











Argentina, Brazil and Paraguay — home to the Aché Guayaki
(Gwy-uh-KEE) people and a place where the yerba mate grows.
The company, which was finally launched in 1996, takes
its name from this native people. In the beginning, the two
partners worked from dawn to dusk every day, centralizing
their operations in a trailer that Alex set up on the site of the
first organic plantation. Over time, they were joined by friends
and family members, giving birth to a joint enterprise involving
new partners and collaborators.

By 2007, Guayaki was marketing yerba in teabags and as a
packaged drink, as well as selling the traditional mate gourds,
bombillas and other accessories.

All of the yerba used in their products is produced in a very
special way: grown in the shade of the trees of the native forest,
without carrying out any unnecessary land clearing, just as
these plants were traditionally cultivated by native tribes.
company. The idea would be for a company that cultivated the =~ Their workers belong to the Aché Guayaki nation of Paraguay.
crop on plantations where the jungle was not cleared, using  Besides offering this indigenous people good jobs with decent
no chemicals and, at the same time, promoting sustainable  pay, the company has signed an agreement with Margarita,
forestry use and the welfare of native communities living in  chief of the Aché tribe, and they are now working together on
the production area. This area would be located in the sub-  a reforestation project aimed at giving the community back a
tropical forests found in the contiguous border areas between  sustainable forest habitat.
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American Apparel

American Apparel operates out of Los Angeles, where its
industrial plant cuts and sews all of the natural cotton clothing
that the firm makes. From the outset, the firm decided that it
would distance itself entirely from the “sweatshop” mentality
of the trade. So it is that, contrary to the trend in much of the
textile industry in the United States, in which textile firms
contract shops in foreign countries where they can get the
cheapest possible labor, this company decided to offer its
workers good working conditions, much better than average
pay, medical benefits, paid lunches and vacation, free English
classes and travel expenses.

Against all predictions by the traditional industry, American
Apparel’s strategy has provided excellent results: Today it is
considered one of the ten fastest-growing companies in the US
textile industry. Between 2000 and 2004, its sales increased by
900%, in contrast with the 40% and 76% growth registered by
its closest competitors (The Gap and H&M respectively).

Dov Charney, founder and, since 1997, CEO, explains the
trademark’s success as a response to market preference: “The
goal is to make clothing people like without having to resort

to slave labor. And it looks like they like us...” Currently,
American Apparel has more than 130 stores worldwide, with
nearly 4,500 employees in the United States alone. In 2005,
company earnings came to over 250 million dollars.

In its webpage, Charney states: “We’re not going to exploit
the poor or make things here or there because it’s cheaper.
We're going to make sure the business model is sustainable.”
This is why the company has taken action to eliminate labor
exploitation, while committing to environmental care, by
developing sustainable products and practices.

One of the company’s main initiatives is its line of clothing
made of organic cotton, which is available in all of its stores.
The firm indicates that its long-term plan is to gradually
continue to integrate organic cotton into its production line
until every American Apparel product contains a certain
percentage of this fiber.

Other areas on which the company is focusing its actions
include: waste reduction, efficient water and power use,
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utilization of renewable energy and research into more
sustainable materials for the firm’s products and services.

Under the leadership of the company’s flamboyant CEO Dov
Charney, American Apparel develops its ad campaigns around
a young and provocative aesthetic with a high level of social
content. Another hallmark of the firm’s promotional strategy is
advertisements that make use of ordinary people off the street
instead of professional agency models. Many of its ads are
made using company employees. Even Charney himself has
appeared in several of them.

American Apparel has been criticized in conservative sectors
for frequently using images in its campaigns that show
people in underwear or semi-nude in poses or situations
with sexual overtones.

American Apparel makes use of its website at www.ameri-
canapparelorganics.com to disseminate its environmental
care actions and to detail the company’s general philosophy
and campaigns.
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Seventh Generation

Seventh Generation is a leader in the manufacturing of
sustainable home cleaning products. Based in Burlington,
Vermont, its activities include the design and formulation of
its own products, as well as supplier supervision, transport,
marketing and consumer education.

The name of the company is derived from a message put out
by members of the Gayaneshakgowa Tribe during a meeting
of the Confederation of Six Iroquois Nations, a meeting of
Native Americans in the United States, that stated: “In each of
our daily deliberations, we should consider the impact of our
decisions on the next seven generations.”

With this vision in mind, the company has created 100%
recycled paper towels, napkins and hankies; biodegradable,
non-toxic and phosphate-free detergents and cleaners; garbage
bags made of 65% to 100% recycled plastic; chlorine-free
diapers and 100% organic cotton tampons.

