagka inovasyon érnekleri
gibi baz yesil inovasyon ¢aligmalarinin gelisti-
rilmesi ve basarili olmasi da onlarca yil olabili-
yor. Bunun yaninda birkag yil gibi kisa bir za-
manda basariy1 yakalamis 6rnekler de var.

Birkac yilda basarwy yakalayanlarin surr
nedir size gore?

T.M: Basan i¢in sadece sabirhh olmak yet-
mez, basari i¢in zamanlamanin da ¢ok iyi ya-

Gelismekte olan iilkeleri hedef alan ornekler dik-
katimizi cekti dediniz. Bunlara ornek verebilir mi-
siniz?

H.P: Giiniimiizde pek ¢ok sirket gelismekte olan
iilkeleri “greenovation” anlaminda firsatlarla dolu
olarak goriiyor. Sonucta yesil inovasyon ¢aligmala-
rinin yizde 72’si geligsmis tilkelerden ¢ikiyor. Bu du-
rum aslinda gelismekte olan tilkelerin potansiyelini
acike¢a ortaya koyuyor. Sonucta bu bolgelerde ener-
jiye ve kaynaklara kisith erigim soz konusu.

One Laptop per Child kidr amaci1 giitmeyen bir
kurulus. X0 isimli disiik maliyetli, diisiik enerjili,
tiim diinyayla baglant1 kurulabilecek laptoplari
tim diinya ¢ocuklarinin egitim amach kullanmala-
r1 i¢in uretiyor. PFNC ise insanlara diisiik maliyet-
li taginabilir evler sunan bagka bir 6rnek. Tarimsal
urinlerin tedariginde diinya lideri olan OLAM da
yine yesil inovasyonu uygulayan érneklerden biri.
Bu organizasyonlarin her biri diinyanin en fakir ve
uzak bolgelerine hizmet sunuyor.

Yeni standartlar olusturan orneklerin farki ne-
dir peki?

H.P: Cevreye saygih ve finansal acidan bagarili bir
yesil inovasyon yapmak icin en bagarili yollardan biri
yeni standartlar gelistirmek. Kitapta bu konuda iki ba-
sarih ornegi ele aldik. Sirdirilebilir yapilar icin US
Green Building Council’in LEED sertifikasyonu ve Ra-
inforest Alliance’in diinya capinda siirdiriilebilir tarmm

pilmas: gerekir. Sonucta nereye ve hangi iri-
ne inovatif ¢aligma yaparizdan ¢ok ne zaman ino-
vasyon yapmaliyiz sorusunun yanitimi dogru ver-
mek gerekli. 90’11 yillardaki otomotiv endiistrisinin
durumu buna ¢ok iyi bir 6rnek. Pek ¢ok sirket bu s1-
ralarda alternatif enerji kaynaklarimin yiikselen bir
trend olarak ortaya ¢ikmaya bagladigini gordi. Bu
nedenle elektrikli araglar i¢in arastirma yapmaya
basladilar. Oysa o dénemde sarj teknolojisi yoktu,
tiiketici tercihleri de elektrikli araclar1 destekliyor
gibi durmuyordu. Toyota hibrid araclariyla farkh
bir noktada hareket etti. Bu yaklasim ise, son do-
nemde yaganan kalite sorunlarin1 saymazsak, onlar
icin 6nemli bir basar kaynag: oldu. Su anda pek
cok oyuncu hibrit araclar iiretmeye yeni baglarken
Toyota bu pazara ilk girmenin avantajini yasad.

Yaymnladgimz bu kitapla amacimz tam olarak-
nedir?

R.J: Bu kitapla ashnda birka¢ hedefimiz vard:. Ik
olarak yesil inovasyonun var oldugunu ve gelistigini
gostermek. Bir bagka deyigle yesil inovasyonun daha
fazla ¢aba, para ya da kaynak gerektirdigine dair yan-
Iis distinceyi yikmak istedik. Ayrica kitapta yer alan
drnekleri diger bireylerin ve sirketlerin kendileri i¢in
bir ilham kaynag olarak gormelerini istedik. Bu saye-
de kendilerinin yeni yesil inovasyon projeleri yaratma-
larmm amacladik. Bunun diginda yesil inovasyonu des-
teklemek isteyen tiiketiciler icin de hangi sirketin bu
konuda ne yaptigim1 gostermek de istedik.
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Innovation Wins!

