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The United Nations Environment Programme Medium-Term Strategy

2010-2013 adopted by the Global Ministerial Environment Forum in

February 2008, underlines that current economic growth and develop-
ment patterns can not be sustained without a significant shift in global pro-
duction and consumption trends. Decoupling economic growth from neg-
ative environmental and social impacts will require producers to rethink
design, production and marketing paradigms. Consumers will need to con-
sider real environmental and social concerns along a product’s life cycle —
in addition to price, convenience and quality, in their purchasing decisions.
While these drastic changes face formidable challenges, there are encour-
aging developments contributing to an expanding knowledge base in the
product development field. This publication is the most recent milestone
in a series of steps towards more sustainable consumption and production.
UNEP proudly supports this latest publication as an update of the successful
1997 manual, “Ecodesign: A Promising Approach to Sustainable Production
and Consumption.”

As a brief history, in the 1990s, concepts such as ecodesign and green
product design were introduced as strategies companies could employ to
reduce the environmental impacts associated with their production
processes. These strategies also bolstered a company’s position and com-
petitive market edge where more and more emphasis was being placed on
environmental stewardship. In 1997, UNEP published the ecodesign manual
which was one of the first of its kind and helped lay the foundation for
widespread adoption of ecodesign concepts by policy makers, programme
officers, and project specialists. The manual was instrumental in inspiring
other documents and sector specific publications on the topic.

Since then numerous initiatives and programmes have been carried out
by industries and research institutions demonstrating how the economic,
social and environmental benefits could be achieved through sustainable
product design. UNEP working with the Technical University of Delft, led
to the convening of leading sustainable product experts to outline the

evolution of ecodesign to the concept of Design for Sustainability (D4S).
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D4S goes beyond how to make a ’green’ product — and strives to meet
consumer needs through sustainability-oriented interventions in a syste-
matic and systemic way. UNEP also supports related efforts operating in
parallel that strive to achieve similar goals such as the Life Cycle Initiative
and Eco-Labeling projects at the national level. Both activity areas seek to
improve products by promoting supply chain responsibility and sustainable
procurement to assess and manage the social and environmental impacts
of products. The recent publication “Life Cycle Management: A business
guide to sustainability” is an excellent overview on how to improve
products by assessing and managing their impacts throughout their life cycle.

One of the largest challenges to more sustainable operations is a lack of
communication about key initiatives, innovative strategies, effective solu-
tions, and successful technical know-how. This publication is an example of
one effort to address this limitation by presenting the collective insights of
experts in the field. It covers D4S concepts ranging from incremental to
radical innovation and provides an overview of D4S potential — why it
works and who should be involved. The publication focuses specifically on
four practical approaches, and provides a collection of case studies show-
ing D4S applications and their sustainability benefits. Each chapter reflects
the knowledge and lessons learned from a multitude of projects and repre-

sents years of logged project work. It is not meant to be a comprehensive

or exhaustive review of D4S approaches but a presentation of the global

picture and the key steps for application of the key areas of D4S intervention.

The publication targets designers and other professionals working in the
area of industrial product development. It is useful to those new to ecode-
sign as well as those interested in breakthrough innovation for sustainability.
This is also a sister publication to “Design for Sustainability: A Practical
Approach for Developing Economies” (2006) which focused on the speci-

fic needs of small- and medium-sized companies in developing economies.
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D4S GRAPHIC DESIGN CONCEPE

The D4S graphic design of this publication is based on the sustainability concept and its considera-
tion of the three elements of PEOPLE, PROFIT AND PLANET. The graphic design is comprised of

3 subjects and 3 colours to illustrate these elements:
PEOPLE are illustrated by the expressions of Human beings from different cultures and races.

PLANET is represented by different natural elements of the planet such as water, rocks, trees, sand

and plants.
PROFIT is illustrated by views of examples of highly developed sites from throughout the world.

The graphic design was developed by SUSDESIGN, an entity devoted to the promotion of Design
for Sustainability and is illustrated with images from student projects and SUSDESIGN.
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1.1 FROM ECODESIGN tO
DESIGN FOR
SUSCAINABILIEY (D4S)

In the 1990s, concepts such as Ecodesign and green
product design were introduced as strategies compa-
nies could employ to reduce the environmental impacts
associated with their production processes. These
strategies also served to bolster a company’s position
and competitive edge in a market where more and
more emphasis was being placed on environmental
stewardship. In 1997, UNEP published “Ecodesign: A
Promising Approach to Sustainable Production and
Consumption” which was one of the first manuals of its
kind and helped lay the foundation for widespread
adoption of Ecodesign concepts. This publication intro-
duced the fundamental concepts of Ecodesign to policy
makers, programme officers, and project specialists. The
manual has been instrumental in the development of
many other documents and sector specific publications
on the topic.

In the last ten years, the global threats of climate
change have pushed environmental concerns to the
forefront of political agendas around the world. In
response to these concerns, many nations have taken up
the urgent call to ‘act now. These countries have estab-
lished policies designed to mitigate the deleterious
effects of climate change by reducing greenhouse gas
emissions, shifting energy supply to include a larger por-
tion of renewable energy resources, and increasing
energy efficiency.

While much emphasis is currently placed on climate
change, other environmental issues and concerns are
looming on the horizon.These include the availability of
potable fresh water, increased deforestation, reduced
biodiversity and the destruction of ecosystems.
Reversing these trends requires dramatic changes in
consumption and production at the process, product,
service, and system levels.

Profound changes have taken place in the world
economy and industrial production practices over the
past decade. The accelerating processes of globalisation
and trade liberalisation, supported by advances in infor-
mation technologies, have fundamentally changed the
landscape of the private sector in all countries. These
changes have resulted in economies around the world
becoming increasingly interconnected with developing
economies playing a more and more important role in
economic growth (i.e. China, India, Mexico, Brazil and
Russia). In the wake of globalisation, it is becoming
increasingly evident that current economic growth and
development patterns cannot be sustained without sig-
nificant innovation in both the supply (production) and
demand (consumption) sides of the market. Therefore,
there is a growing demand for companies to research
and implement more innovative processes and develop
better products and services. Governments can support
this by providing a conducive policy environment and
creating civil society programmes that facilitate the dis-



semination of information to promote the selection of
sustainable products among consumers.

To keep pace with the rapidly changing industrial set-
ting, many environmental movements have expanded
their scope to include social and economic concerns.
This combination of environmental, social, and econom-
ic priorities is referred to as ‘sustainability’ Like many
other environmental concepts, Ecodesign has evolved
to include both the social and profit elements of pro-
duction and is now referred to as sustainable product
design. The concept of ‘Design for Sustainability’ (D4S)
requires that the design process and resulting product
take into account not only environmental concerns but
social and economic concerns as well. The D4S criteria
are referred to as the three pillars of sustainability -
people, profit and planet. D4S goes beyond how to
make a ‘green’ product and embraces how to meet con-
sumer needs in a more sustainable way. Companies
incorporating D4S in their long-term product innova-
tion strategies strive to alleviate the negative environ-
mental, social, and economic impacts in the product’s
supply chain and throughout its life-cycle.

This step-by-step approach to D4S provides compa-
nies and intermediate organisations in developed and
developing economies with practical support for both
incremental and radical product innovation. It should be
noted that by no means has incremental redesign or
greening of products lost its relevance in today’s market-
place. D4S essentially builds on these concepts and aims
to drastically improve the efficiency and social qualities of
production processes by developing new products, ser-
vices, and systems. This publication provides examples
and approaches on how to accomplish these goals.

The D4S: A Step-by-Step Approach was compiled by
Delft University of Technology’s Design for Sustainability
(DfS) Programme for UNEP’s Sustainable Consumption
and Production Branch of the Division of Technology,
Industry and Economics. Both organisations have been
active in the area of promoting more sustainable prod-
uct design since the introduction of these concepts in
the 1990s. The publication is a result of a long-term
cooperation with international experts from the
Netherlands, Sweden, lItaly, France, Germany, Japan,
Australia, UNIDO, the Swedish EPA, InWent Germany,
and UNEP and reflects the evolution of the concept.

UNEP supports a variety of D4S efforts — strength-
ening resource efficiency and sustainable consumption
and production is a UNEP priority area. UNEP does this
through strengthening the knowledge base underlying
action by government, industry, and consumers, building
governmental capacity to implement policies and tools,
and strengthening partnerships with business and indus-
try. These include initiatives such as reporting on eco-
nomics and development implications of resource deple-
tion, establishing supply chain partnerships with SMEs to
enable them to meet more stringent environmental
standards, or training key stakeholders on resource effi-
ciency and sustainable consumption and production. In
the D4S area, UNEP has developed materials to help
business leaders, product designers, and policy makers
rethink how to design and produce products to improve
profits, competitiveness, and social benefits while reduc-
ing environmental impacts. In addition to the Ecodesign
Manual (1997), other publications and tools include:
Design for Sustainability:A Practical Approach for Developing
Economies (2006) (developed in conjunction with Delft
University of Technology, it introduces the D4S concept
and methods for applying it in a business setting in devel-
oping economies). Relevant examples and case studies

are included from demonstration projects carried out in
Costa Rica and Morocco. It is available in English, French,
Spanish, and Vietnamese. Other manuals cover life-cycle
management: Life-Cycle Management: A Business Guide to
Sustainability (2007). UNEP’s work with UNIDO on the
National Cleaner Production Centres (NCPC)
Programme also highlights D4S as a focal area. For exam-
ple, in 2008-9, UNEP is working with the Vietnamese
NCPC to implement an EC supported project to test

the D4S methodology. Disseminating the D4S concept
globally is a long-term strategic focal area.

UNEP has an increased focus on design issues in sus-
tainability efforts as a result of years of work in cleaner
production and eco-efficient systems. The horizons of
pollution prevention have widened from a focus on
cleaner production processes to the broader concept
of sustainable product design, and have expanded to
include transport logistics, end-of-life collection, and
component reuse or materials recycling. These product
systems innovations in existing endeavors couple well
with new products, systems, and enterprises designed
to create win-win solutions for businesses, local com-



munities, supply chains, the environment, and con-
sumers. Each product or system that is designed with
resource efficiency and a full life-cycle analysis in mind
contributes to the promotion of a 10 Year Framework
of Programmes on Sustainable Consumption and
Production patterns that was mandated at the World

Summit on Sustainable Development in 2002.

(http://www.unep.fr/scp/design/d4s.htm)

Delft University of Technology’s D4S Programme has
extensive experience in sustainable product, service, and
system innovation worldwide. Industrial and research
projects are carried out in the areas of products, renew-
able energy, innovative mobility, renewable materials, sus-
tainable Product-Service Systems, telemedicine, leisure
products, and regional innovation. Projects have been
executed in the Netherlands, Europe, Africa, Asia, and
Latin America. Several of the corporate projects are
used as examples and case studies in the publication.

1.2 TO WHOM IS CHIS
PUBLICACION ADDRESSED?

This publication is written for professionals involved in
product innovation and sustainability, including innova-
tors, product developers, company executive managers,
environmental managers, intermediates such as consul-
tants, centres of excellence, and researchers. It is also
relevant for professionals from business associations,
NGOs, and governments that work with industry in
joint projects. The type of D4S related methodologies
proposed in this publication can be used in a collabora-
tive process with several partners, either within a com-
pany, or within a project where intermediates and com-
panies are involved. Certain chapters of this publication
were written to be used by an in-company or external
project team that can initiate D4S projects (i.e. the
quick-start, and the redesign and benchmarking chap-
ters). Other chapters outline concepts or initiatives
that require a broader partnership of companies and
societal actors, or a longer timeline for the execution of
the project (i.e. the product innovation, product-service
systems and system innovation chapters).

This publication is addressed to professionals in both
developed and developing countries. It presents the
concept, its rationale and context, and approaches to

apply D4S. A separate publication on D4S in developing
economies (D4S-DE) was published by UNEP in 2006.
Given their unique and more immediate needs, particu-
larly in the area of awareness and capacity building, the
D4S-DE publication focused on needs assessment,
redesign, and benchmarking of products and outlined a
practical approach that is feasible for the context.

However, this does not exclude the importance of
‘leapfrogging’ towards new and more sustainable pro-
ducts, services, and systems which are presented in this
step-by-step approach. As redesign and benchmarking
can be highly valuable approaches in developed
economies as well, text on product redesign and inno-
vation is provided in Chapters 4 and 5, respectively.
Information on benchmarking is detailed in Module A,
and the worksheets on redesign and benchmarking on
the web, are all similar to what has been presented in
the D4S-DE publication.

1.3 HOW €0 READ CHIS
PUBLICACION

This publication is comprised of four parts (Parts I-IV) -
two are contained in this document (Parts I-I1). Parts IlI
and IV are a series of modules that are located on the
<http://d4s-sbs.org>.
Readers can navigate this publication in different ways

webpage  www.d4s-sbs.org
depending on their interests and focuses. Reading sug-
gestions are provided below.

In Part |, What is D4S and why do it? (Chapters |
— 2), introduces the concepts and motivations for D4S
initiatives. Chapter 2 provides an overview of the rela-
tionship between sustainability and product innovation
and how to meet consumer needs while improving the
environmental, social, and economical aspects of pro-
ducts. Chapter 2 also outlines the basic concept of pro-
duct innovation and the difference between incremental
and radical innovation. The three approaches featured in
this publication — redesign, new product development
and Product-Service Systems (PSS) — and their common
basic steps (policy formulation — idea generation — strict
development — realisation) are introduced. For each of
the methods, these four steps are subdivided differently
(see Figure I-1), based on specific goals and require-
ments. As a final part of this chapter, the reasons for a



POLICY FORMULAGION:

Goals

Strategies

IDER FINDING:

Idea generation

Selection

SERICE DEVELOPMENG:

Production
development
Designing
Marketing
planning

REALISAGION:

Production

Distribution and Sales

Use and end-of-life

|
|
|
|

Exploring PSS
appartunities

P55 idea generation

Detailing selected
PSS concepts

Evaluation and testing

Planning and
implementation

FIGURE 1-1: SGEPWISE APPROACHES FOR REDESIGN, NEW PRODUCE DEVELOPMENG AND PSS.

company to work on sustainable solutions are discussed.

Part Il, How to do D4S (Chapters 3 —7), is the pub-
lication’s core.This portion of the document outlines the
practical design approaches to execute a D4S project in
a company or network: Redesign, new product develop-
ment and PSS development. Additional methods and
tools are provided in modules on the web.

Chapter 3 is the Quick Start approach for D4S.This
chapter aims to orientate readers on the D4S process
and provides guidance on selecting from the various

types of D4S approaches.

Chapter 4 describes the key incremental innovation
strategy: D4S Redesign. This strategy is aimed at sustain-
ability-driven, incremental improvement of an existing
connected
Benchmarking, is presented in Module A on the web. This
benchmarking approach advocates learning from com-
petitors’ efforts and experiences to improve a compa-
ny’s own products, and is especially suitable for compa-
nies that develop products by imitating existing prod-

product. A

closely

approach,




ucts. A comprehensive set of worksheets on redesign
and benchmarking is included on the web.

Chapter 5 emphasises the importance of out-of-the-
box or radical sustainable product innovation. It
describes how to efficiently and effectively manage rad-
ical innovation and reduce risk.

Chapter 6 highlights new product development and
shows similarities and dissimilarities with redesign. This
chapter also provides examples of several innovative
new product technologies, three of which are detailed
in the innovation topic annexes on the web: application
of new eco-materials (Module H), integration of new
energy systems in products (Module 1), and application
of ICT technologies (Module J). Innovative new prod-
ucts often are part of system innovations on both the
technical and socio-cultural level.

Chapter 7 details Product-Service Systems (PSS).
This design approach was developed to accommodate
the fact that services and products are becoming
increasingly intertwined, and if properly designed and
managed, can fulfill customer’s needs more efficiently
and sustainably than purely product based solutions. A
step-by-step approach for a PSS pilot project is provid-
ed, and this methodology is further detailed in Module
C on the web. Module B on the web also provides infor-
mation and examples on design-oriented scenario
building, which is closely connected to PSS.

The conclusion of this section provides suggestions
for further reading.

Part Il of the publication consists of Case Studies on
the web. provides five case studies that depict the concepts
outlined in the previous chapters (drivers, Redesign, radical
innovation, new product development and PSS). Each case
begins by listing the company and stakeholders implement-
ing the D4S initiative, the issue, the goals and process of the
case, and finally the project results.

Part IV of this publication consists of the supporting
materials on the web.These resources are grouped into
the following categories: design tools, management
tools, design related innovation topics, and three
sets of worksheets. The design tools are to be applied
in combination with the methodologies described in
Part Il of this publication. The contents of Modules A, B,
and C have already been presented. Module D provides
an overview of creative techniques a D4S team can
apply in developing novel solutions to product innova-
tion challenges. Module E includes rules of thumb for

implementing D4S projects. Management tools (Module
F) and communication tools (Module G) are presented
to assist professionals initiating D4S projects, as well as
those responsible for internal and external communica-
tion.

Modules on innovation topics - eco-materials
(Module H), energy (Module 1), and ICT (Module )) -
have already been presented in connection with
Chapter 6 on new product development. Finally, three
sets of worksheets on Redesign, PSS, and benchmarking
are provided to better assist individuals targeting these
efforts. The web also holds a printer-friendly version of
the entire publication. The website with the same digital
information and additional materials can be found at:
http://www.d4s-sbs.org

An overview of the publication which highlights the
relationship between the various Chapters and Modules
is provided in Figure |-2.

The following selections are recommended for fast
track reading:

FASE GRACH READING SUGGESEIONS:

| do not have an idea yet: Read Chapter 2: What is
D4S and Why Do It? and Chapter 3: A ‘Quick Start’
approach to D4S. Browse through rest of the publication.
After that, decide what you want to do and see below.

I want to redesign existing products: Read
Chapter 2: What is D4S and Why Do It? Chapter 3: A
‘Quick Start’ approach to D4S, Chapter 4: Inside-the-box:
D4S Redesign, Module A on benchmarking, Modules D
and E on creativity and rules of thumb,and Modules F and
G on management and communication for reference. Use
Redesign/benchmarking worksheets as needed.

| want to develop new products: Read Chapter
2:What is D4S and Why Do It? and Chapter 3:A ‘Quick
Start’ approach to D4S, Chapter 5: Outside-of-the-Box:
Radical Innovation Sustainable Product Innovation,
Chapter 6: New Product Development, Modules D and E
on creativity and rules of thumb and Modules H, |, and ]
on innovation topics. See Modules F and G for reference.

I want to develop Product-Service Systems:
Read Chapter 2:What is D4S and Why Do It? Chapter
5: Outside-of-the-Box: Radical Innovation Sustainable
Product Innovation, Chapter 7: Product-Service
Systems, Modules B and C on design-oriented scenarios
and PSS tools, Modules F and G for reference. Use PSS
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Design for Sustainability (D4S) is a key tool in incorporating sustainability
concepts into the design and product innovation processes that companies
employ.The role of the environmental, social, and economic aspects of sus-
tainability as they relate to product innovation is explored in this chapter.
The key drivers for D4S and a basic scheme for product development will

2.1 PRODUCES AND
SUSCAINABILIEY

It is increasingly apparent that current patterns of con-
sumption and production are unsustainable, as evi-
denced in the ever increasing rate of adverse environ-
mental and social impacts.The accelerating processes of
globalisation and trade liberalisation, supported by
advances in information technologies, have fundamen-
tally changed the landscape of the private sector in both
developed and developing economies, providing new
opportunities to improve sustainability. Large and small
companies have made impressive efforts to address sus-
tainability issues with a bottom line focus. Companies
are improving the efficiency of current production and
the design of new products and services through supply
chain management, corporate reporting, benchmarking,
and adopting related international standards.

These profit-driven strategies go by many names,
such as sustainable product design and Design for
Sustainability (D4S). D4S, which includes the more lim-
ited concept of Ecodesign (Chapter | describes the
evolution of Ecodesign to D4S), is one globally recog-
nised way that companies can improve efficiencies,
product quality, and market opportunities while simulta-
neously improving environmental performance, social
impacts, and profit margins. Many developed economies
are highly aware of the business opportunities related
to efficiency increases and more stringent environmen-
tal and social standards. D4S efforts have already been
linked to wider concepts such as product-service mixes,
systems innovation and other life-cycle-based efforts. In

also be presented.

developing economies, more immediate technical sup-
port is needed to introduce the D4S concept.

Many organisations have developed tools to help
companies, designers, and consultants rethink how to
design and produce products in a way that improves
profits and competitiveness while reducing adverse
environmental impacts. Over time, this process, known
as Ecodesign, has evolved to encompass broader issues
such as the social component of sustainability and the
need to develop less resources intensive ways to meet
consumer needs. D4S goes beyond how to make a
‘green’ product and addresses how to best meet con-
sumer needs on a social, economic, and environmental
level. This does not only include the individual product,
but also the system of products and related services
which are jointly capable of fulfilling consumer needs
more efficiently and with a higher value for both com-
panies and consumers.

The 3 key elements of sustainability — social, environ-
mental, and economic — are also referred to as people,
planet, and profit, and are the fundamental components
of product innovation (see Figure 2-1).

To be sustainable, product innovation must work
within a number of frameworks linked to people, plan-
et, and profit, including social expectations, equitable
distribution of value along the global value chain, and
the carrying capacity of the supporting ecosystems.
Examples of sustainability challenges include:



PEOPLE: CREAGE OPPORGUNIGIES GO
MEELG SOCIAL AND EQUIGY REQUIRE-
MENGS

> Reduce urban and minority unemployment

> Improve working conditions, safety, and well-being
> Acceptance and integration of minorities

> Reduce income inequity

> Enhance number of skilled workers

> Abolish child labour

> Reduce illiteracy

> Provide basic health services

> Provide clean drinking water

> Reduce population growth

> Improve status of women

> Adopt international employment standards

> Increase social opportunities and community inter-
action

> Abolish large scale dislocation of people

PLANEG: FIG WIGHIN GHE CARRYING
CAPACIGY OF SUPPORGING ECOSYS-
GEMS

> Reduce fossil fuel energy use

> Use of renewable energy

> Increase energy efficiency

> Reduce use of toxics

> Clean contaminated sites

> Improve level of waste prevention, recycling,and reuse
> Reduce and treat industrial emissions

> Reduce quantity of waste water and promote
treatment

> Stop overexploitation of renewable resources and
water

> Stop deforestation, soil loss, erosion, and ecosys-
tem destruction

> Reduce dung and wood burning

PROFIG: CREAGE EQUIGABLE VALUE FOR
CUSGOMERS AND SGAHEHOLDERS
ALONG GHE GLOBAL VALUE CHAIN

> Value for company and stakeholders

> Value for customers

> Fair business model

> Fair share of and linkage to global value chains

> Linkage of small and medium sized enterprises in

developing countries to large transnational compa-

nies

> Fair price for commodities and raw materials

> Ownership and credit opportunities for entrepre-

neurs

The company capacity to undertake D4S initiatives is
highly variable from one organisation to the next. If
organisations with lower D4S capacity levels were
expected to integrate every element outlined above,
many product innovation ideas would not be imple-
mented. Furthermore, the afore mentioned elements
may not be relevant to all companies and countries. To
facilitate the D4S process and maximise project impact,
companies should review their sectoral needs to iden-
tify the design aspects that would yield maximum posi-
tive impacts and the successful achievement of goals and
targeted elements of D4S projects.

A carefully prepared D4S project can have a signifi-
cant impact on a company’s future competitiveness, as
well as immediate benefits. Sustainability requirements
are increasingly being incorporated into corporate sup-
ply chain requirements, government procurement
guidelines, and consumer decision making.

During the development of a new product, or the
redesign of an existing one, the product development
team is confronted with a variety of design criteria such
as quality, ergonomics, safety, and aesthetics.When using
the DA4S approach, environmental, social, and profit cri-
teria are integrated into the product development
process along with elements that serve to minimise the
adverse impacts of the product throughout its life-cycle.



2.2 PRODUCES AND
ENVIRONMENCEAL ASPECES
- PLANEE IMPLICALIONS

In the late 1980s and early 1990s, sustainability was
largely an environmental issue. Initially efforts focused
on improving end-of-pipe technologies, designed to
treat waste and polluting streams. In the mid-1990s, the
focus shifted towards production improvements via
concepts such as clean technology, cleaner production,
and eco-efficiency. The next shift was to product
impacts, thereby taking into account the whole product
life-cycle. Concepts like Ecodesign and Design for the
Environment (DfE) were developed and put into prac-
tice to address the environmental concerns associated
with production and consumption processes. D4S is the
latest evolution of product design and takes into
account the overarching goals of sustainability, which
include social and economic concerns.

