
Sustainability  
Futures 



02

02 03

CEO : Trevor Hardy
Co-founder : Chris Sanderson
Co-founder, LS:N Global editor-in-chief : Martin Raymond
Senior partner, chief growth officer : Tom Savigar
Business development director : Cliff Bunting
Editorial director : Tim Noakes
Head of strategy : Nikki Austen
Foresight editor : Steve Tooze
Report leads : Rachael Stott

LS:N Global editorial art director : Hannah Robinson 
LS:N Global insight editor : Daniela Walker
LS:N Global senior journalist : Maks Fus Mickiewicz, Peter Maxwell
LS:N Global visual trends analyst : Aleksandra Szymanska
LS:N Global video journalist : James Maiki
LS:N Global video editor : David McGovern
LS:N Global visual trends researcher : Jessica Smith, Rachael Stott
LS:N Global journalist : Josh Walker
LS:N Global junior journalist : Rhiannon McGregor
LS:N Global picture researcher : Holly Friend
LS:N Global correspondent : Jonathan Openshaw

Strategic insight director : Philippa Wagner
Strategic research director : Sebastien van Laere
Strategy directors : Rachele Simms, Meredith Smith, Rosanna Covacich
Strategists : Emilie Riis, Olivia Stancombe
Strategic researchers : Victoria Buchanan, Karli-jade Fontiverio-Hylton
Researcher : Amy Nicholson

Senior events manager : Philip Franklin-Slattery
Production planner : Madeleine Watts
Senior sub-editor : Ian Gill
Sub-editor : Jon Billinge
Junior designer : Queenie Wong
Creative artworker : Neil Rees
Creative consultant : Lucinda Chua
Visual researcher : Amy Sellers

The Future Laboratory :
26 Elder Street, London E1 6BT, UK 
Phone: +44 20 7791 2020
Email: office@thefuturelaboratory.com 
thefuturelaboratory.com 

The Future Laboratory is one of the world’s foremost trend forecasting, consumer insight 
and strategic innovation consultancies. Through its online network LS:N Global, it speaks 
to clients in 14 lifestyle sectors on a daily, weekly and monthly basis. 

Contact : For further information on all our services please contact laurajane@lsnglobal.com 
or call +44 20 7186 0776. You can also join the conversation in our LinkedIn group,  
The Future Laboratory, and follow us on Twitter @TheFutureLab. 

LSNglobal.com 

Since it was founded in 2001 The Future 
Laboratory has grown to become one of the 
world’s most renowned futures consultancies, 
and has worked with more than 1,000 
brands in 37 countries from offices in 
London, Melbourne and New York.

The Future Laboratory offers a range of services, 
from foresight to inspiration to strategic advice 
and activation. At our core is a global team who 
continually research, analyse and document the 
new and the next, and set out the implications 
for organisations across 14 industry sectors. 
Our strategy, innovation and creative teams 
help our clients to explore probable, possible and 
preferable futures to harness market trends, 
understand and adapt to emerging consumer 
needs, position their businesses for success 
and keep them ahead of their competitors.

About Us
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Every day, Dell EMC combines technology 
with innovation to make a positive social and 
environmental impact, building a Legacy of Good 
(#LegacyofGood). We are committed to putting our 
technology and expertise to work where it can do 
the most good for people and the planet, making 
possible today what was impossible yesterday.

This year we planted our one-millionth tree 
to offset carbon emissions and restore natural 
animal habitats. We have also pioneered a new 
breakthrough in our sustainable packaging — 
using ocean plastics for protective laptop trays, 
repurposing more than 16,000 pounds of plastics 
from waterways, beaches, rivers and coastal 
areas. Our take-back programmes, which enable 
customers to return obsolete electronics to Dell 
when buying new technologies, have made Dell 
the largest recycler of e-waste in the world, 
with services in 83 countries and territories.

We continue to work in close partnership 
with our customers to help meet their 
responsible business goals. 