Everything that Seventh Generation manufactures is made
using non-toxic and environmentally innocuous materials.
Far from undermining its earnings, the company’s use of
non-polluting raw materials is responsible for its exponential
growth: From 2001 to 2005, its profitability increased by more
than 140%, while its share price value rose 300%. With a staff
of just over 50 employees, the company’s 2005 sales came to
100 million dollars.

Seventh Generation was conceived as a sustainable enterprise
from start to finish. It is strongly committed to community and
environmental responsibility and is oriented toward producing
a positive change in society.

The company’s mission statement says: “We create household
and personal care products that are effective and safe for the
air, the surfaces, the fabrics, the pets, and the people within

your living home”.
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The last corporate responsibility report put out by the company
(2005) indicated that Seventh Generation had attained major
improvements both in its products and in its packaging
systems.

The company communicates its actions to the public via its
website at www.seventhgeneration.com and through its blog,
where consumers can publish their comments on the firm, its
products and the actions it carries out. They can also interact
with CEO Jeffrey Hollender, who periodically writes articles
and provides opinions on the site. Hollender is, additionally,
the author of Naturally Clean, where he explains the advantages
of non-toxic versus traditional cleaning and the finer points of
the products that his company makes.
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Sambazon

Based in California (USA) Sambazon Inc. is a company whose
main activity is the harvesting and processing of the acai fruit,
a drupe that grows on a specific type of palm that is native
to Brazil’'s Amazonian region. This berry-like drupe is rich
in anti-oxidants, essential fatty acids, amino acids, fiber and
vitamin E. It is used to make a mild pulp used in beverages, ice
creams, supplements and other products.

Brothers Ryan and Jeremy Black founded the company in
2001, after they discovered the fruit on one of their surfing
excursions to Brazil in 1999.

When the Black brothers founded Sambazon, the acai fruit
was unknown in the United States. Today, ten companies
are marketing it in different forms: Coca-Cola, PepsiCo and
Anheuser-Busch are just some of the major trademarks that
have incorporated acai into their beverage flavors, while Procter
& Gamble is marketing a line of shampoos and conditioners
that contain the fruit.

By 2007 Sambazon had 100 employees and over 700
establishments that were marketing its 26 products. The
company reported 2006 sales of 12 million dollars.

The firm was created under a sustainable business model that
promotes, among other values, fair pay for small Brazilian
farmers who harvest the agai fruit. Some 1,500 low-income
families, living in Brazil’s Pantanales del Varzea region in
the Amazon Basin, live almost exclusively on the acai trade.
The indigenous people are currently organized into four
cooperatives that sell the acai drupes that they harvest to
Sambazon at a price in accordance with their market value in
the United States.
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Additionally, the company works jointly with the NGO,
FASE-PA, which provides technical aid to the cooperatives
and controls operations between them and Sambazon, so as
to guarantee fair purchasing prices. In its acai production,
Sambazon promotes sustainable agro-forestry use, which
replaces logging and provides an economic alternative with
good income levels and opportunities for advancement to
local farmers.

Sambazon communicates its actions through ad campaigns
and through its website at www.sambazon.com. It also has its
own blog, where “a healthier planet and healthier people” is the
issue that tops the list of the company’s priority interests.

201


http://www.myspace.com/sambazonacai
http://www.fase.org.br/
http://www.sambazon.com/
http://www.fase.org.br/

Table of Contents

A Personal Journey into the Future

Sustainable Development

Chapter 1: A New Paradigm

Chapter 2: The Sustainable Company
Chapter 3: The Ones that Made History:
Benchmarks, Inspirers and Pioneers

The Participative Media and Web 2.0

Chapter 4: The Conversation Age

Chapter 5: The Network Generation

Chapter 6: Networked People: Making a Community Make Sense
Chapter 7: From Traditional Advertising to Conversation

Chapter 8: Collective Intelligence

Chapter 9: We, The Media

The Value Revolution

Chapter 10: Consumer Power

Chapter 11: Welcome to Enterprise 2.0

Chapter 12: When the World Began to Understand
Epilog: The 2.0 Era Is Born

Business Case Studies

Appendix 1: Pioneer Companies
Appendix 2: Companies that Changed
Appendix 3: Sustainable Companies

Footnotes
Bibliography

203

17
33
45

63
73
83
93
103
113

127
139

153
161

165
177
191
205
213



Bibliography

AHONEN, TOMI T. and MOORE, ALAN, Communities Dominate Brands,
Business and Marketing Challenges for the 21st Century. Futuretext Limited,
London, 2005.

ANDERSON, CHRIS, The Long Tail: Why the Future of Business Is Selling Less
of More. Hyperion, cop, New York, 2006.