Environmental impacts can be divided into three
main categories: ecological damage, human health dam-
age and resource depletion (see Table 2-1). These
impacts, including eutrophication, land use, ecotoxicity,
human health damage, and the depletion of fossil fuels
and fresh water, are relevant to large industries and
SMEs in both developed and developing economies.

Another way to classify the different types of envi-
ronmental impacts is by geographical scale— local,
regional, fluvial, continental, or global. Typically, the high-
er the scale level, the more sources that contribute to
the impact, the greater the need for international col-
laboration to solve issues, and the longer it takes for
improvements to become visible — depending on the
reversibility of the problem. A legal framework is in
place for many industrialised countries to enforce regu-
lations that deal with local problems like water pollu-
tion, soil pollution, and waste disposal, however, while
developing economies may posses a similar legal frame-
work, they may lack the enforcement capacity neces-
sary to successfully address these issues. Global issues
like climate change are best tackled through interna-
tional cooperative global warming mitigation efforts.
Irreversible depletion problems, even when occurring
locally, such as loss of topsoil, are not easily solved,
therefore preventive steps to avoid depletion are the
most cost-effective. After preventative solutions, back-

Global Addition of greenhouse gases to the atmosphere
warming or from burning of fossil fuels, agriculture, industrial
climate practices. Effects: temperature change, increased
change incidence of storms, desertification, oopécal
disease, ocean current changes. sea bevel rise
Dzone Stratospheric ozone depletion caused by
depletion emissions of CFCs. Effects: increased amount of
UV radiaden leading te increased cancer
occurrence, reduced productivity of plants, marine
algae and high altitude biota
Acid rain Acidification of precipitition by emission of
sulphuric and other substances, mainly from fossil
fuels, Effects: dissolves metals from the soil which
become toaic to plants and aquatic organismas
Water Addition of excess nutrients to water, I('adln_g to
eutrophica- algze bloom and consequent reduction of available
tion oxygen. Effects: killing of fish and other aguatic
ocrganism.
Habitat Physical modification or destruction of natural
alteration habimats for agriculture, forestry, roads and urban
(land use) growth. Effects: Primary cause of loss of
biodiversity.
Ecotoxicity Exposure of plants, animals and other biota to

toodc substances, YWide range ol effects

Smog and air  Emissien of nitrogen oxides and VOCs penerates

pollution ground level orone, other air polluaants inclede
dust particles and sulphur dioxide. Effects in
humans; increased incidence of asthma and other
health disorders

Health Mon-cancer causing substances include skin

ﬁamaging Irritants, growth inhibitors, endocrine disruptors.

substances

Carcinogens  Cancer causing subsmnces, mutagens that cause
genetic mutation (most of them are also
carcinogenic), teratogens cause defects In

developing embryos

Fossil fuels Current consumption raves of odl, gas, coal convert
fuels into materials, energy and COQ at a rate
millions of times faster then nature can replenish

the fuel reservoirs

Fresh water Consumption of fresh surface or groundwater
comerts theminto forms that are typically
nonrecoverable. Access to clean, ponable water ks

a fast growing international probilem.

Minerals Mol ores are crverted into matals and alloys that
are eventually cotbdized or dispersed as waste that

Is often not recycled

In many places, agriculture and forestry erodes
topsoil ata rave much faster then natural processes
replenish i

}1_: psoil




stopping technologies like CO2 sequestration and toxic
waste incineration will remain necessary to tackle prob-
lems on all scales.

2.3 PRODUCES AND
SOCIAL ASPELES - PEOPLE
IMPLICAEIONS

Social aspects of sustainability have begun to receive
more attention from the media over the last 10 years as
exemplified by negative articles on child labour, compa-
nies running ‘sweatshops’, workers’ rights and indige-
nous peoples. Corporate strategies increasingly include
corporate social responsibility in addition to economic
and environmental priorities. These social concerns are
relevant to all stakeholders, including investors, partici-
pants in a supply chain, and local communities.

Products and the production process impact people
in a variety of ways. Understanding the vast spectrum of
societal aspects relevant to sustainable production bet-
ter equips companies to assess impacts and design
and/or modify existing product designs to enhance the
positive societal impacts and decrease the negative.
Table 2-2 outlines societal aspects of sustainable pro-
duction and potential impacts. Societal impacts can
include on-the-job injuries, consumer and employee
health effects to chemical exposure, exploitation of
labour, child labour, and resource conflict (diminishing
water and food supplies).

2.4 PRODUCES AND
FINANCIAL ASPECES -
PROFIE IMPLICATIONS

In addition to environmental and social benefits, D4S
can also help a company’s bottom line. Sustainability
improvements made to products can lower production
costs through increased resource efficiency, open up
new markets and improve the quality of the product
produced, increase customer loyalty and marketing
opportunities, and link smaller companies to global
value chains and multinational companies.

D4S improvements often involve the improvement
of resource efficiency during production and an overall

Human Rights

Protection of employees’ basic rights, such as
freedom of speech, right to fair wages, and absence
of discriménation

Child Labour

Elimination of the economic exploiation of
children, which inerferes with their education,
health, and plesical, mental, spirinal, moral, or
social development.

Workplace
Health &
Safety

A high-quality work ervironment that protects the
health and safety of employees and promotes
workplace diversity, wocational education, and
quality work-life balance.

Governance &
Management

Systems and processes which govern
accountability, transparency, responsibilities of
various stakeholders. Can also Include
documentation, reporting, strategy, and risk
management

Transparency

Corruption &
Bribery

Economic
Growth

The degree to which a company involves it
business partners in carrying out its -s|.|'|.r_'||n:|l;||l.1';I
strategy. and publishes information on i practices
and behaviour in an accessible formar

A suble, ethical, and transparent economic
emironment that facilitaces the mobility of
ian:mE—nL.ﬁn:n:e.:.ndlcu:i'lna‘.ng}'

Sharing the benefits of an investment and the tools
for economic growth with loeal businesses and
Ccommaunity memberi.

Community
Development

Facilitation of the development af health,
education, water and sanitation rescurces In a
community, 35 well as supportng local efforts w
eradicate corruption and human rights violations.

Stakeholder
Engagement

CDI’I!.IJ'[IH,E_ with non-business sakeholders on key
sustainability issues, possibly in the form of open
dialogue with societal partners (NGOs,
BOVOrTEmMENT COMIMUNICY groups).

Distributed
Economies
(DE]

Saline
Encroachment

Distribution of a selected share of production o
regiont which support small scale, fexible units
that are connected with each other and priorithe
quality production

Overtaxing groundwater resources i coastl
areas can caute saltwaver intrusion whereby the
over withdrawal of potable groundwater
FESOLNCES pulh. saling water into freshwater areas
which can contaminawe drinking water supplies.

Land
Subsidence

Crver withdrawals fram certain aquifer lithologies
reduces the pore water pressure, increasing the
effective stress which leads to the irreversible
subsidence or sinking of the land surface. Socheal
impacts Inchude reduced groundwater resource
capacity and cracking building foundations




reduction in material and energy used. More resource
efficient production can contribute to significant mate-
rial savings for companies through reduced material
use, reduced energy consumption, and increased recy-
cling. Additionally, reduced material and energy require-
ments can insulate profit margins from volatile energy
and commodity markets.

The greening of products can open up new markets
that have previously been out of reach due to regulato-
ry requirements or consumer preferences, and allay
consumer fears over contaminated products. Sales can
also be increased through expanding marketing oppor-
tunities and strengthened customer loyalty. A company’s
market position can be reinforced and enhanced via
links to global value chains and multinational companies
brought about by D4S initiatives.

2.5 LIFE-CHCLE AND
IMPROVEMENE FACEOR
CHINRING

2.5.1 LIFE-CYCLE

The D4S approach is based on taking the entire life-cycle
of a product into consideration when evaluating sustain-
ability impacts (See Figure 2-2). The product life-cycle
starts with the extraction, processing and supply of the
raw materials and energy needed for the product. It then
covers the production of the product, its distribution,
use (and possibly reuse and recycling), and its ultimate
disposal. A variety of environmental and social impacts
occur in different phases of the product life-cycle and
should be accounted for in an integrated way. Key envi-
ronmental factors are the consumption of input materi-
als (water; non-renewable resources, and energy in each
of the life-cycle stages) and production of output mate-
rials (solid and chemical waste, wastewater, heat, and
emissions) and factors like noise, vibration, radiation, and
electromagnetic fields. Key social factors are labour poli-
cies, production processes that use toxic chemicals to
generate products that can adversely affect workers and
consumers, and unsustainable consumption of natural
materials that ultimately adversely impacts ecosystems
and biodiversity in local communities. An example of a
product life-cycle evaluation is provided in Box 2-1.

Though they are the subject of much environmental
focus, raw material provision and factory production
are only two stages of the product life-cycle. In many
cases, the distribution, use and disposal phases have
higher environmental than the production itself. The
environmental and challenge for D4S is to design pro-
ducts that minimise environmental and impacts during
the entire product life-cycle, not just during production.

Various parts of the value chain connected to a
product’s material life-cycle should also be considered
to fully address social concerns. Social issues in each
phase must also be addressed. Specifically, social con-
cerns can arise around child labour, employee wages,
and equal opportunities in the production phase with
relation to the employees.

As a product reaches a consumer, compliance,
health, and safety issues also highlight the social impacts.

In many cases, the added value generated during dif-
ferent steps of the life-cycle varies considerably; it is
often relatively low in the extraction and production
steps and higher in the sales and service steps.

BOK 2-1: THE LIFE-CYCLE OF A SHIRG

).! Shirts are often a combination

of natural and synthetic fibers.
To produce natural fibers (e.g.,
cotton), energy, fertilisers,
water, and pesticides are need-
ed. For synthetic fibers, chemi-
cals, water, and energy for

extensive manufacturing are required. These
fibers are combined into cloth during a process



which uses water, energy, and chemicals to give
cloth its colour and other characteristics. From
the cloth, shirts are produced and then packaged
and distributed to retail shops. After the con-
sumer has purchased the shirt, he or she will dis-
card the packaging and will use the shirt. During
the use phase, the shirt, on average, will be worn
100 times, washed, dried and maybe even ironed.
Each of these steps has environmental impacts
resulting from detergent, water, and energy use.
Finally, perhaps when some parts of the shirt have
worn out, it will be discarded. It is not possible to
compost it because of the synthetic parts, and it
may not be easy to recycle because of the mixed
materials. During its life time, components of the
shirt may have traveled thousands of kilometers,
since the production of the cloth production
could have occurred in Asia, the manufacturing of
the shirt in North Africa, and the retail in Europe.
There are also social implications within this life-
cycle. Social aspects could include the working
conditions on cotton plantations, as well as in the
production facilities where cotton and other syn-
thetic fibers are developed into usable materials,
and finally the factories where the garments are
manufactured. The labour policies used through-
out this process can have adverse social impacts
(one such example is sweatshops employing child
labour). When evaluating and seeking to improve
social impacts throughout the life-cycle, efforts
should be made to promote a better distribution
of benefits throughout the value chain.

Sustainability also requires taking the needs of future
generations into account, which means future environ-

mental and social concerns need to be addressed.

Global environmental pressures are directly related to
the size of the population which helps define consump-
tion levels, and the materials and energy required to
produce each ‘unit’ of consumption. It has been estimat-
ed that environmental pressures should be reduced by
about half.Taking into account the current growth rates
of developing economies, the efficiency of products and

processes needs to be improved by a factor of 4. Future
generations could be living in a world with a population
of 9 billion, and much higher consumption levels, which
would require materials and energy improvements by a
factor of 10 to 20.

This type of ‘factor thinking’ or ‘factor X thinking’
shows the magnitude of the task at hand, and the criti-
cal need to improve production processes, products,
and systems. Short-term incremental redesign of exist-
ing products, also called ‘inside-the-box’ innovation, can
typically lead to improvements of a factor of 2 to 4.To
achieve long-term factors of 10 to 20, radical product
innovation, or outside-the-box-innovation, is necessary.
This includes developing completely new products,
improving products as well as the services connected to
them, and developing entirely new functional systems of
products and services. Figure 2-3 illustrates the different
degrees of environmental benefit and innovation
required.

In the next section, the different types of innovation
are explained in more detail.
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Since D4S is based on a combination of product inno-
vation and sustainability, understanding the underlying
concepts of (product) innovation can be helpful in
implementing D4S projects. This section discusses dif-
ferent approaches to innovation.



Product innovation is essential for industry’s competi-
tive position as well as for a country’s economic
growth. Companies operate in a rapidly changing world
in which customer needs and wants are not fixed and
industry faces increasing competition due to open mar-
kets and globalisation. Companies that effectively inte-
grate innovation into their product development
process can gain a significant competitive advantage.

Innovation is a broad concept that is used in many
different contexts.As a result, there are many definitions
of innovation. One useful definition is:“the commercial or
industrial application of something new— a new product,
process or method of production; a new market or source of
supply; a new form of commercial, business, or financial
organisation”.

Most definitions of innovation emphasise ‘newness’
and ‘successfulness’. There are distinctions made
between product versus process innovations and some-
times amongst market, business, and management innova-
tion. For example:

> Product innovation is the introduction of new
products that have characteristics and/or use applica-
tions that differ from existing products on the market.

> Process innovation is the introduction of a new
method of production that has not previously been used,
or a new way of handling a commodity commercially, to
make production more efficient or to produce new or
improved products.

> Market innovation involves entering new mar-
kets, expanding existing markets, and/or developing new
ways of serving customers.

> Business and management innovation
involves developing new reward systems, organisational
structures, and ways of handling responsibilities and
human resources etc. that positively affects product
sales.

D4S efforts usually focus on product and market
innovation, while cleaner production is linked to
process innovations and environmental management
systems like ISO 14001 are associated with manage-
ment innovations.

2.6.2 INNOVALIOoN LEVELS

Innovation can be categorised into three levels: incremen-
tal, radical, and fundamental (see Figure 2-4). Each catego-
ry is progressively more significant and far-reaching.

1> Incremental innovation_ Entails step-by-step
improvements of existing products and tends to
strengthen market positions of established companies
in the industry. This includes benchmarking approaches
in which products of competitors are copied and/or
improved.

2> Radical innovation_ Drastically changes existing
products or processes.The risks and investments required
for radical innovation are usually considerably greater
than those needed for incremental innovation but offer
more opportunity for new entrants to the market.

3> Fundamental innovation_ Depends on new
scientific knowledge and opens up new industries, caus-
ing a paradigm shift. In the early stage of fundamental
innovation, the contributions of science and technology
are important.

There is a wide range of innovation possibilities
between the two extremes of incremental and funda-
mental innovation. Fundamental innovation often takes
place only in large multinational companies, company
clusters or national and international research pro-
grammes because of the large human and capital invest-
ment needed.

The majority of companies engage in incremental or
radical innovation efforts. Successful incremental or radical
innovation requires different kinds of thinking, working, and
risk taking. For more insight into both types of innovation,
a more detailed discussion of each is included below.



INSIDE-GHE-BOHX: INCREMENGAL INNO-
vAaGIoN

As the name suggests, this type of innovation makes
small changes over a period of time. Incremental inno-
vation is sometimes referred to as continuous improve-
ment, and the business attitude associated with it is
‘inside-the-box’ thinking. A simple product may be
improved (in terms of better performance or lower
costs) through the use of higher performance compo-
nents or materials. A complex product that consists of
integrated technical subsystems can be improved by
partial changes to one level of a sub-system. Incremental
innovations do not involve major investments or risk.
User experience and feedback is important and may
dominate as a source for innovation ideas. As an exam-
ple, customer preferences can be identified and added
as features to the existing product.

Incremental innovation and design improvements
are known as the ‘bread and butter’ of product innova-
tion for many firms. Many firms do not even attempt to
explore radical innovation for a variety of reasons hav-
ing to do with their size and resources, the nature of
the industry, the level of research and development
required, or the amount of risk involved. Even firms that
successfully introduce radical innovation may not do so
very often. Incremental innovation projects, due to the
low-level of involved risk usually follow a structured and
predictable process.

OUG-0F-GHE-BOK: RADICAL INNOVAELIoON

Radical innovation involves the development of new key
design elements such as change in a product component
combined with a new architecture for linking compo-
nents. The result is a distinctively new product, product-
service, or product system that is markedly different
from the company’s existing product line. A high level of
uncertainty is associated with radical innovation proj-
ects, especially at early stages. Technical, market, organi-
sational, and resource issues all need to be addressed.

Two primary types of radical innovation:

- New-to-the-Market: Novel substitutes, based upon
new products to society;

- Breakthrough: Significantly changes the existing

industry or creates a new business.

In the well-known Ansoff matrix (Figure 2-5) these
two types are included in the ‘out-of-the-box’ approach.
It means that the idea is based upon (1) a new technol-
ogy or product; or (2) it is new to the market; or (3)
both. Product innovations based on a new technology
or product and new customers have the highest risks

Market
development
Out-of-the-box

Hisk factor: middle)

Diversification
Out-of-the-box
(Risk factor: high)

Market penetration Mew product
Inside-the-box Dut-of-the-box

factar: low [Risk factor: middie

not to be adopted in the market.

In many cases, established companies are not able to
create new-to-the-market or breakthrough solutions,
because they would potentially jeopardise the existing
business model and/or industrial infrastructure itself.
Therefore, radical product innovation usually requires
an ‘outside-the-box’ approach. Outside-the-box innova-
tion aims to create an approach that goes beyond exist-
ing business models and links with other companies to
create a new venture. The risks involved with outside-
the-box innovation are significantly higher than those
associated with inside-the-box innovation. The outside-
the-box innovation process is more volatile and the
outcomes more uncertain; the time horizon also tends
to be much longer.

THE NEED FOR RADICAL INNOVAGION

To reach sustainability from a ‘planet’ point of view, large
improvement factors are necessary, which can only be



reached with radical innovation.

Furthermore, radical innovation is increasingly
becoming an economic necessity for companies. For
years, incremental innovation and inside-the-box think-
ing were considered the most successful way to inno-
vate, and that still might be the case for many compa-
nies. Recently however, many consumer goods compa-
nies are faced with poor returns on their investments
because markets in developed countries have matured
and sales of incrementally improved products are
decreasing. In sharp contrast, sales of breakthrough
innovations are shown to have dramatically increased.
Another signal is the change in supply scenarios:
resources and raw materials are becoming scarce and
more expensive.

Clearly, the need for radical innovation is growing,
not only from an environmental but also from an eco-
nomical point of view.

2.7 A SYSEEMALIC
APPROACH

A systematic approach for product innovation has been
developed by Roozenburg and Eekels and is shown in
Figure 2-6. It consists of four basic steps: formulating
goals and defining strategies for product development
based on market perceptions; generating and selecting
ideas for the new or improved product; developing
these ideas into the blueprint of the new product; and
transforming the plans into reality including production,
distribution, sales, use and end-of-life assessment. Of
course an actual product innovation process will often
be more chaotic, iterative, and less linear than described
here, but the fundamental steps can usually be recog-
nised and are necessary for successful innovation.

Part Il of this publication presents guidelines and
stepwise approaches for both incremental and more
radical product innovation. Three common approaches
to product design include: redesign, new product devel-
opment and product-service systems and will be dis-

cussed in the context of sustainable product innovation.
Each category has its own specific requirements and
issues, but the basic four steps shown in Figure 2-6 are
common to all.

Figure 2-7 depicts the three main design approaches:
Redesign, new product development and Product-
Service Systems. The four basic steps are clearly shown
for each. Chapters 4, 6 and 7 are devoted to explaining
these design approaches in more detail and distinguish-
ing the similarities and differences.

2.8 WHY DO D4S -
DRIVERS FOR INDUSERY

2.8.1 INCERNAL AND EXCERNAL
DRIVERS FOR D4S

As described in the previous sections, there are com-
pelling reasons for society to work on more sustainable
solutions to the environmental, social, and economic
problems the world is facing today. Furthermore, sus-
tainability, corporate social responsibility, and related
trends are part of the business agenda for an increasing
number of companies worldwide. This is not only the
case for most transnational companies, but also for a
growing number of medium-sized and smaller compa-
nies. Understanding how to integrate these concepts
into business planning can be an important part of a
successful business strategy. Pressure to integrate sus-
tainability requirements into corporate practices will
come from government, business partners, non-govern-
mental organisations, and citizen groups.

Motivation to implement D4S can come from with-
in a business itself (internal drivers) or from outside a
company (external drivers).Although there are overlaps
amongst the people, planet, and profit aspects of sus-
tainability, a driver is usually connected to one of them.
Understanding the most influential drivers for a compa-
ny or product can provide valuable information on the
most effective types of D4S projects and activities to
initiate. Table 2-3 presents common drivers for each of
the three key elements of sustainability, people, planet,
and profit.

For industry in developed economies, a mix of inter-
nal and external drivers for D4S generally exists, since
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FICURE 2-7 ___ THE GHREE PARALLEL D4S APPROACHES OF GHIS PUBLICAGION

legislation, policy, and public opinion on sustainability

are well developed. For industry in developing 2.8.2 BUSINESS OPPOREUNICIES

economies, internal drivers are more decisive for the AND D4S
initiation of D4S projects than external drivers, because

external drivers currently are less developed. Another way to evaluate reasons for industry to engage

in D4S is to analyse the various business opportunities
arising from these initiatives. The following three cate-
gories outline resulting business opportunities.




'PEOPLE’ ASPECE_

Social equity_ Can reduce risks on social and labour problems.
As a result it can help avoid liability and reputation problems.
_Strong social policy_ Can increase employee motivation,
Employecs can gain energy and experience from social projects
and programmes launched by a company.

Governance and management systems on social
aspects_ Can make company achievements more visible o
sharcholders and stakeholders.

'PLANEL" ASPECE_

_Green marketing  The design and production of products
with envi-ronmental value-added elements can booast brand value
and repuration,

_Environmental awareness_ Managers often are aware of the
importance of environmental issues and want to act accordingly,

‘PROFIG' ASPECE_

_Reach new consumers_ Surveys demonstrate that consumers
are increasingly ready to purchase on ethical grounds,

_Product quality improvement_ Reliability and functicnality
often go together with a more sustainable product

_Saving costs_ Cost reductions can be made on material use,
energy, waste treatment charges, transport and the distribution
SYSLRIM.

_Boost brand value and reputation

_Product innovation_ Mew peossibilities from product
innovation can find solutions to meet customar neads and wants.
_Brand differentiation

_Mew opportunities for value creation

iL’F‘EI‘.]F"LE‘ ASPELCE_

"BLANEG ASPECE_

[PROFIG' ASPECG_

_Public opinion_ Consumers are increasingly incerested in the
world that lies behind the product they buy, which is leading
companies to take environmental and social issues into account.
_NGO pressure_ For years industries have been under fire from
MG for controversial practices and the related impacts on the
environment. For example: Irresponsible company practices may
lead to boycott campaigns which can cause significant damage to a
company reputation,

_Legislative requirements on environment will increase in
many developing economies and can force a company into a more
proactive stance.

_Disclosure requirements of environmental information
towards suppliers and customers can start an improvement
process in the company.

_Ecolabelling schemes can be an additicnal element for a
companies’ marketing strategy.

_Consumer organisation requirements such as safety, low
texicity and recyclbiity of products can be an incentive for D45,
Pre-ducts failing to get a good score” on these aspects may no
longer qualify as a 'good choice’ in consumer tests,

Pressure from dedicated environmental groups have
forced Industry to eliminate substances Hke CFCs from their
products. These often highly professional organisations will
continue to expose environmental harmful products.

_Direct community ‘neighbour’ pressure is often directed
towards environmental and safety risks of the company and can
have a large impact on production and products.

_Morms and standards on sustainabilicy aspects of products will
continue to become stricter and may force companies to improve
products.

_Subsidy schemes are available in some countries to improve
sustainability aspects of products and production. At the same
time, subsidies on energy and raw materials are ending, forcing
companies improve materials and energy efficiency.

_Suppliers competition is evolving to enter or remain in the
supply chain, pushing companies to become more sustainable,
_Customer demand for healthier, safer and maore
environmental and socially responsible products is increasing in
specific product categories.

_Market competition is growing as competition increases at
lecal and global levels. Industry may look o improve innavative
performance, which might include reviewing the susminabilicy

aspects of their produces.

