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MESSAGE FROM THE EDITOR

Management Journal, is dedicated to a broad

and wide-ranging term that is oft misused
— innovation. We all know that innovation refers to
introducing something new; an idea, a method or a
device. A broader view of innovation encompasses
the (management) process of innovation, the
(organisational) culture for innovation, the required
skills for innovation and the necessary infrastructure
for innovation.

Many books and many articles have already been
written about innovation. Yet the stream of ideas
and insights about what innovation is and what it
promises seems endless. Apparently, and despite
such a wealth of information, there’s a huge interest
from business managers, consultants, academics
and politicians to exchange opinions, viewpoints and
foresights. Almost everyone implicitly or explicitly
confirms that innovation is absolutely necessary for
future sustainable success, at the micro level (for-
profit and not-for-profit organisations), the meso level
(sectors) and at the macro level (nations). Potential
success at the micro level underpins the interest
of managers and consultants, while the potential
success at the meso and macro levels draws
attention from academics and politicians.

Yet there is another reason why everybody is
interested in learning about innovation: a lack of
knowledge and understanding of how innovation
really works. This bold argument is most handsomely
articulated by authorities in the field, such as
(amongst many others) Lee Fleming and Clayton
Christensen, both professors at the Harvard
Business School. Lee Fleming declares in Sloan
Management Review (Fall 2007), “Many managers
have little understanding of the process of innovation.
Nor do they possess much insight about the
most likely sources of technological and scientific
breakthroughs.” Clayton Christensen agrees by
explaining in the Harvard Business Review (January
2008), “For years, we've been puzzling about why
so many smart, hardworking managers in well-run
companies find it impossible to innovate successfully.”

So, innovation, meaning changing products,
services, processes, business models and value
chains, is hot, necessary, and promising. Innovation
can be radical and disruptive but, in any case, it
appears to be difficult and complex. Everyone
knows it is important and few know how to handle it.
Moreover, the way of looking at innovation depends
on where you are coming from: economics, business,
technology, sociology, or engineering. A CFO might
say, “innovation must increase efficiency and thus
shareholder value”, a marketer or sales executive
might stress the customer value from innovations,
while the VP of R&D would emphasise the product
or service value. A Western politician or policy maker
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would argue that innovation should be considered
as a major driver of the economy. Innovation is
assumed to be critical to, or even the lifeblood of,
the competitiveness of nations (hence the Lisbon
agreements in Europe). In any way, innovations are
intended to make individuals or organisations better
off and the success of innovation grows sectors and,
in the end, the whole economy.

There are several sources of innovation and several
different ways to innovate. In this edition of VIEW, we
will share a number of contemporary views on how to
succeed. First, we will get a glimpse of a number of
projects that are currently being undertaken by Atos
Consulting. Francisco Pinheiro and Dominique Rerat,
who are at the forefront of innovation at Atos Origin,
reveal some of the insights that we gain from their
work in various sectors and countries in Europe. Next,
we pay attention to trends in the way innovation in
networks take place. Our Dutch colleagues Ard Pieter
de Man and Frank Marks describe how alliances and
partnerships can be a modern catalyst for innovation.
Then, we feature an interview with Will Hyams of our
UK office, who has successfully introduced some
technological advances in the way CCTV is used to
augment a safe society. Another article elaborates on
the phenomenon of open innovation, which Antonio
Rodriguez from Madrid contrasts with the traditional
closed approach. We also focus on manufacturing by
describing lean product improvements: the process
of research, development and introduction of new
products. Then we look at how organisations can use
innovation to balance the needs of commerce with

Han van der Zee
For a full biography, please see
page 29.

“For years, we’ve been puzzling about why so many smart,
hardworking managers in well-run companies find it

impossible to innovate successfully.”

the growing demand for social and green business
practices. A more academic perspective comes from
Professor Franc Ponti from EADA (Barcelona, Spain).
He is an expert in creativity and innovation within
the context of business success and is the author of
two well-read books on the theme. Finally, Oscar van
Leeuwen, CEO of Atos Consulting, the Netherlands,
and Senior Vice President Business Development for
Atos Consulting Europe, shares his managerial views
on innovation in his regular VIEW column.

On behalf of our editorial board and the
contributors to this edition of VIEW, | wish you an
enjoyable and inspirational read!