Tesco lowers successfully its energy costs, which take a significant share of the overall costs, and creates a
considerable value for its customers. Wal-Mart requires its suppliers to reduce packaging. While suppliers get
benefits of the cost reduction, Wal-Mart develops a successful eco-friendly policy.

The world’s retail giant IKEA has programs in India and Pakistan to teach farmers how to increase their crop
yield while using less water and fertilizers. All these examples are from the book called Greenovate! (green
innovations), written by Hitendra Patel, Ronald Jonash, Tyler McNally , managers/partners of the innovation
consulting firm IXL Center. The authors examined the green innovations of over 50 organizations, trend which
will shape the future. In their opinion, there are huge financial and environmental gains for companies who
take advantage of the opportunity in timely manner.

The value of all sustainability-related businesses is approximately 250-500 billion USD and this figure is expected
to reach 1,500 billion USD by 2020. These striking figures come from the book Greenovate! (green innovations),
written by IXL Center’s managers Hitendra Patel, Ronald Jonash, and Tyler McNally. The green innovations are a
mega trend. Those who lead the trend will gain high profitability. According to the aithors such companies as
Tesco, Ikea, Toyota, who are among the first to invest in green innovations, have a great advantage. The book
Greenovate! contains over fifty examples of successful cases of greenovations (green innovations). We talk with
Hitendra Patel, Ronald Jonash and Tyler McNally about the future of green innovations:

e Would you tell us what is your green innovation definition is?

Tyler McNally: We actually came up with our own definition for sustainable, green innovations (or
“greenovations”). We found that like “innovation,” many companies were using the term “sustainable,” but a
consistent, commonly understood definition did not exist.

So we started with our description of business innovation — “the creation and capture of new value in new
ways.” And we combined this with a synthesized concept of sustainability as defined by a number of leading
global organizations address both environmental and socio-economic sustainability. We arrived at the following
definition which guided the rest of the analysis:

Greenovations create and capture new value by meeting the needs of the present without compromising the
ability of future generations to meet their needs.

e  When did this concept occur in business and literature? Which companies were the first to use it?

Ronald Jonash: Some companies have been “greenovating” for quite a long time, but not many have adopted
the term to describe their efforts. SC Johnson may have been one of the most progressive larger companies
with a long track-record of greening their business. For instance, in 1975 they were one of the first companies to
eliminate CFCs from their products. Other early greenovations we highlight in the book include the Rapid Transit
System in Curitiba, Brazil which got its start in the 1960’s and has been evolving ever since, and Patagonia
Clothing, whose founder Yvone Chounaird was a pioneer in operating a business according to eco-friendly
principles.

o Do you know the amount of investment that has been made to green innovation so far or can you estimate?
How do you think that this number will change in 10 years time?

Tyler McNally There are lots of numbers out there depending on how you calculate it. Based on what we have
seen, we would estimate that the value of all sustainability-related businesses at 250 — 500 billion USD. At the
same time, the global recession has slowed down the growth rates for sustainability investment. That being said,
a recent report estimated the value of all sustainability-related businesses at 500 to 1,500 billion USD by 2020.



The sustainability opportunity is here to stay, that’s one of the points of the book — and there are incredible
financial and environmental gains to be had for those who lead this trend.

What are the necessary steps companies should take to become a “greenovate” company?

Hitendra Patel: First, you need to recognize that sustainability is a huge opportunity. It is not at a fad, but has
really risen to the level of what we would call a “global mega-trend.” Like the rise of emerging markets in South
America, Africa, Eastern Europe, and Asia, the aging of developed nations like Japan, Europe and the United
States, or the increased emphasis on healthcare and education around the world, sustainability is a force to be
reckoned with.