TABEL 2-3 ___ INGERNAL AND EXGERNAL DRIVERS FOR D4S

> Cost savings and risk reduction opportunities the costs for cleaning equipment, waste management,
Some of the business opportunities can be realised in a tax savings, and reduction of future liability risks.

short timeframe. For instance, if a company manages to

cut back on the amount of raw material, energy, or > Enhancing image and market opportunities
water used, this translates to direct savings in produc- DA4S can be a decisive factor in the creation of new mar-

tion costs. Similar benefits can be achieved by lowering kets or in competition in existing markets. Also,



improvements in the quality of products improved by
D4S can enhance the market position of the company.
Furthermore, market research indicates there are a
growing number of green investment funds offered by
financial institutions: access to investment funding can
be a beneficial effect of D4S implementation.

> Legislative, social, and business require-
ments
Societal concerns also signal business opportunities. In
order to maintain their competitive edge in the market,
companies will be required to address consumer con-
cerns and take advantage of up-coming trends. In addi-
tion to the well known legislative requirements, buyer
and supplier demand, and pressure from societal groups
is becoming a more important factor.

An overview of the most common drivers from the
perspective of business opportunities and challenges
follows.

COSE SAVING AND RISH REDUCEION
OPPORGUNIGIES

> Saving raw materials

> Saving energy

> Saving water

> Savings in emission and waste treatment

> Savings in environmental taxes and fees

> Savings in product transportation (distribution)
> Reduction of insurance costs

> Reduction of accident costs

> Reduction of future liability risks

> Postpone disposal costs by offering Product-
Service Systems (PSS)

IMAGE ENHANCING AND BUSINESS
OPPORGUNIGIES

> Competition (retain markets, create new markets)
> Quality improvements that can enhance market
position

> Customer demands (eco-labels)

> Branding and image creation

> CSR — Corporate Social Responsibility

> Improving worker health and safety issues

> Motivating employees and creating enthusiasm

> Enhancing innovation capacity

> Low profit margins call for new business ideas

> Improved access to green investment funding

> Building enduring producer-consumer relations by
offering PSS

LEGISLAGIVE, SOCIAL AND BUSINESS
REQUIREMENGS

> Bans of toxic substances

> Take-back legislation — Extended Producer
Responsibility

> Recycling requirements or recycled content
requirements

> Emission limit standards

> Legislative information requirements

> Public procurement

> Buyer or supplier demands

> Pressure from environmental or other citizen
groups

> Free customer of responsibilities for managing
waste and hazardous substances by offering PSS

Case: A company committed to sustainability in
all its aspects is Natura in Brasil. In the Case
Study section on the web, the case of Natura is
described with clear reference to the various
drivers for D4S that influenced the strategic deci-
sions of the company.















HOW €0 DO D4S
iN PRACCICE






A 'QUICH-SGARG'
APPROACH &0 D45

CHRIS RYAN

THIS PARG OF GHE D45: A SGEP-BY-
SGEP APPROACH IS FOR GHOSE WHO
WANG 60 QUICHLY COMMENCE A
PROJECG.

The authors of the D4S: A Step-by-Step Approach have
many years of experience in the practice of Ecodesign,
design for environment or design for sustainability
(DA4S) as well as in the development of appropriate
methodologies for different contexts, circumstances
and business sectors.Ask any of them how projects get
started and they will tell you that most begin with the
vision and the determination of an ‘inside’ champion. If
you are the first person in your organisation to open
this D4S A Step-by-Step Approach, then it is likely that
you are the sort of champion they would be thinking of
— someone who wants to promote and facilitate action
in your company or organisation to improve the envi-
ronmental and social performance of your products or
services. This ‘Quick-Start Guide’ is just like the first
section of a software manual (often called something
similar to ‘quick-start’) as it aims to help you get start-
ed, quickly, before having to read the entire Publication.

First steps towards the environmental improvement
of products usually involve putting together a case for
action, to ‘bring others on board’, developing a case that
will persuade enough key people that this is a sensible
and valuable thing to invest in.You will want to be able
to present a persuasive argument that your company or
organisations could produce product(s) which could be

both more sustainable and more successful in the mar-
ket. It will help your case if you can show that the design
steps to delivering an improved product are neither too
complex nor too expensive; it also helps if you can pro-
duce simple, clear, arguments about why embracing D4S
is good business. This quick-start guide is one way to
develop that case.

Note: The Power to Change.

This ‘quick-start’ guide comes with a warning: bat-
teries not included. “You’ have to supply the energy
to drive this change. Most successful examples of
more sustainable products started with a champi-
on. Sometimes that champion is a middle, or even
senior manger, sometimes a designer or a techni-
cal person involved in production, sometimes a
marketing person.Whatever position you hold in
your company you need to do the work to devel-
op the arguments and to find the examples which
will work in your context. The D4S Step-by-Step
Approach is structured with a layered approach
to information — a broad overview, detailed
methodologies relevant to various (product) con-
texts (with many good example projects), work-
sheets to help support various steps in the
methodologies, and finally a large set of refer-
ences to other guides to research and case stud-
ies to review. This should allow you to build up a
body of information suited to your needs. In the
end, however, this Publication cannot supply one

critical element: your enthusiasm and determination.



HOW B0 MAHE MOSE USE OF GHE D45S:
A SGEP-BY-56EP APPROACH WIGH A
PILOG PROJECG.

It is usually a good idea to begin a D4S process with
some sort of pilot project,an exploration of the process
of DA4S using a real product that you have selected as
appropriate. All the sections of this publication will help
you with your projects. However, if you need to quickly
understand what such a project would entail and to
quickly present to your colleagues D4S possibilities for
an existing product, then this is a good place to start.
You will be able to consult the other sections of the
DA4S: A Step-by-Step Approach so ‘pointers’ are includ-
ed in this text to the relevant page and section for you
to refer to for a deeper understanding.

Hint: Starting Options

If you already have sufficient commitment within
your organisation (and a decision to support D4S
activity) then you can either just read quickly
through this section or jump straight into the sec-
tions of the publication that seem most appropri-
ate to your circumstances.

As you will see from the table of contents page, the
D4S: A Step-by-Step Approach begins with an explo-
ration of the ‘what’ and the ‘why’ of D4S or the social,
business case, and environmental (People, Profit, Planet)
drivers for D4S. It then moves on to the ‘how’, the actu-
al processes for redesigning products or developing
innovative new ones. In this quick-start section the
order is reversed: we begin with a simplified ‘how’,
focusing first on the steps to improving the sustainabil-
ity of a product you have selected, or will select.
Experience suggests that you will already have ideas
about the ‘Why’ (it will be part of your motivation for
taking on the role of champion) and that what you need
first is some real sense of what it will take to improve
your product. Of course you will need to develop a busi-
ness case — the ‘Why’. There is a simple outline in this
section that will help you structure your thoughts on
that process, assuming that you will consult the longer
discussion of motivation and drivers in the manual.
[Chapter 2]

Note: D4S is deceptively simple.

The Quick-Start section begins with the simple —
what DA4S involves and (in general) how it is done.
You will find that the concept appears remarkably
simple; the steps to a better product can almost
be described as a list of good design principles.
Looking at such a list you will probably find it easy
to think of products (in the market place) that
have been improved by following the various
approaches listed.

But there is a deceptive part that you will need
help in dealing with: determining what design
approaches are the appropriate ones for your pro-
duct, to address its specific environmental and
social impacts and to find its competitive ‘sustain-
able edge’ (to maintain or improve its economic
value whilst increasing its sustainability). It is this
deceptive aspect that is the reason for the D4S: A
Step-by-Step Approach, it is why D4S and Ecodesign
require a methodology and not just a list of design

guidelines.

NINE SIMPLE SEEPS tO
IMPROVING YOUR PRODUCE

In this Quick-Start we assume that you will run through
a pilot or hypothetical redesign exercise for a product,
in 9 steps:

NOTE: These steps do not follow the exactly
same sequence as the 10 steps in Chapter 4,
because this is a simplified process and you do
not yet have a team.

I. Select a product

2. Prepare a product ‘dossier’

3. Review your product market — in terms of envi-
ronmental and social issues

4. Reflect on your product in the light of a simple
DA4S list of approaches

5. Develop a quick picture of your product’s ‘impact
profile’

6. Defining your product’s improvement targets and
design approaches



7. Redesign concepts — creativity at last!
8. Prioritising ideas and concepts
9. Making your case (for the real project)

STEP 1: SELECE A 'PRODUCE'

It is very likely that you already have a ‘target’ product
in mind, presumably because market intelligence suggest
that there are environmental and/or social characteris-
tics of that product that are becoming critical to its
future success. Or perhaps you are aware of societal or
market pressures which could impact the reputation of
your company. In this context we assume you intend to
select a product as your ‘case study’ to explore its ‘D4S
potential’.

Experience has shown that selection of the first ‘test’
product should be made carefully. Generally the pro-
duct should fit the following characteristics in that it
should:

-Be in a market where its environmental and/or
social characteristics are under scrutiny, or where there
is competition from products claiming to be more sus-
tainable

-Have a potential for change

-Be (relatively) simple

[See Chapter 4; Steps 2 and 3]

STEP 2: PREPARE A PRODUCE DOSSIER

You are going to need to know a lot about your pro-
duct, perhaps in ways that you haven’t had to think
about before. Start a file or dossier on the product.

Hint: Just start collecting product information for your
dossier now

You don’t, at this stage, need to make this a
detailed investigation. Start with whatever you
know, or can discover quickly; you can keep
adding to the information as you proceed. When
a full pilot project is underway, this could become
a collective activity, with members of the team
adding information based on their knowledge.
Tables 3-1 (a) and (b) below provide environmen-
tal and social impact areas to consider when ‘fil-
ling out’ your dossier.

The sections of the dossier should encompass (in no

particular order):

fi

The Product and its Use:

> its history

> the original brief and the marketing plan for the
current product

> market information (how it is sold, to whom, mar-
ket share information)

> distribution and typical transport information

> typical product life

> typical ‘user scenario’ [Chapter 4; Step 5] — use
patterns (including any resource inputs and waste
generated — with rough estimates of amounts)

> typical end of life pathway (how products are recy-
cled or disposed at expiration)

Design and manufacturing:

> a breakdown of the key components and sourcing
of the components

> materials list

> a simplified diagram or ‘flow chart’ of the manufac-
turing process [Chapter 4; Step 5] - including
resource inputs and outputs (waste pollution) asso-
ciated with each step (ideally with rough estimates
of amounts)

Competing products:

> other products in the market

> any defining characteristics (function, market seg-
ment, etc.)

> attributes of the product that are marketed as hav-
ing environmental value

> relative performance data (often available from
consumer or business magazines, internet sites, etc.)

Add two (initially blank) sections to your dossier to
in as you go through the next steps:

Important characteristics of this product




STEP 3: REVIEW GHE IMPORGANE ENVI-
RONMENGAL AND SOCIAL IMPACE
AREAS IN YOUR MARKEG

For your product, and your market, you have to devel-
op a sense of the priority areas which you need to
address.What is considered a priority environmental or
social issue will change from context to context. This is
not a purely scientific issue, it also reflects local social
and political issues — human rights, equity, labour — and
of course, the economics of your product and its mar-
ket.

Note: It is very important to be sensitive to
emerging issues; you will be redesigning a product
that should last in the market for a good period
of time.You do not want to get caught by issues
which arise after you have designed and produced
a new product.

Start by listing environmental and social issues which
are currently important in your region and your market,
for your customers. Review the competing products in
your dossier to check what priorities are expressed.
Consult company personnel about standards and regu-
lations in your market. A generalised list is provided in
Tables 3-1 (a) and (b) to guide your thinking. [For a
more extensive list see Chapter 2, Sections 2.1 — 2.4

Poliustion of air

Greenhouse (carbon dioxide; methane)
Ozone depletion (CFC's)

Acidfication and smog (sulphur dicxide:
nétrous oxhde; dust hydrocarbans)

Energy use, from fossil fuels
Refrigerants; blowing agents (insulation)

Energy use. from fossil fuels

Pallution of water

Evtrophication

Toxhe conamination

‘Water use chemical use (eg phosphates,
heavy metals, cleaning agents, pesticides etc)

Pellution of land

Solid waste ! land fill
Heavy metals (lead, cadmium, chroméum,
mErcury)

Energy use, from fossil fuels
Mazerial wasue
Consurmables

End-of-kfe disposal

Resource depletion

Bindiversity reduction
Extinction
Resource scarcity

Fresh water use

Use of scarce materials; non-renewable
marerials

Total resource /materials use

MNolse
Visual

Product and manufacturing operation

TABLE 3-1(A)_ ENVIRONMENGAL IMPACE AREAS

Hurran rights MiBennium goals: freedoms; legal protection; Marerials or resource inputs; manufacturing:
education; association distribution = of product or components

Labour ixsues Child laboer; heakth and safecy As above

Governance and management Control over social impacts; tramparency in As above

besiness:

Corruption | bribery

TABLE 3-1(B)__ SOCIAL IMPACE AREAS



and 2.8 as well as Chapter 4, Step 2.] An economic
impact table has not been included (although it is the
third pillar of sustainability) because it is assumed that
you are best placed to identify those for your company
and product.

Mark (colour) on Table 3-2 those areas/issues which
are most important for your product. Add any notes
into your dossier in the ‘important characteristics’ sec-
tion. You will use this information in Step 6.

STEP 4: REFLECE ON YOUR PRODUCE IN
LIGHG OF GHE SIMPLE D45 ASSESS-
MEeNG

Read quickly through Table 3-2 below, with your pro-
duct in mind. Table 3-2 is one version of a common list
of D4S approaches. Use it as a way to start thinking crit-
ically and creatively about possible product improve-
ments. This will help you identify any missing informa-
tion for your dossier. Use the two blank sections of
your dossier to collect observations and ideas about
your product characteristics and possible areas of
improvement.You will return to this list later when you
begin to select appropriate improvement option for
your product.

Note: D4S approaches are product specific — there is
no universal formula for success.

The approaches in Table 3-2 are easy to grasp.
They require some complex decisions, but as
approaches they are simple and not unusual as
design specifications go. The approaches listed
below should not be thought of as a checklist
that needs to be followed for D4S action on a
product. Nothing could be further from the truth.
The approaches cannot all be applied to a given
product. There are conflicts and trade-offs
involved - if you follow one approach you might
find that you then cannot follow another. For
example, ‘light-weighting’ can reduce material
inputs and the environmental costs of transport,
but it might reduce the longevity of the product.
More importantly, some of the design approaches
will be unnecessary because they will not
improve your product’s environmental perform-

ance, they may actually make things worse. In

practice it is necessary to identify a selection of
the approaches listed that are appropriate to
improve the ‘environmental and/or the social profile’
of your product. DA4S requires more than simply
following a list of design approaches, these
approaches have to be embedded in a selection
methodology in which you actively evaluate and
assess each approach to determine the potential
outcomes. This active evaluation of approaches
for DA4S is the reason for the D4S:A Step-by-Step
Approach publication.

STEP 5: DEVELOP A QUICH PICGURE OF
YOUR PRODUCE'S ‘IMPACE PROFILE

A D4S methodology relates the different design
approaches to the environmental and social impacts of
your particular product, providing a way to select those
that will be relevant and fruitful.

Hint: Taking social and ethical issues into account.

If your answers to the social and ethical issues
outlined in Table 3-2 showed them to be signifi-
cant then you will need to ensure you become
familiar with the strategies in the rest of the man-
ual, particularly Chapter 2 and Chapter 7.Table 3-
| (b) is provided to ensure you have these issues
in mind as you proceed. It may be that there are
issues here that will be the driving force for your
product redesign. If you start with environmental
improvement of your product as the main driver
then you should ensure that you do not exacer-
bate any social/ethical issues you have identified.
Ideally you will be able to find strategies to
resolve those issues whilst delivering environ-

mental improvement.

In order to select design strategies, you need to
understand the environmental and social profile of your
product - a picture of how much each life-cycle stage
(extraction of raw materials; processing of those mate-
rials; manufacture; distribution; use; end-of-life disposal;
labour and human rights issues) contributes to its envi-
ronmental and social impacts. Refer to Figure 3-1 below.
(This is the basic approach known as ‘life-cycle thinking’,




Product
charac-
teristics

A. THE USE OF MAGERIALS IN GHE PRODUCE

Strategic
focus

D45 / Improvement

approaches

Motes on
Environmental effects

1. Selection of (1) Eliminate materials with sensitive origing (e.g. Biodinersity and social concerns
low impact semitie mateviols! rairforest timber), from non-renewabile sources, reduced.
materials or from endangered habieats, ete; or from
economies where issues of human rights, hbour
exploittion or questionable development policies
are prominent. Remember that ‘renewable’
materials are not without impact; abavays check
the tource dam. Conider the ‘social value chain’
in materials selection.
Lirk vo C bebow — Sacial and ethical iswues in
production, distribution, and we.
Are any materiols high in {ii) The tocal energy andior water uied to create The total energy used to create a
embodied enevgy [or a product can be "embodied” in s materials - the product can be embodied’ in i
embodied water fthat s @ | energy andior water which goes into processing materiah (Lo in the energy which
SCONCE FESOWCE in your its materials, Reducing this can become a goes into processing the materials)
marke)? selection criveria for alverrative matoriak, Note: NOTE this iy vrue for recycled
Embodied energy con be [partiolly) recovered thiough | materish as energy is used in
reuse and recycling, However, even reqycied materioh | recydling {recovery, transport,
bave an embodked energy (from tronspory, recovery, processing etc). Link wa A {iv)
s an imporming issue but, 1o be significant in the
selection of materials, ‘total energy” or toeal
water' is not an ideal measure because what is
impartant ts the pollution associaued with the
form of energy or the total pollution of the
wastewater, YWhat you really want from this
indicator is how 'dirty’ the energy or water is
resulting from the production process, as well as
berer masch of the resource is embodied There 5 a
mave in mary markets to define the embodied
‘greenhouse gas'’ in materials, which more
accurstoly reflects the energy impact of 3
material Expect such data to become more
readily available. Yvhere it exivts it Is a measure
that should be uted for selecting alternative
materiaks {or alternative sources of the ame
material). Mote: in the case of embodied water,
recyched woter i better than fresh (potabie) water,
Link to D2(i) and D2{v) next (Product Life-time
and end-of e recovery) — embodied energy can
be [partially) recovered through re-use and
recycling,
I anyihing in your product (i) Elemirave voxic materiah (e.g. lead or This is a crivical lssue for and-of-life
tewic to humans andior mercury) and any surface processing or paths; elimination of the toic
ecosystema? treasments that introduce towics in manufacturing, | material will abwvays be 3 more
or which contaminate recoveredrecyched robust wrategy than recovery and
materials [Link to Al(iv) or next below]. reuse/storage (where accidents can
and do happen).
Are the motenials in your () Try 1o use recycled material, Re-use and recycling assist in viable
[product able to be waste recovery, and can alvo help
recycled? to recover embodied energy, but
energy is used In recycling as well
{recovery, tramport, processing,
etc).
Are there any recycled (v} Use recyclable materiak, Where possible Use of recycled materials bullds
materiols incorporated in the market for re-use of materialy
the prodict? Link to D2 Product life<time and end-of-ife at end of (first) life.
recovery (v).
Could anything in our [vi) Use biodegradable materials, if materials Lise of biodegradable materish
product be mode from cannot be recovered ag end of life, However be wroids end-ol-life wase
biodegrodable matenal? sure that 3 material s sctually bsodegradable in sccumulation,
practice; lndfills and compost systems do not
abways have the right conditioms for things o
biadegrade. Also blodegradable materials can
mmwm-mmm
Inbelled and voparated.
2. Materials use What it ity tedol weighe! (i) Think abouwt the weight and structural issves of | A reduction in total produet
each companent separately and reduce towal weight reduces overall resource
He the weight been preduct weight. Nerws in the econamy (de-
optimied! materialisation), lower extraction

Lirk to D Product ie-time and end-cl-life
recowery. A reduction in weight may hive
negative impact on product ife.

TABLE 3-2

APPROACHES FOR DESIGN FOCUS AND RESPONSE



Harwr mary different {ii) Consider the reasons for all the materials Are | Reduced material can alleviate
c materiols are ued? there structural reasons for each material! end-of-life concerns by easing
—] Reduce the number of different materiab. Use recyching, materials reuse, and
u compaosite materials only i they lead w disposal.
e | substantial reduction in toml weight and il they
o ean be recycled or reused at end of ie.
T
E u Hew are components and {iii) Awoid bonding materials together; use Improves ease of recycling (by
E: different materiols joined? mechanical fasteners or geometric patterns that avoiding composite materials) and
E E cnfdmmm allew companent to be ‘snapped’ together. end-ol-ife materiah capture.
be
w E {v) Use composive materisls only il they lead o Link 1o Ot Product de-time and
o subseantial reduction in total weight and il they end-ol-life recovery,
w % can be recycled or reused at end-of-life.
gﬂ 3. Packaging What drives the pockoging | (i) Alm to reduce material content and diversity Lower retowrce consumption
w of the product? Safery, of materials in packaging. Packaging is affected by {energy, macerish, water).
mandards, imape! product design, transport syitemna design,
E mmummmﬂm
2 for wransport, for physkal protection, 1o prevent
a tampering, and to advertise product (at point of
sabe). Whilst recognising these markes limis, aim
o reduce packaging materials.
1. Production and | What ore the key resource | (i) Reduce inputs Lower resource consumption
Manufacturing inputs? (energy. materials, water),
[Refer to product dossier or draw a simple flow
chart of the manufacturing of the materials in the
jproduct and the product production iaell]
Consider all inputs to manufacturing
precessing of materials (including finishing and
surfaced) and 1o the manufacturing of product
components. Lise new machinery, different
processes, different process chain to reduce
inputs and kower resource contumption (energy
E materials, water),
= Are recovered refountes, {ii) Consider using renewable energy (or green Levwar greenhouss gan emissions.
o lower covbon energy power’) or switch to lower carbon energy
E sources or rencwoble seurces (e.g. from coal or oil to g or blomass).
o energy already used in (i) Contider using recyched or recovered
monufocturing the resources (eg water from one part of process as
w product? Are there inget to ancther),
I-E opportunities for this?
-
m What ore the key outputs () Consult the information in your dowsier or Reduce waite - increxse
o of pollution end waste? draw a simple flow chart of the key outputs of materials efficiency.
zZ Can polution ond waste be | pollution and waste. Carefully evaluate waste
a reduced?! materials, resources and pollution. Reduce or
reuse a3 musch as possible through increased
E materiss efficiency, etc. lentify potential uses for
' waste producta in other manufacturing procesies,
un
H 2. Distribution and | Yhat is the transport (i} Reduce transport distances; Whatever form of transport used,
o Transport in all ditonge over the product’s | logitics of dissribution wo reduce wal "product- energy it consumed, with wase
=1 phases of the fe-cycle? imilles’ (the sum of all tramport divanced of the heat and (mually) seme pollution
o product product components and the products in proportion o distance
T logistics, distance, themaahvas). travellod. By reducing transpor
L mode, and distances, lets energy is required
x efficiency. and lexs pollution s emitted,
TS
o Hew are products () Change transpart mode to & more eflficient or | As noted abowe, whatever form of
i transporied (whot i the less polluting means {e.g. from truck to rail). transport i used, energy is
un farrn e miasde of consumied, with waste heat and
= ransformtion) (usually) some pollution in
Ll jproportion to dsance travelled.
I Switching 1o 3 more efficient and
- Jess polluting mode of
l:lj transportation will reduce energy
required on behalfl of
transportation and generate less
pollution s emimed.
How efficient ore the (i) Improve transport load efficiencies (higher Reduce resource use in transport.
tranzporiotion systems’ utilisation rate). Less pollution is generated per
product.
Con the weight of the {iv) Reduce weight of materials in the product 25 | Redusced weight requires less
procluct ond pockapng be It iy transporved (oo A (1) Materials use above). energy in the trampermtion of
reduced? products and therefore less

jpollution,




refurbizhed (e.g. removable head shaving razors).
Lirk v Dr2{iv) (oo page).

3. Impact in use What resources does your (1) Reduce resources consumed by the product This can substantially reduce
[product reguire to function | during use (e.g. electricity, water, paper, ink, waste STreams in the produect life-
dwring use? batteries) or substitute lowerimpact resounces. cycle.