Steven Goddard, senior consultant, 
Dell EMC Consulting

Partner Foreword
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But this approach is no longer 
viable. We are at a crossroads 
in how we tackle long-term 
challenges, with the leader of the 
free world openly discounting 
climate change and calling for 
America First (read: bottom 
line first). This highly visible 
u-turn in global leadership has 
left consumers looking to the 
corporate world for answers. 
According to Havas Worldwide, 
65% of consumers now believe 
that business is as responsible 
as government for driving 
social change, and younger 
generations are increasingly 
keen to support brands that are 
socially conscious. According 
to the Masdar Institute, 46% of 
Generation Z have spent more 
on a sustainable brand and 31% 
have actively boycotted a brand 
for unsustainable practices. 

Luxury group Kering has led the 
way on sustainability. ‘Kering’s 
approach to sustainability is 
all about the vision becoming 
operational within the company. 
‘It is something concrete in 

Sustainability is like an iceberg, with most 
businesses only willing to engage with the 
tip that appears above the water. It has long 
been something nice to have, and often used 
as a communication strategy to greenwash 
nefarious activities or as a box-ticking exercise 
in corporate social responsibility (CSR). 

our processes and our way of 
thinking,’ explains Marie-Claire 
Daveu, chief sustainability 
officer and head of international 
institutional affairs at Kering. 
‘There is no contradiction 
between profitability and 
sustainability, and there is 
no contradiction between 
sustainability and luxury 
either. For us, sustainability is 
a powerful driver of innovation 
and can be very sexy.’ 

One such sexy innovation was 
the recent collaboration between 
Kering-owned Gucci and closed-
loop fabric firm ECONYL for the 
£9.6bn ($12.7bn, €10.7bn) brand’s 
outerwear collection. A less sexy, 
but perhaps more profound one, is 
the fact that all Kering executives 
now have sustainability targets 
linked to their personal bonuses. 

Looking beyond the world of 
fashion, this report focuses 
on uncovering the business 
opportunities and best practices 
that can take your business 
below the waterline of the 

sustainability iceberg. Business 
leaders are now recognising 
that, in the words of Daveu, ‘the 
next generation has understood 
that not doing sustainability 
is not an option. It is no longer 
a choice’. Instead of looking at 
sustainability as a nagging 
conscience, we will explore how 
it can be brought into the heart 
of your business, driving positive 
commercial change from the core.

Jonathan Openshaw, report 
author and LS:N Global 
correspondent

Overview

OPPOSITE PAGE:

DUTCH INVERTUALS HARVEST 
EXHIBITION. CAMPAIGN IMAGE BY 
LONNEKE VAN DER PALEN

You will discover 
solutions that 
will create a more 
future-focused 
fashion industry.



PRE-SPRING/SUMMER COLLECTION 
BY MARTINE JARLGAARD

Value Shifts

CSR is no longer 
enough

Brands once offered an 
exciting counterbalance to the 
institutions of government and 
mainstream media, driving 
youth culture forwards and 
inspiring popular movements. 
No longer. According to a study 
by Ipsos Connect for Trinity 
Mirror, 70% of consumers no 
longer trust advertising and 
42% distrust brands in general.

And yet, despite this stance, 
consumers are also aware of 
brands’ commercial weight. 
Another survey conducted in 
the US this year by McCann’s 
Truth Central unit found that 
84% of consumers believe 
brands have the power to 
make the world a better place, 
while 48% said they needed 
a strong identity and a clear 
role. There is evidently interest 
in brands that are willing to 
take a more active role, but 
many companies are paralysed 
by doubts about how best to 
do this. ‘The rate at which 
we continue to produce and 
consume outweighs any progress 
that businesses have made in 
terms of sustainability,’ says 
Renée Cuoco, manager of the 
Centre for Sustainable Fashion.