Han van der Zee
Chairman of the editorial board of VIEW
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CLOSE-UP

SNAPSHOT - INNOVATION

A round-up of all the latest technological, economic and
social trends, from innovative GRID business models to
the new SOA4AIl platform, and what they could mean
for businesses in the future.

GOING MOBILE: THE NEW MARKET

The mobile market is a brave new world no longer solely
populated by network and handset companies. Delphine
Jamain takes a look at how one of the largest retail outlets
in France is making the most of the mobile medium.

COLLABORATIVE CREATION:

INNOVATION THROUGH ALLIANCES

Is the fear of alliances unfounded? Here, Ard-Pieter de
Man and Frank Marks present two case studies — Philips
joining forces with Sara Lee and the story of the METRO
Future Store Initiative — with some excellent best-practice
pointers that belie the concern.

THE CAMERA NEVER LIES

The Big Brother bogeyman has always fuelled criticism of
CCTV cameras, but Will Hyams seeks to alleviate these
fears by showing a new video technology that uses fewer
cameras whilst actually catching more criminals.

OPEN INNOVATION. NEW RULES, NEW CHALLENGES
Collaborative innovation. It's the according to academics
and business experts. The recent World Economic
Forum even made it its principal theme. Antonio
Rodriguez Moral takes a look at what it may actually
mean for senior management.

LEAN PRODUCT INNOVATION

Product innovation is the lifeblood of any forward-thinking
organisation. But just how effective is lean product
innovation? Nigel Issa finds out.

THE SUSTAINABLE AGENDA

Francisco Pinheiro shifts the focus away from the hype and
promises of environmental and ethical business policies

1o look at the realities of sustainability and attempts to
quantify the true commercial benefits of green business.

BREAKING THE MOULD

Juan Carlos Diaz Martin talks with Professor Franc Ponti
about current trends in business innovation and how to
encourage operational growth and improvement.

0SCAR’S VIEW

Executive Vice President of Atos Consulting,

Oscar van Leeuwen, takes a look at this issue’s

theme of innovation, including the changing face of
communication and the notion of ‘creative destruction’.
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Figure 4

» it brings to market and Sara Lee determines which
blends of coffee it introduces to its coffee market,
both partners co-ordinate their product development
efforts in the Product & Innovation Meeting (PIM). This
decision and communication structure also provides
for conflict resolution through formal escalation
procedures, which state when and how an issue
should be moved to the next hierarchical level.
Although no formal adaptations to the original
contract were made in the period 2001-2006, both
Philips and Sara Lee have had to informally adjust
their working procedures in order to accommodate
their partner’s needs. In particular, several differences
in cultural background and business procedures had
to be bridged. For instance, the planning and control
cycles of Philips and Sara Lee do not run parallel, as
the fiscal year of Philips ends on 31 December while
that of Sara Lee ends on 30 June. This has resulted in
a number of informal adaptations related to budgeting
and reviews of business plans. Furthermore, Philips,
being a major player in the market for consumer
durables, had to develop long-term views on product
development and the company’s planning cycles are
thus based on long time-frames. In contrast, Sara
Lee is positioned in a market where consumer tastes
vary drastically over time and its product development
cycles are focused on fulfilling short-term customer
needs. Within the alliance, this difference in focus
required a high level of mutual understanding and
adaptation. Differences in company cultures were
addressed in a session where a higher level of
understanding for behavioural differences was created
between groups of employees at Philips and Sara Lee.

CASE 2 — THE METRO FUTURE STORE
INITIATIVE, EXPLORING AND EXPERIENCING
21st CENTURY SHOPPING

METRO, the third-largest supermarket chain in the
world, aims to distinguish itself from competitors by
being at the forefront of technology. One of the most
eye-catching ways of implementing that strategy
was to build a store of the future, brimming with the
latest technologies: RFID, automatic weighing scales,
automatic check-out, information pillars, automated
personal shopping assistants etc.

