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Accelerating 
sustainable 
transformation
We face a significant need for societal transformation if we want to achieve Denmark’s ambitious 
climate goal of a 70 per cent reduction in CO2 emissions and respond to the societal and environmental 
challenges addressed by the United Nations Sustainable Development Goals (the SDGs). Addressing 
these challenges requires new ways of doing business and calls for unprecedented innovation through 
experimental mindsets and ecosystems of partners across sectors and industries

During the past years, Acacia have had the privilege to operate several accelerating programmes to 
catalyst a sustainable transformation and develop new sustainable products, services and business 
models for over 60 small and medium-sized companies. Together with an ecosystem of partners, we 
have operated SDG Acceleratorfor SMEs for United Nations Development Programme (UNDP), SDG 
Business Booster for Copenhagen Business Hub and AM Sustain for Danish AM Hub. The results are 
stunning. From cleaning up ocean waste plastic to climate-friendly fish farms and low-impact meat 
production. From 3D prototyping and spare-part printing to creating entirely new value chains in 
sustainable fashion. From turning used car windshields into glue for the paint industry to producing 
blood proteins to fight malnutrition. From developing software that anticipates climate change to 
significantly reducing waste and transport in the construction industry. From preventing ocean 
pollution and developing innovative water-cleaning solutions to installing solar-driven Wi-Fi hotspots in 
rural locations. A special acknowledgement goes to the Danish Industry Foundation, which has shown 
courage and commitment to the important cause of advancing the SDG agenda in Danish businesses, 
particularly in small and medium-sized companies.

Working with over 60 companies has taught us one thing. Sustainability transformation is a journey, 
and the SDGs represent a huge untapped market potential and a global demand for new solutions. 
This report is a result of learnings and cases from our journey. We have collected a selection of 35 
cases that respond to key sustainability challenges within five important industries: food; fashion and 
lifestyle; manufacturing; recycling and utilities; and construction and logistics. You can read all the 
cases unfolded at UNDP, Danish AM Hub or Copenhagen Business Hub, respectively.

On behalf of Acacia, I hope this report can inspire you to start your own journey. We are happy to be 
your travel partner.

Bahare Haghshenas
Partner and executive director at Acacia 
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Sometimes, against the odds, life finds a way. Some plants thrive 
in the most desolate environments, bringing life where it did not 
exist before – and carving a path for others to do the same. Like 
the acacia tree, we are pioneers at heart. Conceived as a catalyst 
for sustainable transformation, we are an innovation hub, helping 
businesses tackle the greatest challenges that our planet faces. 
We facilitate sustainable innovation by challenging assumptions, 
igniting thoughts and questioning the status quo.

Our planet is gasping for air. We need to radically rethink how 
we do business. Global CEOs and political leaders embrace the 
demand for a more sustainable path forward. At the same time, 
the millennial generation turns its back on companies that are not 
supercharging sustainability practices.

With an experimental mindset, we meet our clients, partners and 
playmates where they are. Together, we generate breakthrough 
ideas and turn them into new and sustainable products, services 
and business models across industries and sectors. We co-create 
growth opportunities beyond financial results, establish a new 
path and inspire others to do the same. We created Acacia to 
provide fertile ground for ambitious ideas to grow and eventually 
bloom into world-changing organisations built with sustainability 
at the core. Just like the acacia tree, we will pioneer growth in areas 
previously thought impossible.

Change begins when we choose to believe. And act accordingly.

35 companies that are changing the world
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Creating business 
value by solving global 
challenges
Viewing the SDGs as both global and local signposts for 
future market needs is a good way to turn sustainability into 
business, says Partner and Executive Director of Acacia, 
Bahare Haghshenas.

She has served as vice president of the 
Swedish Red Cross, worked as a social 
entrepreneur and been a member of 
the Human Rights Delegation appointed 
by the Swedish government. Over the 
past few years, she has helped close 
to 100 organisations and companies 
to use societal challenges as a lever for 
innovation and growth along with her team 
of sustainability specialists at Deloitte. 
After hundreds of meetings, workshops, 
innovation programmes and seminars, one 
thing is clear to Bahare Haghshenas: There 
is plenty of innovation power in Danish and 
Nordic companies, and there are lots of 
ideas waiting to be brought to life.

‘For me, there is no doubt that the SDGs 
have a huge impact when it comes to 
finding new solutions to old problems. 

More and more companies are starting 
to see the goals not only as visions for 
the future but also as a concrete lever 
for innovation. Particularly in some of 
the traditional industrial strongholds of 
Danish companies – food, greentech, 
biotech, fashion and energy efficiency – we 
see an interesting development. A lot of 
companies are joining this transformation 
right now.’

According to Bahare Haghshenas, it is not 
always easy to draw a line between the 
SDGs and innovation, but dialogue and 
collaboration can help bridge the gap:

‘For me as a facilitator, the best moments 
happen when I sit together with business 
owners and executives and look at their 
entire value chain. Where can we optimise 
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what already exists? Where do we need to 
find new solutions? What is the commercial, 
environmental and social value? Many new 
ideas surface based on these dialogues. 
The normal difficulties of turning the SDGs 
into actionable outcomes are suddenly 
resolved. Innovation becomes tangible and 
concrete.’

In addition to introducing new production 
patterns, the SDGs are a lever for allowing 
new customer groups to access products 
and services, for example in the world’s 
poorest countries. Here, too, Danish 
companies can play a crucial role, says 
Bahare Haghshenas:

‘One of the most inspiring things we have 
seen in recent years is undoubtedly the 
many Danish companies that approach 
the innovation work with a mindset 
that is 100 per cent global mindset. 
Although the infrastructure, the business 
structure and the corporate culture are 
often quite different in some of the most 
remote markets, we now see how Danish 
companies are committed to overcoming 
these barriers. Every day, they overcome 
obstacles, big and small, to get their 
products to places where they can make a 
huge difference in people’s lives.’

An enormous potential
Although the SDGs are yet to be 
implemented at every level of Danish 
companies, Bahare Haghshenas is 
convinced that Denmark will raise its  
game in the coming years:

‘Not only do we have the technology 
and agility to develop new solutions 
we also have the business acumen and 
tradesmanship to make it happen. From 
a commercial perspective, the SDGs are 
simply market needs that should be met. 
It really is that simple! If you have the 
right products, the right solutions or the 
capacity to develop them, there is most 
definitely a commercial gain in sight.’

However, making a significant impact 
typically also requires forming new 
partnerships, which is often challenging 
but a necessity to get everyone onboard, 
Bahare Haghshenas says:

‘One of the lessons I have learnt from 
running innovation programmes and 
large projects is definitely that bringing 
many stakeholders together is the best 
way to fuel change. The sustainable 
transformation will require new ways of 
doing business – from new regulation, 

production and service models to new 
products and measurement systems. 
Solving the societal challenges addressed 
by the SDGs will require collaboration 
across sectors and industries and a 
mindset of circularity. It calls for innovation 
that we have yet to create.’ 

Despite the many obstacles ahead, Danish 
companies are already finding more 
sustainable paths through co-creation and 
innovation:

‘The purpose of Acacia is to facilitate 
transformation by challenging 
assumptions, igniting thoughts and 
questioning the status quo of society 
with a positive, experimental mindset. 
This is exactly what we have done with 
the amazing companies that are featured 
in this publication. Together, we have 
generated breakthrough ideas and helped 
turn them into new and sustainable 
products, services and business models 
across sectors and industries. I cannot 
think of anything more rewarding than 
following our clients to the forefront of 
one of the most important agendas of our 
time. I am very humbled to be part of this 
journey.’

The SDGs were adopted by the world’s heads of state and government at the UN Summit in New York 
on 25 September 2015. They describe the global challenges our planet faces, including those related 
to poverty, inequality, climate change, environmental degradation, peace and justice. The 17 goals 
are all interconnected and in order to leave no one behind, it is important that we achieve them all by 
2030.

Source: the UN.
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To become more 
sustainable, the world 
needs innovation
A job at the Ministry of Development in Mozambique 
was Søren Schou’s stepping stone to the world 
of sustainable development. Years later, he is now 
an experienced facilitator and anchorman of SDG 
Accelerator, a flagship innovation programme for small 
and medium-sized enterprises, conceptualised by 
Deloitte and UNDP.

Years ago, a professor at Copenhagen 
University asked if Søren Schou, at the 
time a master student of economics, would 
be willing to take on an assignment for 
the Ministry of Development in Maputo, 
Mozambique. The stationing marked 
the beginning of a career that has since 
revolved around sustainable development, 
today as innovation lead at Acacia.

‘The hub is an amazing opportunity for 
me to act on my passion for sustainability 
in a business setting with the chance to 
make real change,’ he says. ‘Being at the 
frontline of both our SDG Accelerator and 
SDG Business Booster programmes, I have 
had the opportunity to work with so many 
visionary and innovative leaders that are 
committed to finding better solutions for 

people, communities and the planet.’
And the world does need innovation, says 
Søren Schou, if we want to provide a high 
standard of living for a population of nine 
or more billion people without seriously 
damaging the planet.

‘Denmark is a rich, highly advanced society 
with high standards of living, low inequality, 
a highly educated population and good 
public health. This is also true for our 
Scandinavian neighbours and, to a large 
extent, for many of the OECD countries. 
But if every person on planet Earth 
consumed as much as the average Danish 
person does, we would need 4.2 Earths 
to sustain our consumption. If everyone 
lived as the average American does, we 
would need five. And even if we lived as the 

French, one of the less resource-intensive 
OECD populations, we would still need 
three.’

According to statistics, if everyone 
consumed as much as the average Indian 
person, it would only take around 0.6 
Earths to sustain human civilisation. 
However, the average Indian person is also 
very far from being middle class, and the 
PPP-adjusted GDP per capita of India is 
five-six times lower than that of France. 

‘These numbers reveal that no country 
is on track to combine a middle-class 
standard of living with a resource 
consumption that stays within planetary 
boundaries. The rich countries have 
generally achieved a lot of social progress 
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but also transgressed almost every 
biophysical boundary there is. On the other 
hand, the developing countries stay mostly 
within planetary boundaries but have low 
standards of living. No country manages to 
combine a middle-class standard of living 
with a resource consumption that is within 
planetary boundaries.’
 
According to Søren Schou, this is exactly 
why the response to the fundamental 
sustainability challenge – how to provide a 
high standard of living for a growing world 
population – is massive innovation. 

‘To sum up, we need to figure out how 
the OECD countries can reduce their 
environmental footprint without becoming 
poor and how developing countries 
can prosper without wreaking havoc 
on planet Earth. This dilemma requires 
new solutions for food, manufacturing, 
construction, transport and every other 
aspect of human civilisation. We need to 

figure out how to make strong buildings 
without the environmental footprint of 
today’s steel and concrete structures. We 
need to figure out a way to feed nine billion 
people and keep them healthy on a diet 
that is less resource-intensive than the 
current consumption of animal products 
in rich countries. We need to identify ways 
to get clothing, appliances, tools, furniture 
and machinery without spending as many 
virgin resources. And we need solutions for 
transport and electricity that rely much less 
on fossil fuels.’