Now look around to see what others are doing. Not just competitors, but your suppliers, your customers,
companies and individuals from other organizations and other parts of the world. One reason we wrote this
book is to provide such a stimulus. In a way, this book represents a bit of crowdsourcing around greenovations —
each of the 50+ stories summarizes the innovation, why its sustainable, and the journey that the organization
took to creating and capturing the value from greenovations. By gathering this varied information from leaders
in greenovation, the book allows us to “stand on the shoulders of giants”.

How those “giants” stay competitive?

T.M: There are many lessons to draw from the stories we analyzed. You need be open to new ideas, but you
should find new and different ways to combine those ideas. The most successful innovators made multiple
choices around the particular technologies, products or services, delivery channels, markets and business
models. By thinking these choices through, they created an innovation which was valuable and able to provide a
sustainable competitive advantage.

There are some really big scale companies in your research like Tesco, lkea, and Bosch. Can you tell us their
green innovation story?

Tyler McNally: Let’s talk about IKEA and Tesco. IKEA’s story is an example of a “win-win-win” that we saw in a
number of greenovations. The nature of sustainability challenges often means there are more stakeholders
involved than just a buyer and a seller. In IKEA’s case, the company and the World Wildlife Fund (an NGO)
established programs in rural India and Pakistan to teach farmers how to increase their crop yields while
lowering the use of water and fertilizer. IKEA receives and increases its source of sustainably grown cotton, the
WWEF puts its donors’ money to more productive uses that go beyond simply subsidizing farmers, and the
farmers increase their earnings (by over 87% in the pilot projects) — a great example of the “win-win-win” in
typical in greenovations.

Tesco, like other major retailers, is using its sheer size and reach to drive more sustainable outcomes up and
down the consumer goods and grocery value chains. Their greenovation journey began as a way to lower costs.
Rising energy prices meant that heating and cooling Tesco’s large stores was taking a bigger share of the
company’s overall costs. Even small improvements in energy efficiency would translate into significant amounts
of money saved. Other retailers like Wal-Mart are requiring suppliers to reduce packaging and demonstrate the
eco-friendliness of their supply chains. These initiatives by Tesco, Walmart and others attract customers, reduce
costs, and create more sustainable products and services.

Furthermore, we found that most greenovations pushed on one or more of the following three levers: doing
more for less (or “efficiency”); utilizing renewable or natural resources in place of non-renewable resources to
produce energy or products such as plastics and food; or, finding ways to reduce, reuse or recycle waste.

You have conducted extensive research on over 50 examples. Can you name some of the best examples of
truly sustainable, green innovations that admired you most in your research?

Tyler McNally: One of the powerful themes pursued by the greenovation leaders is creating new business
models. ZipCar looked at the consumer car market and saw the status quo was not effectively meeting customer



needs. In most cities, parking is expensive and public transportation is readily available. But there are times
when you need the flexibility or capacity of a car. ZipCar rents cars by the hour with locations dispersed around
urban or high-density areas like college campuses. And the locations where the cars are stationed are just
parking spots because reservations are handled 24/7 through Zipcar’s website. Customers pay more per hour
than with a rental car, but they only need the car for a few hours at a time. By dividing the offering (a car) into
smaller units, making it available anytime, anywhere, ZipCar tapped into an amazing opportunity. At the same
time, the system spreads fewer cars across more people, reducing urban congestion. Furthermore, a recent
study found that ZipCar customers changed their driving behavior over time, opting for more public
transportation and using a car only when absolutely necessary. Better Place is another company using a
different business model to overcome the low range of the current lineup of all-electric vehicles.

What is the difference between green products and normal products? Are they more expensive? In terms of
cost what is the difference between business innovation and green innovation?

Ronald Jonash: Part of the challenge for greenovations emerges from your first question. In many industries
there is not an agreed definition or set of standards that is agreed on and understood by companies,
governments and customers.