ANDERSON, RAY C., Mid-Course Correction. Toward a Sustainable Enterprise:
The Interface Model. Chelsea Green Publishing Company, Vermont, 1998.

AUSTIN, JAMES E., The Collaboration Challenge: How Nonprofits and Busi-
nesses Succeed Through Strategic Alliances. Jossey-Bass, San Francisco, Cali-
fornia, 2000.

BORNSTEIN, DAVID, How to Change the World: Social Entrepreneurs and the
Power of New Ideas. Oxford University Press, USA, 2007.

BOWMAN, SHAYNE and WILLIS, CHRIS, We Media. How Audiences Are
Shaping the Future of News and Information. The Media Center, 2003. Digital
edition available at http://www.hypergene.net/wemedia/

BRAUNGART, MICHAEL and MCDONOUGH, WILLIAM, Cradle to Cradle.
McGraw-Hill. Madrid, 2005.

BRUNDTLAND, UNITED NATIONS WORLD COMISSION FOR ENVIRON-
MENT AND DEVELOPMENT, Our Common Future: Report of the World Com-
mission on Environment and Development. Digital edition available at http://
ringofpeace.org/environment/brundtland.html.

BUCHANAN, MARK, Nexus: Small Worlds and the Groundbreaking Theory of

Networks. W.W. Norton and Co., New York, 2002.

CAIRNCROSS, FRANCES, Costing the earth : the challenge for governments, the
opportunities for business. Harvard Business School Press, Boston, 1992.

CARSON, RACHEL, Silent Spring. Mariner Books, Boston, 2002.

CHOUINARD, YVON, Let My People Go Sutfing: The Education of a Reluctant
Businessman. Viking Penguin, USA, 2006.

DE SOTO, HERNANDO, The Mystery of Capital: Why Capitalism Triumphs in
the West and Fails Everywhere Else. Basic Books, New York, 2003.

DE UGARTE, DAVID, El poder de las redes. Digital edition available at www.
deugarte.com.

DIAMOND, JARED, Collapse: How Societies Choose to Fail or Succeed. Viking
Books, New York, 2005.

DUBOS, RENE and WARD, BARBARA, Only One Earth. Penguin Books Ltd,
USA, 1972.

ELKINGTON, JOHN, The Chrysalis Economy: How Citizen CEOs and Corpora-
tions Can Fuse Values and Value Creation. Capstone Publishing, Oxford, 2001.

ELKINGTON, JOHN, Cannibals with Forks: The Triple Bottom Line of 21st Cen-
tury Business. Capstone Publishing, Oxford, 1997.

ELKINGTON, JOHN and HAILES, JULIA, The green consumer guide: From
shampoo to champagne High-street shopping for a better environment. Gollancz,
London, 1988

213



GATES, JEFFREY, The Ownership Solution: Toward a Shared Capitalism for the
Twenty-First Century. Addison-Wesley, Boston, 1998.

GILLMOR, DAN, We The Media. O'Reilly, California, 2004.

GLADWELL, MALCOLM, The Tipping Point: How Little Things Can Make a Big
Difference. Little, Brown and Company, Boston, 2000.

GODIN, SETH, All Marketers Are Liars: The Power of Telling Authentic Stories in
a Low Trust World. Penguin Group, USA, 2005

HARRISON, LAWRENCE E. AND HUNTINGTON, SAMUEL P., Culture Mat-
ters: How Values Shape Human Progress. Basic Books, New York, 2000.

HAWKEN, PAUL, The Ecology of Commerce, A Declaration of Sustainability.
HarperCollins, New York, 1993.

HAWKEN, PAUL, Blessed Unrest: How the Largest Movement in the World Came
into Being and Why No One Saw It Coming. Viking Press, New York, 2007.

HAWKEN, PAUL and LOVINS, AMORY, Natural Capitalism. Little, Brown &
Company, Boston, 1999.

HEATH, JOSEPH and POTTER, ANDREW, The Rebel Sell. Harper Collins,
Canada, 2005.

HOLLENDER, JEFFREY and OTHERS, Naturally Clean: The Seventh Genera-
tion Guide to Safe & Healthy, Non-Toxic Cleaning. New Society Publishers, Ga-
briola Island BC, Canada, 2005.

ISRAEL, SHEL and SCOBLE, ROBERT, Naked Conversations. How Blogs are

Changing the Way Businesses Talk with Consumers. John Wiley & Sons, New
York, 2006.

KIM, AMY JO, Community Building on the Web: Secret Strategies for Successful
Online Communities. Peachpit Press, Berkeley, California, 2000.