To manage all this, the world needs 
thousands and thousands of innovations, 
says Søren Schou, adding that we have 
only seen the top of the sustainable 
development iceberg:

‘The SDGs are only a starting point for 
the sustainable revolution that will unfold 
in the coming years. There is no doubt 
that more and more companies eye an 

opportunity for not only doing something 
good for the environment, but actually 
building profitable businesses with a global 
outreach designed to solve some of the 
most pressing problems. Our partnership 
with UNDP has shown us that when a 
global players steps in, some otherwise 
heavy doors can suddenly open. When 
people come together with a shared vision 
to do good, decision makers listen.’

According to Søren Schou, no country is on 
track to combine a middle-class standard 
of living with a resource consumption that 
stays within planetary boundaries. The rich 
countries have generally achieved a lot of 
social progress but have also transgressed 
almost every biophysical boundary there 
is. On the other hand, the developing 
countries stay mostly within planetary 
boundaries but have low standards of 
living. 

Six pieces of advice for companies that want 
to work with sustainable transformation
1. The aspiration should be ambitious 
Ambitious solutions can be hard to get going, but they also 
hold the potential to capture people’s imagination and drive 
engagement. Think about what your company’s biggest 
opportunity to create a more sustainable world is; it will almost 
always lie close to the heart of the business. 

2. There needs to be a commercial potential 
The solution must have a commercial potential to ensure 
commitment from senior management, also in case the 
company sees a downturn.

3. Senior management must be committed
Senior management must be committed throughout the 
process and should delegate the day-to-day work and ensure 
adequate dedicated resources. 

4. Keep it simple
It is much easier to explain a simple, coherent solution to 
potential clients than a wide-ranging, fluffy one. Companies 
need to work on their value propositions and business models 
and refine them into easily communicable solutions.

5. Ensure a dedicated project team and project 
management 
A dedicated project team must be established with a project 
lead/manager, who is not the CEO. 

6. Communication is always part of it
The more engineering-heavy the company is, the more it needs 
to think about how to communicate. Clear ideas on value 
propositions, the stakeholder landscape and the key messages 
increase the chances of success for any sustainable business.

35 companies that are changing the world
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The figure shows the number of achieved social thresholds versus the number of transgressed 
biophysical boundaries for several countries. Ideally, countries would belong in the top left corner. 
Only selected countries with data for all seven biophysical indicators and at least 10 of the 11 social 
indicators are shown.

Source: Nature Sustainability, Vol 1, February 2018, pages 88-95
https://www.shareweb.ch/site/Development-Policy/Documents/formAttachments/A%20good%20
Life%20for%20All%20within%20Planetary%20Boundaries.pdf.
 
Other sources used in this articles are found on https://www.overshootday.org/.
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SDG 
Accelerator

SDG Business 
Booster

AM 
Sustain

The SDG Accelerator is a UNDP programme aiming 
to accelerate business solutions using the SDGs. The 
programme has supported 32 SMEs on a 6 months' 
innovation journey involving work ranging from fast-
tracking ideas with a strong SDG and business potential 
to identifying new products, services and business 
models to developing prototypes and concrete 
business plans. 

The programme has been developed in close 
collaboration with Nordic frontrunner companies 
with solid experience in integrating sustainability in 
innovation, business strategy and communication. 
In addition, SDG Accelerator has been guided by an 
advisory board including the CEO of PensionDanmark, 
the Chairman of the Carlsberg Foundation, the CEO 
of IFU, the Chairman of the Board of TV2, the CEO of 
Cradle to Cradle, the CEO of Lendager Group, the VP 
of Corporate Sustainability Novo Nordisk, the Senior 
Vice President of ROCKWOOL Group, the CEO of 
Novozymes, a business and finance journalist, the 
CEO of Arla Foods, the CCO of KLS Pureprint and 
the Director of SME and Entrepreneurship of the 
Confederation of Danish Industry (DI). The program is 
funded by the Danish Industry Foundation.

SDG Business Booster is a programme developed in 
collaboration with Copenhagen Business Hub, Advice, 
Roskilde University and CONNECT Denmark. The 
programme focuses on accelerating Danish companies’ 
growth and export opportunities through their 
solutions related to the SDGs.

During the programme, 26 companies have received 
support to define growth strategies and identify 
key markets and formulate a go-to-market strategy 
and a communications platform. In addition, a large 
group of experts and business leaders channelled 
through CONNECT Denmark’s network supports the 
participating companies.

Learnings and methodologies developed during the 
programme have been disseminated to all Danish 
Business Hubs and will be integrated as part of 
their daily approach to support SMEs in accelerating 
sustainability. The programme is also evaluated 
by Roskilde University, which has documented key 
learnings and processes. The programme is funded by 
the Danish Industry Foundation.

AM Sustain is an innovation programme developed 
in collaboration with Additive Manufacturing Hub in 
Denmark (Danish AM Hub). The programme focuses 
on accelerating the use of 3D print technology and 
additive manufacturing to address the challenges 
introduced by the SDGs.

By identifying key sustainability challenges and 
untapped market opportunities across the 
participating companies' value chains, the programme 
has identified business cases on how to use 3D printing 
as a lever for new revenue streams, new products, new 
processes or as a new production alternative.

Several experts and partners from universities, 
technical fields and the business modelling field have 
supported the programme. 

Danish AM Hub, which is funded by the Danish Industry 
Foundation, is the key financial contributor to AM 
Sustain.

New business solutions to 
sustainability challenges

Scaling sustainable 
business solutions

Sustainable innovation 
through 3D printing technology

Over the past years, Acacia has 
supported more than 60 Danish 
SMEs in using the SDGs as a 
lever for innovation through 
three different programmes.

35 companies that are changing the world
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Aquaporin

Bramidan Carmo

Danitech

dvt

Eltronic HASLE Refractories

ViaBiler

Manufacturing

Brunata

Park Tech

Plastix

DESMIShark Solutions

E.ON

Fors

Recycling & utilities

BLUETOWNCasa Cliin

RGS Nordic

SwipBox

Construction & logistics

At Acacia, we are very proud to 
work with some of Denmark’s 
most innovative and visionary 
companies. We have selected 35 
unique cases to inspire change.

AquaPri

Ingemann Group

Jespers Torvekøkken

Palsgaard

Sera Scandia

Stryhns

UnibioTripleNine

Friland

Food

Monoqool

Nordisk NORR11

GANNI

HEVEAWood Wood

Fashion & lifestyle
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Food
Ensuring a sustainable food supply for 
the world’s population is fundamental to 
a sustainable society, and we need new 
approaches to food and agriculture to 
achieve global food security. Find below 
three selected sustainability challenges 
faced by the food industry. 

Hunger and malnutrition
Hunger is still a big problem globally with 11 per cent of the 
world’s population living in hunger. Most of the world’s population 
growth is expected to take place in developing countries, where 
hunger is most prevalent. In addition to hunger, malnutrition is an 
enormous problem, both in the developing world (vitamin, protein 
and mineral deficiency) and in rich countries (obesity and lifestyle 
diseases).

Large amounts of food waste
An estimated 33 per cent of all food produced globally goes to 
waste. Thus, 1.4 billion hectares of land are used to produce food 
that is wasted. Additionally, the annual cost of food waste for food 
producers amounts to some USD 750bn. The food industry must 
find solutions to the food waste challenge through innovative 
agricultural practices, smart storage and transport systems and 
intelligent use of technology and data.

Unsustainable food production systems
Food production is resource-intensive, requiring large amounts 
of land, water and fertiliser. Livestock occupies 80 per cent of 
agricultural land but only contributes with 18 per cent of the 
world’s calories. To ensure long-term sustainability of the food 
industry, it is essential to decrease the resource consumption 
in food production through the adoption of new products and 
practices, such as plant-based diets.

INDUSTRY FOCUS
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FrilandPalsgaard Stryhns
Carbon-emission reduction 
solutions for farmers

Friland is a Danish company founded in 
1992, which has become Europe’s largest 
producer of organic meat. 

Challenge
Meat production causes high greenhouse 
gas emissions, and consumers increasingly 
demand products that leave a smaller 
climate footprint.

Business innovation
Friland will provide a financial incentive for 
farmers that make an effort to reduce their 
climate footprint, based on a list of farm-
level initiatives with documented effect.

Impact
Friland’s farmers will reduce the climate 
footprint of their meat production. 

Packaging innovation 
reduces food waste

Palsgaard is a Danish full-service emulsifier 
and stabiliser company servicing the food 
industry.  

Challenge
A lot of wrapped convenience food is 
wasted, partly because of condensation 
in the packaging that makes the food look 
unattractive.

Business innovation
A plant-based coating keeps the food 
looking fresh for longer by spreading out the 
condensed water droplets on the packaging 
surface to form a transparent layer.

Impact
Prolonging shelf life of convenience food will 
reduce food waste.

Plant-based sausages with 
reduced CO2 footprint 

Stryhns is a Danish company traditionally 
producing sausages, liver pâté, sauces, 
salads and condiments.  

Challenge
Animal products leave a larger 
environmental footprint than plant-based 
products, and today’s consumers request 
lower-impact alternatives to familiar 
products.

Business innovation
Recreating meat-based sausages in reduced-
meat and vegan versions offers customers 
an alternative to traditional meat-based 
products.

Impact
By creating attractive products with less 
meat, Stryhns reduces the environmental 
footprint of its customers’ diet.

AquaPri
Towards sustainable 
fish farming

AquaPri is a Danish family-owned fish 
farming company with more than 100 years 
of experience.

Challenge
A growing world population needs ever 
more protein, but many protein sources 
leave a large environmental footprint.

Business innovation
Working with every step of its value chain, 
AquaPri is making fish farms more efficient 
and sustainable through a range of initiatives 
focusing on the wellbeing of fish. 

Impact
AquaPri’s solution ensures more efficient 
aquaculture – up to three times as 
much protein – while leaving the same 
environmental footprint.
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Sera ScandiaTripleNine Ingemann Group
Helping the world’s anaemic 
population

Sera Scandia is a Danish company specialising in 
products for the food and biotech industry.

Challenge
1.6 billion people, 25 per cent of the world’s 
population, suffer from anaemia/iron deficiency, 
which has several very serious consequences, for 
example for children’s cognitive development.

Business innovation
Sera Scandia has created a haemoglobin powder 
that is rich in protein and high-bioavailability iron. By 
partnering with global food organisations and local 
governments, this can add more iron to the diet of 
especially children in developing countries.

Impact
A higher iron intake will reduce the prevalence 
of anaemia, which will enhance the cognitive 
development among children in developing 
countries in the long term.

Making clams a new 
feed ingredient

TripleNine is a global company focusing on the 
production of fish meal and fish oil as animal feed 
ingredients.

Challenge
Excess nitrogen in the ocean has negative effects on 
marine ecosystems (eutrophication) and limits food 
production. 

Business innovation
Clams are grown where nitrogen is emitted. The 
clams collect nitrogen from the ocean and are then 
used as animal feed.

Impact
The result is reduced ocean eutrophication and 
sustainable protein from clams.

Software that anticipates climate 
change

Ingemann Group is a Danish company specialised 
within agricultural production and agro-data 
management.

Challenge
The uncertainty of climate changes limits many 
farmers’ access to credit, and farms are becoming 
increasingly unprofitable due to the high sensitivity 
of crops.

Business innovation
Ingemann Group has developed a software platform 
that provides financial institutions with a risk score of 
an agricultural credit and at the same time provides 
farmers with data-optimised farm management, 
select climate-resilient crops, quantification of CO2 
footprint, etc.

Impact
The result is increased financial inclusion, higher crop 
yields and more productive farms for farmers all over 
the world.