This segment of the rescurce-use can account for
a a large part of the total resownces wed
E throughaut the produscts life-gycle.
g Could your product use (i) Usa renewable energy when possible (o.g. For anergy consuming products.

renewnble enenpy! solar energy to charge batteries). Aluo, use wwitching to renewable sources

- wastewater when possible. will reduce greenhouse gas.
mb If weter & @ tigreficant s
H: in pour market are there:
Eo ofterraative sources of woter
50 thot could be used [e.g.
O westewater insteod of
mg_ freah|?
I:I’.'% Can uter behaviour afffect {iii) Contider possibdties for low-impact uter Pramating contumer education
I.I.*_ the resource demands of bebaviowr: could user behaviour and choice lower | to change wser behaviour and
D} your product bn wzel ln product ute impact? Provide users with Influence consumer choice 1o
|-I-|m what woy! appropriate information to promote the most reduce product impacts.
n efficient use of the product - through education,
= offering the product as 3 service (Link to E1: Meet
Ly user needs with 2 different product or service)
L wiith “mcelligany’ feedback about implications of
- cholces and operation (e gauges. diodes or
m information screens).

For many products, resource use depends on user

belaviowr, en eperatien procesies, seloction of

options, ete (e.g cars and dishwashers.)
ZH 1. Improve the What sockdl and ethical (i} Ensure thar compomenta/materials are sourced | TSR can becomae a way of ‘shaping’
== social and mswes orise from production, | from producers andior markets with best the designinnovation strategy of
m'-l- economic benefits | datrdbution, andior use? Do | practice social and labeur conditions. Link to Al the company and has positve
50 of manufacture, prodesction ond datribution | Selection of low impact materials. implcations for image.
nz conditions odd to sockal and | (i) Look for ways to provide a positive
ng economec development? A | intervention to improve social and labour
a Is the product monufoctuned | (i) Review amy ethical isswes scross product
um finciuding components and | chain and seek resobhution.

materaly)

EE These sues may be closely linked to a

= Corporate Social Responsibiity (CSR) analysi or
Eq your compary’s C5R programme.

EE There are valuable public sources that provide
EE assistance in these initiatives. The following lists a
G: selection of these rescurces: the LIM ghobal
o5 compact (b s ungiebalcompst.ong

un consule); Corporave Chizenship / Maplecroft

u E Exhical Irsight (hisp/'wersmaplecrof com): local

o fairtrade sites (hirp:liwww fainrade.org uk).

1. Extending initial | What i the averape We of | (i) Make preduct more durable and relisble. Making the product bt langer

product lifetime | your product? How doss this for repair andior refurbishment. Link to reduces the material input and
compane o other compating | D (W) and D {iv) below. output flows by reducing the ol
provciucts? What determines mumber of products in uie needed

o the product ife? to defiver a given soclal result.

= >

EE Is there an aspect of {ii) Product cbsolescence can be driven by Decreases material fiows (from
p= ‘Tetvion” about pour fashion not function. For products with some rotal product to the Tashion shell’),
|:B prococt? s that more than | aspect of fashion’, consider ways of changing

1 o venger! product appearance without discarding the

En: essential ‘core’ of the product (eg. removable

= w covers or shells) which could have a longer life.

wd

5 T Link ta D1 {iv) below.

TI Do wsers feel your product () Corsider ways of making product mone This could decreases material
a could ape with them Does vabuable to the user with age (like an heirloom). fows because fewer products are
DE it get moee woluable as it produced to fulfill function / user.
Eﬁ ety oider? p—
= Can your product be (i) Consider extending life of component parts Decreases material flows.

concepiualsed o3 0 rather than the whole product. Invest in quality and
combimation of Tong-ife strangth for those parts which can be reused or




2. End of life

How eozy & product to

(i) Make sure all component parts and all

inmovation. (Link to E| above).

systems. dcrsemible’ materials are able 1o be easify divassembled at the | materials and companents and
end-al-life. This may require special tools, but it their reuse where collection
should be cost-effective (simplicity should be systems and the market exist and
ultirnately redusces resource
consumption. Mote: in whatever
way this s dome it will use energy
a (processing and trarport).
§ How easy it the product o | (i) Design the product components (or the Reuse can avoid much of the
reusel entirg prodisct) to be reusable ac the end of i energy costs of recycling products,
H firse e, either for the ame purpose or
o alternative purposes. Components of a product
should be able 1o be recovered and refurbished
E for reuse.
.].I
L Can the product be eoly (iil) Components or modules can be designed to Can save significantly on energy
E remanufoctiered? be recovered and refurbished for reuse. Products | and marerials cormumption.
can be considered as an "assembilage’ of
E components which can be either new or
refurbizhed. Design initiatives should week to
% increase the value of these companents at the
a end-of-first life. Link vo D2({iv) next below,
L
E Con the product be () Modularation: Design the product as "an Mecessary 1o achieve reuse/
i designed o an ‘aisembloge of madube’ which allows for reuse rermanaifacturing
- of madules'? and refurbishment of modules. Examine madula
5 design to allow for reuse of key
components in future products. Enture that the
G Gesign evolution of the product can be based
- | arownd wome enduring high-guality companenta
E {able to be refurbished).
E Can your product be {¥) Materiols recovery: Esmblish a recovery process | Saves on the corsumption of
x collected at end of life to | that is practical and economie, such as returning materials.
o allow fior rewse of the used product by post, or to a retaller, or
componens of recycling | throwugh waste collection symems. As part of thia,a
of materials! framewaork should be establivhed a3 to whom and
in what fashion the materials will be recovered. As
a final resory, after refurbishment snd reuse, when
ultimately the product or component has reached
the end of all possible lives, chen materials should
be recoversd for recycling.
L. Meet user needs | Is the ‘need’ for the product | Clearly define the customer ‘need’ satisfied by the | Various efficiency gains often on
with a different = it volue and wolity = well | product and: larger scales.
product or service | understood? What & the (1) design a completely new product that meet that
‘service” the product necd with fewer adverse impact to the
provides? ervironment and socley; or
am (i} design & new set of products and services.
TR {MOTE: This fuos more than | which together can meet that need, to fulflll that
Z5 funcrional or technolegical nead with kewer envinenmental and social impacts.
Oow dimengions — products oho | Link to Chapter T: Product-Service System design
ZI& [ell emastionad and for a set of approaches to such services,
a oesthetic and cultiral
Ef_’ ‘needs’
Fm 2. Developing a Could one product reploce {1} Combine the functions of separate producta Reduce the number of products
EG hybrid product W0 of move Exising Into one product to reduce the tol number of required to meet customer needs
D: products? products required to meet customer needs (Le. and redute materials and
zg phones with alarm clocks, answering machines, FESOUNDE Wie,
Zx e,
ujﬂ.
3. Exploiting new | Are any new technofopies or | (1) New echnologies (eg. photo-volulc solar Various efficiency gains often on
technaological material cwilable which cells) can be the bashs for a complete product larger scales.
opportunities coudd provide the basis for innowation (Link to Chapter &), Mew materials
Inngvation] aiffer epportunites for new product ideas and




the fundamental approach that underlies all aspects of
the D4S process.) D4S methodologies can be complex
because they aim to work for all products - to provide
tools for calculating their life-cycle impacts and for
deciding on the appropriate design strategies. But exper-
ience has shown that, for many products (particularly if
it is the first time that environmental or social improve-
ment has been attempted) there are short-cuts that can
give useful results, particularly for a pilot project.

At this point you have two options:

* You can set up a small workshop and conduct a quali-
tative evaluation of the life-cycle impacts of your product
(see Note: ‘LCA and Expert Workshop’ Box below).
If you decide to do this turn to Chapter 4 in the D4S:A
Step-by-Step Approach and follow the process set out
there.

* You can work on your own (with whatever guidance
or help you can elicit from colleagues).

We assume that you are likely to proceed on your
own, with some help from colleagues, but that you are
unable at this moment to mount a full workshop
process. Go back to your product dossier and (in the
section on important characteristics) write down what
you know about your product’s inputs for each life-
cycle stage; energy (note what kind of energy); water
use (note what kind of water — fresh or recycled); other
resource, or consumables, use (note what kind) and the
social elements surrounding product production
(labour policies, health and safety in the workplace).
Find out if there are any toxic materials in the product
(at what life-cycle stage do they enter)? Next consider
outputs: what pollution, waste, or adverse social
impacts is created at each life-cycle stage. Draw
up a simple product life-cycle diagram and note on that dia-
gram (see Figure 3-1 below) using all the data that you have
collected.

Note: LCA and Expert Workshops

Product inventory data can be inserted into a
variety of software systems that calculate a life-
cycle impact profile, which quantifies environmen-
tal and social impacts across all the life-cycle
stages. The results of a life-cycle assessment
(LCA) can provide insight into which phase of the
product’s life-cycle has the largest impact. This
information can be contrary to what might be

expected. For example, a life-cycle assessment of
a product might find that the total solid waste cre-
ated by the energy (electricity, gas, petrol, diesel)
required to operate the product over its usable
life, is several orders of magnitude larger than the
total weight of the product itself. In this case the
‘use-impact’ will be much more significant than
end-of-life disposal.

A full quantitative LCA is quite complex and
generally costly.While a full LCA is desirable (and
is the approach taken by many large companies)
the cost and complexity leads many producers
and designers to downscale the effort to an
expert workshop. The expert workshop is an alter-
native approach to product assessment. (Even for
companies possessing the resources necessary
for conducting full LCA studies, the expert-work-
shop approach can be an effective way to assess
the potential positive outcomes of a D4S pilot
project.) The workshop usually requires a mix-
ture of people who are knowledgeable about the
different production and use aspects. This
includes insight from a technical, manufacturing
and performance perspective (those who sup-
plied the product data) and additionally the peo-
ple who are aware of the environmental and
social impacts. Unlike LCA software systems, the
expert workshop will not always produce quanti-
fied data about the contribution of each of the
life-cycle stages to a particular environmental or
social impact. Expert workshops generally deal
with a mixture of quantitative and qualitative data
to provide a sense of relative values and impacts.
Generally, the participants are asked to rank the
contribution on a limited scale (e.g. zero; low;
medium; high).

Expert workshops of qualitative life-cycle
assessment will often involve reflection on a full
LCA carried out on a similar product. Many stud-
ies which have compared the results of an expert
workshop process and a full quantitative LCA
have shown that the expert workshop gives
excellent results and for less money and time.
[See Chapter 4 Step 5 ]
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Table 3-3 lists key categories of product use, pro-
vides impact profiles for each of the use scenarios, and
the types of information needed to better assess life-
cycle impacts. Now consider where your product fits in
Table 3-3. Check the column ‘product type/characteris-
tics’. Find the characteristics that best match your prod-
uct and review the impact profile in the centre column.
The ‘impact profile’ concisely identifies the most signifi-
cant life-cycle phases of the product; this information is
based on knowledge gained from full life-cycle impact
assessments of a large number of products which have
been the focus of design for sustainability.

Note: products may cover more than one of the
‘types’, so you will have to combine the average impact
profile information.

STEP 6: DEFINING YOUR PRODUCE'S
IMPROVEMENE GARGEEBS AND DESIGN
APPROACHES (A SIMPLIFIED DESIGN
BRIEF)

You now have almost all the information you need to
proceed to identifying D4S strategies and design
responses that address the life-cycle phases and pro-
duct characteristics requiring focus.

Note: Remember this is not a precise process but an
approximate way of narrowing down the focus for
action and reducing the complexity of decision making.
For a real project requiring investment and risk, you will
need to follow the detailed processes and tools set out
in the D4S publication.

Transport End-of-life disposal

&QQ

PRODUCE LIFE-CYCLE

The information in the centre column in Table 3-3
(typical impact profile) tells you which are likely to be
the most significant life-cycle stages for your product; go
to the Figure 3-1 on which you have marked the inputs
and outputs of your product and circle those that are
noted as most significant. Now consider the
"’Knowledge Focus’ column, in Table 3-3 above, and
check if that data is already in your dossier; if it is not,
you will need to find (or estimate) this information.
Now look at the final column ‘Most relevant DA4S
responses’ for the reference points linking back to Table
3-2. Following these reference points, highlight those
items in Table 3-2 that best match the needs of your
product. You will use this marked table, the ‘ringed’ life-cycle

diagram and the information in your dossier in the next step.

Hint: take four large sheets of paper and write out:

|.The main issues for your product in your markets
— from Table 3-1 (a) and (b);

2.The marked life-cycle diagram;

3.The list of highlighted approaches (from Table 3-2);

4. Key information from your dossier.

Hint: Hang these four sheets up in the room you
are using to work on the pilot project. Leaving them
up for a period of time, even when you are not
working on the project can be a great way of stim-
ulating ideas. It can be useful to have a fifth sheet
— initially blank — for writing down ideas when they

come to you.




Product type /

characteristics

Typical impact
profile

Knowledge focus
[data you will need to
gather Tor your product)

Most relevant Das
responses
the references
link to Table 3-2 above

1. An active product ? (A) YES | Itis highly lkely that the most | - lifetime and wse patterns; B 3(i); (ii); (i) {energyiwater
Does your product consume significant impacts for your -product operation (where focus)
energy In order to function? If product occur in the ‘use- enargy is used);
5o what kind of energy (the phase’, from (s energy (or -the kind of energy sources EN, EZ and E3
critheal nsue s CO2 water) consumed during use. (their greenhouse gas
produced, but there are other contribution); (Lower pricrity: A2(i) and D)
aspects of pollution from MNOTE: Even if the energy = gverall power consumption;
energy preduction and already comes from a - efficiency of key components
digrribution). renewable source or if the (&g motors),
waler 4 recovered waltewater
You could consider "water' as you can still improve these
well as energy in this question, features, Please consider the
i it Is appropriate w your ‘passive product’ next below.
product category.
(B) NO | Then the key impact areas will | Materials; manufacturing Al AZAZ
(Passive be in the materialy sysverms; Bactors afecting the Bl B2
product) | extraction life of the product. (Generally, [CI
manufacturing and end of life. for this category, extending the | DI (High pricrity)
Use-phase impacts will be low, | product e reduces D2
Coution: watch for maintenance | environmental impact).
nputs for use phase (e.g.
cleaning).
1.A mobile product? (A) YES The use phase is likely 1o be Use patterns: product life, A (i)
Is your product mobile or important as product mass will | tansport distances over life; B2 {i); (il); (i); and (iv)
transported when in usel create indirect use of energy materials choboe: ssues of B3 {i): (ii); (1) Consider inputs
(e 2 car or & conainer) for transport. Howeser, a8 product weight: energy or fuels | o the mobilingtranspart
mass is related to materials used for transport; end-of-life | process
processing and end-of-life, disposal patterns, [nd]
impacts in these phases noed
o be considered as well,
(B) NO Mo conchuions. Examine other
(Statiopary | characteristics.
product)
1A consumables produce? (A) YES | Impact profile similar to 1A Use patterns: data on the B3 (i) (ii): (i)
Does your product require Active Products above - the consumables, their impacts, {equal emphasis on reduction
consumables to operate! (o.g use phase of your product is typical amounts consumed of consumable use, selecting
batreries; chemicals: inks, impormant. However, in this over tol product life; low-impact consumables,
papeer enc.). case you have to consider the | akernative or substitute substituting renewable
[Many such products will alsa life-cycle of the consumable consumables. consurmables — e.g.
be in group 1A Active products as well. You may gain rechargeable batteries)
Products (this table above).] product Emprovemaent by Cl
spocifying different [ARHI]
consumables. E2 i)
E3 (i}
(Lower priorineAl Al D2)
(B) NO | Consider |B Passive Products
(Passive (this table above).
product)
4 A short-life product? [(A) YES | Impact profile will emphasise Use patverns: votal volurmes of | ALAZAT
Is your product a consumable, beginning and end-of-life. materials, end-of-life disposal Bl:B2
a non-durable, a use-and- patterns: materials choices to Cl
dispose? reduce impacts at D1 {Mote: not appropriate if
manufacturing and end-of-life product is also a 1A [Active

and o exmend life.

Product] or 3A [Consumable
Product] type)
D2

TABLE 3-3 ___ PRODUCE GYPE, IMPACE AND RESPONSE



STEP 7. REDESIGN OPGIONS (CREAGIVI-
GY AL LASE)).

The data (on your large sheets of paper) now becomes
the focus for creative redesign ideas. Here you need
creative processes and (if you can) a few people to help
you brainstorm [See Chapter 4, Step 7). Draw up a
table on another large sheet of paper with the selected
life-cycle stages across the top. On the left column
mark the various D4S design responses that you high-
lighted in Step 6 above. Now you can proceed by
addressing each cell of this table, asking the following
questions:

- Is this focus/response relevant to this product life-
-cycle?

- What design options are appropriate here?

Write your creative ideas in each cell. Check back
through any ideas that you have jotted down. Investigate
possibilities. Follow normal brainstorming procedures;
get ideas on paper without self-censorship (this process
may take a number of days, because you may need to
brainstorm, break,and then return to the task when you
have the time). When you finish and are finally run out
of ideas, it is finally time for a ‘reality check’. (Again this
will be more effective if can combine the insights and
knowledge of a number of people within the company,
but you can start this process on your own with a little
research.)

Using whatever notation you like (coloured dots;
‘high’, 'medium’, ‘low’; ‘A’;’B’ ‘C’; ticks or crosses, etc),
consider each cell in turn and rank each of the ideas you
have written, consider the three questions:

- Could this deliver significant environmental and/or
social improvement?

- Can it be done cost effectively?

- Will this help improve my product in an area that is
important in my market - or could such an improve-
ment be used to market this product or differentiate it
from the competition?

STEP 8: PRIORIGISING IDEAS AND CON-
CEPGS

Now you have a series of ideas with some estimation of
their environmental, social and market value. Place each
of the ideas into four categories on the following Table
3-4.

Any ideas that fall into the bottom left cell (4) can be
discarded.Those in the top right (2) should be given the
most serious attention. (Ideas that sit in cell 3 may indi-
cate some quick improvements that can easily be imple-
mented in the short term.) For the ideas selected
(from cell 2 and perhaps cell 3) there will still be differ-
ent degrees of difficulty and cost as well as different
degrees of environmental (and social) gains. You will
need to prioritise these. [Chapter 4 and Worksheet 7
provide some detailed processes for prioritising your
possible design approaches.] Ideas in the bottom right
and top left will need to be further researched to see
how their technical, cost and market problems can be
overcome.

You now have a list of product improvement
and redesign ideas to take forward within the
company.

Significant environmental (or social) gains

Technically or economically difficult or uncertin

Significant emvironmental (or social) gains

Technlcally or economically feasible

(. SR WS . R

Limated environmental (or social) gains

Technically or economically difficult or uncertain

Liméted environmental [or socal) gains

Technically or economically feasible

TABLE 3-4 ___ PRIORIGISING D4S IDERS




STEP 9: MAHE A CASE FOR D4S WORH
IN YOUR COMPANY - GEG RESOURCES
AND SUPPORE FOR A PILOG PROJECE.

In Step 8 you identified a range of possibilities to
improve your product and reduce its overall life-cycle
impact.You are now in the position to make a case for
undertaking a full pilot project within your company or
organisation:

Aim: to increase awareness; explain concepts; motivate
people; win support and resources to proceed with a more
detailed project.

Target: management, design, and marketing person-
nel.

This step involves preparing a Business Case for
undertaking a full pilot project. This report is likely to
contain three sets of information:

- The broad strategic case for addressing D4S within
your company

- A report on all the work carried out in Steps -8

- ldeas for marketing a new product with strongly
improved environmental and social features.

You may need some help in putting this case togeth-
er, but you must have thought the business case was
clear and strong when you initiated this quick-start
approach.The following is offered only as a stimulus for
organising your ideas.

Hints:

Be proactive: Go back to Table 3-1 and make a list
of the environmentally-related laws, regulations
and standards that will affect the market of your
product. Make a list of any social and/or ethical
issues in any of the markets from which your
product draws materials or components. Try to
identify any movements for change in those areas
and consider scenarios for how those changes
could affect the market position of your product.
Consider all markets that your product will enter
— are some countries or regions more advanced
(or more stringent) in their regulatory action
than others? Consider consumer sensitivities:
Make a list of what customers are demanding.
Look closely at the way demands are changing.
Consider scenarios for how those changing
demands could affect your market. Consider

brand and reputation:What aspects of your brand
or your company’s reputation depend on being
environmentally and/or socially responsible.
What environmental and/or social issues are
most important in improving that brand and rep-
utation. What does the consumer choice/media
say about your product? Have any of your com-
petitor’s products been criticised for environ-
mental or social affects? What does staff think
about the environmental and social commitment

of the company and the quality of its products?

Arguments for embarking on a D4S project can be
grouped into three sets of motivations and these pro-
vide a simple way to organise your case:

Legal and social obligations - must do it!

Any existing legal requirements (safety standards,
chemical regulations, materials bans, pollution monitor-
ing, control, reporting, take-back requirements, and so
on) will already have impacted your product design and
sales. Social and ethical issues within your markets will
have been considered in Step 4.The critical issue is to
understand trends, not just the current conditions but to
project likely future requirements. Develop the case
relating to trends and the value of being ahead. Products
can have a long-life in the market and anticipating
change is usually better (and less expensive) than react-
ing to it (making whatever adjustments to existing pro-
ducts that become necessary to meet new require-
ments). Companies that have sought ‘first-mover’
advantage by anticipating new legal frameworks (for
example on recycling or eliminating sensitive materials)
sometimes find it is to their advantage to actively lobby
to speed up the regulatory change they anticipated.

What do consumers say?

Be sensitive to consumer preferences: Make a list of
what customers are demanding. Look closely at the way
demands are changing. Consider scenarios for how those
changing demands could affect your market. Consider
brand and reputation: What aspects of the brand or the
company’s reputation depend on being environmentally
and socially responsible. What environmental or social
issues are most important in improving that brand and
reputation? What does the consumer choice media say
about the product? Have any of the competitor products
been criticised for environmental or social affects?



Financial analysis - it is worth it!

List the economic returns possible: Reduced cost
(due to energy and materials savings); improved market
share (getting ahead of competitors by reputations and
environmental/social quality); brand recognition and
reputational returns; avoiding risk by being pro-active.

Improved morale and commitment - it is
good to do!

Consider the social motivations for improving the
local or global environment and assuming responsibility
for your actions. Who will this effect and how will it
contribute to the success of the company?

D4S is one important aspect of corporate social
responsibility, with both ‘internal’ and ‘external’ rewards.
It represents a commitment to the long-term econom-
ic sustainability of the company. Developing a strategy
to improve your product not only improves your exter-
nal reputation but it improves morale and commitment
and motivation within the company. People prefer to
come to work for a company that is assuming a respon-
sibility for its impacts, particularly when that is evident
in its products.

[For assistance with marketing your future product
read the communication, Module G on the web.]

NOW TURN TO WORK WITH THE D45: A STEP-
BY-STEP APPROACH. IT SHOULD PROVE VERY
REWARDING - FOR YOUR COMPANY, PEOPLE
AND THE PLANET.







Box 4-1:Another approach focused on redesign of
existing products is D4S benchmarking of a pro-
duct against those of a company’s competitors,
leading to improvement options. This approach is
explained in detail in Module A on the web.

4.1 A SECRUCEURED, StEP-
WISE APPROACH tO0 D4S
REDESIGN

A typical D4S Redesign approach has 10 steps, as illus-
trated in Figure 4-1 below.These steps can be grouped
according to the 4 basic steps for product innovation
(goals and strategies, idea finding, strict development,
and realisation) as shown in Figure 2-6 in Chapter 2. In
redesign, the formulation of goals and strategies is
focused on the existing product (Steps 1-3).The idea
finding steps are limited to the selected product so the
assessment can be very specific (Steps 4-7). In most
cases, existing production and distribution resources
are used to create the product, hence the realisation
phase is relatively straightforward (Steps 8-10).

In the following sections, each step is explained, and a
reference is made to the related Worksheet set R (rede-
sign) that can be found on the accompanying web.