METRO realised it would not be able to create the
store of the future by itself, as it lacked technological
knowledge and experience. It therefore set up an
alliance, the Future Store Initiative (FSI), and invited
leading technology firms, like Intel, Cisco and SAP,
to contribute to developing the Future Store. In total,
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over fifty partners joined. Each partner had to make

a financial contribution to the alliance and was asked
to contribute staff and resources as they deemed
necessary. The benefits for the partners would be

in learning about the effect of new technologies in a
real-life situation, as METRO would implement the
technologies in an existing supermarket. In addition,
the creation of retail standards would open up new
markets for the partners. The final benefit was the
extensive publicity the store would get. METRO has an
outstanding reputation when it comes to generating this.

“These two elements created a sense of community: working
for the Future Store alliance felt like belonging to a club.”

To participate in this initiative, METRO invited

partners it already knew. Many participating

companies are suppliers to METRO and interpersonal

relationships had developed with numerous

executives of other companies. For technologies in

areas where METRO did not have prior relationships,

METRO asked existing partners whether they had Figure 2: Governance structure of
. . the Senseo alliance

partners that could be interesting for the Future Store.  trgre are multiple points of contact

In this way, friends of friends were brought on board. between the partners
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platinum partners
regular meetings

marketing & communication

for all partners

meets two-three times
ayear

reviews and evaluates
future plans

Figure 3: Governance structure of
the Future Store Initiative

The executive committee oversees
the projects in the Future Store

This tactic limited relational risk. Performance risk,
however, was high: as with all innovation, the risk of
failure loomed large. As FSI aimed at introducing a
whole variety of innovations into retail, the complexity
was quite high. By inviting Claudia Schiffer to

open the store, enormous publicity was ensured.
Combined with a very tight deadline, the risk of an
enormous publicity failure was not imaginary.

The FSI was governed by simple rules. Figure 3
shows the governance structure of the FSI. METRO
Group and the three top partners meet regularly
in the Executive Committee. It is responsible for
admitting new partners and ending relationships.

It also approves cash outlays from the Initiative’s
fund (in which the cash contributions from partners
are deposited), after consensus has been achieved
about specific investments; the rest of the partners
are responsible for their own expenses and
investments. All partners are invited to the two-three
annual meetings of the Marketing Committee. This
Committee reviews progress and METRO Group
shares its future plans with partners there as well.
Next, there are four project teams, each dedicated
to one of the four areas of innovation in the Future
Store: comfort shopping, smart check-out, in-store
information and supply chain. Each project team

is headed by a METRO Group project manager.
The different projects are set up to be run as
independently as possible.

There is no elaborate contract. There is a
Memorandum of Understanding between the
partners that is only a handful of pages long and
covers a few specific issues, among which are:
¢ the vision of the collaboration;

* the resource commitments that need to be made;
* non-exclusivity of the alliance;
* non-disclosure agreement, to protect all
proprietary knowledge that companies bring;
¢ freedom to use all knowledge developed in
the alliance.

For the rest, the FSI counted on a number of aspects to
ensure that the FSI would progress. The first one is the
fun aspect of the work. The vision of creating a store

of the future created enthusiasm among the people
working on the store. This ensured co-ordination?:

the goals of the partners were aligned. Second, the
time pressure and the risk of high-profile failure made
partners mutually dependent on each other. Failure of
the store to open on time would harm the reputation

of all partners. These two elements created a sense of
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Innovation projects headed by project managers

community: working for the Future Store alliance felt
like belonging to a club. The macro culture*, or network
identity®, became a success factor in the alliance.

The role of METRO in organising the alliance was
pivotal. METRO, however, did not force decisions
on the partners but mainly acted as the first among
equals, understanding that, for the alliance to be
successful, benefits should accrue to all participants.

There was not much planning upfront. In fact, the
speed of the project was very high. First, preliminary
ideas were discussed in September 2001. By July 2002,
the outline of the idea was clear and the partner base
could be recruited. In April 2003, the store was opened.
The lack of an overall plan, however, was compensated
for by thorough attention to detail in the implementation.

The vast majority of the partners were satisfied
with the benefits participation in the Future Store had
generated for them. Research into the satisfaction of
customers with the new technologies was carried out
some time after the store was opened. The results
differed per technology but, overall, most new features
were evaluated as valuable by a third to half of the
shoppers, whereas only between ten and twenty
percent of the shoppers rated the value as low.

