


A plant’s roots absorb the nutrients and water that are critical to sustaining it, but no one 
ever admires (or even sees) the roots. They only see the final product - green leaves and 
colorful flowers. It is a similar story for businesses where the visibility of ‘green credentials’ 
is highest at the point of sale and consumption, and lowest at the point of production and 
distribution. Given that the majority of carbon is created in the supply chain, this cycle needs 
to be reversed. It ’s time to uproot. 

For example, why is it that construction companies do not communicate that they are using 
new forms of geopolymer cement mixes, that are significantly cleaner than others? Similarly, 
why don’t grocery retailers communicate that they are buying from producers using resilient 
crops, fruit and vegetables that hold longer and reduce the rate of spoilage during transpor-
tation? If they were to communicate to consumers that they have partnered with the likes of 
Apeel and Cambridge Crops, both biotech companies developing skins to keep food fresh 
longer, they would be highlighting how they are attacking a problem that unlocks a much 
cleaner business model. Cleaner businesses require more root cause analysis, more root 
cause solutions, and more root cause communication. 

Tend to your roots, 
not just your leaves
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When 
platforms are 
not enough, 
spin a web
Whilst platform business models might look like the Holy Grail to a lot of businesses right 
now, what the planet really needs is a more environmentally friendly infrastructure, made 
up of sustainable products and services that enable people and businesses to consciously 
consume across categories. This web will only be spun if we abandon the idea of market 
monopolization, and look towards partnerships and collaborations that serve a mutual 
self-interest. Think Honest Company 2.0, but with a much stronger environmental focus 
and a wider ecosystem of verified products and services, enabled by more transparent 
data about total carbon intensity from source to sale. 
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The direct-to-consumer market for cleaner and greener products is already noisy and 
crowded, and this is only set to increase, so look for scalability through B2B and B2B2C 
channels. We are seeing an increasing number of employers seeking to make their 
employees part of corporate sustainability plans. Activating employers, who represent 
large captive audiences for new products and services, is not only a way of reducing 
the number of individual customers you need to acquire but could also sink Customer 
Acquisition Cost. Fahrenheit 212 discovered this when developing The Energy Loop, a 
simple online service that gives employees access to energy-efficient products and 
services via their employer, to reduce their home energy bills. That was in 2016. In 
2020 and beyond we expect the interest in B2B2C channels to increase significantly.

Channel your energy
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W HEN DISRUP T ION HI TS YOUR BUSINESS MODEL: HOW TO SURV I V E T HE COL L ISION

An echo from 
the future
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So what now? Grab a sheet of recyclable paper, 
open a fresh excel and design the future business 
that kills your existing business, using our five 
innovation plays to guide you.

If you need help figuring out how to chart this 
transition, how to make it profitable, 
sustainable and appealing to your customers 
reach out to us here:

innovationstrategy.global@capgemini.com
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We are actively looking to partner 
with forward thinking organizations 
that have the ambition to build new 

products, services and business 
models that enable a cleaner and 

greener future. 

fahrenheit-212.com/boiling-
point/when-disruption-hits-
your-business-model

fahrenheit-212.com/boiling-
point/big-strategy-is-dead

Clean Growth is the third article in our innovation and strategy thought 
leadership series. Take a look on the ‘Boiling Point’ section of our website 
to read the rest of the series.



Fahrenheit 212 is the 
Innovation arm of  

Capgemini Invent: an 
innovation consultancy 
creating new products, 

services and business  
models that deliver 

sustainable, profitable  
growth for the world’s 

most ambitious companies.  
fahrenheit-212.com
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