SGEP 1: CREAGING GHE GEAM AND
PLANNING GHE PROJECE

A DA4S Redesign team will be responsible for introduc-
ing and implementing D4S Redesign procedures at the

INSIDE-GHE-BOR: D45

REDESIGN

As the name implies, D4S Redesign aims at redesigning an existing product
made by a company, including its primary function and any associated servic-
es provided, from a sustainability point of view. Redesign is an incremental, or
inside-the-box, type of product innovation and typically involves smaller risks
and investments. In contrast to more radical types of product innovation,
redesign usually follows a predictable, stepwise process and is as economical-
ly and commercially important as more radical approaches for many compa-
nies. Because the focus of D4S Redesign is on an existing product, the specif-
ic market and manufacturing conditions are already known. A product’s
improvement potential can easily be determined from available information,
including feedback from the sales department and user experiences, testing
and market investigations. In addition, the existing production facilities are usu-
ally suitable for manufacturing the redesigned product so, investment costs are
likely to remain within reasonable boundaries. The risks associated with

redesign efforts are lower compared to the more radical D4S innovation
approaches that are described in the next chapters. As discussed in Part |,
redesign is often a good approach for a first D4S pilot project in a company.

organisational and technical levels. The team needs to
identify people inside and outside the company who will
be involved in the project and determine how each one
can best be used.

Ideally, the D4S Redesign team will have members
with different areas of expertise. The goal is to involve
product developers, environmental experts, employees
in the sales and marketing departments, and senior
management in the redesign process. If appropriate,
finance and quality control departments also can be
involved. The marketing department is critical in D4S
Redesign activities. Experience shows that the market-
ing department is key in sharing knowledge about con-
sumer needs and wants and in marketing the redesigned
product.

The team needs the full support of senior manage-
ment and product managers because they control bud-
gets and product strategies. Other key stakeholders
outside the company (knowledge institutes, universities,
dedicated consultancies, sector organisations, or part-
ners from local or regional clusters) can be asked to

MARCEL CRUL AND JAN CAREL DIEHL
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join the project team or monitoring committee as
needed. External expertise may be required when spe-
cific experience or knowledge is not available inside the
company. Advice can be provided by an external design
or innovation consultant. This advice might be limited to

targeted needs within specific phases of the project.

Collaboration with local industrial design schools can
support D4S projects with interns or graduate stu-
dents.

The D4S Redesign team should not be too big
(preferably no more than 6 people) and should try to
have the following characteristics:

> Creative ability to generate new ideas;

> Decision-making capacity;

> Communication skills within the team and the
organisation;

> Multi-disciplinary; and

> Well organised and operational.

The role of each team member should be clarified at
the beginning of the project along with specific tasks
and responsibilities to optimise the process.

> Which departments and staff members will be
involved in the D45 Redesign team? What will
the specific roles in the team be? > Warksheet
R1

An essential prerequisite for the successful introduc-
tion of D4S Redesign — as in all implementation
processes — is motivation of those involved in the pro-
ject. There are three basic ways of convincing people of
the relevance of D4S Redesign: I) highlight business
benefits, 2) provide good examples of D4S Redesign
products and resultant benefits, and 3) list convincing
sustainability arguments. In addition, successful D4S
Redesign projects can motivate company employees
and help to integrate D4S Redesign into the company
after the demonstration project is completed.

The first priority for the D4S Redesign team is to
develop a clear action plan and to identify the expected
deliverables. Most D4S Redesign projects take from
three months to a year to complete, depending on the
product innovation capacity of the company and the
complexity of the product that is redesigned.

> Discuss the timeframe of the project: What will
be carried out? How often will the team meet
and how they will communicate with the rest of
the organisation? > Worksheet R1

SGEP 2: SEGRENGEHS, WEAHNESSES,
OPPORGUNIGIES AND GHREAES,
DRIVERS AND GOALS FOR GHE COMPANY

The D4S Redesign process is essentially the same as a
conventional product development process but its goal
is to integrate sustainability criteria into the process.As
a result, D4S Redesign is interwoven with normal pro-
duct development and businesses activities within the
company. Given this integration, the company’s overall



objectives and current situation should be taken into
consideration as well as specific sustainability concerns.

In order for a D4S Redesign project to be success-
ful, it is important to have clear goals and expectations
from the beginning. The team should ensure that project
goals are aligned with the company’s policies, business
plans, and other strategic objectives.

A strengths, weaknesses, opportunities and threats
(SWOQOT) analysis outlines the current product innova-
tion capacity within the company and provides an
overview of relevant D4S drivers. Based upon this analy-
sis the team can define D4S Redesign project goals and
assess the level of ambition and innovation within the
company.

SwWaOT Analysis

It is useful to get a picture of the competitive position
of the company before proceeding with a D4S Redesign
project. The SWOT matrix is a useful tool to facilitate
this process. It analyses a company’s internal strengths
and weaknesses as well as external opportunities and
threats.

> |dentify the internal and external conditions a
company is operating in and fill in the SWOT
Matrix.> Worksheet R2

Product innovation capacity within a company is
based on prior product innovation experience and staff
competence. This capacity assists in the identification of
appropriate D4S innovation goals for a company.

> What is the company’s main activity? Does
the company develop and produce final pro-
ducts (product-company) or does it use produc-
tion capacity to provide services for other
companies (capacity-company)? > Worksheet R2
> 0On average, how many redesigned products
and how many new products are launched into
the market annually? > Worksheet R2

> Does the company have a product develop-
ment department or do they normally contract
out design services for product development?
> Worksheet R2

D4S Redesign drivers

Why does the company want to carry out D4S initia-
tives? What are the D4S drivers for the company?
Sometimes a company might be forced by external dri-
vers like environmental or social legislation or supply
chain requirements. However, often the project will be
driven by internal company demands, such as cost
reduction or corporate social responsibility. Generally
there are one or two major drivers influencing D4S
decisions. Even if the drivers are obvious, they should be
identified during the initial project stage, and other
potentially relevant drivers should be evaluated (see
Chapter 2 for an overview of D4S drivers).

> I[dentify which internal and external D45 dri-
vers are relevant to the company and prioritise
them. > Worksheet R2

The internal and external D4S drivers are related to
the three different pillars of sustainability: people, plan-
et, and profit. In some projects the objective is to find a
‘perfect balance’ between them. Other projects may
have a specific focus on environmental aspects (planet)
or social aspects (people).

Goal of the project

After carrying out a SWOT analysis, the team has a bet-
ter understanding of the competitive position of the
company and the internal and external D4S drivers.The
team can now address the following questions:

> What must the company do?

Because of environmental laws, labour laws, or cus-

tomer demands.

> What does the company want to do?

Because of cost reduction, improved market position

or assumed corporate social responsibility.

> What can the company do?

Depending on available financial and human

resources and product innovation capacity.

Specific D4S project goals are defined based upon
the answers to these variables. The goal(s) of a D4S
Redesign project can vary depending on the company
priorities and capacity as defined in this step. Examples
of possible goals are given below.




Possible goals for D4S Redesign projects:

> To show that the sustainability of a product can be
improved;

> To show that the sustainability of the production
process can be improved;

> To gain insight into the sustainability impacts of a
product’s life-cycle;

> To communicate sustainability aspects of a product
to the market;

> To demonstrate that D4S can contribute to the eco-
nomic performance (cost reduction) of a company;

> To prepare a company and its product portfolio to
meet upcoming legislation requirements;

> To prepare a company to face critical demands
from civil society and stakeholders;

> To enter sustainability niche markets with sustain-
able products; and

> To bring down the end-of-life cost of a product.
Experience shows that for a first project, the D4S
Redesign team should establish goals that can be
achieved in a relatively short timeframe.This builds a
foundation of support and confidence for future
projects.

> What is the goal of the D45 demonstration
project? > Worksheet R2

SGEP 3: PRODUCE SELECEION

Companies often use intuition to select the product for
redesign efforts. However this approach may not result
in the selection of the most appropriate product and
may reduce the chances of project success. Therefore,
product selection criteria should be derived from Step
2.The product should be one that is affected by identi-
fied D4S Redesign drivers and in line with the D4S pro-
ject goals resulting from Step 2.

> Based on Step 2, what are the product selec-
tion criteria? > Worksheet R3

If possible, the product should:

> Have sufficient potential for change;

> Be relatively simple (in order to achieve fast
results and to avoid extensive research); and

> Be affected by the identified D4S drivers for the
company.

> Select a product out of the company portfo-
lio that fits the defined D45 product selection
criteria. > Worksheet R3

SGEP 4: D4S DRIVERS FOR GHE
SELECGED PRODUCE

Does the selected product meet the drivers and com-
pany goals for the D4S Redesign project? It is possible
that the D4S drivers identified in Step 2 apply to the
entire product portfolio but are not relevant to the
selected product. After the product is selected, the D4S
Redesign team should cross reference the internal and
external D4S drivers for the proposed product are in
line with the overarching company goals. This will help
ensure that the optimal product has been selected for
the DA4S Redesign efforts.

> Determine which internal and external drivers
are relevant for the selected product and priori-
tise them. > Worksheet R4

SGEP 5: D4S IMPACE ASSESSMENG

A successful D4S Redesign project is based on an
understanding of the sustainability impacts of the target
product during its lifetime.The product life-cycle can be
assessed on the three sustainability pillars of planet,
people, and profit.

There are various qualitative and quantitative meth-
ods for assessing the sustainability profile of the product.
The analysis can be very detailed and time consuming,
as in the case of a life-cycle assessment (LCA). The
more quantitative assessment methods (often support-
ed by LCA software) can provide quantifiable estimates
of project impacts. (See the list of references at the end
of this publication).

D4S Redesign projects implemented by large indus-
tries should, to the extent possible, have well defined
project impact criteria and a thorough monitoring
framework in place to capture the quantitative impacts
of the project. SMEs, on the other hand, should employ
more simple and qualitative sustainability assessment
methods. Comparatively, SMEs have relatively few staff,
expertise, data and available finances. In addition, the
social aspects can be assessed on a qualitative or semi-
quantitative basis.



The main goals of a D4S Impact Assessment are:

> To understand the major sustainability aspects of
the product life-cycle; and

> To identify sustainability priorities of the product
life-cycle.

A D4S Impact Assessment consists of 5 steps:

I> Creating the life-cycle process tree;

2> Defining the user scenario and functional unit;
3> Identifying D4S impact criteria;

4> Filling in the D4S Impact Matrix; and

5> Prioritising the D4S impacts.

1> Creating the life-cycle process tree

The project team should first decide on the exact area
of study — known as the functional unit - and the bound-
aries of the assessment. A process tree can be used to
identify the key stages in the product life-cycle and the
boundaries of the system. This can be done by noting
the major upstream stages, such as the extraction and
processing of raw materials, and the major downstream
stages, such as packaging, distribution and transport,
sales, use, disposal, and recycling. The life-cycle process
tree is important because it documents all the stages of
the product’s life-cycle that need to taken into account.
It can help to identify life-cycle stages that might other-
wise be overlooked. It also helps the team identify the
stages having larger impacts which can then be used to
prioritise specific product areas to enhance the effec-
tiveness of D4S project efforts. Prioritisation of product
stages for study will depend on a number of factors,
such as whether or not the company can influence the
stage and availability of information.
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It is useful to visualise the process tree.This can be
done by using flowchart software or by sketching it by
hand. It is recommended to note the physical location
of each of the life-cycle stages (see Figure 4-2).

> Qutline the stages of the life-cycle process
tree and indicate the physical location. >
Worksheet R5

2> Defining the user scenario and functional
unit
The product function and consumer use — known as the
user scenario — can assist in defining the functional unit
and should include employees, consumers, the local
community, and society. The functional unit is defined as
the quantified performance of a product-system and is
used as a reference unit in a life-cycle assessment study.
The frequency and lifespan of product use can have
significant impacts on the outcomes of the sustainabili-
ty assessment, especially if the product consumes ener-
gy or materials during the use phase. It is important to
take into account where the product will be used since
the local circumstances, such as electricity generating
source (fossil fuel, nuclear, or renewable), has a large
influence on environmental impacts. The user scenario
also includes the location and time-related elements of
the product. For example ‘the product will be used by an
average family in 2005 in a large city in Europe for an aver-
age of | hour per day for 10 years!

> Define the user scenario and the functional
unit of the product. > Worksheet R5

3> Identify D4S impact criteria
The product life-cycle, (as discussed in Chapter 3),
includes raw material acquisition, manufacturing, distri-
bution and transportation, use, and end-of-life consider-
ations. Each stage of the product’s life-cycle consumes
materials and energy (inputs) and releases wastes and
emissions (outputs) into the environment (see Figure 4-
3). In addition, each stage in the product life-cycle has
social impacts (people) and involves economic (profit)
flows.

The D4S Impact Matrix is a qualitative or semi-qual-
itative method that provides an overview of the envi-
ronmental inputs and outputs, social aspects and profit
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flows at each stage of the product life-cycle. It also pro-
vides an idea of where additional information is needed.
It can help the team make a quick qualitative assessment
of the life-cycle. The columns correspond to the differ-
ent product life-cycle stages and the rows concentrate
on the relevant D4S criteria.

Rows_ Environmental criteria usually include: mate-
rial use, energy consumption, solid waste, and toxic
emissions. Social criteria usually include social responsi-
bility, local or regional economic development and
human resource management. More issues can be con-
sidered by adding rows. Examples include issues such as
specific local problems or sustainability issues like water
consumption, biodiversity, CO2 emissions, cost, and cul-
tural heritage. In addition, rows can be added and linked
to the relevant D4S drivers (Steps 2 or 4).

Columns_ Depending on the life-cycle process tree of
the product, the stages can be named in different ways
and the number of columns can be increased. In Figure
4-4, the life-cycle has 6 stages. Depending on the real
situation, the team can decide to add or leave out
stages. For example, if a retailer is interested in the D4S

impact of the products, the team might decide to add a
column ‘retailer’ in between the distribution and use
phases. In this way the contribution of the retailer (e.g.
cooling of the products in the supermarket) can be
made more explicit in the D4S Impact Assessment. In
the case that a product leasing company is involved in
the project, where the product remains the property of
the leasing company, a stage ‘service and maintenance’
might be added.

Always try to keep the matrix clear and transparent.
Do not add more columns and rows than needed!

> Identify D45 criteria factors (rows) and life-
cycle stages (columns) to be included. Complete
the first row and first column of the D45 Impact
Matrix. > Worksheet R4

4> Filling in the D4S Impact Matrix

The next step is to discuss and fill in the resulting D4S
Impact Matrix. Often knowledge existing within the
team is sufficient. The idea is to sit together and discuss
the D4S aspects of the different life-cycle steps. In some
cases, it might be useful to invite a D4S expert. For
example, discussions of the environmental aspects
might benefit from an energy expert joining the session.

There are different ways to complete the matrix.The
team can select more qualitative measures (for exam-
ple, plastic or fossil fuels) or quantitative measures (for
example ‘gasoline 200 liter’). The challenge is not to
write down all the materials and processes, but to
record those that are relevant.

Some suggestions for filling in the D4S Impact
Matrix:

Material row_ This row is intended for notes on
environmental problems concerning the input and out-
put of materials. This row should include information
and data about the use of materials and components
that are: non-renewable, being depleted, creating emis-
sions during production (such as copper, lead, and zinc),
incompatible and/or inefficiently used in all stages of the
product life-cycle. A few relevant questions for the team
include:

> What kind and quantity of materials are used?

> Which type and quantity of surface treatment is
used?

> Are they renewable or non-renewable?
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> Are materials incompatible (for recycling)?

> Other?

Energy use row_ This row lists energy consump-
tion during all stages of the life-cycle. It could include
energy use for the production of the product itself,
transport, operating and use, or maintenance and recov-

Human resource management (HRM) row_
This row lists the activities needed to improve the com-
pany’s HRM. Some relevant issues include:

> How safe and clean is the work place?

> Is healthcare being provided for employees and

their families?
ery. Material inputs with high energy content are listed > Are there policies to address issues like freedom
in the first cells of this row. Exhaust gasses produced as of association?

a result of energy uses are included in this row. A few > Are there corporate policies against child labour?

relevant questions for the team include: > Are there corporate policies against discrimina-

> How much energy is used during manufacture?

> What feedstock is used (coal, gas, oil, renewable,
etc.)?

> How is the product transported, how far and by
what mode?

> Have energy intensive materials like primary alu-
minum been used?

> Other?

tion?

> Are there training and development opportunities
in place for employees?

> Other?

Similar questions apply for the other sustainability

issues in the first column of the D4S Impact Matrix.

> Fill in the D45 Impact Matrix. > Worksheet R5




5> Prioritising the D4S impacts

After completing the matrix, examine the cells and high-
light those that have major ‘sustainability’ impacts. The
next step is to prioritise the impacts which will become
the focus for developing improvement options.

> Highlight those cells or activities in the D45
Impact Matrix that have high sustainability
impacts. > Worksheet R5

While developing the matrix, improvement options
may become obvious.

> Collect obvious improvement options to use in
the later phase of idea generation. > Warksheet
R7

SGEP 6: DEVELOPRPING A D45 SGRAGEGY
AND A D4S DESIGN BRIEF

The insights gained in the analysis phase (Steps 2, 4, and
5) are the starting point for Step 6. The D4S strategy
wheel (see Figure 4-5) illustrates 7 general D4S strate-
gies that cover a wide range of improvement directions
and parallel the stages of the product life-cycle:

I> Selection of low-impact materials;

2> Reduction of materials usage;

3> Optimisation of production techniques;

4> Optimisation of distribution system;

5> Reduction of impact during use;

6> Optimisation of initial lifetime; and

7> Optimisation of end-of-life system.

Next to the 7 strategies described above, the D4S
strategy wheel also shows the ‘0’ strategy of a com-
pletely new product design — an important strategy in
light of innovation potential. In this strategy, consumer
needs define the development of a product and/or ser-
vice to best meet these needs in the most sustainable
manner. This chapter, which focuses on D4S Redesign,
does not refer to this more radical innovation strategy.
The next Chapters, 5 and 6, on radical innovation and
new product development have more information on
this topic.

The D4S strategy wheel, shown in Figure 4-5 can be
used to define which of the design strategies are best
suited for the selected product. The results of the

product design review
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impact assessment (Step 5) are linked to potential D4S
improvement strategies. However, the results from the
SWOT analysis and identification of prioritised D4S
drivers with the business perspective (Steps 2 and 4)
may lead to a different improvement direction.

For example, in the case of an electronic product
being developed by a company, the outcome of the D4S
Impact Assessment in Step 5 might highlight energy use
and worldwide distribution to have the greatest envi-
ronmental impact. As a result, the design team could
focus on DA4S Strategy 5 ‘Reduction of impact during
use’ and Strategy 4 ‘Optimisation of distribution sys-
tem’. On the other hand, the outcome from the assess-
ment of the D4S drivers might conclude that environ-
mental legislation regarding ‘take-back’ legislation and
hazardous substances is essential. This outcome could
lead to the decision to focus on Strategy | ‘Selection of
low impact materials’ and Strategy 7 ’'Optimisation of
the end-of -life ‘system’. (See Figure 4-6)

This can lead to an evaluation of trade-offs between
the results of different assessments. To facilitate the
decision-making process, the team can select two
strategies based on the D4S Impact Assessment and
two based on the D4S drivers.

> Based upon the results of the D45 Impact
Matrix, what are the ‘top two’ D45 strategies for
improvement options? And what are the ‘top
two’ strategies based upon the D45 drivers? >
Worksheet R6
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BASED UPON 1) PRIORIGIES OF D4S IMPACE ASSESSMENG
(50P) AND 2) PRIORIGIES BASED UPON D4S DRIVES (BOGGOM)

After defining project goals and selecting 4 priority
DA4S strategies, the team can make a final evaluation and
select the product strategies for the D4S Redesign.

> What D45 strategies will the company and
project team focus on in the next stages of idea
generation and concept development? >
Worksheet R6

When the guiding D4S strategies have been deter-
mined, the team can draw up a more detailed design
brief. The design brief should include as a minimum:

> The reason(s) for selecting the product;

> An indication of the social (people), environmental

(planet), and financial (profit) goals;

> The selected D4S strategies;

> The way the project will be managed;

> The final composition of the project team;

> A plan and time scale for the project; and

> The project budget (staff and money) and activity
breakdown.

> Work out the D45 design brief. > Warksheet R6

Case: An example of the redesign of a bottle for
milk and juice products is described in the Case
Studies section on the web. The company,
Microplast in Costa Rica, redesigned the bottle
with a focus on four strategies, low-impact mate-
rials, materials reduction, optimisation of produc-

tion techniques and improved distribution.

SGEP 7: IDEA GENERAGION AND SELEC-
Gion
This step generates ideas for improving the sustainabil-
ity of the product. Once generated, the team prioritises
them and then generates, selects and details a new
product concept. (See Figure 4-7)

The D4S design brief and selected DA4S strategies are
the starting points for generating ideas on improvement
options. Different techniques can be used to generate ideas:
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1> Using the obvious ideas collected during the D4S
Impact Assessment and D4S driver evaluation;

2> Using the DA4S strategy wheel for brainstorming;
3> Using the DA4S rules of thumb; and/or

4> Other creativity techniques.

1> Ideas from the D4S Impact Assessment and
D4S drivers

During the analysis of the D4S Impact Matrix and the
DA4S drivers, obvious improvement options have been
collected on Worksheet R7.

2> Brainstorming with the D4S strategy wheel
The D4S strategy wheel can be used to identify suitable
design strategy directions as well as to stimulate the
generation of new ideas. With this in mind, the 7 D4S
strategies have been extended with sub-strategies, as
summarised below.

1> Selection of low-impact materials that are;

a_ Cleaner

b_ Renewable

c_ Have lower energy content

d_ Recycled

e_ Recyclable

f_ Have a positive social impact, (e.g., generate local

income)

2> Reduction of materials use:

a_ Weight

b_ Volume (transport)

3> Optimisation of production techniques:

a_ Alternative techniques

b_ Fewer steps

c_ Lower and cleaner energy use

d_ Less waste

e_ Fewer and cleaner materials used to support the

production process

f_ Safety and cleanliness of workplace

4> Optimisation of distribution system:

a_ Less, cleaner; and reusable packaging

b_ Energy efficient transport mode

c_ Energy efficient logistics

d_ Involve local suppliers

5> Reduction of impact during use:

a_ Lower energy use

b_ Cleaner energy source

c_ Fewer consumables needed

d_ Cleaner consumables

e_ Health supporting and/or added social value
6> Optimisation of product lifetime:

a_ Reliability and durability

b_ Easier maintenance and repair

c_ Modular product structure

d_ Classic design

e_ Strong product-user relationship

f_ Involve local maintenance and service systems
7> Optimisation of end-of-life systems:

a_ Re-use of product

b_ Remanufacturing/refurbishing

c_ Recycling of materials

d_ Safer incineration

e_ Taking into consideration local (informal) collec-
tion/ recycling systems

> Organise a brainstorming session and come up
with options to improve product sustainability
using selected D45 strategies. > Worksheet 6

Box 4-2 provides examples of products developed
with each of these strategies. These examples aim to
further illustrate the specific strategy, not to present the
perfect product with an integral low score based on a
complete LCA.

3> Rules of thumb for D4S strategies

‘Rules of thumb’ have been formulated for each of the
7 DA4S strategies. An overview of these rules can be
found on the web (See Module E).

> Check the D45 rules of thumb on the web to
see if they stimulate other improvement
options. > Worksheet R7

4> Apply other creativity techniques
In addition to the improvements derived from the pre-
vious steps, it also makes sense to apply other creativi-
ty techniques to generate improvement options.
‘Creativity thinking’ is an expression used to
describe different ways of thinking that can lead to new
ideas. Creativity techniques can inspire a team to gener-
ate ‘crazy’ ideas, but even ‘crazy’ ideas can lead to useful
concepts. Module D on the web provides several cre-
ativity techniques.



Furniture

I. Low impact materials
Use of recycled magerials.

L Reduction of use of materials
A sirting-balll is an ergonamic
office chair that uses less material
then conventional office chairs.

3. Optimization of production
Mo ghue or connection needed,
because of smart connections.

4. Distribution and

packaging
The production plant of this chair
s neoct to forest so you don't

need long distance ranspore

7.End of life
Easy to dismantie and to recycle.

B. Other ways....to fulfill the
function

A moveable office locker for
fexible offices that at the same
time can function as chair,
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Mobility
I. Low impact materials
Matural materials as

reinforcement
for car doors

1 Reduction of use of materials
Alurmninium body-work of audi AB,
a huge reduction of weight.

from 30 kg per car in 1977 1 A
coday's 1,6 kg (1999). -

5. Decrease of impact during use
phase

Toyota Prius, hybrid car with a
fued comparable
with a small ciry gar (+- 1:21)

7.End of life
Recycling of tyres.

B. Other ways....to fulfil the
function

The Call-A-Bike service has been
successiully implemented in
several big cities in Germany. The
bikes are positioned on locations
i the city and the customer can
easily rent a bike with a credit
card and hire the bike for a
certain tme.