Showing how it is possible to 
go beyond paying lip service to 
CSR, drinks brand Brewdog 
recently announced plans to 
donate 10% of profits to staff 
and 10% to staff-selected 
charities over the next seven 
years, putting it on track 
to donate more than £45m 
($59.4m, €50m) and making it 
the largest community-driven 
charitable donation ever. 
‘Outdated CSR policies have 
zero consideration for their 

real-world impact, existing 
merely for the purpose of an 
oversized check and an awkward 
photo shoot,’ says James Watt, 
co-founder of Brewdog. ‘This 
is a call to arms for businesses 
to democratise the impact that 
their charitable contributions 
can have on their community, 
their people and the world.’

Demand for extreme 
transparency 

Scandals across the corporate 
world have left consumers with 
a lingering sense that brands 
are trying to hide something. 
If there is one thing a digital 
native hates it is withheld 
information. Some 94% of 
consumers say they are likely 
to be loyal to a brand that 
offers complete transparency, 
(source: Label Insight). 
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KENZO AUTUMN/WINTER 2017 PRINTS 
CAMPAIGN BY TRAUM

‘They have a very personal 
understanding and engagement 
with sustainability, so it lies at 
the centre of their design ethos. 
This is often lacking in bigger, 
established businesses working 
to embed sustainability.’

The need for long-
term planning 

According to McKinsey, short-
term planning is crippling our 
growth potential, and the value 
unlocked by implementing long-
term planning could be worth 
£2.3 trillion ($3 trillion, €2.5 
trillion) by 2025. The political 
lurch towards nationalism and 
localism across the Western 
world in 2016 shows we have 
taken a step backwards on 
key long-term issues, however, 
and consumers are following 
their governments’ lead. About 
half of US households with 

Fashion is one sector that has 
traditionally struggled with 
transparent practices, and 
none of the largest 100 global 
fashion brands scored above 
50% for their transparency on 
their social and environmental 
policies, practices and impact 
(source: Fashion Transparency 
Index). Similarly, in the food and 
drink sector, only one-quarter 
of consumers say they trust food 
labels (source: Label Insight).

Independent designers such 
as Martine Jarlgaard, who 
uses blockchain technology to 
promote trust in her collection, 
are leading the way. ‘It’s often 
students who are engaged with 
new production and processing 
technologies, developing or 
applying innovative materials, 
working with alternative 
business models or promoting 
activism,’ says Cuoco. 
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MANIFATTURA BULGARI BY OPEN 
PROJECT, PIEDMONT

adults aged 55 and over 
have no retirement savings 
at all (source: Government 
Accountability Office).

‘Most companies are still 
focused on the relatively 
short term, on the next 
quarter’s numbers,’ says 
David Symons, UK director of 
sustainability for consultancy 
WSP Parsons Brinckerhoff.

This opens up an opportunity 
for business to lead the way, 
which is arguably happening 
best in the technology sector, 
where Microsoft, Amazon, 
IBM, Google and Facebook 
have created the Partnership 
on Artificial Intelligence to 
Benefit People and Society 
(PAIBPS). Overarching 
common goals help businesses 
to break away from the 
tyranny of quarterly reports, 
and that is where true 
long-term innovation lies.

THE TRASH ISLES BY MARIO 
KERKSTRA AND LADBIBLE
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THE LEGAL STATUS OF ICE BY IRENE STRACUZZI VISUALISES THE CURRENT 
ARCTIC BORDER DISPUTE BETWEEN FIVE ARCTIC NATIONS



CYANOMETER BY MARJAN VAN AUBEL, 
WHICH HARNESSES SOLAR ENERGY 
FROM THE SUN, WAS A WINNER OF 
A SWAROVSKI DESIGNERS OF THE 
FUTURE AWARD 2017, BASEL

STATION F, PARIS

OPPOSITE PAGE:

MUSIC MATTERS INITIATIVE BY 
SELFRIDGES SUPPORTS THE 
STRUGGLING MUSIC SCENE IN THE UK

Embattled by the legal and 
political backlash faced by 
all sharing economy brands, 
Airbnb has understood the 
power of civic action. Working 
with the International Rescue 
Committee, the home rental 
site launched Open Homes as a 
platform to provide emergency 
housing to 100,000 displaced 
people over the next five years. 
‘In the past, it was difficult 
for people to open up their 
home to someone in need,’ 
says Joe Gebbia, co-founder of 
Airbnb. ‘Now, using Airbnb’s 
core competency is easy for 
anyone who has a spare room 
or apartment, and wants to 
connect with relief organisations 
and play a small role in tackling 
this global challenge.’