Unibio
Transforming methane 
into protein

Building upon many years of research, Danish 
company Unibio has developed a fermentation 
technology that allows it to turn methane into 
protein.

Challenge
Production of protein for animal feed typically takes 
up large areas and causes a large environmental 
footprint by overfishing the oceans and clearing the 
rainforest.

Business innovation
Using a patented fermentation technology, Unibio 
transforms methane into protein, which can
be used in animal feed and to feed the world’s 
growing population.

Impact
Replacing up to 30 per cent of proteins in animal 
feed with proteins derived from biogas will decrease 
resource consumption in animal agriculture; a step 
towards decoupling protein production from land 
use.
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′The big challenge for the global catering 
industry is the large gap between the 
amount of food that is produced and the 
amount that is actually eaten. Of course, we 
have an idea of what and how much people 
eat, but it is based on gut feeling and 
experience. If we want to eliminate food 
waste once and for all, we need to collect 
more and better data.′

Ronny Saul believes that customer 
insight will be one of the most important 
competitive parameters in the catering 
industry in the coming years:

′Companies that succeed in reducing 
food waste will not only reduce product 
consumption, they will also significantly 
reduce production costs and transport 
costs. However, in order to achieve this, we 
need greater insight into our customers’ 
habits. It is no longer enough to serve a 
nice buffet. We have to know exactly what 
and how quickly people eat. We must 
understand what gets thrown away and 
why.′

Through SDG Accelerator, Jespers 
Torvekøkken has had the opportunity to 
bring new ideas into play and receive help 
to develop them, says Ronny Saul:

′Firstly, the accelerator process has given 
us a clear framework and has prompted us 
to take time out to work on this project, and 
that alone is a benefit during a busy week.

35 companies that are changing the world  | Food Food | 35 companies that are changing the world

Secondly, we have met with some razor- 
sharp minds from both UNDP and Deloitte. 
This has helped us frame our business case 
and carefully work through the solution 
end to end.′

At the same time, SDG Accelerator was also 
the beginning of a collaboration between 
Jespers Torvekøkken and DTU Hardtech, a 
department under the Technical University 
of Denmark (DTU), which specialises in the 
development of innovative hardware and 
sensors.

′Collaborating with the students is a great 
opportunity to implement our ideas. 
The fact alone that we are fusing food 
production with the latest technology 
holds great potential. It has also prompted 
us to contact new external partners and 
apply for funding, for example through the 
Danish Innovation Fund.′

The next step for Jespers Torvekøkken 
is a validation of the prototype that is 
currently under development at DTU. 
Understandably, Ronny Saul will not reveal 
all the details:

′The entire project depends on whether 
we are able to develop effective methods 
for collecting data about our customers’ 
habits. It is not enough to ask the 
customers or to conduct generic analyses. 
We need to go all the way to see if we can 
measure what each customer chooses to 
put on his or her plate. This is the puzzle 
that the experts at DTU are trying to solve.′

If the project is successful, Ronny Saul 
expects Jespers Torvekøkken to be able to 
reduce food waste by at least 10 per cent, 
saving approximately DKK 1.6m every year:

′There is no doubt that we see a huge 
business potential in the new technologies. 
In our own little world alone, the new 
technologies can result in a significant 
financial gain. In a global perspective, the 
possibilities are endless. If we can roll out 
these solutions to catering companies all 
over the world, there are potentially billions 
of dollars to gain.′

′Companies that succeed in 
reducing food waste not only 
reduce product consumption. 
They can also significantly reduce 
production costs and transport 
costs and thus emissions. However, 
in order to achieve this, we need 
greater insight into our customers’ 
habits. It is no longer enough to 
serve a nice buffet. We have to 
know exactly what and how quickly 
people eat. We must understand 
what gets thrown away and why.′
  Ronny Saul, CEO, 
  Jespers Torvekøkken

Contributions to the SDGs

 • Jespers Torvekøkken is looking 
into the possibilities of using 
sensor technology to collect 
data regarding customers’ eating 
habits.

 • Data collection is expected to be 
one of the strongest weapons 
in the struggle to reduce global 
food waste, which sends about 
1.6 billion tonnes of food into the 
bins every year.

 • The complete solution is 
expected to be marketed towards 
the global catering industry.

About 1.6 billion tonnes. This is the amount 
of food that ends up in the bin every 
year - about a third of the global annual 
food production. The food waste causes 
a major additional cost for producers and 
has significant negative impact on the 
environment.

Part of the food waste is caused by catering 
companies that supply food to private 
customers, business customers, canteens,

schools, institutions and hospitals every 
day. Even with the best intentions and 
highest culinary standards, it can be 
difficult to deliver the right amount of food 
because our knowledge about customer
preferences is not sufficiently detailed, 
says Ronny Saul, CEO of catering company 
Jespers Torvekøkken (English: Jesper’s 
market kitchen), which delivers more than 
800,000 meals every year:

′Data is the strongest 
weapon in the fight 
against food waste′
Jespers Torvekøkken will use new technology to 
ensure that the right amount of food is produced 
at the right time.

About Jespers 
Torvekøkken

 • Founded in 1991

 • Approximately 120 employees

 • Owned by private Danish 
investors

 • Based in Denmark.
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Sustainability: No longer 
a fashionable trend but 
a business imperative
As former director of international think tank Global Fashion Agenda and 
its flagship initiative Copenhagen Fashion Summit, Johan Kryger has been 
instrumental in the efforts to make sustainability the number one priority of 
fashion. For many years, he has been part of an industry that is committed to 
projecting newness and constant change but might very well profit from the 
virtues of the past.

He has been part of the inner circle of 
the fashion and lifestyle industry for 
many years and taken the Danish Fashion 
Institute’s local sustainability initiative to 
a leading global think tank with access 
to decision makers at the highest levels. 
Today, he is innovation lead at Acacia in 
Copenhagen, still with a strong passion for 
mobilising innovation and insisting that just 
because it is sustainable, it does not have 
to be boring.

‘The past ten years have definitely been 
an adventure in terms of riding the global 
wave of sustainability. At the Danish 
Fashion Institute, we went from focusing on 
Danish fashion to providing input for
G7 meetings, presenting research findings 
in Davos and operating with a mandate 
from the largest ten fashion companies in

the world. Needless to say, this has been 
both challenging and exciting at a time of 
change.

According to Johan Kryger, the fashion and 
lifestyle industry can no longer steer clear 
of the spotlight in terms of environmental 
footprint.

‘The European Environment Agency has 
recently released the first valid EU data 
that show the actual environmental impact 
of different industries. The fashion and 
lifestyle industry ranks fourth after the 
food, housing and transport industries. At 
the same time, new studies following the 
COVID-19 pandemic show that consumers 
increasingly connect the production of 
clothes with climate concerns. Among 
policy makers, there is also a huge pressure 

to implement sustainable solutions across 
the value chain.’

Although the industry operates in a fiercely 
competitive market and has complex global 
supply chains, it is committed to targeting 
the issues of climate change and the 
devastating effects of resource-intensive 
mass production, says Johan Kryger:

‘Not many years ago, people in the industry 
would cross their arms when talking about 
sustainability, and they would imagine 
therapeutic footwear and itchy sweaters. 
That narrative has totally changed. Today, 
the industry is looking into innovative 
materials, 3D printing, circular business 
models, use of local suppliers and other 
measures to reduce the environmental
footprint. Some are even experimenting 

35 companies that are changing the world
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with fashion tech, which involves clothes 
that are sold only as images for social 
media but never actually produced.
Whatever the technology, the industry is 
buzzing with initiative, and everyone is 
getting ready to join.’

Looking back to look forward
Despite the technological and operational 
progress, the industry might also benefit 
from looking to the past, says Johan Kryger, 
pointing to the obvious fact that back when 
clothes were a scarce resource, they were 
produced to last.

‘My grandmother bought her first jacket 
after the Second World War at a price that 
equalled two-three months’ salary. Not 
only did people take better care of their 
clothes; the old craft techniques ensured 
long-lasting garments. This sense of quality 
and durability could be an inspiration to 
many companies today. The holy grail of 
innovation is not necessarily found in the 
future, it may just as well be found by taking 
a closer look at the practices of the past.’

Whether you look back or forward, action is 
required in an industry that is forced to find 
alternatives to the status quo:

‘There is no doubt that the industry needs 
to reassess its entire business model. 
Today, we see companies putting out 
10-12 collections a year, leading to all-year- 
round sales. Add to this the effects of the 
COVID-19 pandemic, which so brutally 
exposed how fragile and economically 
unsustainable the industry is, and you are 
left with a picture of a system that is on the 
verge of breakdown. We really need to find 
better solutions. We must question the 
system to sustain the planet, humanity and 
our businesses.’

Still, despite the immense pressure, Johan 
Kryger insists that the spirit of fashion 
and lifestyle is unbreakable, building 
on hardcore business and untameable 
creativity, both of which are equally 
important to gain success:

‘We have to remember that the fashion 
and lifestyle industry, more than anything 
else, sells stories to consumers, whether 
they be of beauty, happiness or something 
else. That should never be sacrificed 
for speeches of gloom and doom or 
pointing fingers. In a creative industry, 
transformation is driven by inspiration, 
imagination and bold visions. Fashion first. 
That is the part that should never change.’

 • Every second, the equivalent 
of one bin lorry of textiles is 
landfilled or burnt.

 • An estimated total of USD 500bn 
is lost every year due to clothing 
being barely worn and rarely 
recycled.

 • The total greenhouse gas 
emissions from textile 
production amount to 1.2 billion 
tonnes annually, which is more 
than those of all international 
flights and maritime shipping 
combined.

 • If nothing changes, the fashion 
industry will use up a quarter 
of the world’s carbon budget by 
2050.

 • Washing clothes releases half a 
million tonnes of microplastics 
into the ocean every year, 
equivalent to more than 50 
billion plastic bottles.

 • Source: Ellen MacArthur 
Foundation 2020.
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Fashion and 
lifestyle
The fashion and lifestyle industry is driven by 
shifting consumer preferences and operates 
at high speed and a lot of flexibility to stay 
competitive. It is essential to find new ways 
to satisfy the demand for consumer goods 
without negatively affecting the environment. 
Find below a selected three out of the many 
sustainability challenges faced by the fashion 
and lifestyle industries.

Increased material consumption
In 2009, the global middle class counted 1.8 billion people. By 2030, this 
number will be 4.9 billion. While this is good news in terms of improved 
standards of living, the purchasing power has negative side effects in terms 
of increased material consumption. Clothing production alone doubled 
between 2000 and 2014 and every second, the equivalent of one bin lorry 
of textiles is landfilled or burnt. Building circular business models and 
recycling materials are important to ensure the long-term sustainability of 
the fashion and lifestyle industry.

Excessive water use and pollution
Textile production is water-intensive, and vast amounts of water are used 
throughout textile manufacturing processes. The fashion industry alone is 
responsible for 20 per cent of all industrial water pollution worldwide.
Textile dyeing is one of the most water-polluting processes, discharging 
chemicals and heavy metals into the oceans. Thus, innovation in fabrics 
and production in order to decrease water use and pollution is one of the 
key needs in the fashion and lifestyle industry.