BOK 4-2 B___ MOBILIGY

BOX 4-2: ERAMPLES OF APPLICAGION OF D4S SGRAGEGIES FOR FURNIGURE, MOBILIGY, ELECGRONICS AND PACHAGING PRODUCES.




I, Low impact materials
Compared with it predecessor, the
22 Ultrasound System weighs 22%
less, eliminates 82% of the
hazardous substance mencury,
reduces energy 37X, uses 20% less
packaging and offers a 30%
improvement in total weight of
recyclable material,

2. Reduction of use of materials
The GoGear HDD 1620 Micro
Jukebex uses 4TH less energy and
i 1 2% lighter than the average of
its closest competitors, and is also
lead-free.

Packaging

|. Low impact materials

3, Optimization of production
Due to production
Impreverments of plasma
televisions, there are |ess screen

errors during production.

4. Distribution and packaging
All flat screens can be packaged

far more compactly then the
conventioral CRT colevisions.
bottle (HDPE 1.8 litre) it is
possible vo fie 15 instead of 12
bottles in a standard distribution
S. Decrease of impact during use crate.
phase
Philips Human Power Radio. Twist 5. Decrease of impact during use
30 seconds and one can Esen for phn-
25 minutes to the radie. This ghua is water-based and uses
easy-to-recycle packaging Alsa,
6. Extension of the initial Ifetime production does not use heat
Use of LED's In traffic ligh. LED's during the sealing process, beading
have longer [ifetime then the o a drastic reducton of energy
comventional lights sources in AP
raffic lights. The new traffic lights
need therefore also less
maintenance, h
herpufecabliss comlenglish/ | -about! | 502-enviranmiental heml
7.End of life
By being lighter, using less 6. Extension of the initial Fetime
packaging and containing no lead, By packaging mustard in a drinking
mercury or cadmium, this phone glass, the packaging gets a new
s much easier o recyche than function after the mustard is
those of its competitars. consumed,
7.End of life
Fleece clothing made from
recycled PET.
8. Other ways....to fullll the
function
One device with integrated
rechnologies instead of several
different devices. Eg. a mp3-player, :»mmﬂdlrmmlﬂdu
camera, mobile telephone, game
device and a pakm-top with Returnable packaging.
Internet sccess all invegrated in

BOK 4-2 C___ ELECGRONICS BOK 4-2 D___ PACKAGING



> Organise a creativity session and generate
improvement options. > Worksheet R7

Selection of promising ideas
After generating a lot of ideas, it is useful to cluster
them according to the seven DA4S strategies.

> Cluster all the generated improvement options
according to the D4S strategies. > Worksheet
R7

A qualitative process of selection is then applied to
prioritise the ideas. The improvement options are
subsequently assessed for environmental, social, and
economical impact/benefits as well as technical and
organisational feasibility. In addition to the criteria
below, each company may define additional parameters
or weigh them differently according to individual cir-
cumstances.

Possible criteria could be:

> Expected environmental (planet) benefit;

> Expected social (people) benefit;

> Expected economical (profit) benefit;

> Technical feasibility (given resources available to
the company);

> Organisational feasibility;

> Perceived added value to the customer;and

> Market potential.

> Which criteria should be used to select and pri-
oritise improvement options? > Worksheet R7

The improvement options can be evaluated and
weighed according to each criteria (See Figure 4-8).

The feasibility of various options is often time-relat-
ed: some improvement options and redesigns can be
carried out immediately (short-term) and others
require more time (mid- or long-term).

> List the options and rate each one based on
the time implications (short or long-term). >
Worksheet R7

A final choice can usually be made only after the
ideas have been fleshed out in greater detail. This
process is known as a ‘product concept’.

Very positive score/ very feasible
Positive score/ feasible
Neutral score

Negative scaref almost feasible

] Jol+]s

Very negative score/ completely infeasible

FICURE 4-8

SGEP 8: CONCEPE DEVELOPMENG

In this step, the selected product ideas are developed
into concepts and then into a more detailed design. In
essence, the ideas generated previously are combined
into holistic concepts. (See Figure 4-9)

At this stage there will be some uncertainty about
the feasibility of various ideas. In practice, several con-
cepts will be developed at the same time. It may be pos-
sible to combine several concepts into one design. A
technique called the ‘Morphological Box’ (See Module
D ‘Creativity Techniques’ on the web) is valuable when
the team wants to combine several ideas in one prod-
uct concept in a systematic way. (See Figure 4-9.)

Various tools are available for the D4S Redesign
team to evaluate technological feasibility and optimise
the design process, including test models, prototypes,
and computer simulations.Attention to the financial fea-
sibility of the new concepts is necessary. The project
team will have to ascertain whether the financial bene-

fits of the options will outweigh the costs involved.

FIGURE 4-9 _ MORPHOLOGICAL BOX FOR A FOOD GRAILER IN
GHANA (UNEP 2006)




It can be useful to evaluate concepts by using the
information in the product specification from earlier
steps (like the D4S Design Brief), and assigning qualita-
tive values such as good, fair, poor, or numerical scores
from | to 10. Using these values, an overall value can be
given to each of the concepts. This process may be sim-
ilar to the one applied during the idea generation and
selection stage (Step 7).

In addition to concept development, the production
plan and marketing plan are developed during this stage,
as in traditional product innovation projects.

SGEP 9: D4S EVALUAGION

Comparing the product profile of the new design with
that of the previous product enables an estimate of the
sustainability merits of the new product. Efforts should
be made to be as quantitative as possible when evaluat-
ing the redesigned product.

> Evaluate the benefits of the D45 drivers and
goals as defined in Step 2. > Worksheet R9

SGEP 10: IMPLEMENGAGION AND FOL-
LOW-UP

This step involves integration of sustainability elements
into prototype production, testing, planning of large-
scale manufacturing, and test marketing. During proto-
typing and testing the actual sustainability performance
of the product can be evaluated for the first time. In the
test marketing, consumer reactions to the sustainability
qualities of the products can be assessed along side
standard criteria. With these insights, final alterations
can be made before large-scale market introduction.
Key stakeholders identified in the initial phase may also
be taken into account.

In parallel, the company needs to prepare a commu-
nication strategy. The company can decide to present the
sustainability benefits of the product explicitly in its adver-
tisements or not. Both strategies have advantages and dis-
advantages. Explicit marketing can be worthwhile if the
consumer group is interested in sustainability issues, or
when the marketing contributes to a brand or corporate
image. The disadvantage can be that the company may be
required to substantiate its sustainability claims.

See Module G for a detailed discussion of DA4S
Communication.

After the product launch, the company can monitor
the product’s sustainability performance. Consumer
feedback, as well as information derived from internal
product testing can be incorporated into the planning
process for further product revision.

See Module F for a detailed description on D4S
Management.

A good example of an ongoing programme of pro-
duct improvement is Philips’ ‘Green Flagship’ programme
(Box 4-2)

BOX 4-2: Philips Green Flagships, The Netherlands

Company & Stakeholders

Building on Philips’ tradition of innovation and
technological expertise, Philips has developed
procedures for Environmentally Conscious
Product Design —EcoDesign — that deal with all
phases of product development. To support the
EcoDesign process, Philips’ EcoVision programme
focuses on the following Green Focal Areas du-
ring product developing:

00606

Encrgy Pauclagng  Hazardow Wpight Mecychng Lifetinse
CONRIBpEOn ssbarshEed and diapenal  relabiliy

These focal areas were introduced as part of the
first EcoVision programme in 1998. Over the
years Philips has realised there is a need for cus-
tomisation to reflect areas of particular relevance
for their businesses. Energy efficiency for Lighting
division products is expressed in efficacy, which is
the amount of visible light produced (lumen) per
Watt (Im/W). For other products, energy use is
expressed as kilowatt-hours per year
(kWhlyear), based on average annual use.
Packaging reduction and the resulting savings in
transport and logistics is an area of particular
concern for Consumer Electronics, driven by cost
and environmental considerations. To deal with
this challenge, Consumer Electronics is focusing

on reducing packaging volume and adapting pack-



aging dimensions to increase shipping efficiency
by being able to load more products in a single
container. This is in addition to work being done
to reduce packaging weight.

Green Flagships

The top EcoDesigned products achieve Green
Flagship status. This means that after going
through divisional EcoDesign procedures, a prod-
uct or product family must be investigated in
three or more of the Green Focal Areas and
proven to offer better environmental perform-
ance in two or more of those areas, compared
with its predecessors or closest commercial
competitors.

When a product is compared with more than
one competitor, the results are expressed as an
improvement compared to the average of the
competitors’ performance in the investigated
focal areas. To continue to drive innovation and
the development of environmentally responsible
products, the current EcoVision programme calls
for one Green Flagship product per product divi-
sion each year. In 2004 four product divisions ful-
filled their commitment to developing at least
one Green Flagship per year and a total of 21
were put on the market. The following two pro-
ducts are examples:

Figure 4-10 iU22 ultra-
sound system, from
Philips Medical Systems

Results

With its intelligent control
and advanced ergonomic
design, the iU22 ultrasound

system (see Figure 4-10)
delivers a range of high-per-
formance features, including next generation, real-
time 4D imaging, voice-activated control and
annotation, and automated image optimisation
technologies. Compared with its predecessor,
the iU22 weighs 22% less, eliminates 82% of the

hazardous substance mercury, reduces energy
use by 37%, uses 20% less packaging and contains
30% more recyclable material by weight.

0066

Figure 4-11 DECT 525
Telephone, Philips
Consumer Products

Results

The DECT 525 (see Figure 4-11) maintains the
high quality sound and easy to use features con-
sumers expects, while consuming 54% less ener-
gy and using 14% less packaging than the average
commercial competitor. It also uses 33% less raw
material and improves recycling and disposal 12%.
Cadmium, lead, and mercury have been eliminat-
ed from this phone.

000606

(source: www.sustainability.philips.com , Sustainability Report
2004 Royal Philips, Sustainability Report 2005 Royal Philips)

In this chapter, the D4S approach for redesigning an
existing product has been explained. This is a practical
way to start implementing the D4S concepts in a compa-
ny. The overall improvements in sustainability that are
typically made with this approach are a good start, but
usually not enough to achieve the long-term levels of
environmental and societal sustainability that are needed.
For this, more radical sustainable product innovation is
necessary. These strategies are discussed in the next
chapters.













UG-0OF-GHE-BOH:
ADICAL SUSGARINABLE
RODUCE INNOVAGIOoN

MARCEL CRUL AND JAN CAREL DIEHL

The incremental innovation approaches of redesign are not enough to achieve
long-term sustainable development. Out-of-the-box, or radical, innovation strate-
gies on the other hand can lead to more sustainable impacts while providing the
breakthroughs necessary to ensure industries’ continued growth.

This chapter outlines the benefits of radical innovation and the need for more of
these initiatives. It should be noted that radical innovation differs significantly
from incremental innovation in that it involves more risk. However, this chapter
provides a number of tools proven to effectively manage and minimise these
risks.

This chapter serves as an introduction to Chapters 6 and 7, in which the specific
methodologies for radical product innovation are described. Chapter 6 deals with
new products and system innovation and Chapter 7 with Product-Service
Systems.

0
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5.1 THE NEED FOR RADICAL
SUSCAINABLE INNOVATEION

Previous chapters in this publication have outlined the
process for improving an existing product.

While these strategies are effective for initiating D4S
projects and beginning to address sustainability chal-
lenges, more drastic approaches are needed to achieve
a long-term balance between the economic, environ-
mental, and social pillars of sustainable development.
Radical sustainable product innovation, including break-
throughs and leapfrogging, is required to reach the
desired improvement factor of 10-20 (incremental
redesign only yields improvement factors of 2-3). Refer
back to Chapter 2 Section 2.5.2 - Improvement Factors
for a review on factor thinking of D4S. This chapter
details the principles of radical product innovation and
provides examples of higher product-system sustain-
ability.

The effectiveness of Product-Service Systems (PSS)
is dependent on 3 factors: the design of the product, the
design of the service, and the system in which the pro-
duct-service combination functions. The system itself is
characterised by (1) the organisation or business that
runs the service or activity-chain and by (2) the select-
ed infrastructure.

Successful and sustainable PSS are designed so that
the system has value for the end-user and is profitable

for other actors in the chain. Optimising the use of
existing infrastructure, such as buildings, roads, and
telecommunications networks, will lower investment
costs and increase potentials gains.

While most PSS are developed using existing or
slightly redesigned products (see Box 5-1), ideally
entirely new products would be developed to create
superior sustainability solutions. Use of existing pro-
ducts provides designers with expediency to better
compete with other services in a highly competitive
market, but it also limits the sustainability gains that can
be made. While the development of new products can
be challenging and as complex as setting up a new busi-
ness or venture, the rewards are significant.

Research in the radical product innovation field is
still in the early stages but initial studies have yielded
valuable insight into the project implementation
process. This insight is detailed in following sections
however it is important to note that the approach
should be tailored to fit the selected product and imple-
menting company or organisation.

BOX 5-1 More and more responsible business
actors and service designers are incorporating
existing products into their services, for example,




many green car renting companies select their
vehicle fleet by evaluating fuel usage and integrat-
ing innovative Information and Communication
Technology (ICT) based renting and reservation
systems. Additionally, Dutch Railways combined
the train reduction card with a bicycle renting
card. Under this system, passengers can rent a
bicycle at any train station within less than 30
seconds for only €2.75. This combination makes

renting bicycles convenient and affordable.

5.2 MANAGING RADICAL
PRODUCE InnovALion

There is abundant existing research on product innova-
tion management (see references section for additional
reading).An underlying theme of the existing research is
the importance of product innovation managers draw-
ing upon the lessons learned from successfully imple-
mented radical innovation projects. A few of the main
lessons from radical product innovation are sum-
marised below.

In today’s literature a distinction is usually made
between two types of radical innovation, new-to-the
market and breakthrough. In this context, radical refers
to product innovations that have the potential to disrupt
existing industries and are able to create new businesses,
services, consumer behavior, and infrastructures.

> New-to-the-Market: Novel substitutes, based on

products that are new to society; and

> Breakthrough: Significantly changes the existing

industry or creates a new business.

The are several variables that contribute to the
achievement of radical product innovation. First, is the
vision of the innovator or innovative organisation.
Second, is the ability to develop new and emerging tech-
nologies that are not easily replicable. Thirdly, the use of
management tools to streamline the radical innovation
process. In summary, radical product innovation is a
function of vision, technology and management.

The risks associated with radical innovation are sig-
nificantly higher than those of traditional business inno-
vation. It is more volatile, the outcomes less certain, and
the time horizon tends to be much longer. In many
cases, existing companies are not able to create new-to-

the-market or breakthrough solutions because of the
high risks associated with these strategies.

The Ansoff Growth Matrix is a tool that can help
companies evaluate growth strategies and analyse risk.
As shown in Figure 5-1 when new products and new
markets are developed simultaneously, companies are
assuming a greater level of risk. There are three types of
diversification, first, companies can seek new products
that have technological and marketing synergies with
existing product lines, in which case the resulting pro-
duct may appeal to a new class of customers. Second,
companies can search for new projects that are techno-
logically unrelated to the existing product line that pos-
sess market demand with their current customers.
Finally, companies can seek new businesses that have no
relationship to the company’s current technology, pro-
ducts, or markets.

LRREM Low Miedium
MARHET Risk Risk
Medium High
Risk Risk

MELL

PROOUCD

Market New

Penetration Product

Strategy Development
7 New
" Market Diversification
b | Development

FIGURE 5-1 ___ ANSOFF GROWGH MAGRIK



NEW COoALIGIoONS

In most cases radical product innovation requires a new
venture or the support of external partners to provide
additional competencies and capabilities. VWhen addi-
tional expertise is required, companies should form a
new coalition with external partners to support imple-
mentation efforts. This outside support can be in the
field of design creativity, complementary technologies
and markets, production facilities, etc. In finding the right
partners, it is important to avoid conflicts of interest
and to strive for a win-win situation with an attractive
cost-benefit ratio for coalition partners. The formula-
tion of new coalitions can be a difficult process as the
necessary trust building requires time and working
effectively together requires flexibility. The progress of
radical undertakings can be hindered by obstacles such
as a breach in confidentiality or overlapping markets
among coalition partners which may lead to excessive
competition.

NEW VENGURES

If radical product development is not feasible within the
existing company structure, one alternative is to create a
new business venture. If the new business is linked to the
existing company a certain element of ‘intrapreneurship’,
is required, if it is created separate from the company,
venture capital and entrepreneurship may be in store.

Developing a new business venture outside the
existing company is often the best option for entrepre-
neurs in radical product innovation as new activities are
often met with resistance within an organisation when
the idea (I) goes beyond the demands of environmen-
tal or social legislation; and (2) posses significant risk.

Anyone with a challenging idea - be it inventor, artist,
or manager - can start a radical undertaking. Numerous
programmes supported by chambers of commerce,
innovation agencies, financial institutions, and govern-
ment agencies exist to support the new entrepreneur.
In addition, many universities around the world facilitate
the creation of these new ventures as their environ-
ments provide students and other academic entrepre-
neurs with the support (in the way of infrastructure and
entrepreneurial expertise) necessary to establish uni-
versity spin-off businesses.

A number of sustainable innovations originate from
university spin-offs, this is due to the supportive envi-
ronment for innovations and because the younger gen-
eration tends to be more open to new ideas and tech-
nologies. Examples of university spin-offs from the Delft
University of Technology include the Epyon, an efficient
battery charging system in which the charge time is
reduced to minutes instead of hours.The Epyon system
is designed for the batteries of vehicles and mobile
products. The Senz umbrella, a windproof umbrella (up
to a wind force of 10) that is more resistant to inver-
sion (less destructible and more resilient). These
umbrellas are more durable and have a much longer life-
time. The Evening Breeze, an air-conditioned bed which
if used to replace traditional cooling systems can save
60 percent on the hotel room’s energy consumption

(see Figure 5-2).
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FIGURE 5-2 ___ ERAMPLES OF SUSGAINABLE PRODUCES
FROM UNIVERSIGY SEGARG-UP COMPANIES IN DELFE UNIVERSIGY
OF TECHNOLOGY: PREVIOUS PAGE TOP: FASE CHARGER FORM
EPS0N,, PREVIOUS PAGE BOGGOM: INNOVAGIVE UMBRELLA
FROM SENZ UMBRELLAS, AND ABOVE: INNOVAEGIVE AIR-CONDI-
GIONED BED WHICH SAVES 0N HOGEL ENERGY USE.

5.3 MECHODS AND EOOLS
FOR RISK REDUCEION

THE INNOVAELION FUNNEL*

There are a variety of methods and tools available to
assist managers in reducing the risk involved in radical
product design. The ‘innovation funnel’ is a common
approach among larger research and development dri-
ven companies.The ‘innovation funnel’ can be viewed as
a stage-based approach to innovation. (See Figure 5-3)

Prablem
orientation
and strategy
formulation

Idea generation
and design

TOLL GRGES_

As shown in Figure 5-3, the ‘innovation funnel’ is
comprised of 4 stages. The stages are (|) problem ori-
entation and strategy; (2) idea generation and design; (3)
demonstration and launch investment; and (4) produc-
tion, roll-out, and exploitation.

The tollgates |, Il, and Ill are the points in the funnel
where key decisions are made. Options at each of the
tollgates are as follows:

> Continue to the next stage: for instance when all

goals are positively met;

> Move the project from ‘out-of-the-box’ to ‘inside-the-box*

for instance when profitable opportunities for the inno-

vation emerge at existing markets, the innovation pro-
ject could be fitted in the existing business portfolio;
> Stop the project: for instance when the idea seems not
to be able to make money or — on the contrary — is
very good, but doesn’t seem to fit the company profile.

Box 5-2 provides a number of relevant guidelines for

managers using the innovation funnel.

Box 5-2
Guidelines for managing the innovation
funnel

I-The funnel needs to be loaded with innovations
at all stages

2- Projects have to move forward through the
funnel as in a supply chain

3- The stages are sequential and interdependent

4- Each stage and tollgate has to be managed separately

Production,
rollout and
exploitation

Demonstration
and launch
investment

FIGURE 5-3 ___ INNOVAGION FUNNEL

* Parts of this section are - with permission - directly cited or adapted from:Verloop 2004 (see references)



5- Each stage and the overall process can be opti-
mised with respect to resource use and reaching
the objectives

6- Clear guidelines and criteria should be in place
at each tollgate and all actors should understand
and be in agreement

7- Each consequent tollgate requires the same
criteria, but with an increasing demand for detail
and quantification

8- Tollgate Il requires a comprehensive and
detailed business and launch plan

9- The innovation manager is responsible for
keeping the momentum, managing the tollgates
and optimising the supply chain

10- The innovation manager is responsible for the
link with the innovation strategy, the identifica-
tion of stakeholders, and balancing efforts —i.e.
between ‘bottom-up’ and ‘top-down’ and the
position of the radical innovation team

BRICOLAGE

Bricolage is another tool used to minimise the risk
involved in radical product development. Berchicci under-
lines the additional difficulties an entrepreneur might
encounter when trying to achieve highly ambitious sus-
tainable goals by radical product innovation. Berchicci
stresses the need for a step-by-step or bricolage
approach, even in cases where the environmental ambi-
tion is high. Bricolage involves starting with small actions,
with regular feedback loops from potential future users to
maximise the use of experiment and trial-and-error. In this
case, goal setting may emerge in the second stage, instead
of at the onset of a radical undertaking. Berchicci encou-
rages environmentally driven designers to integrate flexi-
bility into their vision and innovation process to develop
breakthrough products.This approach posits that the best
way to build up capabilities and simultaneously decrease
uncertainty is to conduct simple tests, or pilots. Therefore,
radical sustainable product innovation is best achieved
through a series of incremental innovations as the integra-
tion of a number of smaller solutions can produce signifi-
cant results while reducing risks and failure. The Bricolage
approach is recommended for SMEs and new ventures
with limited research and development budgets.

CAGSE The case on new mobility concepts provid-
ed in the Case Study section on the web describes
an example of a bricolage approach in radical D4S
innovation. Starting from the ‘MITKA’ project, sev-
eral others concepts for sustainable new mobility
were developed.

5.4 CREACIVE INDUSERY AND
DISERIBUCED ECONOMIES

In addition to models on product and business innova-
tion, a new paradigm has recently emerged stressing the
importance of cities as facilitators of societal innova-
tion. Richard Florida is the main representative of this
paradigm. His book ‘The Rise of the Creative Class’ fur-
ther details this concept (see references at the end of
this publication). The main points are outlined below:

> Technology is a partial collection of a much broad-

er class of activities, called ‘creativity’

> Technological creativity — our capability to invent

new products and processes is crucial, for a success-

ful economy

> Other creativity, such as aesthetic, stylistic, cultur-

al, artistic and musical, is also necessary for success-

ful commercial entrepreneurship

> Supporting the creative class with an attractive,

active and inspiring infrastructure and synergy of the

different creative variables in all societal sectors is a

precondition for successful innovation.

In Florida’s theory, cities and particular neighbour-
hoods have become the central organising factor.

However, this model does not explicitly address sus-
tainable development. Therefore, other models comple-
ment the creative class paradigm with the concept of
Distributed Economies (DE). They argue that growth,
which is dominantly driven by production efficiency, is
accompanied by the dynamics that undermine sustain-
ability. To address this concern, the authors introduced
DE, which advocates to decentralise a portion of pro-
duction activities and distribute them throughout the
region in the form of small-scale, flexible, and synergis-
tically interconnected production units. DE serves to
establish a renewed balance between small and large-scale
production units and the three pillars of sustainability.




Environmental and social principles guide the devel-
opment of DE according to the following criteria:

> Increasing the share of renewable resources in eco-

nomic activities;

> Increasing wedlth creation for a larger number of

people;

> Decreasing pollutant emissions and waste generation

at the local and regional level

> Increasing the sustainable use of local resources in

economic activities

> Increasing the value added to local resources

> Increasing the share of added value benefits retained

in the regions

> Increasing the share of non-material (e.g. informa-

tion know-how) and higher added value material

resources in cross-boundary resource flows

> Increasing the diversity and flexibility of economic

activities

> Increasing the diversity and intensity of communica-

tion and collaboration among regional activities

The DE criteria are in line with the D4S concept.