Pressure to be 
civic-minded 

The breakdown in brand trust, 
combined with a demand for 
greater transparency, means 
the CSR tactics of old are no 
longer adequate. Consumers are 
looking for genuine leadership 
and national governments 
are shrinking from the 
responsibility, doubling up on 
rhetoric and protectionism. 

Brands have an opportunity 
to lead the way here. 
According to a study by Cone 
Communications, 91% of US 
Millennial consumers would 
switch to a brand that they 
associate with a positive cause, 
while 60% of Generation Z 
expect brands to take on 
causes that they believe in 
(source: Future/Cast).
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‘In the past, it was 
difficult for people to 
open up their home 
to someone in need.’

Joe Gebbia, co-founder of Airbnb



Take-outs 

:  Engage Generation Z. 
Commission alternative 
creatives to design an 
aesthetic that brings 
creativity and ethics 
together, and goes beyond 
offering recycled stories

:  Be culturally relevant. 
Communicate sustainability 
in a fun, relevant and honest 
way by making content 
engaging and easily shareable

:  Make the connection 
clear. Showcase how your 
sustainability initiatives 
affect consumers’ daily lives 
and demonstrate how your 
brand can make a difference

Each month, customers’ bank 
statements break down the 
environmental impact of their 
spending using the Åland Index, 
with suggestions of ways to 
offset their carbon footprints.

The Chrome browser extension 
DoneGood provides ethical 
alternatives while shopping 
online; for example, while 
browsing for Levi’s a tab 
may pop up suggesting 
DL1961 as an alternative.

Future Strategies: 
What Needs to 
Happen Next

Find a new visual 
language

The idea might seem shallow, 
but sustainability needs to be 
rebranded. Good causes should 
not have to be sexed up, but the 
reality of our visual-first world 
means that to gain traction, you 
need some visual pulling power. 
To attract younger consumers 
who may have been turned off 
by overly-worthy campaigns 
around environmentalism in 
the past, brands need to develop 
a new way to communicate.

‘Sustainability is about 
optimism, not about making 
people feel guilty,’ says Seetal 
Solanki, founder of material 
research consultancy Ma-
tt-er. ‘We need a change in 
direction towards a vision that 
is uplifting for the future,’ 
agrees Wendy Plomp, curator 
of design collective Dutch 
Invertuals. ‘Designers can work 
with sustainability without 
being eco, green or boring.’

Instead of rallying around hemp, 
earthy tones and veganism, 
young designers are using 
technology to drive engagement 
in social issues. Design brand 
Finsa recently worked with 
Dutch collective Envisions to 
create a virtual reality-enabled 
experience that allowed visitors 

to imagine a sustainable factory 
of the future. Working with 
designer Pamm Hong, The 
Future Laboratory created 
the Open exhibit earlier this 
year, which presented a brand’s 
ethical and environmental 
credentials as visual organisms. 
Meanwhile, Swedish apparel 
brand Monki has highlighted 
its commitment to 100% 
recycled or sustainably sourced 
materials by 2030 with a 
tongue-in-cheek campaign based 
around a Lazy-Eco hotline. 

