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Sustainability has become the new corporate 

imperative. But scaling it successfully remains an issue. 

*  https://www.forbes.com/sites/forbestechcouncil/2022/05/24/three-steps-to-accelerate-your-sustainability-journey/?sh=4891152350b9
** https://hbr.org/2022/09/how-sustainability-efforts-fall-apart

But after positive beginnings, most sustainability 
programs get stuck and are unable to scale. 

Too often, firms are unable to systematically scale 
these efforts to achieve a more transformative 
outcome. 

Without scale, long-term goals are simply not 
attainable — or are delayed for years, which 
reduces credibility and increases external pressure 
from customers and other stakeholders**.

In 2022, more than 90% of 
the S&P 500 now reports 
on it*. 

90%

Environmental, social and 
corporate governance 
(ESG) started as early as 
2005. 

But…

https://www.forbes.com/sites/forbestechcouncil/2022/05/24/three-steps-to-accelerate-your-sustainability-journey/?sh=4891152350b9
https://hbr.org/2022/09/how-sustainability-efforts-fall-apart
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Why? 
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Hidden ‘enemies’ of sustainability are reoccurring across 

different organizations and hard to tackle.

#1: STRUCTURE & GOVERNANCE

Sustainability departments are 

often segregated: 

- Siloed away from other key 

corporate functions like 

strategy and innovation; 

- distant from business lines 

and operations. 

Although it is a corporate 

imperative, sustainability is 

rarely  embedded by design in 

the development of new 

products and business solutions. 

#2: PROCESSES & METRICS

Traditional business’s profit-only 

paradigm (price, costs, profits, 

market shares, and earning per 

shares) neutralizes the 

sustainability urge, despite the 

good intentions of senior 

leaders.

ESG reports are often made up 

of inaccurate, unverifiable, and 

contradictory data, without the 

accounting rigor of 

conventional financial metrics.

#3: CULTURE & LEADERSHIP

Established firms, founded in the 

20th century, were simply not 

designed for sustainability, and 

consequently they have not 

developed a culture of 

sustainability. 

Sustainability at scale requires a 

different approach based on 

empathy, openness, 

collaboration, and trust. 

Unlearning the traditional 

paradigm is not easy and takes 

time.

The conventional manager’s 

toolkit is made of 20th century 

frameworks universally adopted 

as standard. (e.g. Porter’s 5 

forces, net present value). 

New methods and tools 

designed specifically for 

sustainability do exist, but their 

penetration and adoption are 

limited to environmental experts.

#4: METHODS & SKILLS

Source: https://hbr.org/2022/09/how-sustainability-efforts-fall-apart 



Fighting the hidden enemies of sustainability requires an 

urgent shift towards the ‘business ecosystem’ mindset.

#1: STRUCTURE & GOVERNANCE #2: PROCESSES & METRICS #3: CULTURE & LEADERSHIP #4: METHODS & SKILLS
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ORGANIZATIONAL SUSTAINABILITY MESH

to embed sustainability across all units: a core team of experts 

orchestrating a group of sustainability ambassadors within the units.

EVOLVING ROLE OF INNOVATION UNITS 
enabling all functions and business units to innovate sustainably. 

CO CREATE

Agree on a new social contract: Walk the talk with employees 

and stakeholders. 

FOSTER THE ECOSYSTEM 
Foster ecosystem thinking and co-create with partners.

https://hbr.org/2022/09/how-sustainability-efforts-fall-apart 

“Traditional businesses canvases and tools need to be 
updated with more emphasis on ecosystem design and other 
co-creation tools. 
Co-creation with partners will be key and should become a 
widespread capability in the organization.”
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What is a business ecosystem?

An ecosystem is a network of cross-industry 
players who work together to define, build, 
and execute market-creating customer 
and consumer solutions.

It is defined by the depth and breath of 
potential collaborations among a set of 
partners, each delivering a piece of the 
overall consumer solution*.

*https://www.accenture.com/_acnmedia/pdf-77/accenture-strategy-ecosystems-exec-summary-may2018-pov.pdf



Swiss companies find the use of ecosystems crucial for 

resilience and unlocking further growth. 

x
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Swiss companies Ecosystem partnerships across industries* 
(2013-2020)

360

792

2013 2020

x2

Note 1: analysis on 113 Swiss companies. Quantile > (<) 50% if the number of ecosystem partnerships for the period 2013-19 is above (below) the median value of the peer group analyzed
Note 2: Economic profit = (ROIC – WACC ) * Average Invested Capital
Note 3: Economic Profit Margin = Economic Profit / Revenues
Source: Accenture Research analysis on Factset Supply Chain database and S&P Capital IQ data
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SDG 17: Goal 17 captures the complexity of the SDGs 

by demanding collaboration at scale.
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Goal 17, partnership for the goals, may be last on the list but actually 
forms the backbone of the 2030 agenda. 