High carbon footprint
The fashion industry alone is responsible for 8 per cent of global carbon 
emissions. Emissions in the fashion and lifestyle industry mainly come 
from production, transport and packaging. Consequently, finding ways 
to decrease the carbon footprint of the fashion and lifestyle industry is 
important. This can be done through innovative production methods,
reconfiguration of supply chains and the development of new technology

35 companies that are changing the world  | Fashion and lifestyle
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Wood Wood Nordisk
Circular business model 
for fashion items

Wood Wood is a Danish fashion brand with stores in 
Copenhagen, Aarhus, London and Berlin. 

Challenge
75 per cent of the fashion industry’s large climate 
footprint comes from material use. 

Business innovation
Wood Wood collects and reuses fashion items 
in exchange for a 15 per cent discount on the 
customer’s next purchase. 

Impact
The circular business model and the use of 
sustainable materials considerably reduce Wood 
Wood’s material footprint.

Sustainable luxury 
camping

Nordisk is a Danish outdoor equipment company 
founded in 1901.

Challenge
The emergence of mass tourism has had a severe 
negative environmental impact, and ecosystems 
have been destroyed. 

Business innovation
The company’s Nordic Village concept offers tourists 
a stay in sustainable tent camps that combine luxury 
with respect for the environment and a non-intrusive 
approach to the local ecosystem.

Impact
The result is more sustainable energy use and a type 
of tourism with less impact on the local environment.

NORR11
3D printing enabling both 
commercial and environmental 
benefits

NORR11 is a Danish furniture and design company 
focusing on modern Scandinavian design.

Challenge
Shipping prototypes between continents fosters 
extensive lead times, has a negative environmental 
impact and makes it hard to compete on short 
deadlines in relation to the increasing demands for 
tailormade interior design projects.

Business innovation
3D printing will be a permanent element of the 
prototyping process throughout the value chain, 
offering flexibility, enabling new types of customised 
products and decreasing time to market by up to 
120 days.

Impact
3D printing prototypes in Denmark significantly 
reduces waste and eliminates emissions caused by 
shipping. Moreover, NORR11 becomes more flexible 
and innovative beacuse the designers will gain 
increased design freedom and be able to “design for 
3D print”.

HEVEA
Natural rubber alternatives to 
plastic pacifiers and baby toys 

HEVEA is a Danish producer of natural-rubber 
pacifiers and toys for babies and puppies.

Challenge
Pacifiers and baby toys are typically made from 
petrochemical sources – either (potentially toxic) 
plastic or non-biodegradable silicone.

Business innovation
HEVEA creates natural-rubber alternatives to 
pacifiers and toys that are normally made of plastic 
or silicone.

Impact
HEVEA makes a natural and biodegradable product 
available to consumers, who are looking for a natural 
alternative.
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Monoqool
The first 3D-printed glasses
made from 100 per cent 
biomaterial

Monoqool is a Danish eyewear design company 
focusing on high-end glasses and sunglasses with 
sales in more than 15 countries.

Challenge
In the eyewear industry, 85 per cent of raw materials 
are wasted. The time to market is usually 10-12 
months.

Business Innovation
Monoqool has produced a 3D-printed eyeglass 
frame made from castor oil. The 3D-printed high-
end glasses have a time to market of one-two 
months.

Impact
By 3D printing all its products, Monoqool is a 
pioneer within sustainable change in the industry, 
wasting only 2 per cent of raw materials compared to 
the industry standard of 85 per cent.

Fashion and lifestyle | 35 companies that are changing the world 
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Contributions to the SDGs

 • GANNI is working to launch 
its first low-impact clothing 
collection by the end of 2020.

 • The company has also created 
a lab to promote sustainable 
solutions across the value chain.

35 companies that are changing the world  | Fashion and lifestyle Fashion and lifestyle | 35 companies that are changing the world 

One of the reasons that sustainability is still 
a major challenge in the fashion industry 
is the level of complexity in garment 
production, Nicolaj Reffstrup explains:

′There are so many stages to producing 
a single piece of clothing, which makes 
it a complex procedure. There is the raw 
material stage where fibres are either 
grown or extracted from fossil fuels and 
then processed into workable fibres. Then 
there are the mills that spin and dye these 
fibres into yarn, which is later knit or woven 
into fabric, all of which usually takes place 
in multiple locations. Next up is the actual 
production of the garment. Since 79 per 
cent of our CO2 footprint comes from 
the materials we use in our production, 
choosing the right fabric has a huge impact 
on our overall footprint. In the next phase, 
decisions about design and production 
affect how easy or difficult it will be to 
recycle and/or reuse the product at the 
end of its lifespan. The final phase involves 
decisions about packaging, logistics, sales, 
use and finally, closing the loop, collecting 
and recycling the garments.′

Impact through sourcing 
As a result of participating in SDG 
Accelerator, GANNI is now completely 
rethinking its entire value chain in the 
new low-impact collection, trying to find 
the most sustainable solutions available 
within the industry. This involves asking the 
difficult questions. Despite the challenges 
ahead, GANNI is committed to launching 
its first low-impact collection by the end of 
2020, says Nicolaj Reffstrup:
 
′So far, we have mapped the entire supply 
chain, the design team has done multiple 
workshops on designing for circularity, and 
we have sourced responsible materials and 
yarn mills. The cool new materials include 
recycled wool, recycled organic cotton and 
closed-loop viscose. By switching to these 
raw materials, we are expecting to see a 
60-90 per cent reduction in both water use 
and CO2 emissions, according to the Higg 
Index. We will surely make mistakes along 
the way, and we expect a steep learning 
curve, but we have the commitment, 
resources and determination to succeed.′

′We have worked with the idea of 
developing a so-called guilt-free 
clothing collection for a long time. 
When starting the process, we 
soon realised that we had so many 
thoughts and visions that we 
would need a whole separate 
space where we could experiment 
more freely, away from the daily 
routines of running a fashion 
business. This space is now called 
GANNI Lab. We are extremely 
excited to see where it will take us.′ 
  Nicolaj Reffstrup, CEO,
  GANNI

 Facts about GANNI

 • Run by Ditte and Nicolaj 
Reffstrup since 2009

 • Makes contemporary, easy-to-
wear fashion for women

 • Represented in more than 600 
retailers worldwide

 • Operates more than 25 concept 
stores in Scandinavia

 • Head office in Copenhagen, 
Denmark

 • Approximately 100 employees 
at GANNI’s.

When Nicolaj and Ditte Reffstrup took 
over GANNI in 2009, they wanted to 
create Scandi style 2.0. Today, GANNI has 
grown into an international fashion brand 
that is represented in over 600 retailers 
worldwide and has more than 25 stores 
globally. Having worked with corporate 
responsibility for many years, SDG 
Accelerator programme was a welcome 
opportunity to take things to the next level, 
Nicolaj Reffstrup says:

′I actually have a tech background, and 
Ditte is the designer. What the tech world 
taught me is that you should always strive 
to be agile and dynamic when building your 
organisation. This business philosophy has 
guided us from the very beginning. We are 
stubborn on vision, flexible on detail, as Jeff 
Bezos puts it. We operate a flat structure, 
and everyone is focused on creating value.′

 

GANNI has long worked to integrate 
sustainability into its value chain. Yet, 
Nicolaj Reffstrup admits that he is not a fan 
of the word:
 
′Since we are a fashion brand driven by an 
industry that is entirely built on newness, 
we try not to use the word sustainable. We 
do, however, see it as our moral obligation 
to be transparent, honest and responsible 
even if we cannot be 100 per cent 
sustainable. The last thing we want is to be 
successful at the expense of others.′

A sustainability laboratory
As part of SDG Accelerator programme,
GANNI initially set out to create a new low-
impact collection. The level of ambition and 
the abundance of new ideas and visions, 
however, prompted the company to create 
a whole new sustainability lab, Nicolaj 
Reffstrup explains:
 
′We have worked with the idea of 
developing a so-called guilt-free clothing 
collection for a long time. When starting 
the process, we soon realised that we had 
so many thoughts and visions that we 
would need a whole separate space where 
we could experiment more freely, away 
from the daily routines of running a fashion 
business. This space is now called GANNI 
Lab. We are extremely excited to see where 
it will take us.′
 

Can a company 
built on newness 
be responsible?
Just like other popular fashion brands, GANNI is constantly 
creating new collections to satisfy consumer demand.
However, acting responsibly is equally important.
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Tech is a win-win-win 
for planet, people 
and profit
In his own words, Christian Bjerrekær ‘sneaked up’ on 
sustainability from a career in technology, sales and commercial 
excellence. He has helped dozens of companies embrace new 
technology and completely rethink their value chain in order to 
deliver state-of-the-art sustainable solutions.

Originally, he worked in telco and for a 
US-based IT company, and only after co- 
winning the first UNLEASH programme 
– the world’s biggest innovation lab 
addressing the SDGs – did he really see 
the connection between technology and 
sustainability. At Acacia, Christian Bjerrekær 
is innovation lead and responsible for 
the tech-driven solutions, some of them 
revolutionary in nature as new technology 
can sometimes turn the entire value chain 
upside down.

‘My biggest passion is definitely commercial 
strategies in the intersection between 
innovation, sustainability and technology. 
Working with a solid portion of private 
companies, both global enterprises and 

scaleups, I have seen first-hand how global 
challenges can be turned into profitable 
business. This is where technology 
becomes much more than a tool or an 
enabler, but an actual driver for change.’

Christian Bjerrekær remembers a 
particular ‘aha’ moment with a Danish 
furniture and lifestyle company to which 
the simple introduction of 3D-printed 
components became a game changer:

‘At that moment, we were all sitting 
at the table, collectively realising that 
this technology not only would reduce 
the company’s CO2 emissions but 
completely transform the value chain for 
the products in scope and significantly 
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reduce time to market, meaning that 
the company could pursue brand new 
commercial opportunities that would 
have been otherwise impossible - and 
without increasing the cost. Emerging 
technologies such as 3D printing, AI or 
5G should be seen as drivers for change 
and an opportunity for growth and new 
ventures across the value chain. ‘It is such 
an eye-opener when companies realise 
that sustainable innovation and emerging 
technologies go hand in hand and can 
take the companies places that they could 
previously only dream of going.’

Throughout his many workshops and 
programmes, the Ten Types of Innovation® 
framework has been a faithful companion 
for Christian Bjerrekær helping him to 
identify transformation and innovation 
opportunities across the value chain:

‘The main message of Ten Types of 
Innovation® is that innovation should 
never just be equated with product 
development, which is the general 
perception. Of course, developing new 
products is one kind of innovation, but 
there are many others that often offer 
a much greater return on investment 
and with a much more competitive edge 
for the company in the long term. This 
framework makes that notion very tangible, 
and companies can start to map exactly 
which innovation patterns have the highest 
probability of making a difference.’

Since 2018 alone, Christian Bjerrekær has 
helped countless small and medium-sized 
companies create sustainable innovations 
through targeted innovation programmes. 

One example is the AM Sustain programme 
for the Danish AM Hub, which sought 
to develop new revenue streams, new 
products, new processes or value 
chain changes using novel 3D-printing 
technology.

‘On the AM Sustain project, we used 10 
Types of Innovation® to identify and 
analyse where a given company could 
create something new by leveraging 
the forces of 3D printing. This meant 
looking at the entire value chain – from 
profit model, network, prototypingand 
internal processes to product innovation, 
post-completion service, new channels, 
increased client interaction and 
development of the company brand 
and market approach. AM Sustain was a 
technology-driven innovation programme, 
but the SDGs were incorporated from 
the beginning in order to identify what 
sustainability challenges the individual 
companies would be able to mitigate or 
address using 3D printing.’