CONCLUSION

Alliances have proven to be a useful tool for growth

via innovation, provided that the right governance
structure is chosen. Innovation via alliances and
networks requires companies to pay attention to a
strong governance structure. This does not only involve
paying attention to the structural side of partnering,

like making contracts, decision-making structures and
value-sharing agreements. It also involves the relational
aspect of partnering, like building on the intrinsic
motivation of people, creating trust between partners
and ensuring the right alliance atmosphere.

In addition, the cases show that building alliances
is precision work. Alliance governance structures need
to be tailored to specific situations, depending on the
innovative objectives an alliance has. Companies have
different tools at their disposal to create such tailored
structures: from meetings and contracts to creating the
right environment conducive to innovation.

The more companies that use best practices for
innovation in alliances, the better they will be able to
profit from the creative potential of collaboration. Not
using alliances will rob a company of an important
source of renewal. Alliances should, therefore, not be
seen as a second-best option but as an important
weapon for harnessing innovation.

.

project teams
open to all partners

led by METRO project
manager

partners have project
manager per PT

Ard-Pieter de Man

Ard-Pieter de Man is a Principal
Consultant at Atos Consulting and
Professor of Management Studies
at the Vrije Universiteit, Amsterdam.
Both his academic work and his
consulting assignments focus

on alliance management and
innovation. He is a prize-winning
author of 10 books and over 40
articles on these topics. As global
board member of the Association
of Strategic Alliance Professionals,
he is an internationally recognised
thought-leader in his field.

Frank Marks

As a Senior Partner at Atos Consulting
in the Netherlands and Head of

the Dutch Strategy and Innovation
Leadership team, Frank Marks
specialises in strategy design and
corporate transformation throughout
the entire business life-cycle:
starting, growing and transforming
the business. His experience covers a
wide variety of industries with special
expertise in consumer and industrial
markets. Since 1991, Frank has
managed a great number of strategy
design and execution projects for
multinational clients in industries as
diverse as chemicals, electronics,
engineering, equipment, oil &

gas, packaging, pharmaceuticals,
semiconductors, steel and telecoms.
Prior to this position, he developed
several new businesses at Philips
Electronics in both R&D and strategic
marketing roles.
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NEVER
LIES

GLOSED-CIRCUIT TELEVISION (CCTV) MONITORING MAY BE
CONTROVERSIAL, BUT IS IT AS EFFECTIVE AS ITS EXPONENTS CLAIM? WE
LOOK AT HOW NEW TECHNOLOGY COULD LEAD TO BETTER RESULTS FROM

\
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FEWER CAMERAS - AND, JUST POSSIBLY, HELP OVERCOME A SCEPTICAL
PUBLIC WHILE STRIKING A REAL BLOW IN THE FIGHT AGAINST CRIME.

ou don’t have to look very hard to spot a CCTV

camera these days. With recent estimates

placing the total number of cameras in
operation at 25 million worldwide, it’s no surprise
that they’re now a commonplace sight in town
centres throughout much of Europe. With such
comprehensive surveillance, it would be reasonable
to expect a correspondingly dramatic downturn in
crime but, whilst only the most staunch opponents
would deny that there has been any benefit, it's
probably fair to say that the results have not lived up
to the expectations of the technology’s supporters.

So why has that initial promise failed to deliver?

For the answer, you need look no further than through
the lenses of your own eyes, or rather those of the
operators who spend hours sitting in a room full of
screens monitoring the feed from one, two or possibly
dozens of cameras. And that’s if there’s anyone
watching at all. Many cameras feed straight to a
recording device, on the basis that the fear of being
captured on video will act as sufficient deterrent. And
it does. Sometimes.

i

The problem is clear. Even the most attentive
viewer cannot be expected to spot every suspicious
action and wading through thousands of hours of
archived footage, whilst successful in solving some
crimes, is hardly an effective use of police time. Add
the problems of quality with most analogue-based
cameras, which capture only about five percent of
the action and create images of such low quality that
only about six percent of footage is of a standard that
is permissible in court, and you can start to build a
somewhat better picture of the problem that most
CCTV systems are currently facing.