KLEIN, NAOMI, No Logo: Taking Aim at the Brand Bullies. Knopf Canada, 2000

LAURA, GUILLERMO and STURZENEGGER, ADOLFO, Abundancia de lo in-
dispensable. Pearson Prentice Hall, Buenos Aires, 2004.

LEADBEATER, CHARLES, We Think: Why Mass Creativity is the Next Big Thing.
Digital edition available at http://www.wethinkthebook.net/

LOCKE, CHRISTOPHER, LEVINE, RICK and OTHERS, The Cluetrain Mani-
festo: The End of Business As Usual. Perseus Books Group, Cambridge, 2000.

LOMBORG, BJORN, The Skeptical Environmentalist: Measuring the Real State
of the World. Cambridge University Press, 2001.

LOVELOCK, JAMES, Gaia: A New Look at Life on Earth. Oxford University
Press, USA, 2000.

MEADOWS, DONELLA and DENNIS — RANDERS, JORGEN, The Limits to
Growth. Universe Books, 1974.

PRAHALAD, C. K,. The Fortune at the Bottom of the Pyramid. Wharton School
Publishing, Pennsylvania, 2006

REDCLIFT, MICHAEL, Sustainable Development: Exploring the Contradictions.
Routledge, London, 1987.

214



RHEINGOLD, HOWARD, Virtual Reality: The Revolutionary Technology of
Computer-Generated Artificial Worlds - and How It Promises to Transform
Society. Simon & Schuster, USA, 1992.

RODDICK, ANITA, Take It Personally: How to Make Conscious Choices to
Change the World. Red Wheel/Weiser, London, 2001.

RODDICK,ANITA, Businessas Unusual. AnitaRoddick Publishing, London, 200s.

SAVITZ, ANDREW W. and WEBER, KARL, The Triple Bottom Line - How To-
day’s Best-Run Companies are Achieving Economic, Social and Environmental
Success — and How You Can Too. Basic Books, New York, 2006.

SCARCE, RIK, Eco-Warriors: Understanding the Radical Environmental Move-
ment. Noble Press, Chicago, 1990.

SCHMIDHEINY, STEPHAN and WBCSD, Changing Course: A Global Business
Perspective on Development and the Environment. The MIT Press, USA, 1992.

SCHMIDHEINY, STEPHAN and ZORRAQUIN, FEDERICO J. L., Financing
Change: The Financial Community, Eco-efficiency, and Sustainable Develop-
ment. The MIT Press, USA, 1998.

SCHMIDHEINY, STEPHAN; HOLLIDAY, CHARLES O. (Jr.) and WATTS,
SIR PHILIP, Walking the Talk: The Business Case for Sustainable
Development, KCMG, 2002.

SCHUMACHER, E.F., Small Is Beautiful: Economics as if People Mattered.
Harper Perennial, USA, 1989.

SESSIONS, GEORGE, Deep Ecology forthe 21st Century. Shambala, Boston, 1995.
SUROWIECKI, JAMES, The Wisdom of Crowds. Anchor, New York, 2005.

SUSTAINABILITY CONSULTING, Raising Our Game: Can We Sustain Glo-
balization? Digital edition available at http://www.sustainability.com.

TAPSCOTT, DON, Growing up Digital, the Rise of the Net Generation.
McGraw-Hill, New York, 1998.

TAPSCOTT, DON and WILLIAMS, ANTHONY D., Wikinomics, How Mass
Collaboration Changes Everything. Portfolio, New York, 2006.

TAPSCOTT, DON and TICOLL, D., The Naked Corporation. Free Press, New
York, 2003.

TURNER, MARTYN and O’'CONNELL, BRIAN, The Whole World’s Watching:
Decarbonizing the Economy and Saving the World. John Wiley & Sons, New
York, 2001.

WATTS DUNCAN |., Six Degrees: The Science of a Connected Age. W.W. Norton
& Company, New York, 2004.

WEINBERGER, DAVID, Everything Is Miscellaneous: The Power of the New
Digital Disorder. Times Books, New York, 2007.

WILLARD, BOB, The Sustainability Advantage — Seven Business Case Benefits of a
Triple Bottom Line. New Society Publishers, Gabriola Island BC, Canada, 2002.

215



Acknowledgements

Ernesto van Peborgh and the Odiseo Team wish to thank
Greenpeace Argentina (www.greenpeace.org.ar), Casa de
Oshawa (organic food store, Ciudad de la Paz 421, Buenos
Aires, Argentina), Fabrica de Bananas (an independent
design store, www.fabricadebananas.com.ar ) and the 1940
Restaurant (Dorrego 1940, Buenos Aires, Argentina), for
their cooperation in providing locations for photo shoots.