According to Christian Bjerrekær, the most 
valuable and solid innovation designs are 
typically a combination of several types of 
innovation:

‘Research shows that companies that have 
a structured and disciplined approach to 
innovation typically achieve a significant 
financial profit. One thing these companies 
have in common is their simultaneous use 
of several types of innovation rather than a 
unilateral focus on product innovation.
 
This means assessing innovation internally 
and detecting gaps and opportunities that 

may have been overlooked in the market. If 
the effort is orchestrated correctly, you can 
create innovation that is both sustainable 
and commercially sound.’

When addressing complex sustainability 
challenges, Christian Bjerrekær is happy 
to draw on the entire global innovation 
ecosystem of Deloitte, which includes 
specialists in all realms of technology and 
business:

‘When you are trying to respond to 
global challenges, it is useful to draw on 
a truly global organisation with highly 
specialised resources. While our team 
is an innovation hub, we engage with 
specialists and ecosystems at all levels and 
across all geographies. In these creative 
partnerships, ideas develop, and true 
innovation can be unleashed.’

35 Companies That Are Changing The World35 companies that are changing the world

About 10 Types of 
Innovation® 
The 10 Types of Innovation® 
framework was developed by 
Doblin (a Deloitte business) in 
an attempt to understand why 
so many innovation initiatives 
fail. The framework has been 
acknowledged in the book entitled 
Ten Types of Innovation by Larry 
Keeley. The framework is based on 
200 transformative and ground-
breaking innovation cases.

Ten Types of innovation®

Network
Connections
with others to
create value

Profit Model
The way in which
you make money

Structure
Alignment
of your talent
and assets

Product
Performance
Optimise extracting
core products more
effectively to higher
quality

Service
Support and
enhancements
that surround
your core operations

Brand
Representation
of your business
and how you
create trust in
your brand

Process
Signature or
superior methods
for doing your work
outside of
operations

Product System
Innovating the product 
system (for example 
production or innovative 
use of byproducts)

Channel
How you interact
with stakeholders
and access or
create new
markets

Customer
Engagement
Distinctive
interactions
you foster, including
joint ventures

CONFIGURATION OFFERING EXPERIENCE

Product
Performance

BrandNetwork Product
System 
 

Customer
Engagement

Structure ServiceProcess ChannelProfit
Model

35 companies that are changing the world

4140



4342

Manufacturing  | 35 companies that are changing the world35 companies that are changing the world  | Manufacturing

Manufacturing
Sustainable manufacturing is imperative 
to create a sustainable society due to 
the wide span and high resource use of 
this industry. Find below three selected 
sustainability challenges faced by the 
manufacturing industry. 

Considerable footprint of manufacturing materials
Nearly a third of the worldwide en-ergy consumption and 
carbon emis-sions are related to the production industry. The 
manufacturing industry needs to de-crease material waste and 
identify less resource-intensive products. How these needs are 
addressed is im-portant for the future of the indus-try. 

Declining product lifespan
The lifespan of manufactured products is in decline. 50 per cent of 
company revenues are now derived from new products launched 
within the past three years due to products being replaced 
more rapidly. This development has implications for the use of 
manufacturing materials. Extending the lifespan of products, 
rethinking choices regarding materials and finding ways to reuse 
and recycle materials are thus among the key solutions for the 
manufacturing industry.

Low energy efficiency
Industrial energy consumption has been rapidly increasing in most 
countries over the past decades. In Denmark, 124 kg CO2 is emitted 
per USD 1,000 of GDP, whereas the equivalent is 561 kg in China. 
In addition, production companies only utilise an average of 50 per 
cent of their production capacity. Therefore, the manufacturing 
industry needs to increase energy efficiency in production. 
Exploring new methods of production and investing in innovation 
and new technologies can be part of the answer.
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ViaBiler dvtBramidan Carmo
Sustainable, low-waste 
car servicing 

ViaBiler is a Danish importer and dealer of 
Volvo cars with 11 dealerships countrywide. 

Challenge
The car industry uses a lot of packaging to protect 
products, most of which is only used once. 

Business innovation
In collaboration with Volvo factories, ViaBiler is rolling 
out a new packaging system based on reusable 
plastic boxes. 

Impact
In addition to reducing waste in Denmark, this 
solution can potentially be spread out globally.

3D printing to revolutionise 
the supply of spare parts and 
minimise waste

dvt is a Danish company founded in 1864 as a 
manufacturer of chemicals for the laundry industry. 
Today, dvt produces garment transport and sorting 
systems for industrial laundries all over the world.

Challenge
dvt’s systems last for more than 30 years, and dvt 
needs to be able to supply spare parts for more than 
30 years. This results in a large stock of spare parts 
in small batches because each customer’s system 
is tailormade. 60 per cent of all spare parts are in 
stock. 50 per cent of them are never used.

Business innovation
3D-printed spare parts can be made on demand 
to save resources. Moreover, dvt wants to start 
delivering 3D files for the clients to print the spare 
parts themselves, minimising time, waste and CO2 
emissions.

Impact
By printing locally on demand, emissions from 
transport will decrease significantly. Moreover, 
dvt will secure its ability to deliver spare parts 
throughout the systems’ lifecycle, lower its own 
stock by 20 per cent and avoid producing spare 
parts that will never be used.

Cleaning hydraulic oil for two-
three times longer durability

Bramidan is a Danish company producing vertical 
balers – machines for compressing recyclable material.

Challenge
Balers contain large volumes of hydraulic oil that 
needs to be changed regularly for the balers to 
function efficiently. Cumulatively, the used hydraulic 
oil constitutes a large fraction of the world’s hard-to-
treat chemical waste.

Business innovation
Bramidan has invented a mobile dialysis system that 
will clean and reuse the oil instead of disposing of it 
as hazardous waste. In addition to the mobile dialysis 
system, Bramidan is working to increase the use of 
monitoring sensors in order to improve both service 
and maintenance of the balers to enable service on  
demand, including hydraulic-oil cleaning.

Impact
The result is a decreased amount of hydraulic oil 
ending up as hazardous waste and damaging the 
environment. The technology can potentially reuse 
hydraulic oil in other types of machinery, too.

3D printing enabling new 
business opportunities and 
partnerships

Carmo is a Danish manufacturer of plastic 
components and a pioneer in injection molding 
since the 1940s. 

Challenge
Carmo needs more flexibility and a faster approach 
when collaborating with start-ups.

Business innovation
3D printing enables Carmo to help start-ups with 
prototyping and production, to engage in more 
partnerships and simultaneously to decrease its 
resource use, waste and stock.

Impact
The expected annual result of using 3D printing is an 
increase in turnover of 5-10 per cent over the next 
five years.
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HASLE RefractoriesEltronicDanitech
Specialised cement factory 
lining reduces heat loss and  
CO2 emissions

HASLE Refractories is a Danish company producing 
refractory materials for cement factories. 

Challenge
Cement factories are responsible for 7 per cent of 
the world's total CO2 emissions.

Business innovation
HASLE Refractories offers a durable and highly 
resistant modular lining solution that enables better 
insulation of cement factories to avoid heat loss and 
reduce CO2 emissions.

Impact
This innovation can reduce CO2 emissions and 
material use in the cement industry.

Implementing SDG 
optimisation in production

Eltronic is a Danish pioneer within Industry 4.0 and 
digitalisation, specialising in production systems and 
energy solutions.

Challenge
Production companies only use an average of 50 
per cent of their capacity, leaving a lot of potential to 
reduce resource use while maintaining production 
levels.

Business innovation
Eltronic has developed a digital intelligent analysis 
platform (DIAP), which collects, analyses, processes 
and presents data from any production line, which 
enables management/operator to make decisions 
on efficiency, resource use, quality, capacity, waste, 
energy consumption and maintenance, based on 
real-time data. Presentation of data relates directly 
to specific SDG targets chosen by the client.

Impact
Production companies can now see their 
production’s resource-use performance at line level 
in real time.

Metal 3D printing helping 
to develop innovative and 
sustainable products 

Danitech is a Danish company specialising in 
hydraulic and mechanical motion and control 
solutions.

Challenge
Hydraulic actuators are typically much more energy 
efficient than electromechanical actuators, but they 
usually require a lot more space.

Business innovation
With 3D printing in metals, Danitech is able to use 
the 3D print  technology as part of its production of 
hydraulic valve blocks. One concrete opportunity is 
to co-create an electrohydraulic block with one of 
its clients to enable a much more energy-efficient 
solution.

Impact
The 3D-printed electrohydraulic block will be 
much smaller than current designs, reduce energy 
usage by some 50 per cent and deliver customised 
solutions, which will be of higher value to clients.
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more concentrated wastewater can be 
further condensed and treated by means 
of additional technologies and processes. 
In general, the process minimises 
wastewater discharge by channelling all 
recyclable substances back into the 
value chain.′

Søren Robenhagen calls the method 
groundbreaking, echoing Aquaporin’s 
investors, who have put in more than USD 
60m over the years because they, too, 
see tremendous potential in improving 
the way we utilise the planet’s water 
resources. Furthermore, Aquaporin’s 
participation in SDG Accelerator 
programme brought the company much 
closer to product commercialisation:

′Since our product is part of a larger 
system, we need to define exactly what it 
can achieve in the various phases of the 
manufacturing process – and then find 
partners to help unleash that potential. 
This applies to all our stakeholders, from 
the textile factories and the system 
integrators to NGOs, authorities and 
possibly even some of the global fashion 
brands that might generate a pull effect. 
To succeed, we must demonstrate and 
articulate the value proposition and 
establish strategic partnerships, which 
is what we have worked on together 
with UNDP and Deloitte during SDG 
Accelerator programme.′

Søren Robenhagen has no doubt 
that Aquaporin’s solutions will help 
revolutionise the way we consume water.

′The global community is more focused 
than ever on addressing the world’s 
most pressing environmental challenges, 
many of which are caused by large-scale 
manufacturing in poor regions, where 
central wastewater treatment plants are
scarce. At the same time, local authorities 
and international consumers alike are 
calling for sustainable solutions. Water 
pollution is everyone’s problem. That is 
our motivation for pushing forward with 
our solution every day.′

′Joining SDG Accelerator 
programme has been an exciting 
process and allowed us to clarify 
new business areas. Aquaporin’s 
participation on the programme 
confirms the company’s efforts to 
solve a global water challenge. We 
came with a clear vision to help the 
textile industry reduce or even end 
its significant wastewater 
discharge, which is a major source 
of global pollution. The SDG 
Accelerator programme helped us 
translate this vision into concrete 
strategies and assisted us in 
operationalising our approach. We 
are now closer to a solution and 
feel honoured to have been given 
the opportunity to be involved 
with SDG Accelerator programme.′
  Peter Holme Jensen, CEO, 
  Aquaporin

Contributions to the SDGs

 • Aquaporin has developed a 
solution to purify and recycle 
wastewater using proteins that 
act as membranes.

 • Initially, the solution targets 
the global textile industry that 
presents extensive wastewater 
challenges.

About Aquaporin

 • Founded in Denmark in 2005

 • Has been granted 51 patents

 • Focuses on the food industry and 
purification of drinking water in 
addition to the textile industry

 • Head office in Lyngby, Denmark

 • Approximately 100 employees 
worldwide.

