
Making sustainability 
investments lead to 
business-value!
The art of turning sustainability challenges in to 
business opportunities

Ingemar Jansson, Senior Advisor, Cybercom Group

mail: ingemar.jansson@cybercom.com
phone: 0720 80 35 60

ICES R&D nätverk, 2020-01-22

mailto:ingemar.jansson@cybercom.com


RAPID TECHNOLOGY DEVELOPMENT
New efficient ways of getting the job done through

rapid technology development

DIGITAL DISRUPTION
Asset-light digital newcomers eats into

value chains

EMPLOYEE VALUES
Social pressure among millenials to have
a wider purpose with employment

RESOURCE CONSTRAINTS
Material costs rising as demand
increases faster than supply

REGULATORY PRESSURE
Regulators pushed by increasing environmental
concern among voters

CLIMATE CHANGE
Supply chains disrupted by extreme 
weather events as climate changes

HITTING PLANETARY BOUNDARIES

GLOBALIZED COMPETITON
Competition further toughening through

globalized markets

INCREASING CUSTOMER EXPECTATIONS
Increasingly spoilt consumers wanting it 
all: quality, low cost, convenience and 

sustainable

NEW CONSUMERS
3 billion people entering global middle

class expecting same quality of life

FACING TECHNOLOGY DISRUPTION INCREASING CUSTOMER CENTRICITY

The value chains of today are put on 
pressure from all angles



What does it mean from a Sustainability perspective?

• Who is responsible?
• What is your strategy?
• How do you identify, assess, prioritize and 

accelerate/capture opportunities?
• How do you identify, assess, prioritize and 

mitigate/eliminate risks?

When our clients whole value-chain is 
beeing digitalized…
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Who is responsible for your 
Digital Sustainability Strategy?



With great power comes 
great responsibility
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Innovation-driven roadmap for Fossil Free
Competitiveness and Global Sustainability



No business on a dead planet

2020-01-22 e.g. name of the presenter7



No business on a dead planet

2020-01-22 e.g. name of the presenter8



Planetary boundaries
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Un-sustainable consumption
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P1 = LED
Low Energy Demand

Scenario

IPCC presented a demand-based 
scenario focusing on digitalization 
and innovation



6. Geoengineering

Cleaning 
the bad

4. CCS

Ultimate 
end-of-pipe

5. Negative 
emissions

2. Fossil free 
energy 

1. Smart solutions/ 
low-energy demand

Providing 
energy

Removing the 
bad

1.5 °C Strategies should assume that these might not provide any 
significant contributions (expensive, externalities, tech problems, etc)

Being smart and 
delivering new 

solutions to needs

Best for global 
sustainability

REACTIVEPROACTIVE

Improving 
the old

3.Old 
Industry 

Climate change mitigation strategies



The rapid transformation can only be made 
through organizational-, business model-, 
behavioural-, and technological innovation.



The rapid transformation can only be made 
through organizational-, business model-, 
behavioural-, and technological innovation.



Cybercom Vision

“We are aiming for net positive impact and are committed 
to generating sustainable business and assuring positive 
social development. 

Our strategy for 2019–2021 has clear focus on innovation 
and sustainability.”

Niklas Flyborg 
President and CEO, Cybercom Group

CEO’s Comment

We are making a sustainable 
tomorrow and are our clients’ 
most trusted business partner 
in the connected world. 



Products & 
services sold

Operations

Net-positive approach

Problems Opportunities

RevenueCost

Business Efficiency & 
Footprint

Business Design & 
Handprint

BEST 
PRACTICE

NEXT 
PRACTICE



Explore strategy cross-functional
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Digital 
Sustainability

• What do our customers want/need?
• How do we make money?
• How can sustainability increase our competitiveness 

and growth?
• What drives innovation and business development?
• How do we prioritize among all good ideas?
• How does digital tech and sustainability effect our 

business-model and value-proposition?
• etc

Business-
development, 

R&D & 
innovation

Sustainability

• What are the risks?
• What makes it worth identifying, assessing and 

eliminating risks?
• What are the opportunities?
• What makes it worth identifying, assessing and 

accelerating opportunities?
• What are our targets?
• How do we reach our targets?
• How do we measure and report?
• Why do we measure and report?
• etc

IT &
Digitalization

• What are we trying to achieve?
• What technology do we use today and in 

five years?
• How do we develop and deploy the 

technology we choose?
• How do we organize to develop most 

effectively?
• How do we keep within our budget?
• How much can it cost?
• etc

Risk

Strategy

Security



Focus on customer needs

– Don’t focus on behavioural change as a 
result of conscious or ‘mindful’ awareness of 
energy consumption

– focus on consumer-facing innovations which 
may prove attractive because they’re cheaper, 
cleaner, quicker, more sociable, easier, more 
convenient or otherwise ‘better’



From incremental to transformative



Circular business-models

• Product as a Service
• Sharing platforms
• Re-sales
• Material recycling
• Circular production

• How can we design our products with asset recovery in mind? 
• How can we develop product lines to meet demand without wasting assets? 
• How can we source material in regenerative loops rather than linear flows? 
• How can we develop a revenue model that protects value up and down the chain
• How can we get our customers to cooperate with us?

Examples of circular 
business-models:
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We will be disrupted
- How can we disrupt ourselves first?



Capturing Net-positive
opportunities by 
business development
and innovation

Accelerate Sales! 
– the best you can do for our planet.

Shift focus from 

• less negative to more positive
• internal problems till opportunities at your 

customers
• less costs to more revenue



Finding net-positive business value!

Understand your customers and 
society’s true need, pains and what 

jobs they want to solve

Explore how ecosystems and 
business models affect value, 

customers and society

Learning happens with 
customers and society as quick 
and smart (cheap) as possible

ANCHOR IDEATION 
IN USER & SOCIETAL NEEDS

BEST PRODUCT IS 
NOT ENOUGH

HYPOTHESES NEED TO
BE VALIDATED

Our guiding principles through the innovation and transformation process



Digital Sustainability Process



Digital Sustainability Process

Point of 
departure

Customer 
insights study

Idea 
prioritisation

Analysis & 
concept 
blueprint

Stakeholder 
interviews

SF input
WS 1

Alignment, 
innovation & 
opportunity 
assessment

WS 2
Business offering & 

consequences

WS 3
Refine, rework, define

Scope of initial 
suggestion

Deliverables





WS1 WS2

WS 1
Inspire, align 
& innovate

Sustainability Analyze & 
Inspiration

Customer Insight study

WS 2
Business modeling and 

consequences 

WS3 Delivery

WS 3
Refine, rework and 

define 
Point of Departure

90-ish ideas, 12 prioInput to WS 1 7 selected ideas 6 ideas in deep-dive Result:
• 6 well-defined ideas
• 21 Key Activities for 

“Monday”
• A new End-game
• An aligned team

Husqvarna delivery



How to turn sustainability challenges 
in to business opportunities

1. Decide who is responsible! 
2. Explore in cross-functional team!
3. Understand your customers true need
4. Assess and express your current handprint (value-proposition)
5. Set net-positive goals for innovation/business design! (avoided emissions)
6. Explore how ecosystems and business models affect value and customers 
7. Validate your hypotheses with customers as lean/cheap as possible
8. Deploy digital technology to accelerate towards your goals!
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