A word of warning from Kering’s 
Marie-Claire Daveu, however: 
‘The priority in sustainability 
is to act, not just to have a great 
communication strategy.’ A 
new visual language is clearly 
needed, but make sure you 
can back it up with affirmative 
action and demonstrable change. 
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KUNGSBACKA BY IKEA AND FORM  
US WITH LOVE, STOCKHOLM
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DONEGOOD GOOGLE CHROME EXTENSION

WOOD IN PROCESS BY ENVISIONS 
AND FINSA

Facilitate 
sustainable 
spending

A recent survey by Weber 
Shandwick found that 39% 
of consumers would choose 
not to buy a product if they 
disagree with the values of 
the company that makes it, 
even if they might otherwise 
prefer it. This is not to say that 
consumers always make these 
ethical decisions at the point 
of purchase, however, where 
they may not have the time 
or inclination to complete due 
diligence. This is leading to new 
digital tools that help shoppers 
evaluate the sustainability of 
their purchases and provide 
more ethically viable options.

Financial firm Aspiration 
has created a tool within 
its mobile banking app to 
encourage spending with a 
conscience. The firm analyses 
data points of thousands of 
businesses to generate an 
individual Aspiration Impact 
Measurement (AIM) score. 
In a similar vein, the Bank 
of Åland has developed its 
own sustainable index, which 
calculates the carbon footprint 
of every card transaction. 

39% of consumers 
would choose not to 
buy a product if they 
disagree with the 
values of the company 
that makes it

Take-outs 

:  Create shortcuts for 
consumers. Use your 
retail communications 
to enable consumers to 
see the environmental 
impact of their spending 
and provide guidance at 
the point of purchase

:  Upgrade your digital tools. 
Use AI data to evaluate the 
sustainability of consumers’ 
purchases and respond with 
useful recommendations 
and solutions

:  Position your business as an 
ethical alternative. Prioritise 
sustainability in your long-
term innovation strategies 
across your product portfolio 
to create a realistic road map 
for future sales seasons



partnership. New electric 
transport start-up Char.gy has 
been working with Richmond 
Council in London to allow 
consumers to recharge their cars 
by connecting to lampposts. The 
vision is that cars will become 
mobile batteries for storing 
power from the national grid. 

A similar mindset lies behind 
Ikea’s recent collaboration 
with Solarcentury, providing 
batteries that can store surplus 
energy produced by Ikea’s solar 
panels. Although prices start 
at £3,000 ($3,958, €3,340) Ikea 
estimates that users could 
save £560 ($739, €623) a year 
in energy costs. In the wind 
power market, start-up Inspire 
has created a monthly flat 
rate subscription service that 
helps to boost the proportion 
of renewable wind energy used 
on the national grid. By buying 
Renewable Energy Certificates 
(REC) for every megawatt-hour 
used, Inspire helps to bolster 
the wind energy market.

Transform 
infrastructure

A big gap is developing between 
technological innovation 
and infrastructural support. 
Private companies are waiting 
in the wings with products 
and services they hope will 
change the world, but urban 
infrastructure and government 
legislation haven’t caught up. 
This is leading to the next 
step in Civic Branding, where 
companies are working with 
urban planners, politicians and 
legislators to support change.

The utilities market in 
particular is being disrupted by 
this approach to public-private 
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PASSAGES BY PANTER & TOURRON 
VISUALISES THE TRANSITION OF 
THERMAL ENERGY

Develop conscious 
pricing

Brands are usually good at 
making sure consumers bear 
the brunt of any increase in 
raw material costs, but is the 
reverse true? Historically, 
brands have not passed on 
savings to the consumer as 
raw materials become cheaper, 
instead using these fluctuations 
to boost their bottom line. 

Always an innovator in 
transparency, Everlane 
announced a new conscious 
pricing programme to tackle 
this in-built injustice in late 
2016. The prices in the cashmere 
market fluctuate far more 
than that in other materials 
such as cotton, so instead of 
setting prices as a market high, 
like other brands, Everlane 
has introduced an algorithm 
that passes on savings. This 
is combined with other online 
tools that show the cost of raw 
materials, production and profit 
margins for each item listed. 