5.5 SUSECAINABILIEY AND
gIHOIHCﬂL PRODUCE INNOVA-

In addition to technology and business, sustainable
development has become an independent driver for
change. While today’s policies seem restricted to the
regulation of the proper end-of-life management of cer-
tain product groups, in the future — as factor X thinking
objectives (refer to Chapter 2 Section 2.5.2 for a review
of factor X thinking) for product-systems become more
accepted global standards- value creation will move
beyond end-of-life management to include societal con-
cerns throughout the value chain. As found in sustain-
able innovation literature: ‘Sustainable innovation has
three value drivers — technology, business and society —
that need to be in balance to create new choices for the
customers of today, without compromising the options
for the future.

In the value driven model, the cycle for D4S sustain-
able innovation begins when society starts to adopt or
develop new values and to reject certain products in
the market place. At the same time, technologies

emerge to support the creation of new Product-Service
Systems that fit the new values. Sustainability becomes
a social change driver, complementary to marketing pull
and technology push.

In practice, ongoing efforts are being made to oper-
ationalise these concepts, taking both the lessons from
product and business innovation, creative cities, PSS
(Chapter 7) and design oriented scenarios (Module B
and C on the web) into account.
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FIGURE 5-4 ___ THE VALUE DRIVEN MODEL FOR SUSGAINABLE
INNOVAELIoN (VERLOOP 2005).









NEW PRODUCG
DEVELOPMENG

JAN CAREL DIEHL

New product development is a method of out-of-the-box innovation which
involves a higher level of technical, market, and organisational uncertainty

than redesign, as discussed in Chapter 4. Given the increased uncertainty of
the new product development process, no standard rules of thumb to
improve an existing product can be applied, and a more open ‘idea finding’
phase is necessary. In this chapter, a general model for new product develop-
ment for D4S is explained and several new product technologies and market
opportunities are described. Additionally, the strong connection between sys-
tem innovation and new product development is examined.

As introduced in Section 2.7, new product development
follows the four basic stages of product innovation (pol-
icy formulation, idea finding, strict development, and
realisation) and involves a series of sub-processes dom-
inated by the product development process followed by
the realisation of project activities (see Figure 6-1).

Product Innovation =
Realisation

Product Development +

Product development can be defined as 'the process
that transforms technical ideas or market needs and
opportunities into a new product and on to the market’
It includes strategy, organisation, concept generation,
product, and marketing plan creation and evaluation,
and the commercialisation of a new product.

The product development process is a creative and
iterative set of steps and phases that converts ideas into
saleable products and/or services.The product develop-
ment process itself can be split up into three phases:

E Production. §——
g
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policy formulation, idea finding, and strict development
(see Figure 6-1).

Each step contains a divergent activity that identifies
relevant information in a creative way and a convergent
activity which evaluates that information (see Figure 6-
2). The divergent activity explores and redefines prob-
lems, generates ideas, and combines concepts. The con-
vergent activity imposes value judgments and includes
methods to make sense of information, prioritise items,
compare solutions, assess ideas and select concepts.The
product development process is often presented as a
linear process. However, in practice it can contain iter-
ative cycles, where design teams go back to earlier
stages in the product development process to re-evalu-
ate decisions that have been made.

Development of new D4S products is not an isolat-
ed process. Production development and marketing
planning take place in parallel to the product develop-
ment process (see Figure 6-1). Since production devel-
opment and design are directly linked, equipment avail-
ability and investment needs should be considered dur-
ing the design phase. Production management will need
to address how to introduce any production changes
resulting from design changes. In addition, information
on market analysis, consumer behaviour, trends and
future scenarios, government policies, environmental
concerns, new technologies and materials is essential
for targeting a new product to the needs of consumers.

In contrast to redesign, there are no clear rules-of-
thumb or strategies to be followed for new D4S pro-
ducts, since the approach exactly is focused on new
products for existing or new markets. Hence, the more
open ‘idea finding’ phase is included in the stepwise
approach explained above. In Module D several forms of

Generation of | Generation of
alternative policy | progduct ideas
formulations |
|
Evaluation amd
selection
SoAR
Policy _ld:\a
fermulation finding

Generation of
design solutions

Evaluation and

creativity techniques are presented that can support in
this. Also, the approach of design-oriented scenarios in
Module B can provide new ideas and concepts.

Another source for new product ideas come from
new product technologies and the vast array of new
opportunities they can provide — as highlighted in the
next section.

6.2 NEW PRODUCE
CECHNOLOGIES

New product technologies such as eco-materials, nan-
otechnology, renewable energy sources, and
Information and Communication Technology (ICT) can
be a source of inspiration for new product develop-
ment, since these technologies often add value when
incorporated into a new product. Incentives of these
technologies include increased savings through energy
and resource efficiency, reduced toxicity, and improved
reusability or recyclability. Additional information on
these technologies is provided below.

> Eco-materials are new materials that have far less
impact on the environment and play an important role
in new product developments. Eco-materials are char-
acterised by one or more of the following attributes:
increased savings in energy and/or resources, improved
reusability or recyclability. Module H provides addition-
al information on these materials.

> Nanotechnology is a growing field that offers great
innovation potential in the realm of sustainable materi-
als (smaller, lighter, and more intelligent). A downside of
this technology is that the byproducts generated in the
processing are not well researched and could possibly

Generation of
slternatives mnd
marketing strategies

Evaluation and Evaluation and

selection

Strict
development

Realisation
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be toxic. The potential applications for nanotechnology
lie primarily in the car and electronics industries, for exam-
ple non-scratch windows, self-repairing structures, etc.

> Renewable energy sources, such as human pow-
ered devices and photovoltaics offer great sustainable
enhancement potential for portable products, one
example being larger distribution of medical care instru-
ments in remote regions. Fuel cells can add to this
potential, provided their energy sources are from a sus-
tainable source. Section 6.3 provides a number of
options for the integration of renewable energy sources
into consumer products. Additional information on
renewable energy options in technical product innova-
tion can be found in Module I.

> |CT easily contributes to new product develop-
ment by advancing sustainable functionalities or features
in existing products. Intelligent products can be devel-
oped to reduce energy use, improve connectivity and
improve functionality. Multifunctional products reduce
the need for separate products for example, camera-
phones. ICT can also provide new opportunities for
learning tools such as in the example of ‘One Laptop
per Child’ (refer to Section 6.4). More examples of ICT
contributions to new D4S products can be found in
Module | on the web.

6.3 INCEGRAEING HUMAN
POWERED, PHOCOVOLEAICS
AND FUEL CELL ENERGY
SYSEEMS INE0 CONSUMER
PRODUCES

The application of Renewable Energy (RE) technolo-
gies like Human Power (HP), Photo Voltaic (PV) cells,
and Fuel Cells (FC) offer more sustainable alternatives
to current energy systems. The integration of these
new energy technologies into D4S product design is
moving from the experimental phase towards becom-
ing an established discipline in Industrial Design. To
continue the forward momentum of these design
efforts, it is necessary to increase the amount of struc-
tural information regarding the identification and inte-
gration of renewable energy technologies into pro-
ducts available to technological developers as well as
industrial designers.

Each of the three RE technologies listed above have
their own advantages and disadvantages for product and
product-system applications. The added value of RE
technology is contingent upon product applications and
design limitations. Table 6-1 outlines the potential
advantages of HP, PV, and FC.

PV-POWERED PRODUCG-SYSGEMS

Of the three Renewable Energy technologies listed
above, the PV-cells are currently the most applied at the
product and product-system level. During the last
decade the number of PV-cell product applications has
significantly increased. A wide variety of electronic
products are powered by PV-cells, including solar char-
gers, outdoor lighting, calculators, gadgets, ticket
machines, etc. These can be characterised into one of
the following four groups of PV products.

1. Existing product designs with an

‘added’ PV source:

There are a variety of existing products in which PV
cells have been included as an alterative energy source.
For example, the PV-powered weight-scale shown in
Figure 6-3 has ‘pasted’ PV cells onto the product by
adding an additional surface. The PV-cells are not inte-
grated into the product’s design and do not create an
essential added value for users (the battery normally
only has to be replaced once every 3 years).

2. Redesign of existing products with

‘integrated’ PV source:

If PV-cells replace another type of energy source in
a product, it is very likely that the product design and
the configuration were adapted and optimised for the
new situation. While integration of PV-cells into the
product’s design can enhance its sustainability, the
design must take into account product function or the
innovation effort may not yield the intended benefits.
Take for example, the solar battery pack for a mobile
telephone (shown in Figure 6-3). In this example the
solar cells have been integrated into the product using
transparent plastic and hi-tech surface styling, despite
constrains in the size and shape of the battery pack.
While the intended value of this product—technology
combination is clear, there is not a suitable balance
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between energy generation and consumption. Although
the PV-cell area is small, a full day of sun would be
required to supply the energy required to maintain
proper functioning of the mobile telephone. However,
the mobile telephone will often be disconnected from
sunlight because it will be in the palm of the hand when
in use and is often carried inside a bag or a pocket.The
characteristics and positioning of PV-cells do not pro-
vide an optimal match with the user context and ener-
gy need.

3. New products based on PV technologies;

Based upon the characteristics of the new RE tech-
nologies and consumer needs, new PV-powered pro-
ducts are increasingly being developed. For example,
solar chargers offer consumers the distinct advantage of
generating energy independent from batteries or the
electricity grid (refer to Figure 6-3). The design should
be developed considering the new function and tech-
nology, the shape and colour should be matched to user
preferences, and there should be a suitable match
between energy generation and consumption.

4. New product-systems based upon PV
technolaogies;

Low voltage and Direct Current (DC) appliances are
rapidly being introduced in today’s market, for example,
mobile telephones, ipods, and personal digital assistants
(PDAs). In order to power these products the 220
Alternating Current (AC) has to be converted twice to

FIGURE 6-3 ___ EKAMPLES OF PVU-POWERED PRODUCES;
WEIGHE SCALE, MOBILE GELEPHONE, PDA AND A SOLAR
CHARGER FOR MOBILE GELEPHONES.

the low-voltage DC. This process results in efficiency
losses. Renewable Energy technology like PV-panels
produce low voltage DC electricity which makes them
(more) compatible to power these appliances. One of
the current solutions under research is to integrate a
PV-powered low voltage DC electricity grid in houses
to power these products more efficient and to abandon
the need for adaptors

Case: The development of a new PV powered
lantern for the Cambodian market is described in
detail in the Case Study section on the web.

HUMAN POWERED PRODUCES

While human-powered products are not a new con-
cept, they do offer great advances in product sustain-
ability. The introduction of the Freeplay radio in 1996
sparked interest in fusing HP and products and as a
result a range of HP products have been introduced
into the market (see Figure 6-4). In the first example, a
Freeplay wind-up flashlight is equipped with a metal
spring to store energy. While the HP innovation adds
value, one might question if the bulky weight and dimen-
sions do not present an inconvenience to users. In the
second example, the HP technology has been integrat-
ed more sophisticatedly into the product (by shaking
the flashlight, linear induction within the light creates
energy). Finally several new HP-products have been
developed to charge low power products like mobile
telephones.

FIGURE 6-4 ___ EKAMPLES OF HUMAN-POWERED PRODUCES:
EUWO GORCHES AND A MOBILE CHARGER.




FUEL CELL POWERED PRODUCES

Since the miniaturisation and commercialisation of the
Fuel Cell technology is more recent, the number of
product examples available in the market is limited.
Figure 6-5 depicts a selection of fuel cell examples that
are still in the experimental or prototype stage. In the
first example, a PDA is fuelled using FC technology
however the FC source is large in comparison to the
product and not well integrated in the design. In the
second example from formula zero (the racing cart), the
FC has been integrated in the design, however it does
not yet compare to the characteristics of competing
technologies like combustion engines. In the last exam-
ple, the integrated FC power operated laptop, the FC
technology creates added value as it enables users to
work at least twice the amount of hours independent
from the electricity grid.

Additional information on design processes for inte-
grating renewable energy systems into products can be
found in Module | of the web.

Many mobility and transport products featuring fuel
cell technology are currently being developed. However,
innovative mobility initiatives need to be accompanied
with supporting infrastructural systems, supply, user
practices and regulations (see Section 6.5).

FIGURE 6-5 ___ EXRAMPLES OF FC-POWERED PRODUCES; PDA,
RACING CARG AND A FC-POWERED LAPEGOP.

6.4 ICT CECHNOLOGY IN
NEW PRODUCE DEVELOP-
MENE: ONE LAPEOP PER
CHILD

The One Laptop per Child project has created a learn-
ing tool expressly for the world’s poorest and under-
privileged children inhabiting remote areas. The laptop
was designed collaboratively by experts from both aca-
demia and industry. The Media dubbed the project 'One
Laptop per Child’ but industry members knew it as ‘the
$100 laptop. The expected manufacturing cost is below
$150 and expected to fall below $100 by the end of 2008.

“It should be compact and sealed, like a suitcase.And
it should really look and feel different. It shouldn’t look
like something for business that’s been colored for
kids.” (That's more than an aesthetic concern:An unmis-
takable, childlike design will be the laptop’s only real
defense against theft and resale.) The result is a unique
harmony of form and function; a flexible, ultra low-cost,
power-efficient, responsive, and durable machine with
which nations of the emerging world can leapfrog
decades of development—immediately transforming
the content and quality of their children’s learning.

The product development team explored several
options. One of the first decisions was to place the bulk
of the electronic wiring behind the display, like an iMac,
instead of beneath the keyboard. This simplified the
wiring as the motherboard and display were no longer
connected through a fragile hinge and also cut costs.
The new laptop designed by the One Laptop per Child
project contains a number of innovations designed to
reduce cost and make it practical for children in devel-
oping countries. A few of these design innovations are
listed below. Furthermore, Figures 6-6 and 6-7 depict
the final design and evolutionary stages of the design
process, respectively.

- Renewable Energy: The low energy display and
drive has made it possible to build a computer that con-
sumes only 2 watts of power, compared with the 25 to 45
watts consumed by conventional laptops. Each machine is
accompanied with a simple mechanism to recharge itself
when a standard power outlet is not available. The project
team experimented with a crank, but eventually discarded
the idea because it seemed too fragile.



- Low energy display: The small high resolution
screen has both a low-power monochrome mode —
readable in sunlight, unlike conventional displays — and
backlit color using light emitting diodes (LEDs).

- Low energy drive: The ultra-low-power opera-
tion is possible because of the lack of a hard drive (the
laptop uses solid-state memory, which has no moving
parts and has fallen sharply in cost). In addition the
microprocessor shuts down whenever the computer is
not processing information.

- Wifi and USB ports: Two design challenges
included unprotected USB ports and a pair of radio
antennas needing to be exterior to the machine for
reception. A dual solution was designed which turned
the antennas into a pair of playful ‘ears’ that swivel up

for reception or down to cover the laptop’s exposed
USB ports.

“Everything on the laptop serves at least two pur-
poses”

FIGURE 6-6 ___ THE FINAL CONCEPG
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6.5 SYSEEM LEVEL INNOVA-
G1oN CONNECEED 0 NEW
PRODUCES: CHE EXAMPLE
OF FUEL CELL SYSTEMS

Fuel cell and hydrogen technologies utilising renewable
energy sources offer great potential in the realm of

innovation product systems and can provide the neces-
sary energy efficiency in urban transportation systems
to mitigate climate change through reduced emissions.
Several hydrogen powered (fuel or fuel-cell) vehicle
demonstration projects are underway. However, new
products featuring fuel cell technology instead of con-
ventional energy sources are only part of a much larger
system that needs to be changed.

Typically, system innovation must be accompanied
with radical changes in technologies, regulations, user
practices, markets, culture, infrastructure, and supply
networks to further support widespread uptake of the
technology. System innovations require large invest-
ments and will always replace defunct parts of the exist-
ing system which often leads to opposition from actors
connected to the old system.

An important aspect of system innovation manage-
ment is learning-by-doing, keeping several options open
for exploration, maintaining long-term vision and short-
term actions, involving all relevant stakeholders and
evaluating continuously (see also the bricolage
approach, Chapter 5).

System innovation is a relatively new field with limit-
ed practical experience. A methodology was developed
to address the need for concrete insights in initiating
system innovation and was pilot tested in fuel cell trans-
port system in Rotterdam.

This methodology emphasises outlining a combined
set of concrete short-term projects and conditions,
within a long-term perspective. The approach is charac-
terised as ‘bottom-up’ as it involves relevant stakehold-
ers very early in the process, in order to build upon cur-
rent projects and views and support short-term pro-
jects with long-term objectives. The approach includes
both current and future stakeholders in the process.

The following steps are performed in chronological
order:

> Draw a system definition: a system innovation or a
transition consists of a combination of different sub-
systems fulfilling various functions.These functions can
involve changes in existing functions or implementing
new functions. The system definition includes both
technical and sociocultural elements, as change is
required in all these dimensions in order to bring
about a transition.




> |dentify stakeholders: the different functions of the
system definition can be associated with clusters of
stakeholders that are necessary to fulfill these functions.
It is essential that present stakeholders as well as poten-
tial stakeholders are involved. Small entrepreneurs are
often more motivated than incumbent firms to manu-
facture the new technologies required for system inno-
vation, for example, fuel cells.

> Perform stakeholder interviews and workshops: a tran-
sition or system innovation can only take place due to
a collective action of the different stakeholders.
Therefore, it is crucial to obtain stakeholder commit-
ment. Furthermore it is assumed that system innova-
tion can only be successful if it is based on a common
vision and ideas. Insight into stakeholders reaction to
system innovation (their views and perceived barriers
and opportunities) can be obtained through in-depth
interviews and workshops. The interviews should be
aimed to obtain in-depth insight into the views of a wide
variety of stakeholders.The workshops should facilitate
interaction between different groups of stakeholders. In
this way consensus regarding certain issues can be
achieved.Also, the workshop contributes to the origina-
tion of stakeholder networks.

> Generate a roadmap: the results from interviews
and workshops should be used to create a roadmap.
The roadmap should include the most promising short-
and medium-term projects for D4S and relate these to
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long-term objectives. The purpose of the roadmap is to
identify and visualise potential innovation steps between
the present situation and a possible sustainable future
situation. The timeline and content of the roadmap
should relate to existing roadmaps, in order to incorpo-
rate the national and international context.

A roadmap can be used to develop the transition
steps necessary to implement system innovation. An
important aspect of this method is that stakeholders
are identified and consulted before the roadmap is
developed. The roadmap should not be regarded as a
fixed path; the transition steps need to be continuously
evaluated based on the interim objectives developed by
stakeholders. Because the transition projects and relat-
ed conditions are based on the views of stakeholders,
the methodology actively engages stakeholder commit-
ment. The following case study outlines a D4S system
innovation in the fuel cell transport field.

FUEL CELL GRANSPORE IN ROGGERDAM

The following case study provides the design approach
for the fuel cell based transport system in Rotterdam.
The design called for changes in infrastructure to
accommodate the necessary storage, transport and dis-
tribution of hydrogen; filling stations; the production and
supply of fuel cell vehicles and ships and the operation
of these vehicles. Furthermore, the design requires

POLICY AND LEGISLAGION

Social function:
D Mecessary transportation aver

road and water in the Rotterdam region

Fuell Cell Vehicles Fuell Cell Ships
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changes in policy and legislation to transition into the
fuel cell transportation option. Figure 6-8 outlines the
overall design.

All relevant stakeholders were interviewed to gather
information and insight on how they perceive imple-
menting short-term projects on fuel cell transport. Both
vehicle and water taxi producers and suppliers demon-
strated proactive attitudes towards fuel cells. The policy
and legislation sector was also positive. The vehicle and
water taxi fleet owners were willing to participate but

were less enthusiastic. To ensure the commitment of all
three groups, transition steps should meet commercial,
learning, and sustainability objectives.

A workshop was held during which the various con-
ditions and preconditions of stakeholders were further
defined, and ideas for a number of concrete fuel cell
projects were developed. The most promising ideas
were used as input in the roadmap. The roadmap (see
Figure 6-9) was used to put the short-term projects
into a long-term perspective.
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The three transport domains: water, road, and inter-
nal transport, along with the required infrastructure
(vertical axis) were distinguished, and the developments
are followed in time (horizontal axis) connected to tar-
gets and phases of Dutch and European roadmaps. The
promising fuel cell projects were depicted, and connect-
ed into various subpaths within the overall transition
path.The roadmap is presented in Figure 6-9.

The primary focus of the roadmap is that the transi-
tion path utilises hydrogen available from the
Rotterdam industry in the fuel cell projects. ‘Internal
transport’ is an ideal area to carry out pilot projects,
because it is less affected by rules and regulations.
Furthermore, demonstration projects with battery
electric or hybrid transport applications can be used as
stepping stones to introduce fuel cell transport applica-
tions. The roadmap also supports an integrative
approach with regard to the different transport
domains, water, road, and internal transport; interaction
between projects in all domains is necessary to increase
knowledge and stimulate learning.

Rotterdam is not the only city active in hydrogen and
fuel cell systems development. ‘Hydrogen highway’ sys-
tems, including both vehicles and infrastructure, are
being developed in Canada, the US, and also in Germany.
However, because these projects are part of much larg-
er system innovations, risks and uncertainties are large,
and competing systems based on electricity or biofuels
are also being developed. No statements regarding the
outcomes of these projects are available. In all cases, a
long-term vision, commitment, and the pro-active role
of industry, government, and knowledge institutes are
essential.

In this chapter the approach for new sustainable
product development was introduced. A general
description of the approach is followed by the opportu-
nities that new product technologies provide for the
development of new, more sustainable products. Key
renewable energy technologies are detailed with their
potential advantages, as well as some examples of ICT
technologies. The link with new products as part of
system innovation is made, and the example of fuel cell
systems is given. In the next chapter, another key
approach for radical sustainable product innovation is
presented: Product-Service Systems (PSS).









7.1 INERODUCEION - CHE
CONCEPE OF PRODUCE-
SERVICE SYSTEMS

In today’s economy, companies normally deliver value by
offering products or services to other companies, pub-
lic entities, or individual customers. Most companies
operate primarily within a product-based or a service-
based system.

Product producers typically design and manufacture
a product to sell directly to consumers, or manufacture
a component to sell to another producer, or to be
incorporated into a product which is then sold to con-
sumers. In some market sectors, particularly for ‘intelli-
gent’ products such as computers and mobile phones,
producers may also add services (such as software, data,
or communications) to enhance the value and utility of
the product.

Service providers operate in a different part of the
market. A major part of the economy in most industri-
alised countries is now based on the production and
sale of services (about 75% of the GDP in the US and
about 50% of the GDP in Europe). Some services are
dependent on products for their utility and value. Many
communications companies, for example, require
mobile phones to deliver services.

Increasing integration of products and services is
becoming more and more apparent in industrialised
economies. However, as most companies have devel-
oped knowledge and optimised organisation in one spe-
cific area, such as product development, they may lack of

PRODUCG-SERVICE
SYSGEMS
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In addition to new product development (Chapter 6), development of Product-Service

Systems (PSS) is another approach to radical sustainable innovation for D4S.The con-
cept of PSS stems from the fact that services and products are becoming more and
more intertwined. If Product-Service Systems are properly designed, they can be more
sustainable then purely product-based solutions and thus can achieve higher factor
improvements. In this Chapter the concept of PSS is introduced, three types of PSS are
defined, and a step-by-step approach for a PSS pilot project is given. More information
on the theoretical background of PSS is provided in Module C on the web.As in previ-
ous chapters, this approach has a strong connection to the basic four-step methodology
for product innovation.

knowledge and organisation in service development.

Given this example, they may not be well prepared for
a shift in the marketplace.

The PSS approach to D4S was formulated to help
companies transition to a more integrated product and
service market. It is a promising approach for compa-
nies wanting to grow in a market that is rapidly chang-
ing and shaped by environmental and social concerns
and regulations.The concept of PSS proposes that com-
panies transition from selling only products (or servic-
es) to:

Designing and providing a system of products and
services (and related infrastructure) which are
jointly capable of fulfilling client needs or
demands more efficiently and with higher value
for both companies and customers than purely
product based solutions.

The concept of PSS, as a business and design strate-
gy, is the result of the growing interdependence of
products and services in the current economy. It is clear
that in the modern economy, the value derived from
production and consumption depends on a series of
services, which support the production and operational
utility of products. The utility and value of a product
derives from the ‘service’ which it provides for the con-



sumer. This is an important way to think about the
product design process. For many products, delivering
utility and value require additional services such as
maintenance, information and support, spare-parts, con-
sumables and software, and so on. These services are
necessary to ensure a product ‘works’ for the consumer.