According to UN estimates1, the global 
fashion industry alone is behind a 
staggering 20 per cent of the total 
wastewater discharge. Particularly 
in countries such as Sri Lanka, India, 
Myanmar and Bangladesh, the pressure 
on water resources is now causing entire 
ecosystems to collapse. We need to 
implement new water-purifying methods 
to improve the circulation of this vital 
resource. Fortunately, Aquaporin is at the 

forefront of addressing the challenge, says 
the company’s industry lead for textile 
Søren Robenhagen:

′Traditional production methods that see 
clean groundwater extracted, used for 
manufacturing purposes, polluted in the 
process and subsequently discharged into 
waterways are completely unsustainable. 
Today, authorities around the world 
demand that we significantly reduce or 

altogether end such wastewater discharge. 
That is, however, easier said than done.′

Although Aquaporin has been in business 
for almost 15 years, Søren Robenhagen 
still considers the company a start-up. To 
date, the company has spent most of its 
time on advanced scientific research and 
product development: 

′Our story began in 2003, when American 
molecular biologist Peter Agre received 
the Nobel Prize in Chemistry for his 
research on water-bearing channels in cell 
membranes. In short, Agre discovered a 
protein that can be found in all cells and 
that carries water back and forth through 
the cell wall. After ten years of intensive 
research, Aquaporin has managed to 
replicate that protein, and now it is 
the core technology behind our water-
purifying membranes. Today, we are ready 
to bring our product to the market.′

According to Søren Robenhagen, 
customers can expect to see a cylindrical 
module for the wastewater to flow 
through. The module is filled with hollow 
fibres, shaped like thin straws, coated 
on the inside with proteins. These fibres 
act as natural membranes that only 
allow water molecules to pass through. 
Meanwhile, a salty solution runs along 
the outside of the fibres creating a so-
called osmotic pressure, which essentially 
extracts clean water from the wastewater.      

′The advantage of this technology is that 
the purified water is led back directly to 
the production, thereby creating a loop of 
reused water. Subsequently, the residual, 

′Poor water treatment in 
the textile industry is an 
imminent problem that 
must be solved′
In the areas around several Asian textile factories, dropping 
groundwater levels have led authorities to demand an end to 
wastewater discharge. Aquaporin has a solution.
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Stakeholder engagement 
is becoming more 
important than ever
Chief advisor and INSEAD adjunct professor Jackie Stenson has been featured 
on the Forbes 30 Under 30 list, as an Echoing Green Fellow and as a Cartier 
Women's Initiative Awards Laureate for her work with sustainable innovation 
and social entrepreneurship. She focuses on innovating in a way that allows 
dissemination of sustainable solutions because, as she says, otherwise they 
won’t make a difference.

She is a Harvard and University of 
Cambridge alumni, she has co-founded 
social enterprises in India and globally, and 
she has taught award-winning courses on 
sustainable business models at INSEAD. 
A few years ago, Jackie Stenson and her 
husband relocated to Denmark where 
she is now part Acacia. Wherever she 
goes, her focus remains on the design and 
dissemination of sustainable innovation 
and sustainable technologies in society, 
which have been a passion of hers for 
many years.

‘I trained as an engineer,’ she says. ‘The first 
couple of years after leaving university, I 
focused on designing sustainable products 
and services. However, I quickly realised 
that designing products is one thing; 

getting people to use them as you intended 
is a whole different game. Then I shifted 
my focus to the dissemination and how 
you can use sustainable products to create 
impact. Still to this day, I am very inspired 
and motivated by how technology is 
changing the world.’

According to Jackie Stenson, the key 
to making sure that people will adopt 
a solution is to design the solution for 
adoption from the outset. 

‘The number one mistake that companies 
make is to assume that people will 
automatically adopt a certain product 
or a certain solution, both internally and 
externally. In fact, people are unlikely to 
want to change the status quo. The same is 

true for practices and processes. The fact 
that innovation makes a solution better or 
more sustainable does not immediately 
ensure widespread adoption.’

To overcome these barriers, companies 
need to pay much more attention to how 
innovations move through society:

‘Imagine you want to compete with 
the innovation of Apple, just to take an 
example. Sure, you can study the iPhone 
or the processes of innovation behind 
it, but what is most interesting is how 
Apple’s solution – the smartphone – has 
been successfully disseminated across 
global communities. Once you bring 
that dimension into the equation, my 
experience shows that you will find it 
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much easier to engage with stakeholders, 
just as you will get a much more holistic 
picture of how it is possible to spearhead 
change.’

As a relatively new resident in Denmark, 
Jackie Stenson is excited about the level 
of awareness among Danish companies 
and authorities and the inclusion of 
sustainability in many dialogues. However, 
she also sees room for improvement, 
especially when it comes to walking the 
talk:

‘In general, I am thrilled to see how many 
sustainable initiatives are now being 
launched by Danish and Nordic companies 
that are committed to finding new 
solutions to age-old problems. However, I 
would also say that companies need to be 
wary of a certain level of self-deception. 
For example, Danes tend to think that 
they excel at circularity within waste and 
recycling, while at the same time Denmark 
generates the largest amount of municipal 
waste per capita in the entire EU. Another 
example is visible CSR programmes that 
are often approved by top management, 
but still need to trickle all the way down 
to operations. Even the brightest visions 
of sustainability have to be somehow 
reflected in everyday habits and KPIs, 
otherwise your employees are unlikely to 
care about and act on these visions.’

There are still many possibilities for 
growth, and Jackie believes that Nordic 
companies are building on an excellent 
foundation and awareness. They are well 
positioned to turn sustainable innovation 

into sustainable innovation that is also 
profitable:

‘Today, sustainability is fundamental to 
business innovation and resilience as we 
see the world’s resources becoming more 
and more scarce almost by the hour. At 
the same time, companies have proven 
time and time again that it absolutely is 
profitable to engage in sustainability, it is 
not solely about saving the planet. We are 
starting to see that the more companies 
engage with sustainable innovation, the 
better they are able to fight the storms 
that arise, whether these involve supply 
chain disruptions, market fluctuations 
or simply the risk of being overtaken or 
disrupted by competitors.’

Consequently, Jackie has one advice for 
companies that are either beginning or 
continuing their journey of sustainable 
innovation: Dare to think big!

‘As sustainable innovation becomes 
more and more common, what we see 
is frontrunners now moving towards 
sustainable transformation. This involves 
changing not only a product or a service 
but changing the system of product and 
service usage in order to simultaneously 
maximise profitability and impact. It 
involves addressing the root cause 
of problems – the issues that no one 
has been able to solve. Add to this a 
comprehensive strategy for dissemination 
of innovation through consistent, active 
stakeholder engagement, and I would say 
you are well on your way to changing the 
world.’

35 companies that are changing the world 35 companies that are changing the world
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Recycling  
and utilities
The utilities and recycling industries 
supply the world with essential resources, 
and ensuring the sustainability of this 
resource supply is important. Find below 
three selected sustainability challenges 
faced by the utilities and recycling 
industries.

Lack of physical and digital infrastructure
Basic infrastructure, such as roads, information and 
communication technologies, sanitation, electrical power and 
water, remains scarce in many developing countries. For example, 
China has three metres of road per citizen, whereas Congo 
has three centimetres.  Furthermore, 16 per cent of the global 
population does not have access to mobile broadband networks.  
Providing everyone with access to basic infrastructures is essential 
to increasing the quality of life in developing countries, and it is 
therefore a key issue for the utilities and recycling industries.  

Poor waste management
With rapid population growth and urbanisation, annual waste 
generation is expected to increase by 70 per cent from 2016 levels 
to 3.4 billion tonnes in 2050. In low-income countries, over 90 per 
cent of waste is often openly burnt or disposed of in unregulated 
dumps and risks ending up in nature.  In Denmark, only 2 per 
cent of waste is not handled.  It is important that the utilities and 
recycling industries find solutions to this waste management 
challenge in developing countries through recycling infrastructures, 
which can help countries improve their waste management. 

Use of fossil fuels
Emissions from the global power sector are still increasing  due to 
its reliance on fossil fuels. Countries are planning to produce three 
times more coal in 2030 than would be consistent with limiting 
global warming to 1.5 degrees Celsius.  Expanding the use of clean 
and renewable energy in the utilities industry is thus important to 
securing its long-term sustainability. 

INDUSTRY FOCUSINDUSTRY FOCUS
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Pack Tech ForsShark Solutions DESMI
Ocean waste plastic used 
for packaging solutions

Pack Tech is a Danish company delivering 
packaging solutions to the pharma and 
beauty industries.

Challenge
Plastic is flowing into the world’s oceans at a 
high rate, damaging ecosystems and animal 
life. We need to remove this plastic and 
reuse it. 

Business innovation
Pack Tech has expanded its Ocean Waste 
Plastic (OWP) packaging/products to 
new customer segments. Working with 
a community of Indonesian fishermen to 
supply the OWP, Pack Tech utilises OWP to 
create a number of packaging products, 
including shampoo packaging. 

Impact
By producing products from OWP, Pack 
Tech is saving the environment from plastic 
pollution.

State-of-the-art wastewater 
treatment plant

Fors is a Danish utility company operating 
within district heating, water purification, 
wastewater treatment and recycling.

Challenge
Sludge from wastewater treatment can 
contain medicine residues, microplastics and 
other harmful substances. 

Business innovation
Fors is developing a state-of-the-art 
wastewater sludge treatment plant that 
removes hazardous materials from 
wastewater sludge. Amplifying nature’s own 
biological processes, Fors wants to transfer 
the wastewater sludge to greenhouses, 
where high temperatures enable the 
breakdown of hazardous materials, including 
microplastics and medicine residues, 
resulting in a cleaner sludge that can 
potentially be used as fertiliser.

Impact
Improved treatment of wastewater sludge 
will result in less microplastics and medicine 
residues ending up in the environment.

Collecting and recycling 
laminated glass

Shark Solutions is a Danish company 
focusing on recycling PVB foil from 
windshields and buildings.

Challenge
Windshields from cars constitute a difficult 
waste fraction, as it has not been possible 
to completely separate the glass and the 
polymer foil - until now.

Business innovation
Through a patented process, Shark Solutions 
separates the PVB foil from the glass, 
creating clean and reusable waste fractions. 
By developing an innovative sourcing 
process, Shark Solutions is now ready to take 
its technology to East Asia as well.

Impact
By enabling the recycling of hitherto 
difficult waste fractions, Shark Solutions 
can transform huge amounts of waste into 
reusable materials.

Stopping upstream ocean 
pollution 

DESMI is a company with a global presence 
that has traditionally focused on cleaning up 
oil spills.

Challenge
Eight million tonnes of plastic end up in 
oceans every year.

Business innovation
DESMI EnviRo-Clean has developed module- 
based equipment that can be used for 
cleaning some of the world’s most polluted 
rivers, including the Ganges Delta in India. 
The collected waste is then processed on 
site to generate energy while creating local 
jobs.

Impact
The solution has a large potential to protect 
marine ecosystems and create jobs locally.
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E.ON Brunata
Replacing outdated heating 
systems with heat pumps

E.ON is Europe’s largest privately owned energy 
company, specialising in district heating and 
renewable energy.

Challenge
In many Danish housing associations, heat comes 
from inefficient, outdated plants and is still largely 
based on fossil fuels.

Business innovation
E.ON is developing a business case on how eco-
friendly heat pumps can replace fossil fuels in local 
heat production.

Impact
Air-to-air heat pumps can significantly reduce energy 
losses and unnecessary operating costs.