The first task is to solve the basic problem of
quality. This involves moving to digital cameras, which
capture a much more detailed image. There are other
benefits to digitalisation too. Digital CCTV cameras
can be networked together, unlike analogue units that
require a dedicated cable, and the image cafralso be
transmitted over much greater distances —
in fact, anywhere via the Internet if there is sufficient
bandwidth. Analogue images are restricted to a
transmission distance of around 175 kilometres
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without additional, and expensive, technology. Digital
does carry a price premium, but this will undoubtedly
diminish as production volumes increase.

With that resolved, we now turn to the problem of
relying solely on people to monitor a potentially large
number of screens, possibly in addition to handling
other tasks. How do we solve that? More people is
one option, but an expensive one that still doesn’t
overcome the problems of fatigue, distraction and the
natural limitations of human observation. So we come
to technology once again, in the form of an innovation
called Video Content Analysis (VCA).

The concept is simple. Digital video data is just
that: data. As such, it can be processed, analysed
and interpreted by computers at a speed that now
makes it just as quick as the human brain, only more
reliable. In reality, it works by analysing the video
according to a set of pre-defined rules that, if broken,
trigger an alarm that draws the event to the viewer’s
attention (or logs it for later review). For example, the
system could be configured to monitor an airport
walkway, reporting an object that remains motionless
for a prolonged period as a possible unattended
bag. Using VCA, the system eases the pressure on
the viewer, enabling them to focus more intensely on
specific areas and compensating for their inevitable
lapses in concentration.

Of courseg, this is still no substitute for the human
brain. VCA cannot, for example, recognise and
track a particular individual, nor can it detect which
individuals are in a group. Shadows, reflections or
phantom shapes that are interpreted as people can
generate false alerts, but then these can be quickly
discounted by the viewer. It still requires the human
eye to make the final judgement but, by sorting
through much more information than the human brain
can possibly process, VCA greatly increases the
chances of detection.

Is it a panacea? Almost certainly not. Nor does
it resolve the complex social, ethical and political
issues surrounding the widespread deployment
of CCTV. What VCA does offer is a more effective
and potentially less intrusive route forwards for
surveillance technology.

When the pilot study is concluded, it will be
possible to begin to assess the impact upon safety
and security as well as to gain an insight into the
perception of the public, enabling organisations to
look at using CCTV as a more proactive method of
crime prevention — and then we could start to see
some of that early promise becoming reality.

NEW TECHNOLOGY TRIAL: RAIL INDUSTRY
TAKES A NEW LOOK AT CRIME PREVENTION

One of the largest rail operators in the UK is
conducting a pilot implementation of VCA to assess
just how the technology could make the railways more
efficient and a safer place for staff and for customers.
This innovative trial is the most public deployment of
VCA to date and represents a ‘test case’ for the use of
this advanced surveillance technology.

The transport sector has traditionally been beset
with more than its fair share of security responsibilities
and volatile issues, making it a particularly suitable
environment to trial the new technology. Aside from
the implications of publicly-accessible property, vast
amounts of company-owned land (often with public
rights of way), assaults on staff, antisocial behaviour
and the terrorist threat, the National Rail system is
faced with the challenge of modernising quickly. The
financial year 2006/07 saw National Rail conduct
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over 1.1 billion journeys — a rise of 7 percent on the
previous year.

And yet, faced with these comprehensive security
challenges, there is little or no room for error in the
competitive rail franchise market. The disruption
caused by a suspect package, for example, is
something many commuters will have experienced.
Public safety must always remain paramount, so
where can the rail industry find the compromise to
maintain it, as well as keep a high level of customer
service and minimise disruption?

|
“Video Content Analysis (VCA) takes CCTV monitoring from
the technological dark ages, where it frequently placed
so heavy a burden on the operator that it became almost
counterproductive, relaunching it as an effective method of
safety and security surveillance. VCA does what technology
should, empowering the operator and relieving them of much
of the mundane work so that they can concentrate on the
tasks that people do well.”
Will Hyams

In the trial, the station announcer also has the
role of security attendant. It does not require much
analysis to see that these two roles do not fit together
seamlessly. Installation of a VCA system provided
additional information, live feeds and access to stored
footage, meaning that the announcer was able to
attend to other tasks unless the system flagged up an
alert that required attention.

Running the system on the existing CCTV
infrastructure was not without its problems. The extra
requirements that VCA adds means that cameras
already poorly located become almost useless, as
do those that are poor quality. A camera pointing
into bright light, for example, or with obstructions to
certain areas, will not make a satisfactory transition to
the new system, so adjustments are required.

