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Understanding Power and Context Unlocks Innovation  



DJIA 1896 ς Agriculture and Commodities  

1896 

American Cotton Oil 

American Sugar 

American Tobacco 

Chicago Gas 

Distilling & Cattle Feeding 

General Electric 

Laclede Gas Light 

National Lead 

North American 

Tennessee Coal, Iron & RR 

US Leather 

US Rubber 
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DJIA 1928 ς Manufacturing, Retailing, Radio Emergent  

1928 

Allied Can 

Allied Chemical 

American Smelting & Refining 

American Sugar 

American Tobacco 

Atlantic Refining 

Bethlehem Steel 

Chrysler 

General Electric 

General Motors 

General Railway 

Goodrich 

International Harvester 

International Nickel 

Mack Trucks 

Nash Motors 

North American 

Paramount Publix 

Postum 

Radio Corporation 

Sears, Roebuck 

Standard Oil 

Texas Corporation 

Texas Gulf Sulphur 

Union Carbide 

US Steel 

Victor Talking Machines 

Westinghouse 

Woolworth 

Wright 
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DJIA 2012 ς Knowledge, Service Industries  

2012 

3M 

Alcoa Inc 

American Express 

AT&T 

Bank of America Corp 

Boeing Co 

Caterpillar Inc 

Chevron Corp 

Cisco Systems Inc 

Coca-Cola Co 

E I Du Pont De Nemours & Co 

Exxon Mobil Corp 

General Electric 

Hewlett Packard Co 

Home Depot Inc 

Intel Corp 

International Business Machines Co

Johnson & Johnson 

JPMorgan Chase & Co 

Kraft Foods Inc 

McDonalds Corp 

Merck & Co Inc 

Microsoft Corp 

Pfizer 

Procter & Gamble Co 

Travelers Companies Inc 

United Technologies Corp 

Verizon Communications 

Wal-Mart Stores Inc 

Walt Disney Co 
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DJIA ς Creative Destruction ς ²ƘŀǘΩǎ bŜȄǘΚ  

1896 

American Cotton Oil 

American Sugar 

American Tobacco 

Chicago Gas 

Distilling & Cattle Feeding 

General Electric 

Laclede Gas Light 

National Lead 

North American 

Tennessee Coal, Iron & Railroad 

US Leather 

US Rubber 

1928 

Allied Can 

Allied Chemical 

American Smelting & Refining 

American Sugar 

American Tobacco 

Atlantic Refining 

Bethlehem Steel 

Chrysler 

General Electric 

General Motors 

General Railway 

Goodrich 

International Harvester 

International Nickel 

Mack Trucks 

Nash Motors 

North American 

Paramount Publix 

Postum 

Radio Corporation 

Sears, Roebuck 

Standard Oil 

Texas Corporation 

Texas Gulf Sulphur 

Union Carbide 

US Steel 

Victor Talking Machines 

Westinghouse 

Woolworth 

Wright 

 
 

 

2012 

3M 

Alcoa Inc 

American Express 

AT&T 

Bank of America Corp 

Boeing Co 

Caterpillar Inc 

Chevron Corp 

Cisco Systems Inc 

Coca-Cola Co 

E I Du Pont De Nemours & Co 

Exxon Mobil Corp 

General Electric 

Hewlett Packard Co 

Home Depot Inc 

Intel Corp 

International Business Machines Co 

Johnson & Johnson 

JPMorgan Chase & Co 

Kraft Foods Inc 

McDonalds Corp 

Merck & Co Inc 

Microsoft Corp 

Pfizer 

Procter & Gamble Co 

Travelers Companies Inc 

United Technologies Corp 

Verizon Communications 

Wal-Mart Stores Inc 

Walt Disney Co 
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High human development
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United Nations Human Development  Index

African countries

Asian countries

European countries

Latin American and
Caribbean countries

North  American countries

Oceanian countries

Meeting the dual goals of sustainability  

High human development and low ecological impact 

Source: © Global Footprint Network (2009). 

Data from Global Footprint Network National 

Footprint Accounts, 2009 Edition; UNDP 

Human Development Report, 2009 
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High human development
within the Earthôs l imits
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Meeting Human Demands Within The Ecological Limits of the Planet 



ά²Ƙŀǘ ƛŦ мр ȅŜŀǊǎ ŀƎƻ ǿŜ ƘŀŘ ŀǎǎǳƳŜŘ ǘƘŀǘ ǘƘŜ LƴǘŜǊƴŜǘ ǿŀǎ ŀ ŦŀŘΚ 
Iƻǿ ǿƻǳƭŘ  ōǳǎƛƴŜǎǎ ƭƻƻƪ ǘƻŘŀȅ ƛŦ ǿŜ ƘŀŘ ƳƛǎǎŜŘ ǘƘŜ LƴǘŜǊƴŜǘ ŀƎŜΚέ 

Agricultural Industrial Information 

Chaos 

Chaos 

Chaos 

Time 

Today 

Internet 

B
u

s
in

e
s
s
 

P
e
rf

o
rm

a
n

c
e
 

Sustainability 

Business systems that are in harmony with earthôs 

life support systems and the winning businesses 

produce outstanding financial, environmental, and 

social results. 