This means extending your innovation efforts beyond the physical 
limitations of your organization by: building virtual ecosystems that 
bring together your customers, suppliers, partners, start-ups, 

academia, government and the public toward a common goal.

Extensive innovation — and, in some cases, reimagining a new future 
— will be required for organizations to have a chance of hitting the 
mark. 

https://www.forbes.com/sites/forbestechcouncil/2022/05/24/three-steps-to-accelerate-your-sustainability-journey/?sh=4891152350b9



What is open innovation? 
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OPEN INNOVATION IS 

”A PARADIGM WHERE 

COMPANIES CAN AND 

SHOULD USE IDEAS BOTH 

FROM THE INTERIOR AND 

FROM THE EXTERIOR IN ORDER 

TO ADVANCE THE 

TECHNOLOGICAL 

CAPABILITIES WHICH IT 

ALREADY HAS.”

*Henry Chesbrough “Open Innovation – The New Imperative for Creating and Profiting from Technology” (2003).

CURRENT 

MARKET

RESEARCH DEVELOPMENT GO-TO-MARKET

INTERNAL IDEAS 

IDEAS & TECH POC & PATENTS COMMERCIALIZATION

CLOSED VS. OPEN INNOVATION MODEL* 

CLOSED INNOVATION MODEL

OPEN INNOVATION MODEL

EXTERNAL 
IDEAS 

PARTNER 
COMPANIES

OTHER INDUSTRY 
MARKETS

EXTERNAL 
TECHNOLOGIES

START-UPS

EXPERT 
WORKSHOPS

KNOW-HOW SHARING 
& TRAININGS

EXTERNAL 
TALENT



LTCC champions open innovation by inviting various 

players from its own ecosystem & beyond to collaborate.
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STARTUP SCOUTINGS EXECUTIVE TRAININGS GENZ LAB DESIGN-THINKING

CO-CREATION NEW TECH TESTING COMPANY HACKATLONS EXPERT WORKGROUPS
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Our invitation for you



1/ In early 2023, we are launching a sustainability tech 

scouting. The call for partners is open: why not join us?   

6 / 7 MONTHS

BRIEFING 

WORKSHOP

LAUNCHING 

SCOUTING

SCOUTING 

SOLUTIONS

SHORTLISTING 

FINALISTS
ONE-TO-ONES, 

MENTORING  

& POC DISCUSSION

SUSTAINABILITY TECH 

PITCH DAY

ONBOARDING 

JURY MEMBERS

12

ACCESS TO 
EXCLUSIVE 
EVENTS & 

WORKSHOPS

CO-DEFINE THE 
SCOUTING TOPIC 

A SEAT ON THE 
JURY FOR YOUR 

TOP 
MANAGEMENT

PROMOTE YOUR 
SUSTAINABILITY 

EFFORTS

ACCESS TO 
INTERNATIONAL 

STARTUP 
DATABASE

WELCOME 
SPEECH ON THE 

PITCH DAY
PARTNER 

BENEFITS

NETWORK & 
COLLABORATE 
WITH INDUSTRY 

LEADERS



2/ In H1 2023, we are launching a feasibility 

study in traceability. Looking for industry 

partners with a case study 

OUR ASSOCIATE ANTARES VISION WITH ITS TRACEABILITY 

TECHNOLOGY HAS A BEST-OF-BREED SYSTEM FOR 

SUSTAINABLE SUPPLY CHAINS. 

With Antares Vision and SUPSI, LTCC is launching a feasibility 
study in traceability for building a more sustainable supply 
chain. 

The project will be used for application for Innosuisse funding. 

We are looking for an industry partner (a brand in the field of 
fashion, luxury, lifestyle, design, travel or similar).

GUIDE THE TOPIC 
SELECTION & BENEFIT 
FROM THE OUTPUTS

POSSIBLITY OF CO-
FINANCING 

TAILORED CASE STUDY 
FOR YOU & POSITIVE 

MARKETING

PARTNER 

BENEFITS

ACCESS TO SPECIALISED 
TALENT: ACADEMIC AND 

INDUSTRY EXPERTS 

GUIDE THE TOPIC 
SELECTION & BENEFIT 
FROM THE OUTPUTS

ACCESS TO SPECIALISED 
TALENT: ACADEMIC AND 

INDUSTRY EXPERTS 
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Thank you!
Let’s connect 

jelena.tasic@ltcc.ch