Wasteless is a new US 
supermarket that operates 
a pricing system based on 
numerous variables, including 
how fresh the produce is. This 
dynamic pricing is driven by 
artificial intelligence that 
evaluates 43 variables from 
supply to location and holiday 
periods. ‘Dynamic pricing is 
used daily when booking a 
flight, a hotel or an Uber, so 
there is no reason why our 
groceries should be different,’ 
says Ben Biron, founder and 
COO of Wasteless. ‘It saves our 
planet by significantly reducing 
food waste at the retail level, 
which accounts for 40% of the 
world’s total food waste.’
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WASTELESS, US

YAR BIRKELAND ZERO-EMISSIONS SHIP 
BY YARA AND KONGSBERG

Private companies 
are waiting in the 
wings with products 
and services they 
hope will change 
the world.

Take-outs 

:  Strive to make the world 
a better place. Create 
democratic, transformative 
solutions that put 
sustainability into practice 
for the many, not the few

:  Push the boundaries of your 
business. Collaborate with 
companies that deal with 
infrastructure to develop 
product briefs that capitalise 
on, complement and challenge 
your brand capabilities

:  Communicate the monetary 
benefits of engaging with 
sustainability initiatives. 
Value-driven consumers 
will respond positively to 
sustainable solutions if 
brands communicate the 
savings they could make

Take-outs 

:  Consider adopting a dynamic 
pricing strategy. Rethink 
your sales season to reflect 
a more conscious and 
positive attitude towards 
the value of your products

:  Enable smart saving. Use 
algorithm technology 
that takes real-time data 
regarding changes in market 
conditions, from location 
to holiday periods, into 
consideration, and pass 
savings on to the consumer

:  Be unapologetically 
transparent. Open up your 
supply chain to enable your 
customers to learn more 
about your products, and 
enable your business to 
anticipate the impact of 
their next key purchase

‘Dynamic pricing 
is used daily when 
booking a flight, a 
hotel or an Uber, so 
there is no reason 
why our groceries 
should be different.’

Ben Biron, founder and COO  
of Wasteless
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WE ARE ENERGY DESIGN FOR UK PAVILION BY 
ASIF KHAN, ASTANA EXPO 2017, KAZAKHSTAN



Repackage 
your product 

The days of being able to act 
with impunity in packaging 
your product are numbered. 
Recent campaigns such as 
that by the UK Recycling 
Association have shamed 
brands such as Pringles 
for their difficult-to-recycle 
packaging, leading to a social 
media outcry and boycotts. 

Dutch fruit and vegetable 
supplier Nature & More has 
teamed up with Swedish 
supermarket ICA group 
to eliminate plastic labels 
forever. Using a laser mark 
to label products such as 
avocados and sweet potatoes, 
they use 1% of the carbon 
emissions needed to create a 
comparable sticky label, and 
ICA estimates it will eliminate 
200km of plastic labels from 
avocados alone in 2017. 
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FITZROY PREMIUM NAVY RUM  
BOTTLE STOP

The next generation of designers 
is also taking up the cause. 
Central Saint Martins graduate 
Maria Kurian has developed 
a range of short-use products 
made of rice starch and gelatin 
that degrade at variable speeds 
depending on required usage 
time. MIT’s Tangible Media 
Group has gone a step further 
and engineered flat-pack pasta 
that will only take its final 
form when water is added, 
which means the usual 67% air 
volume in dried pasta is all but 
eliminated, radically reducing 
transport volumes and costs. 

We are used to thinking 
of packaging as having a 
negative effect on world eco-
systems, but some designers 
are investigating how it can 
have a positive impact. Fitzroy 
Premium Navy Rum uses plastic 
harvested from the North Sea 
to make its bottle stoppers. 

ICA estimates it will 
eliminate 200km 
of plastic labels 
from avocados 
alone in 2017.