The data flow from each camera is not to be
underestimated either. A single camera can output
as much as one terabyte of data every 28 days. This
trial uses eight cameras over a six-month period and
could generate as much as 48 terabytes of data. As
well as carefully managing bandwidth and encryption
issues when the system is recording live, the remote
data centre must also securely store and implement
resilience methods. {(

Protecting the data recorded during this trial is
absolutely paramount to protect the rights of those
using the station. There have been cases of security
footage finding its way out of the secure area and,
in one extreme case in China, onto YouTube, with
predictable consequences.

The three analytics chosen for this trial represent
some of the key issues facing rail industry security:
tripwire, loitering detection and left object. Zones
and lines are drawn on an image of the camera
scene with a rule-creation tool. The VCA software
then tries to classify collections of shapes within the
video stream as people, vehicles or
other objects.

A A

Will Hyams

A member of the Atos Trends
Institute within Atos Consulting
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innovation services for business
and the research and analysis of
emerging technological, business
and social trends. Will co-ordinates
cross-sector innovation events
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a number of internal initiatives.
Having a background in linguistics,

The results of the trial are keenly awaited, as they Will is particularly keen to focus on
aspects of communication in the

will provide valuable data about the improvement in '
. . X workplace that will be transformed
detection over the previous system and will allow other  yrouqn technology advances in the

potential users to see just what VCA has to offer. coming years.
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SUSTAINABLE

HOW BUSINESSES CAN TURN SCEPTICISM INTO A
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COMMERCIAL ADVANTAGE BY PROVING THAT THERE’S
MORE TO THEIR SUSTAINABILITY CLAIMS THAN JUST

MARKETING HYPE.

essential part of the corporate toolkit but, with

many customers now asking for more than just
statements of intent when it comes to a company’s
green credentials, isn’t it time for a more systematic
approach to delivering the sustainable agenda?

IT can play a key role in helping to reduce the
environmental impact of an organisation, but much
of the early promise has failed to translate into
measurable results. However, with a recent survey
revealing that one in five vendors makes an effort to
select goods and services that have a lesser impact
on the environment than the alternatives, businesses
now have the opportunity to turn what was once
perhaps just corporate altruism into a significant
marketing opportunity.

The first challenge for any business is to find a way
of quantifying the benefits of its actions. It’s all well and
good putting in place a new initiative or claiming to
have reduced energy consumption, but the imperative
today is to turn this into facts and figures. The IT
resources that are so essential to corporate efficiency
are also amongst the most power-hungry, greatly
adding to the carbon footprint of the organisation. So,
for management, it’s essential to establish accurate
measurements that can be used to gauge progress
against the company’s targets. For example, just how
much energy is being saved by your new data-centre?
What is the reduction in carbon footprint that has been
achieved by the installation of low-power PCs? In
short, what’s the payback?

Fortunately, many of the major manufacturers
have already made a move in this area and provide
useful data regarding the energy consumption of
their systems. It’s a good start that allows you to
assess the progress that your business is making
when it comes to the environgnent but, to really
stand out from the crowd, yoll negd to put in
place a comprehensive strategy of improvement,

easurement and review that takes a complete view
ros§your entire busines

Wheniit comes to measuring the miain areas of
influence any business has it mal helg'to divide

| || n\‘
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E nvironmental and ethical policies may be an

it into four categories: direct, indirect, associated
and out of scope. These measures allow you to
identify the places where you can achieve the
greatest ROl and focus your resources accordingly.
At the same time, by providing a picture of your
company’s peripheral impact, it also enables you
to complete the circle of sustainability by engaging
with third parties, such as suppliers and customers,
enabling you to develop a more flexible strategy
based on an holistic approach to ethical and
environmental policy.

S0 HOW DO WE DEFINE THOSE FOUR CATEGORIES?
Direct area of influence

This is the immediate impact that your business activity
has on its surroundings. Obvious measures include
energy consumption, waste generation and levels of
recycling. Attacking the direct issues is the starting
point for most organisations and many have already
made significant inroads in this area. However, it's easy
to become complacent by simply putting a number of
measures in place and then forgetting about them. To
remain ahead of the competition, your internal policies
should be under continual review.