Reducing energy loss using 
digital technology

Brunata is a Danish company delivering solutions for 
energy cost allocation and digital services to, among 
other things, streamline heating systems in homes 
and buildings.

Challenge
District heating systems waste a lot of energy every 
day due to inefficiencies in the heating systems 
of the connected buildings and traditionally, 
pinpointing these has been nearly impossible.

Business innovation
Using digital information from pre-existing heat cost 
allocators, Brunata can now identify unnecessarily 
high flow in individual radiators causing a high return 
temperature. When identified, the problem can be 
fixed, the overall flow of hot water can be improved, 
and the plants can reduce the supply temperature.

Impact
A reduction of just 1 degree Celsius in the district 
heating network in Denmark corresponds to the 
annual consumption of around 10,000 homes – or 
9,500 tonnes of saved CO2.

Recycling and utilities  | 35 companies that are changing the world 
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Contributions to the SDGs

 • Plastix is one of the only 
companies in the world to 
produce green plastic based on 
used fishing nets, trawls, ropes 
and other plastic waste from the 
maritime industry.

 • Plastix has invested more than 
EUR 25m over the last five years 
in a groundbreaking plant in 
Lemvig where plastic waste 
is extruded into plastic raw 
materials.

 • The plant is just the first step 
towards building a whole new 
infrastructure that supports 
circular recycling of plastic.

35 companies that are changing the world  | Recycling and utilities

created to take man to heaven, but to save 
man from hell – in this case, a plastic hell.'

As part of SDG Accelerator process, Plastix 
has entered into two new public-private 
partnerships with the municipal resource 
company Nomi4s and QuantaFuel. Nomi4s 
sorts the hard plastic from domestic 
household waste and delivers the cleanest 
fraction to Plastix. The non-recyclable 
fractions go to QuantaFuel, where it is 
converted into diesel with a minimum 
content of sulphur.

′With this new business model, we are 
trying to create a chain integration and 
affect the areas where there is no circular 
model today,′ says Hans Axel Kristensen. 
‘It is a strong partnership around the 
SDGs, where all parties win, and, at the 
same time, there is a great potential for 
scaling the model in Denmark as well as 
internationally.’

′Broadly, however, we will not reach our 
goals without the help of politicians 
and new legislation. In the future, any 
component of any product should either 
be reused or sent for recycling, the so-
called design for disassembly. Alternatively, 
we face an escalating problem that we will 
never be able to solve.′

A EUR 100bn market
The good news is that, theoretically, all 
types of plastic can be recycled – and 
countries such as Denmark have a unique 
opportunity to take the lead:

′Denmark may well become a best-practice 
hub for the technology and infrastructure 
that can help meet the global plastic 
challenge. However, that calls for us to 
invest in both collection and sorting plants, 
just as all companies will have to support 
responsible production. Worldwide, the 
lack of plastic recycling costs close to EUR 
100bn each year, so the economic potential 
is significant. As individuals, as companies 
and as societies, we are all responsible for 
turning the SDGs into reality. At Plastix, we 
are doing our very best to succeed,′ Hans 
Axel Kristensen concludes.

About Plastix

 • Founded in 2012

 • Approximately 30 employees

 • Owned by private investors

 • Geographical presence in 
Denmark.

Out of sight, out of mind. This strategy has 
broadly characterised Western countries’ 
handling of plastic waste, which for decades 
has been sent far away to countries such 
as China. Until now! On 1 January 2018, 
China stopped all imports of plastic waste, 
excluding only waste with a purity of 99.5 
percent. This means that Western countries 
now have to take the plastic problem 
seriously. Cleantech company Plastix has a 
solution, says CEO Hans Axel Kristensen:

′Reusing plastic and producing high-
quality green plastic is a complex process, 
which requires a lot of resources. At 
Plastix, we have learnt this from a six-year 
development process, which has turned 
our company into the only post-use, post- 
consumer plastic-recycling company in 
Denmark. Over the past five years, we 
have invested more than EUR 25m in a 
groundbreaking plant in Lemvig where 
plastic waste is fractionated, divided, 

washed, dried and moulded to end up as 
plastic raw materials. Here, we can reduce 
the CO2 load by as much as 95 per cent′.

Adoption of circular practices
The goal, according to Hans Axel 
Kristensen, is to get as much plastic as 
possible back into the circular loop:

'Plastic has two side effects: It takes a lot
biodegraded after hundreds of years. We 

′Denmark may well become a 
best-practice hub for the 
technology and infrastructure that 
can help meet the global plastic 
challenge. However, that calls for 
us to invest in both collection and 
sorting plants, just as all 
companies will have to support 
responsible production. 
Worldwide, the lack of plastic 
recycling costs close to EUR 100bn 
each year, so the economic 
potential is significant′.
  Hans Axel Kristensen, 
  CEO, Plastix.

are simply left with a problem if we fail to 
integrate plastic back into the loop. Since 
1950, the world has produced 8.2 billion 
tonnes of plastic, and it is only going one 
way. By 2050, the industry expects to use 
1.2 billion tonnes of plastic a year, some of 
which will replace aluminium and steel. If 
we do not act, this will have unimaginable 
consequences.′

′Plastic is simply a multi-functional wonder
material, no doubt about that. It can 
be hard; it can be soft; it can be a foil, a 
fibre; it can withstand extreme heat and 
cold degrees, and it is lightweight. The 
problem is that it can only be recycled 
with its own type of plastic. That creates 
complexity in the processing itself. A 
brand-new infrastructure needs to be built 
systemically, and the demand for green 
plastic needs to be expanded′.

The world's most important plan
Participating in SDG Accelerator is a natural 
part of working with the SDGs, according to 
Hans Axel Kristensen, naming the SDGs the 
world's most important plan:

′No one can meet the challenge of creating
a circular economy alone. We have to meet 
across all sectors and all industries, public 
and private. Therefore, we joined SDG 
Accelerator to find best-practice models for 
how these new partnerships can work. Dag 
Hammarskjöld said that the UN was not 

′The world has a 
plastic problem; 
Plastix has a solution′
Plastix has taken on the fight against a waste 
problem that has finally caught  the attention 
of the whole world.

Recycling and utilities  | 35 companies that are changing the world 
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Do businesses really care 
about the SDGs?
As a former diplomat under the Ministry of Foreign Affairs 
in Copenhagen, María Ana Petrera was Denmark’s lead 
negotiator during the UN negotiations on the SDGs. Today, 
she is chief advisor at Acacia, and her mantra remains the 
same: Danish companies really can make a difference.

What was your key learning from the 
complex negotiations that eventually 
led to the 17 SDGs we know today?

‘First of all, it was a very exciting and 
extremely challenging process, even just 
bringing together so many countries to 
define a vision for a more sustainable 
world. Secondly, it became very 
apparent that the social, economic and 
environmental challenges we face today are 
all interdependent and interconnected, and 
meeting these systemic challenges requires 
a joint effort across different stakeholders 
in society. No country or organisation 
can meet the most difficult challenges, 
such as overconsumption and climate 
change, alone. We need to work together 
in partnerships and each bring the very 
best of our knowledge and solutions to the  
table.’

The SDG negotiations also marked a 
shift within the UN, allowing for much 
more involvement with the private 
sector. How did that work?

‘It is absolutely true that the UN has clearly 
stated that the immense social, economic 
and environmental problems in our world 
cannot be solved by governments alone. 
The private sector plays a critical role in 
developing new solutions and mobilising 
finance for meeting the shared challenges. 
Subsequently, we saw a wide commitment 
from private companies and financial 
institutions all over the world, including 
Denmark. The result is that an increasing 
number of companies use the SDGs as a 
buffet of business opportunities that can 
be realised by engaging in partnerships to  
develop innovative solutions. This really is a 
united global effort.’

As part of Deloitte’s sustainable 
innovation hub, you have also been 
the project manager of and the main 
driver behind the Vores Mål (Our Goals) 
project, which aims to translate the 
global SDGs into goals that can be used 
at a national level to further increase 
their relevance. What have been the 
key takeaways from that process?

‘To me, it has always been pivotal to 
operationalise the SDGs in the Danish 
society and particularly among Danish 
businesses to maximise commitment 
and impact. This also means identifying 
the most important and relevant 
aspects in a Danish context and making 
them measurable, because what gets 
measured ets done. We have supported 
the national 2030 panel, which consists 
of several prominent Danish individuals, 
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by formulating 197 Danish benchmarks 
across the 17 SDGs. The benchmarks 
have been identified in a nationwide 
process involving citizens, businesses, civil 
society, universities, public institutions 
and government. It has been fascinating 
to see how easy it is for people and 
businesses to relate to the SDGs when they 
are anchored in a local reality. In a Danish 
context, relevant aspects include efficient 
consumption of resources, green energy, 
overconsumption, social mobility, youth 
education and obesity, just to name a few. 
Now, we are eager to work together with 
partners to use the benchmarks to drive 
innovation and track progress.’

What is your best advice for companies 
that are either beginning or continuing 
their journey of focusing on impact 
measurement and using the SDGs as 
a starting point for challenge-driven 
innovation?

‘The first piece of advice, building on my 
previous point, is to wake up and see that 
you can make a huge difference, even as 
a medium-sized company, if you come up 
with innovative solutions. The second is to 
start building partnerships and ecosystems 
because we know that collaboration is the 
key to instigating real change. The third is 
to walk the talk and invite your vendors, the 
authorities, NGOs or even competitors to 
walk with you. The fourth piece of advice 
is to start measuring impact as this can 
quickly become your number one driver of 
innovation.’

How does measuring impact drive 
sustainable innovation?

 ‘Measuring impact drives sustainable 
innovation because it forces you to take 
a very close look at the entire value chain 
from suppliers and own production to end 
consumers or end users. When analysing 
activities in each part of the value chain, 
you inevitably shed light on where to 
harvest the most important benefits. We 
have learnt that while companies generally 
focus on their core business and delivering 
value to customers, only few companies 
have considered their carbon footprint 
today. In that sense, a data-driven process 
of measuring sustainability impact is a way 
of pushing yourself to see your activities 
in a new light, thereby directing your 
attention to the biggest challenges and 
opportunities.’

Does that mean that you are optimistic 
about the Danish business community 
continuing to engage with the SDGs as 
they have done so far?

‘Absolutely. When we initially negotiated 
the SDGs in New York, few of us had 
anticipated the great wave of awareness 
and commitment that followed. And we are 
not only talking about visions; companies 
are in fact doing something about 
sustainability challenges. This becomes 
evident when you look at the many cases 
that are included in this publication. Some 
might say that it is still not enough, but 
my take is that we have mobilised many 
companies in very short time. Now, we 
have to be ambitious, persistent and 
impact and solution-oriented in our 
commitment to address the SDGs and 
continue measuring impact. That is the way 
to move forward.’

35 companies that are changing the world35 companies that are changing the world

Seven steps to measuring 
impact
1.    Write your story: Write a brief 

story about what impact your 
solution creates, how and when.

2. Identify the relevant SDG(s): 
Anchor you ambition in specific 
SDGs to build on a shared global 
framework of societal change. 
If your business is located in 
Denmark, also refer to Vores Mål.

3. Identify key drivers: List the 
key drivers (activities) of your 
solution that influence impact, 
using your business model, value 
chain and value proposition.

4. Determine units: Determine 
the units for your impact, for 
example kilometres, tonnes, 
kilowatt hours, CO2 or people. Use 
the Vores Mål benchmarks as a 
guidance and for inspiration.