Stages of Evolution 

The World is Entering a New Age . . .  

The Age of Sustainability 



What Does Sustainability Look Like? 

Sustainability 

 

Source: http://www.gcbl.org/system/files/sustainability-venn-sm.jpg 



Is Building Shared Value a Myth? 

By connecting profits, people and the planet can companies create a 
sustainable competitive advantage? 

© Jay Friedlander 2008-2013 

Business Strategy 



Bridging the Language Gap 

4!

People, planet 
Å Vision 2050 

Å A very challenging roadmap 
for corporate development by 
World Business Council for 
Sustainable Development 

Å ! NZ version coming soon 

People, planet 
Å The sustainability challenge 

w 
Å q 

How Green Will Save Us: September, 2009 edition: 
 

There is no alternative to sustainable development. 

 

Our research shows that sustainability is a mother lode of 

organisational and technological innovations that yield both 

bottom-line and top-line returns!  

 

! In fact, because those are the goals of corporate 

innovation, we find that smart companies now treat 

sustainability as innovationôs new frontier.  

Innovation 



From Risks to New Sources of Value 



Returns of High vs. Low Sustainability Companies 

Sustainability Focused Companies Outperform Conventional Peers 

© Jay Friedlander 2008-2012 
Source The Impact of a Corporate Culture of Sustainability on Corporate Behavior and Performance,  

Robert G. Eccles, Ioannis Ioannou, George Serafeim, HBR Working Paper 12-035,November 25, 2011.  

54 

 

Figure 1 

Evolution of $1 invested in the stock market in value-weighted portfolios 
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Figure 2  

Evolution of $1 invested in the stock market in equal-weighted portfolios  
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What About During the Downturn? 

Sustainability Focused Companies Outperform Conventional Peers 

Source: http://atkearney.com/shared_res/pdf/Green_Winners.pdf © Jay Friedlander 2008-2013 

http://atkearney.com/shared_res/pdf/Green_Winners.pdf


Sustainable Competitive Advantage 

ÅCustomer 

Loyalty 

Being sustainable has advantages in the eyes of customers and relative 
to the competition. 

ÅEmployee 

Loyalty 

ÅPR 

ÅReduced or 

No Waste 

ÅRestructured 

Cost 

ÅNew 

Experiences 

ÅReduced 

ÅLiabilities 

ÅTough to 

Replicate ÅProductivity 

ÅPatient 

Capital 

ÅIncreased 

Valuation 

ÅInnovative 

ÅCulture 

ÅAhead of 

Regulations 

ÅEmployer of 

Choice 

ÅSecond 

ÅChance 

ÅLow Cost ÅNew 

Products 

ÅUnique 

Competencies 

ÅBusiness 

Models 

ÅBrand 

Building 

ÅMission 

ÅPassion © Jay Friedlander 2008-2013 



Traditional Value Chain for an Enterprise 

        

           Operations 
                 - Transforming  

inputs to final 

form 

- Packaging  

- Assembly 

 

       Outbound 
             - Distribution of 

finished products 

             

           Service 
               - Enhancing or  

                    maintaining 

          value 

          

 

          Marketing &  

      Sales 
 - Advertising 

-Channel 

- Pricing 

- Sales force 

                 

        

       Inbound 
- Receiving  

- Storing  

- Disseminating 
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- Packaging  

- Assembly 

 



Changing Your Perspective 

© Jay Friedlander 2008-2012 

Better Workplace 
Build Community 

Solve Issues 

Reduce Risk 
Cut Costs 

Grow Sales 

Reduce Waste 
Waste = Food 
Regenerate 

© Jay Friedlander 2008-2013 



Merging The Value Chain & Sustainability 

© Jay Friedlander 2008-2012 © Jay Friedlander 2008-2013 



Shared Value Cycle 

© Jay Friedlander 2008-2012 © Jay Friedlander 2008-2013 
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2005-2011 added 

$105 billion in 

revenue. 
 

© Jay Friedlander 2008-2013 
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2004-2011 reduced 

GHG emissions by 

29%. 
 

© Jay Friedlander 2008-2013 
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Fortune 150 

company.   

© Jay Friedlander 2008-2013 
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Loaned over $7 

billion to 7.5 million 

clients since 1983. 
 

© Jay Friedlander 2008-2013 



Founded in 1976, 

profitable all but 

three years. 
 

© Jay Friedlander 2008-2013 



98% repayment 

rate. 

© Jay Friedlander 2008-2013 
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Car sharing alone is estimated to be a  

$10 Billion market. 

© Jay Friedlander 2008-2013 



Last night 40,000 people rented 

accommodation from a service that 

offers 250,000 rooms in 30,000 cities  in 

192 countries . 
 

Source: Economist, ñThe Rise of the Sharing Economy,ò 3/9/13. © Jay Friedlander 2008-2013 



Peer-to-peer sharing is an estimated 

$26 Billion market reshaping industries. 

Source: Economist, ñThe Rise of the Sharing Economy,ò 3/9/13. © Jay Friedlander 2008-2013 
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