Indirect area of influence

This covers those areas of activity that, whilst not
directly concerned with your business, nevertheless
are an essential component of your product or
service provision. For the most part, this is your
supply chain and, working in partnership with your
suppliers, you should seek to optimise the efficiency
of your purchasing and delivery processes. Of course,
this makes sense from a business perspective

too, delivering benefits in terms of cost-saving and
improved delivery times.

Area of associated influence

This area is much hardefito manage. What are

your customers doing tojfeduce the impact of their
activities”? How about youremployees? Before
dismissing this as too broad'a goaljicensider the
possibility of endaging wit r customagys to discuss
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is where overall strategy starts to have an impact:

for instance, in the energy efficiency of own and
partner products (for example, an electronics firm
providing low-emission televisions for the expected
four billion viewers of the Olympic Games) or through
the longer-term green benefits of sustainable
consultancy tackling the ‘bigger picture’ of corporate
environmental impact.

Those broad categories are not definitive, instead
acting as a starting point or baseline upon which to
build a credible and practical sustainable business
strategy. To see how it translates into the real world,
let’s look at how these principles are guiding the
delivery of a project that exists under the microscope
of media and public scrutiny: the Olympic Games
(see below).

There are a number of technological innovations
that can help improve a company’s performance
in these areas. For instance, the emergence of
communication and collaboration as a method of
remote working will also alleviate some of the travel
requirements for many businesses — along with
intelligent transport systems and utility networks
that can even address areas of influence outside the
scope of the organisation.

Organisations should seek to embed innovative
policies within their day-to-day business practices,
supporting them with a set of measurable criteria that
can be targeted and assessed. By defining, building
and operating an enterprise-wide set of sustainable
practices, a company can transform its approach and
build a long-term, profitable strategy that will deliver
its commercial goals within the framework of the new
sustainable agenda.

The pressure is now on for businesses to start
showing the substance behind their claims. It's a
challenge, but it’s also an opportunity for innovation,
and those businesses that win the integrity battle and
emerge as front-runners in the new race will leave
their less-than-green competitors green with envy.

GOMG FOR GREEN GOLD: ATOS ORIGIN AT THE
OLYPIC GAMES

Atos'Consulting’s parent company and global IT
supplier, Atos Origin, has been the Worldwide IT

Partnerof the'®@lympic Games singe 2004. In this role,

the company le 2 selection of Major Gompanies
that delivers the'entire IT solution for the ©lympic
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“London 2012 is billed as the low-carbon Games and
sustainability is a key theme for the event — not just green but
also economic and social. For example, local regeneration is
a key theme, ranging from the conversion of the Olympic Park
into a green space to the regeneration of east London. Our
challenges vary from exploring the potential legacy use of the
data-centre that will be set up for the Games to encouraging
public support via, for instance, a carbon calculator to

demonstrate the advantages of using public transport.”
Derek Ward — Executive VP UK Markets with responsibility for London 2012 and Sustainability

The goal for London 2012 is to measure
the direct, indirect and associated levels of
carbon generation and seek to deliver tangible
improvements. One example of how carbon
emissions will be reduced is the launch of the
Remote CIS (Commentator Information System) by
Atos Origin which will be in place for the first time
in Beijing, enabling journalists and commentators
to access the information remotely, thus removing
the need for some of them to travel to the various
competition venues in many instances. Other
actions include work to optimise the technology
infrastructure and configure it in a sustainable way,
along with improvements that could be delivered by
using low-energy data-centres, as well as placing an
emphasis on public transport (2012 is also the public
transport Games) and by focusing on a sustainable
supply chain across the construction and operation
of the Games.

In an interesting development, 2012 may also
provide an ideal opportunity to deliver improvements
outside the scope of most projects. For example,
with an audience of billions, Olympic sponsors are
already in the process of launching low-energy,
low-emission products or services as a catalyst to
promote their use across the world.

If London 2012 can successfully deliver a
measurable reduction in carbon emissions, along
with some of the othé@r social and economic benefits,
it will serve as a;mod@| of how organisations can
bring together the diff@rent values of service, profit
and sustainability to ually beneficial effect, finall
delivefing the promiseOf sustainable business.
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