5. Calculate current impact: 
Use the identified drivers and 
units to calculate your impact 
today (baseline).

6. Calculate future impact: Use 
the identified drivers and units to 
calculate the impact of your new 
solution (a scenario). Calculate 
multiple scenarios if you have 
multiple possible solutions.

7.    Calculate impact: Calculate 
your impact as the difference 
between your baseline and the 
scenarios.
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Construction 
and logistics
The construction and logistics industries 
are very resource-intensive, and 
identifying ways to reduce their resource 
footprint is key to securing the long-
term sustainability of these industries. 
Find below three selected sustainability 
challenges faced by the construction and 
logistics industries.

Construction materials have a large resource footprint
Cement alone accounts for roughly 8 per cent of global greenhouse 
gas emissions, and other construction materials, including steel 
and glass, also consume a lot of resources because they are 
typically used in great volumes. We need to develop a construction 
market where investors target long-term investments in long-
lasting buildings and constructions consuming more sustainable 
resources rather than short-term revenue schemes and hence 
shorter lifespan of constructions.

Large waste volumes
Construction waste accounts for some 35 per cent of total waste 
volumes in Denmark and most of the landfill waste. For the logistics 
industry, packaging is a major contributor to the total material 
footprint. The construction and logistics industries need to bring 
down waste volumes, reduce landfilling and become better at 
recycling waste.

Transport systems have a large resource footprint
Transport accounts for some 14 per cent of global greenhouse gas 
emissions because the vast majority of vehicles are powered by 
fossil fuels. Furthermore, 50-80 per cent of lorries on the European 
roads are empty. Finding ways to reduce the carbon footprint of 
the logistics industry is thus important to ensure its long-term 
sustainability, and it could be done through cleaner means of 
transport, increased capacity utilisation or a reduced demand for 
long-haul transport.

INDUSTRY FOCUS
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Casa SwipBox CLIIN BLUETOWN
Environment-friendly real estate 
development

Casa is one of Denmark’s leading construction 
developers with approximately 200 employees.

Challenge
Construction waste accounts for a third of the total 
waste in the western world. Too much is landfilled 
due to poor sorting.

Business innovation
Casa works with its partners and subcontractors 
to make it easier and faster to sort waste at the 
construction sites.

Impact
Improved sorting means more recycling of the 
different fractions and less landfilling.

Rethinking reusable 
dispatch packaging

SwipBox produces and runs parcel lockers to provide 
the physical infrastructure for e-commerce.

Challenge
An increase in the use of dispatch packaging is a 
direct consequence of the e-commerce revolution.

Business innovation
In SwipBox’ parcel lockers, the packages will be 
delivered in reusable boxes instead of boxes made 
of single-use cardboard. The boxes are fed back into 
the loop when the parcel gets picked up.

Impact
SwipBox’ reusable box system reduces packaging 
(cardboard use). 

Environmental-friendly cargo-
hold cleaning robot 

CLIIN is a Danish tech company that produces ship- 
cleaning robots.

Challenge
On dry-bulk ships, the cargo hold must be cleaned 
between deliveries, which normally means large 
amounts of chemicals and unsavoury working 
conditions.

Business innovation
CLIIN has developed an autonomous robot with 
magnetic caterpillars that uses pressurised water to 
clean the ship’s cargo hold.

Impact
The robot can cut the time spent on cargo hold 
cleaning by up to 50 per cent and minimise the 
use of chemicals (a reduction of several tonnes of 
detergent per ship per cleaning).

Delivering internet where 
no one else can

BLUETOWN is a Danish company specialised in 
delivering internet access in remote areas.

Challenge
Three billion people worldwide still live without 
internet access. 

Business innovation
BLUETOWN has developed a solar-powered Wi-Fi 
hotspot that connects rural communities. The 
hotspot allows access to a local cloud where free 
learning materials can be posted.

Impact
Access to the internet vastly expands people’s 
access to information, best practices, educational 
materials and entertainment. 
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public health, of reducing transports. From 
here, we have become much clearer on 
what we really want.′

In addition to the business contribution, 
the accelerator process has also helped 
strengthen communication within the 
company:

′Our consideration for the environment has 
always been deeply embedded in our DNA. 
Nevertheless, the SDGs have been a clear 
lever for communicating more broadly to 
the organisation. It makes a big difference 
when you articulate the specific goals. 
Our contribution to the world suddenly 
becomes very tangible, which benefits all 
staff.’

The next step for RGS Nordic is to refine 
the software algorithm that will help meet 
the transport challenges. To this effect, 
students from Skylab, the innovation unit 
at DTU, have been brought in to assist, 
says Jonas Brandt:

′The people from DTU are very skilled 
and have great energy. Recently, we have 
spent a lot of time trying to understand 
our customers’ situation. At the same 
time, we are diving deeper into the 
logistics optimisation tool, creating a clear 
picture of the expected potential. Last, 
but not least, we have to reach out to our 
customers because we need their data. 
Meeting the transport challenge is not 
something that we can do alone.′

Jonas Brandt has great expectations for 
the future solution:

′Every day, up to 2,000 lorries drive into
our facilities. Worldwide, the number is 
enormous. As a society, we have to cope 
with the unnecessary CO2 and particle 
emissions that concern not only Denmark 
but the entire planet. At the same time, 
there is obviously a significant cost 
reduction in sight, both for us and for 
our customers. This solution speaks to 
the head, to the wallet and to the heart, 
and the solution can become a huge cost 
saver.′

Contributions to the SDGs

 • RGS Nordic is developing a digital 
platform that enables carriers 
to optimise the use of the many 
lorries visiting the company’s 
more than 35 receiving and 
handling facilities in Scandinavia 
every day.

 • In the long term, the solution 
will be a best-practice example 
of how the sharing of transport 
data and collaboration between 
different industry actors can 
significantly reduce freight on 
European roads.

Transport of goods on lorries represents 
a steadily increasing environmental and 
health-related challenge worldwide. On 
the European road network alone, lorries 
account for 30 per cent of CO2 emissions 
although they account for only 4 per cent of 
the total traffic. To make things worse, many 
lorries drive around empty because of the 
logistical challenge of fully exploiting their 
capacity both ways. The Danish recycling 
company RGS Nordic would like to change 
that.

 ′At RGS Nordic, we specialise in the 
treatment of contaminated soil, industrial 
wastewater and recycling of construction 
waste,′ says Jonas Brandt, head of group IT 
strategy and innovation. ′We operate more 
than 35 receiving and handling facilities 
in Scandinavia that receive more than 2.5 
million tonnes of soil and waste annually. 
So, while our core business is incredibly 
green, the associated transport results 
in significant costs and a clearly negative 
impact on the environment. The

 
potential for streamlining and reducing CO2 
and particle emissions is enormous.′

Particularly the fact that between 50 and 80 
per cent of lorries are on the roads without 
carrying any cargo has prompted RGS 
Nordic to look at new solutions, says Jonas 
Brandt:

′When we began to analyse the data, 
we simple: Our customers unload their 

′RGS Nordic is here to ensure the 
treatment of contaminated soil, 
industrial wastewater and the 
recycling of construction waste, 
which we are proud of. Through 
SDG Accelerator, we have become 
better at addressing the 
environmental and health burden 
that is inextricably linked to 
transporting materials by lorry. By 
developing a technology and a 
model that can significantly reduce 
freight, we hope to contribute 
further to the SDGs in a way that 
everyone else can learn from and 
even use.’
  Henrik Grand Petersen,  
  former CEO RGS Nordic

waste and drive away with empty lorries, 
while we ship the recycled waste and 
drive our lorries home empty. If you start 
thinking about joining the two flows, you 
can significantly reduce the transport 
needs. In an ideal world, you should always 
drive a fully loaded lorry. That goes for all 
industries.′

In order to target the unnecessary 
transport, RGS Nordic is developing a new 
IT solution that can create transparency in 
the various transport needs:

′Basically, it is about making data available,’ 
says Jonas Brandt. ‘If we share data 
regarding our transport needs, and our 
customers share theirs, we can actually 
start optimising the logistics. If we are to 
succeed, however, each party must be 
brave enough to share information that is 
otherwise considered confidential in a safe 
manner. This is clearly an obstacle.′

The SDGs as a strategic business 
framework
Participating in SDG Accelerator has 
brought about several concrete innovation 
tools, says Jonas Brandt:

′RGS Nordic is a medium-sized company, 
which means that we do not have a major 
innovation or business development 
department. Therefore, it has been 
extremely beneficial to meet with Deloitte 
and UNDP experts that have helped 
structuring our thoughts and identifying 
risks and success factors, including the 
positive effects, for example relating to 

′The potential for making 
transport more efficient 
is enormous′
RGS Nordic will share transport data with its 
customers in order to avoid empty trucks and 
unnecessary CO2 and particle emissions.

About RGS Nordic

 • Founded in 1990

 • Approximately 250 employees in 
the Nordic region

 • Owned by private investors

 • Based in Denmark, Norway and 
Sweden.
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We would like to extend our sincere thanks to our partners 
and friends without whom we could never have brought 
these cases to life. We would like to thank all the  
organisations, experts and courageous and future-
oriented Danish SMEs.

We are proud to have worked with the programme owners 
of the three programmes – the UNDP (SDG Accelerator), 
Copenhagen Business Hub (SDG Business Booster) and 
Danish AM Hub (AM Sustain) – and to have stood side by 
side in breaking new ground on all three programmes.

A special acknowledgement goes to the Danish Industry 
Foundation, which has shown courage and commitment to 
the important cause of advancing the SDG agenda in 
Danish businesses, particularly in small and medium-sized 
companies.

Most of all, we would like to thank all the individuals that 
have supported, facilitated and been engaged in the 
programmes. None mentioned, none forgotten. You know 
who you are. Thank you! 
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and environmental implications.

73

35 companies that are changing the world 

https://www2.deloitte.com/dk/da/pages/acacia.html?utm_medium=short-url&utm_source=direct&utm_campaign=acacia&utm_content=acacia-short-url


Deloitte refers to Deloitte Touche Tohmatsu Limited (DTTL), its global network of 
member firms and their related entities (collectively, the Deloitte organization). 
DTTL (also referred to as Deloitte Global) and each of its member firms and 
related entities are legally separate and independent
entities, which cannot obligate or bind each other in respect of third parties. DTTL 
and each DTTL member firm and related entity is liable only for its own acts and 
omissions, and not those of each other. DTTL does not provide services to clients. 
Please see www.deloitte.com/about to learn more.

Deloitte is a leading global provider of audit and assurance, consulting, financial 
advisory, risk advisory, tax and related services. Our global network of member 
firms and related entities in more than 150 countries and territories (collectively, 
the “Deloitte organization”) serves four out of five Fortune Global 500® 
companies. Learn how Deloitte’s approximately 312,000 people make an impact 
that matters at www.deloitte.com.

© 2020 Deloitte Statsautoriseret Revisionspartnerselskab.


	Introduction
	Creating business value by solving global challenges
	To become more sustainable, the world needs innovation
	Food
	Sustainability: No longer a fashionable trend but a business imperative
	Fashion and lifestyle
	Tech is a win-win-win for planet, people and profit
	Manufacturing
	Stakeholder engagement is becoming more important than ever 
	Recycling and utilities
	Do businesses really care about the SDGs?
	Construction and logistics
	Meet the team