OPPOSITE PAGE:

SUPER-SYNTHETICS BY MARIA 
IDICULA KURIAN, LONDON

Take-outs 

:  Your packaging is as 
important as your products. 
Use innovative materials 
to make creativity a key 
differentiator for your 
brand and lead the ethical 
packaging revolution 
in your category

:  See waste as a resource. 
Repurpose waste material 
and integrate it into your 
future packaging design

:  Support positive processes 
that are fit for purpose. 
Engage with new production 
and processing technology 
partners to reduce waste and 
energy consumption, and 
speed up the rate at which 
your packaging biodegrades



Take-outs 

:  Buy less and care more. 
Teach consumers about 
the personal and planetary 
benefits of caring for products 
to enable them to prolong 
the life of their purchases

:  Explore the potential of new 
garment care technologies. 
Partner with eco-friendly 
dry cleaners and white goods 
manufacturers to explore 
new garment care solutions

:  Think about aftercare from 
the design stage. Research, 
develop and test materials 
that are less intensive when 
it comes to washing to ensure 
a lower carbon footprint

global e-commerce at Ralph 
Lauren, which has launched 
online fragrance company Phlur. 
‘As you would imagine, some 
botanically derived ingredients 
have a big environmental 
footprint. The product is good 
for you, but it causes undue 
harm to eco-systems.’

By combining laboratory-derived 
synthetics that have been 
carefully calibrated to boost 
skin health with some organic 
oils and all-natural botanicals, 
Phlur is able to avoid the trap 
of rejecting scientific innovation 
in its entirety. Another brand 
that has been gaining traction 
through this hybrid approach is 
Drunk Elephant, the cult beauty 
brand that regularly sells out at 
Sephora. It claims to disregard 
an ingredient’s synthetic or 
natural status in favour of 
assessing whether it is clean.

Tackle disposable 
consumption 

In a bid to address dated and 
damaging laundry habits, 
eco-conscious luxury brands 
are educating their customers 
on the benefits of prolonging 
the life of clothing. According 
to McKinsey, the number of 
garments purchased by the 
average consumer increased 
by 60% between 2000 and 
2014, and people tend to keep 
them for about half as long 
as they did 15 years ago.

Fashion platform Not Just A 
Label recently worked with 
appliance manufacturer AEG 
on the Care Label Project, 
introducing Don’t Overwash 
labels to 18,200 garments. 
Stella McCartney promoted 
a similar message in her 
Clevercare initiative, a series 
of infomercial-style videos 
and a microsite educating 
customers about the best ways 
to care for their clothes. 

According to a recent study 
by Plymouth University, each 
cycle of a washing machine 
can release more than 700,000 
microscopic synthetic fibres, 
which eventually enter rivers 

and oceans. Outdoor clothing 
brand Patagonia sells a 
filter bag designed to reduce 
the amount of microfibres 
released into the drain during 
a typical wash cycle. 

Dry-cleaner brand BLANC 
provides an eco-friendly 
alternative to the toxic 
carcinogens used by 
conventional dry-cleaners. The 
brand’s central London atelier 
uses sophisticated wet-washing 
equipment and biodegradable 
detergents, and has plans for 
three more stores across the city. 
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CLEVERCARE SERIES BY STELLA 
MCCARTNEY
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MOAB FRAGRANCE BY PHLUR, US

CARE LABEL PROJECT BY AEG  
AND NOT JUST A LABEL

Stop obsessing 
over synthetics 

It makes sense to equate all-
natural products with being 
environmentally friendly, 
but organics and all-naturals 
can put great pressure on 
delicate eco-systems. With the 
organic personal care market 
expected to reach £10bn 
($13.2bn, €11.2bn) by 2018, 
according to Transparency 
Market Research, few brands 
are challenging its long-term 
sustainability, however. 

A more measured approach 
is emerging that balances a 
desire for clean ingredients 
with the latest innovations in 
rigorously tested synthetics. 
‘There is a lot of misinformation 
in the marketplace that says 
all synthetics are bad and all 
natural-based perfumes are 
good,’ explains Eric Korman, 
former president of digital and 

‘There is a lot of 
misinformation in 
the marketplace  
that says all 
synthetics are bad 
and all natural-
based perfumes 
are good.’

Eric Korman, former president  
of digital and global e-commerce 
at Ralph Lauren

The number of 
garments purchased 
by the average 
consumer increased 
by 60% between 
2000 and 2014.