But green products don’t have to be more expensive or cost more to create. In fact, the most successful green
innovations do not force a choice between sustainability and price. One solution is to use clever business
models like ZipCar’s hourly car pricing, the city-wide bicycle rental program in Paris, or Rent-a-Green-Box, which
rents reusable packing and moving containers to be used in place of cardboard. Other companies are finding
that sustainability and cost reduction go hand-in-hand. Wal-Mart has launched packaging reduction program
with its suppliers to cut packaging. One benefit is that less packaging leads to more units of a product on a truck
which leads to fewer trucks on the road, reduced emissions, and lower fuel costs.

Do any green innovations of the past few years stand out to you as really good examples of things that might
have changed the world?

Hitendra Patel: There are a number of green innovations which have significant potential - biodegradable
plastics, biofuels, solar power, smart grids, and more. These are quite attractive technologies, products, and
applications that make the headlines, attract large sums of venture capital and has everyone talking. They
haven’t changed the world yet, but they may — and their impact will be huge.

At the same time, there are a lot of products and services which can generate huge impact today, but we don’t
believe they are getting the level of attention they deserve. Areas like building insulation, more efficient lighting
systems, more fuel efficient commercial vehicles and others can reduce CO, emissions significantly and
potentially more cheaply than the technologies we listed above. Of course, in the end, we need a combination
of both to succeed.

Can you give some examples of green innovations targeting developing countries?

Hitendra Patel: Today, many companies are finding that emerging markets are a great place for greenovations.
We found in our research that 72 percent of green innovations come from developed countries. The results
demonstrate a clear potential for the developing countries, because these locations often have limited access to
power or other resources. One Laptop per Child is a non-profit institution, providing low-cost, low-energy
laptops for children, connecting them with the whole world. PFNC turning shipping containers into low-cost
homes is another example. Olam improves the agricultural production in Nigeria. These organizations provides
services and products to some of the world’s poorest and remote areas.

And some examples of new standards, making difference?

Hitendra Patel: The development of new standards is one of the most successful types of greenovations in
terms of environmental impact and financial success. Two good examples we highlight in the book are the US



Green Building Council’s LEED Certification for sustainable building and the Rainforest Alliance’s program for
sustainable farming throughout the world. In both cases, the standards act as a platform for innovation and
growth for all actors along the value chain. End customers are willing to pay more for products they know are
being created according to globally recognized environmental standards. And the standards ensure that this
value is distributed across the value chain motivating the people and organizations to find the best ways to
sustainability build or farm.

Green innovation is a new concept. How much time does a green innovation project need to reach a full
success in the market? (average minimum and max time)

Tyler MicNally: 1t really depends on the greenovation. We don’t see a significant difference from non-green
innovations. Like other breakthrough innovations though, some of the examples in our book have taken
decades to develop and become successful. On the other hand, there are also companies that have gone from
idea to substantial profits in a few years time.

According to your opinion, do companies need to wait too long to become successful?

Tyler MicNally: Success is not just about being patient; success also requires a good sense of timing. We like to
emphasize with our clients that innovation is not just about asking where to innovate, but recognizing when to
innovate. The auto industry in the 1990’s is a great example. Many companies saw the trend towards
alternative energy sources and tried to push straight through to all electric vehicles, despite the fact that battery
technology, power grid infrastructure and consumer preferences really didn’t exist to support all electric
vehicles. Toyota took a different path with their hybrid vehicles. This middle way had been a great success
(despite the recent quality issues) and while other companies have been rushing hybrids to the market, Toyota is
already on its third-generation system.

What do you aim with your book?

Ronald Jonash: We had a few goals with this book. First, we wanted to show that green innovations exist and
are thriving. In other words we wanted to get rid of the notion that green innovations required sacrificing
performance or cost or something else. Second, we want companies and individuals to use the stories in the
book as inspiration and education for ways to come up with new greenovations. Finally, this book is a starting
point for customers who want to support green businesses — simply by supporting these companies, you are
reinforcing the great work they are doing. But it really is just a starting point. We knew we could not capture
every great company. There are many other greenovations out there and more are emerging every day.
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