Increasingly, economic value lies less in the product
itself than in other parts of the product-system that can
be called product-related services. Current ink-jet
printers, for example, are generally considered to be
sold at a discounted price because of the future income
to the manufacturer that will come from the long-term
sales of ink cartridges.As a strategy for innovation, PSS
can be thought of as widening the scope for design and
development to include coordination and re-configura-
tion of a set of products and services to meet customer
needs in a more economic, environmentally efficient and
socially sensitive way.

Based on research, analysis, and exploratory case
studies, it is possible to design an appropriate system of
products and services (PSS) which could:

> Be commercially viable in the current or future

market place and deliver more value to companies

and customers (economic dimension).

> Decouple the creation of value from consumption

of materials and energy and thus significantly reduce

the life-cycle environmental load of current product
systems leading to factor 4 to factor 10 improve-
ments in eco-efficiency (environmental dimension).
> Fulfill client’s demands in a more appropriate way
and thus create better quality of life for all stakehold-
ers (social dimension).

PSS has significant potential to lead to radical inno-
vation and D4S solutions for companies and cus-
tomers/consumers, because the entire production and
consumption system is rethought, as opposed to the
simple redesign and improvement of existing products
and systems in other approaches. PSS offers the oppor-
tunity to decouple value creation from environmental
consumption by selling services instead of material
products.

However, these benefits do not occur automatically;
they have to be carefully designed into every new PSS.
This Chapter and the corresponding section on the
web (Module C) describes the methodologies and tools
that can be used to enable companies to do so.

WHY SHOULD BUSINESS AND DESIGNERS
CONSIDER PSS FOR D4S?

PSS is an innovative approach to sustainable business
and may allow a company to:

> find new markets and profit centres;

> survive in rapidly changing markets;

> increase efficiency and reduce resource consump-

tion;

> comply with environmental and labour regulations,

or meet environmental and labour standards; and

> compete in the market and generate value and

social quality, while decreasing total negative envi-

ronmental and social impact (directly or indirectly).

In other words, PSS suggests a way to identify poten-
tial win-win solutions — for producers, providers, cus-
tomers, stakeholders and the environment.

PSS proposes that a producer (often in partnership with
other businesses) expands the role in the market to better
coordinate and control the mix of products and services to
meet customer demand with lower total adverse environ-
mental and social impacts.

PSS is a very customer-focused strategy which
draws on customer and consumer demands and needs.
It allows producers to optimise market value while
reducing environmental and social impacts, which can
yield higher operating efficiencies and improved strategic
positioning.

Enhancing operating efficiency. A shift to PSS
can result in a situation where a company operates at
the same or increased profit levels while reducing ma-
terial and energy consumption (decoupling) and pro-
moting sound human resource policies. A company can
make more money if it can meet the same customer
demand by providing a less resource-intensive product-
service mix. Companies can also boost production effi-
ciency by maintaining positive employee relationships.

Improved strategic positioning. PSS may
improve a company’s strategic position in the market
because of the added value perceived by clients.
Improved strategic positioning could be obtained as a
result of:

> New market development — opening up a new

business niche (even in saturated markets)

> Increased flexibility — responding more rapidly to

the changing market



Develop new income streams;
Postpone disposal costs (from product take back);
Reduce costs of new product design and developmant.

Introduce new high value services to extend life of product, through
maintenance, repair and upgrading,

Develop a market for a higher quality, mare technically and
environmentally efficient, but more expensive product.

Offfer the product for lease or for shared use.

Free customers from inconvenient responaibilities for managing
hazardous substances, return of end-of-life products, recycling etc.

Introduce appropriate services to manage materials and end-of-life;

enter into partnerships with specialist onganisations to handle these
services where hazardeus or valuable material concemaed,

Reduce resource consumption of product in use increase efficiency of
product as a competitive edge.

Provide support services that assist optimusm wse patterns by
CUSIOMErs,

Increase customer satisfaction; Customise products and services to specific user needs;

Increase customer loyalty; ‘Work with customers to design new products and services;

Build enduring producer-customer relathonship. Lease products, with service contract focusing on results, utilicg,
required by customers.

Develop new market niche; Seart new business unit with new P55 offer to (a) preserve the

Improve brand image. operations of an existing business and (b) expand the diversity of its
markot activizy.

TABLE 7-1 ___ MOGIVAGIONS EXPRESSED BY COMPANIES GHAG HAVE EXPLORED OR DEVELOPED NEW PSS

> Longer term, more direct, client relationships —

most PSS lead to stronger company-customer rela-

tionships.

> Improved corporate identity — ‘responsible and

transparent’ — companies clearly show their environ-

mental and social benefits

Table 7-1 lists some motivations expressed by com-
panies that have explored or developed new PSS.

To varying degrees all PSS approaches change the
existing relationship between production and consump-
tion. Therefore a company must be open to new oppor-
tunities and business relationships.This can mean chang-
ing the existing corporate culture and organisation to
support a more systemic innovation and service-orient-
ed business. In many cases it also means reaching out to
find corporate partners and creating new alliances
between companies with complementary market expe-
riences and skills (e.g. manufacturers partnering with
service companies).

A PSS approach requires companies and providers
to develop:

> A managerial vision for system innovation: the abil-

ity to recognise new opportunities and to design

new product service mixes that meet customer
demands.

> An innovative corporate culture capable of pro-
moting new forms of internal organisation, e.g. to
coordinate the product-service co-development.

> An innovative corporate culture capable of pro-
moting new forms of external partnerships and hav-
ing the ability to interact on new levels with different
stakeholders.

> A knowledge of the opportunities offered by
Information and Communication Technology (ICT) (see
Module J) for the realisation and application of PSS.
More information on the theoretical background of

PSS is given in Module C.

7.2 PRODUCE-SERVICE
SYSEEMS FOR D4S - SOME
SCARCING POINES

PSS for D4S requires motivation for changes similar to
those described above. It also requires a process to
identify strategic opportunities, based on a review of
current market demands and trends and the existing
system through which customer satisfaction is fulfilled.
The concept of PSS allows for many different combina-
tions of products and services to optimise commercial,




1. Adding services to o product. Maintenance and repairs; Improved social When the pericd of
In this P55 approach the customer owns | education (user advice and puﬁmunhdudz performance can ther service contract
the product, and the producer sells new | support): up-grades (bath optimising product include: better is over, the P55
services along with products These hardware and sofoware) efficiency (during provider may offer, as
new services can increase the service | and product refurbishment: | production and use); conditicns, higher an additional service,
or information intensity of the product | extending functional range | extending product life, equity and justice in | to take the product
(50w "5’ below) andior support the of product (for exampla, better utiisation of the relation to back and deal with
functonal efficiency of product maobile phones). energy and materials sukeholders, mobikse | refurbishment,
operation and use. embadied in the product responsible/sustainabl | remanufacturing ece.
Typically, service contracts | (improving the efficiency or | & consumption,
provide the appropriate value of product without | favour/integrate the
services over a specified having to replace it); waeaker and
period of tme. reducing energy marginalised, improve
consumption in ransport | soclal cohesion,
and storage. empower/enhance
local resources.
1. Providing ‘the uze of o product’ for a Hiring, leasing or renting Improved environmental Improved social As the products
CUSIEmIEr, products such as can flow from: | performance simiar | remain in the
In this P55 approach, the producer computers, office furniture | fewer number of produces | to |, ownership of the
mointains ownership of the product, with | and furnishings, office NECESSary o SUPPOrt wser producers, the
the customer paying to use it Typically | equipment camaras; car- demands; higher qualicy, interest of the
these services involve leasing or sharing sysverms; shared maore efficient products producer is to
renting contracts. Such PS5 provide full-service office (higher investment in maximise their value
customers with access o high quality arrangements; washing products that would be at the end of their
products when they need them, with machines, and in the home | too expensive for sale, but {first) life, through
the producer mking care of their (pay-by-use systems); artractive for lease); refurbishment,
maintenance, etc. The design focus for | ‘Laundromats’, Increased intensity of remanufactring. and
thie P55 is previding highest value product use (using up the reducing any waste
outcome for client, meeting their full service capacity of a (.1
needs without product ownership. product in a shorter time)
can allow for faster flow of
Innavation in product
design.
3. Focilitating the shored use of products. | A serviced laundry in an Improved environmental Improved social P55 provider either
In this PSS model, products are either | apartment block with an performance similar to 2. | performance simitar | owns the product or
owned by the producer, or collectively effective ‘booking’ and twl. can include take back
owned by muftiple consumers (for monitering Fystem; power- and remanuiacturing
eample, through local governments). wool sharing yystems; car in the service
Producers sell a package of products paaling: ear sharing (in contract
and maintenance services or fystems Cities, Lownd OF aMOngSE
to support shared use. residents of an apartment
block),
4. The defivery of results to o cusiomer or | A company sells "thermal Improved environmental Improved social The PS5 provider has
consumer, comiort’ for a building performance can flow from | performance simitar | some incentive to
This PS5 focuses on the provision of an | (instead of heating and optimising the efficiency of | to I. maximise the value
Integrated solution to meet customer cooling equipment);a the system of products and of the product at
needs; results’ means an agreed company sells ‘pest infrastructure providing the end-ol-life, to deal
performance of a systemn for a contral’; an office compary | result (the functional with refurbishment,
customer. Typécally (but not in all cases) | sells ‘copied documents’ outcome the customer remanufacturing and
the producer will keep ownership of any rather than photocopiers;a | requires), increasing responsible disposal.
product(s) imvolved, with the customer company provides heakthy | produc lifie, and
paying just for agreed resuls. In most air for offices (through the | maintaining performance
cases the producer will maintain provision and maintenance | efficiency.
control, maintenance etc., of the of a living indoor garden)
operation of any product(s) as part of
their service contract. This differs from
the previous PSS model (2) in that the
EUSTOMEr OF CONFEMET i§ not
concerned directly with the wse of the
product(s) involved, but only interested
in the results,
5. Replacing moterial products with Web based information, Improved environmental Improved social The digital
information services. booking or payment performance can flow from | performance simifar | compenent doesn't
This PSS model aims to substitute systems - 3 phone book on | reducing material and wl. need end-ol-life
digimal information for a macerial tha web or CD-ROM; resource use, substiwting wreatrments but all
product. Information inpensive maps on computer screens | inflarmation bis’ for associsted products
products can be replaced by a flow' of | or mobile phones; video "atoms’, {such as computers,
information. Material products can conferencing on-ling etc) still need to be
become virtual products. [please refer | financial transactions; digital aken into account.
to Module | for additional information | music files; digital images.

on ICT]

TABLE 7-2

___ FIVE SGARGING POINGS FOR GHE DEVELOPMENG OF NEW PRODUCG-SERVICE SYSGEMS. (THESE APPROACHES ARE

INGRODUCED AS UWJAYS OF GHINKING ABOUG PSS. THEY ARE NOG MODELS AND GHEY ARE NOEL DISCREGE, GHEY OVERLAP AND
COMBINAGIONS ARE POSSIBLE.)



" psstye | Key charactristics | xamples

Product Oriented PS5 (POPSS) The consumer owns the product; 3 compary Service contract for maintenance, repair and
provides additional services to assure the take back added to high tech produces,
functionality, durability and performancefuse
of the product.

Use Oviented PS5 (LIOPSS) Service provider owns the producr, selling Car sharing; serviced office space.
only the function to customer through a
service contract.

Results Oriented PSS (ROPSS) The customer buys results and is not Selling pest free fields instead of pesticides;
concerned with how those results are selling thermal comiort in bulldings instead of
delivered. heating and cooling equipment (contracting);

selling high quality application of chemicals,
instead of selling the chemicals (chamical
management).

TABLE 7-3 ___ TYPICAL CLASSIFICAGION OF PSS.

environmental, and social returns.To explore the poten-
tial of PSS for an existing business or product, or to
begin to develop a new product-service, it is useful to
look at various case-studies to understand what
approaches others have taken and what models have
emerged.A number of research projects have examined
case studies that employ a PSS approach and several PSS
models have been generated from that research. Other
projects have worked with companies to explore and
implement new PSS and develop models and method-
ologies in the process. Module C on the web contains
various short case studies from these research projects
and web references to related programmes in the
resources section.

PSS approaches can be classified in various ways.
Although there is continuing interest in defining a set of

FIGURE 7-1 ___ ONE BYPICAL PSS CAGEGORISAGION WIGH
GHREE MAIN CAGEGORIES AND EIGHE SUB-CAGEGORIES.

models to guide PSS development, this Chapter does not
provide any one comprehensive template, it outlines
starting points and a guiding process. The aim is to assist
companies and new partnerships in innovation through
‘thinking about PSS’. As a beginning, Table 7-2 describes
five different approaches to ‘thinking about PSS’, focusing
on the ways that existing customer needs can be met in
new ways through PSS related changes.

PSS initiatives are generally classified to assist stake-
holders in understanding the objectives, needs, and
expected outcomes of radical sustainable innovation
projects in D4S.There are three broad categories used
to classify PSS and eight sub-categories to further refine
the PSS directives. Table 7-3 defines the key characteris-
tics of the primary PSS categories and Figure 7-1 depicts
the overall classification scheme.

This PSS classification allows for a logical grouping of
virtually all types of product-service value propositions
that one can think of, including ‘immaterial’ offerings
such as (non-product related) advice and consultancy
(which is a pure service). However, as with any classifi-
cation system, there are exceptions for which this clas-
sification does not work well. The classification assumes
that ‘products’ by definition have a material character,
and for some products — most notably software — this
is simply not the case.

Case: An example of a successfully implemented
PSS for D4S is the Call-A-Bike system in Germany,
as it was introduced throughout the country by
German Rail — see Case Study section on the web.




The PSS approach is taking off in industrialised coun-
tries, but can also be of great value for the developing
world. PSS can help developing countries leapfrog to
more sustainable patterns of production and consump-
tion, since the existing structure of products and serv-
ices are often not well developed. In developing
economies where labour is abundant and income levels
are relatively low, PSS can provide considerable benefits.
For example, if community members cannot afford indi-
vidually owned tools or appliances, products and serv-
ices can be sold on limited ownership. Establishing PSS
systems that effectively meet consumer needs can
counter increasing consumption pressures for the pri-
vate ownership of goods. A widespread example of a
PSS in developing economies is the service of mobile
phone calls in rural villages in several countries, where
calls can be on a shared mobile phone, whereby the
owner of the phone receives a small fee.

An example of a PSS clothing care system in Delhi,
India is provided in Module C.

7.3 HOW EtO RUN A PSS FOR
D4S PILOE PROJECE

WHAG IS NEW IN GHE PSS BUSINESS
AND DEeSIGN APPROACH?

For efficient PSS development, both the product and
service sides have to merge, and be integrated in mar-
ket research and innovation activities including the for-
mulation of design specifications, the timeframe for
design implementation, and the actual delivery of the
PSS on the market to increase efficiency and success.
Today, it often happens that both sides (products and
services) are not coordinated or well connected, lead-
ing only to sub-optimal results. For instance some ser-
vice providers, e.g. mobile communication providers
have difficulties in their business model because the
product producers, e.g. mobile phone producers, do not
respond to their demands, do not deliver the products
in time, and do not adequately handle repairs, which
reduces the customer’s satisfaction and perception of
the providers. Customers view providers as being
responsible for a complete telecommunication service
(including phones).

The following paragraphs describe how both pro-
ducts and services can be developed together, more
strategically and efficiently in a manner that takes into
account environmental, social, and economic aspects.
This approach leads to more sustainable business and
consumption strategies.

It is often necessary to engage additional partners in
the design process; for example, in a formerly product-
oriented company, the company’s service side must be
developed to balance competencies. It is recommended
that companies involve other organisations and con-
sumers in this process in order to build capacity.

The ultimate goal of this approach is to fulfill the cus-
tomer’s and consumer’s demands in a sustainable way
(deliver satisfaction) — gain more profit, and create
more value at the same time. In PSS, customer demands
are the focus of business activities and the company
searches for the most efficient and effective combina-
tion of products and services to fulfill the customer’s
needs.This approach offers a great opportunity to move
the entire production and consumption system towards
sustainability.

HOW &0 SGARG?

Before trying to restructure the entire organisation or
create a company on a new business idea, the company
should develop and implement a pilot project. The aim
of such a project is to analyse the PSS business oppor-
tunities, to find out how the new PSS design and devel-
opment process can work, to experiment with new PSS
tools, and finally to develop new PSS for D4S solutions
and test them, e.g. in a niche market, before the compa-
ny or consortium of companies decide to enter a big-
ger market.

One recommended approach for such a pilot project
is described below. For more detailed information on
the pilot project approach, please see Module C on the
web. The pilot project will assist companies in the fol-
lowing five areas:

1> Exploring opportunities, identifying and analysing
the existing reference system;

2> Generating PSS ideas and selecting the most
promising concepts;

3> Detailing selected PSS concepts;

4> Evaluating and testing detailed PSS concept(s); and

5> Planning implementation.



Following the pilot project, the company will evalu-
ate the results and decide whether to proceed with the
full scale implementation of the new solution. The pilot
project process is very company and solution specific,
thus only the generic aspects will be mentioned here.

The five phases correlate with the four basic steps
for product innovation (see Section 2.6), whereby the
last two PSS phases (evaluation and planning of imple-
mentation) can be seen as detailing of the fourth prod-
uct innovation step ‘realisation’

THE PSS FOR D4S PILOG PROJECE

The challenge of the pilot project is to develop and
explore business strategies to fulfill customer and con-
sumer demands in a sustainable way — and to create
more value and profit at the same time. This is done by
exploring and assessing the PSS opportunities for a
company in a specific market, that have the potential for
sustainability improvement.

The following pragmatic approach is suggested: A
company should start with qualitative tools and analy-
ses, and transition to (semi-)quantitative tools when-
ever possible and as time allows. It is important that the
data collection process is realistic provided the time-
frame and resources available to the team.

The following table describes the steps of the pilot
project and suggested tools. The following description
of the pilot project only describes simple and time effi-
cient (‘quick and dirty’) tools. See Module C on the web
for more details.

The stepwise approach in the PSS pilot project can
be carried out by organising workshops for each or
some of the different steps involving a multidisciplinary
team. The following internal experts are recommended
to be involved:

> Strategic management;

> Marketing and public relations;

> Research and development (designers, engineers

and product managers);

> Purchase and procurement;

> Retail; and

> Customer services.

Furthermore, it might be sensible to invite external
stakeholders including:

> PSS and D4S experts;

> Trend and scenario analysts;

> Environmental analysts;

> Social and labour policy analysts;

> Customers and other stakeholders (NGOs,

Media); and

> Potential or actual co-operating partners (suppli-

ers).

More information on PSS can be found in Module C,
where this stepwise approach is further detailed, and
additional tools are presented that are helpful and are
recommended for use for a more detailed approach.
This is followed by a short introduction to integrating
PSS thinking and innovation into company practice.
Additional case studies and best practice examples are
presented that show how the PSS approach works in
practice.

|, Exploring opportunities: identification and analysis of the existing
reference system

L. PS5 idea generation and selection of the most promising concepts

= Dirawing o system map/ Blueprinting

= Sustoinobilty SWOT

= Checkiist for analysing existing reference system
- Sustoinobilty Guidelines Level |

= Format of PS5 concept description

- PS$ Sustainobilty Screening Tool
- Portfobo Diogram Sustainability and Feasibiity

IE.MMMWMMW

Sustoinobilty Guidelines level 2

Extended system mop of the new system/ blueprint
Extended description of the pew system

First Advertisement for the new system

4, Evaluation of the detailed concepts and testing if possible

= Three Sustoinobiliey Radars for the three sustainability dimensions with siv
critevia eoch

5. Planning implementation

= List of specifications for PSS implementation
= Business plon for new P55
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Evaluation Questionnaire

A Step-by-step Approach

As part of its continuing review of the impact of its publications and projects it supports, the United Nations Environment
Programme’s Division of Technology, Industry, and Economics would appreciate your co-operation in completing the following
questionnaire.

1> QUALITY
Please rate the following quality aspects of the publication by ticking the appropriate box:
VERY GOOD ADEQUAGE POOR

@] O] o
Objectivity

@] O] o
Rigour of Analysis

@] O] o
Up-to-Date

@] O] o
Readability

@] O] o
Organization

@] O] o
Presentation
2> USEFULNESS
In general, how much of the publication is:

MOSG ABOUG HALF LIGGLE

@] O] o
Of technical/substantive value to you?

@] O] o
Relevant to you?

@] O] o
New to you?

@] O] o

Will be used by you?

3> EFFECTIVENESS IN ACHIEVING THE OBJECTIVE

The objective of this publication is to give readers information on what is meant by the concept of D4S, current barriers to
improved implementation, an action list on how to overcome these barriers and appendices of existing information sources. In
your opinion, to what extent will the publication contribute to the achievement of this objective?

Please tick one box O FULLY O ADEQUALELY O INADEQUALELY

Please state reasons for your rating

4> USES

a. Please state how publication will affect or contribute to your work, illustrating your answers with examples.



b. Please indicate, in order of importance (first, second, or third), the usefulness of the publication to you

FIRSG SECOND THIRD
. . o o o
For your own information
. o o o
As reference material
ol b amofiati o o o
Guidelines for on-the-job application
5> DISTRIBUTION
Will others read your copy? O vwes O NO O unHNown
If “yes”, how many?
Did you receive this publication directly from UNEP? O Vves O NO

If “no”, who forwarded it to you?

6> GENERAL OBSERVATIONS

a. Please indicate any changes in the publication which would have increased its value to you.

b. Please indicate, in order of importance (first, second or third), which of the following three items might have increased the
publication to you.

FIRSG SECOND THIRD
o o o o
Translation in your own language
e . o o o
Specific regional information
O] o) O

Additional technical information

7> THE FOLLOWING DATA WOULD BE USEFUL FOR STATISTICAL ANALYSIS

Your name (optional):

Professional background:

Position/ function/occupation:

Organization/ government agency/ institution:
Country:

Date:

UNEP would like to thank you for completing this questionnaire. Please photocopy and airmail (or scan) to:

Sustainable Consumption and Production Branch
UNEP Division of Technology, Industry and Environment
15 Rue de Milan
75441 Paris CEDEX 09, France
Fax: +33 144371474
E-mail: unep.tie@unep.org



About the UNEP Division of Technology,
Industry and Economics

The UNEP Division of Technology, Industry and Economics (DTIE) helps
governments, local authorities and decision-makers in business and
industry to develop and implement policies and practices focusing on
sustainable development.

The Division works to promote:
> sustainable consumption and production,
> the efficient use of renewable energy,
> adequate management of chemicals,

> the integration of environmental costs in development policies.

The Office of the Director, located in Paris, coordinates activities
through:

> The International Environmental Technology Centre - I[ETC (Osaka, Shiga),
which implements integrated waste, water and disaster management programmes,
focusing in particular on Asia.

> Sustainable Consumption and Production (Paris), which promotes sustainable
consumption and production patterns as a contribution to human development through
global markets.

> Chemicals (Geneva), which catalyzes global actions to bring about the sound man-
agement of chemicals and the improvement of chemical safety worldwide.

> Energy (Paris), which fosters energy and transport policies for sustainable develop-
ment and encourages investment in renewable energy and energy efficiency.

> OzonAction (Paris), which supports the phase-out of ozone depleting substances
in developing countries and countries with economies in transition to ensure
implementation of the Montreal Protocol.

> Economics and Trade (Geneva), which helps countries to integrate environmental
considerations into economic and trade policies, and works with the finance sector to
incorporate sustainable development policies.

UNEP DTIE activities focus on raising awareness, improving
the transfer of knowledge and information, fostering
technological cooperation and partnerships, and
implementing international conventions and agreements.

For more information,

see www.unep.fr



Design for Sustainability (D4S),
improving products while taking
environmental and social concerns
as key strategic elements into
consideration, is one of the most
useful innovation approaches

available to enterprises today.

Design for Sustainability A Step-by-
Step Approach provides an
overview of D45 and explains how
to apply the D4S methodology. The
publication, a compilation of efforts
from global leaders in the field,
explores not only incremental
redesign, but also radical
innovation, new product design,
and the concept of Product-Service
Systems. Clear reference
information and supporting case
studies are also provided.

The publication targets designers
and other professionals working in
the area of industrial product
development. It is useful to those
new to ecodesign as well as those
interested in breakthrough
innovation for sustainability. This is
a sister publication to “Design for
Sustainability: A Practical Approach
for Developing Economies"” (2006)
which focused on the specific
needs of small- and medium-sized
companies in developing
economies.
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