Take-outs 

:  Embrace advances in 
material design. Explore the 
positive sides to synthetic 
material development

:  Set a clean-first agenda. 
Consider how your brand can 
actively champion synthetic 
science and natural solutions 
as a combined strategy. 
This will require reframing 
your communications to 
support this strategy

:  Create new hybrid materials. 
Consider how synthetics 
solutions can make the 
rest of the production 
process more efficient and 
sustainable, such as products 
that perform better for 
longer, which can provide 
an answer to disposable 
consumption habits



WOOBI PLAY BY KILO FOR AIRMOTION 
LABORATORIES, PARIS

OPPOSITE PAGE:

BREATHE BY MINI LIVING AND  
SO-IL, MILAN

Google has been working 
with start-up Aclima to 
map out pollution levels in 
Oakland, California, over the 
past year, making a strong 
link between pollution and 
property prices. The hope is 
that a detailed pollution map 
could provide urban planners, 
designers and architects with 
a blueprint for future work.

Researchers are also creating 
products and technology 
that are ripe for commercial 
development, yet seldom 
leave the laboratory. The 
Royal Melbourne Institute of 
Technology (RMIT) has recently 
developed a photocatalytic 
paint that absorbs moisture 
from the air before turning it 
into hydrogen and oxygen. The 
former can be harvested as a 
clean fuel, tackling urban smog.

Breathe by Mini Living and 
architecture studio SO-IL 
explores one possible solution 
to the urban housing crisis. 

Build sustainable 
cities 

Humans are now a 
predominantly urban species 
and yet many cities seem 
hostile to human life. The 
World Health Organisation 
(WHO) claims that 92% of the 
global population live in places 
where air pollution exceeds its 
guidelines. Some government 
initiatives show promise, such 
as the Liuzhou Forest City in 
southern China, which will 
absorb almost 10,000 tonnes of 
carbon dioxide and 57 tonnes 
of pollutants per year thanks 
to the planting of 40,000 trees 
and almost a million plants. 
But as governments attempt to 
tackle sustainability on a grand 
scale, brands are also starting 
to support micro-initiatives 
that can make a difference 
to our urban experience.

025

Described as resource-
conscious living, the 5x10m 
living space across four storeys 
can house up to three people. 
This compact space is designed 
to fit flexibly between existing 
structures, using the kind 
of dead space that all cities 
have. ‘There is potential to 
create micro-neighbourhoods 
from this type of housing 
all over the world,’ says Oke 
Hauser, creative lead of Mini 
Living, who also hopes the 
project will highlight Mini’s 
principles of creative use of 
space and minimal footprint.

Take-outs 

:  Take a more active role to 
drive social change. Partner 
with local, community-
led organisations and 
stakeholders to shape 
the vision for a more 
socially responsible 
and sustainable city

:  Use your physical space to 
make an impact. Consider 
dead and flexible spaces, 
and integrate eco-conscious 
solutions, materials, 
products and technologies 
into your retail strategies 
and design plans

:  Support micro-initiatives. 
Collaborate with ethical 
start-ups that are tackling 
rising levels of pollution 
in urban spaces to bring 
products and services that 
will have a positive impact 
on the cities your brand 
operates in to market



The Sustainability Futures Report contains insights 
from The Future Laboratory designed to provoke 
innovative thinking and give you the confidence to take 
decisions today that will result in growth tomorrow.

From inspiration to strategic advice and activation, The 
Future Laboratory offers a range of services to help you 
harness market trends, understand and adapt to emerging 
needs, and keep you ahead of the competition. 

For more information, please contact: 

info@thefuturelaboratory.com  
or call +44 20 7186 0776. 

You can also follow our updates on: 

Twitter: @thefuturelab 
Instagram: @thefuturelaboratory 
LinkedIn: www.linkedin.com/company/the-future-laboratory 
Facebook: www.facebook.com/TheFutureLaboratory

www.thefuturelaboratory.com


