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SUSTAINABILITY IS MO RE
THAN ECOLOGY

Dr. Michael Notheisen

In 1972 the Club of Rome raised considerable
public attention with its report “The Limits to
Growth.” This has often been seen as the kick-start
of the ecology movement, and the reintroduction
and reinforcement of the sustainability concept.
But sustainability is much more than just ecology.
Beyond being based on a pillar of ecology, sustain-
ability also rests on a social and economical pillar.

For managers of a company, this translates not
only into environmental production and
distribution, but also how it impacts both the
society at large and, in particular, the lives of their
own employees. Lastly, the economic sustainability
of each action needs to be taken into account. This
can be, e.g., sustainability in project management
(discussed by Driving Growth Consultant Agnes
Stanislawski on page 2), sustainability in
optimizing costs (discussed by Driving Profit Vice
President Markus Heidrich on page 4),
sustainability in implementing market research
results (discussed by Driving Insights Research
Director Werner Steinbach on page 5), or
sustainability in marketing (discussed by our
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academic partner Prof. Ivens on page 8). Also in
this issue of excellence quarterly, and relate to the
topic of sustainability: Bernd Altpeter’s Column
(page 7), our Library News (page 9) and, last but
not least, in our Offices Around the World
segment, Robert Mitchel and Dennis Sones share
their insights.

Since this is our last issue for 2011, I want to take
this opportunity to wish you all a very Merry
Christmas and a happy and successful 2012!
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Number of the Quarter:

35%

The percentage of items from price lists, previously
agreed upon with suppliers, that are outdated
within 6-9 months due to the needs of companies
continuously advancing. This fact results in the
evaporation of a substantial amount of saving
potential. It is therefore essential to ensure
continuous and sustainable savings.

Burning Question of the Quarter:

HOW DOES ONE
ACCOMPLISH THE
SUSTAINABLE
IMPLEMENTATION OF
PROJECT RESULTST ON
YOUR OWN OR WITH
EXTERNAL SUPPORT?

At the end of any consulting project, extensive
knowledge and experience has been generated and
ultimately has to be implemented within the
organization.

To achieve the desired results in the long run, an
organization needs to implement project results in
a sustainable way. It is self-evident that continuous
work after project completion is essential, and that
project results need to be integrated in a sustainable
way within the organization, either by external
consultants or by the employees.

On one hand, employees should know their
business area and company better than external
consultants, and sooner or later the company’s
employees need to be responsible for the
continuation of the project. However, consultants
are typically subject experts, and ideally have
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experience from having already implemented
similar project results elsewhere.

What is your knowledge or opinion on this topic?
How would you approach this burning question?

Please join the discussion:
burning-question@driving-excellence.com

CONSULTING NEWS

Agnes Stanislawski
CONSULTANT, DRIVING EXCELLENCE

Sustainability in Project
Management Just another
Buzzword?

It takes exactly 0.17 seconds to get 95 million hits if
you search the web for “sustainability.” There are
sustainable corporations, sustainable cars,
sustainable shoes, mineral water, or even
sustainable crackers. And now there is “sustainable
project management?”

What do we mean when we talk about
sustainability in project management? In our
understanding, sustainable project management
means not just successful project management, but
rather an alignment of individual projects with the
overall aims and strategies of the organization.

Therefore, it should be understood as a translation
of organizational strategy into practical activities
and projects. Consequently, sustainable project
management has become a major driver of project
efficiency and effectiveness.

BUSINESS REALITTY

Often the reality of project management looks
somewhat different: It is often marked by ad hoc
actions, shifts of attention, focus or priorities, as
well as being under pressures of time and
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performance — not to mention the effects of a
multitude of parallel projects, dispersed teams,
conflicting aims, countless interfaces, or
communication and harmonization needs. To
manage all this, and to stay focused on that what
really matters, is a hefty challenge. That is why, all
too often, crucial operational and strategic tasks
fade into the background, disappearing in the day-

to-day routine.

A. Stanislawski, Consultant Driving Growth:
“Sustainable project management is one driver of
project efficiency and effectiveness.”

Of course, anybody familiar with this kind of
situation is also aware of such challenges as they are
constantly being reminded of the necessity of
taking them into account. But too often there is
nobody to really deal with such challenges and
overcome them. The reasons for this phenomenon
are as varied as the organizations themselves. First,
itis a lack of resources, then a lack of competencies
or, as often is the case, the implicit assumption that
somebody else will take care of it.

Irrespective of the underlying reasons, the effects
and impacts can be hazardous: The full potential of
success and opportunities are often left unexploited
or, even worse, crucial steps remain undone and
problems go unresolved or undetected for a long
time. As anyone who has ever dealt with project
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management knows, such problems tend to gain in
importance rather than disappear.

OUR SOLUTION

Acting as an interface between individual projects
and management, a project management office
(PMO) can precisely address these challenges by
institutionalizing their management.

The key benefits of a PMO if correctly executed are:

Clear and consistent alignment of individual
projects with the corporate strategy and goals
Real-time knowledge of project status — at the
push of a button

Reduction of information overload from
management and an increase of information
quality in terms of decision preparation and
transparency

Prioritization of projects according to the
current situation and long-term goals
Harmonized projects (e.g., reduced conflict of
aims, elimination of redundancies)
Avoidance of “out of sight, out of mind”
tendencies/practices

Management of ad-hoc actions, as well as long-
term projects

Clear responsibilities and accountability
Sharing and establishment of insights and
information throughout the projects

It does not matter whether the organization has 5,
10 or 20 projects going on, or whether the PMO is
run by one or five people. It is crucial to have clear
responsibilities plus the appropriate competencies
and resources made available to the PMO. And
since a PMO manager acts as a corrective — in
terms of structure, process and content throughout
all projects and hierarchical levels — it is essential to
have very high professional, methodological and
personal capabilities upfront. Moreover, it is
important that this position be held by a company
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employee to ensure accountability, ownership and
in-house acceptance.

We, as consultants, could and should take the role
of enablers, of interim managers, or simply actasa
sparring partner. We'll provide nothing more and
nothing less than what it takes to install the
necessary structure, processes and competencies
for a successful PMO, which in turn will ensure
consistency, efficiency, effectiveness, goal-
orientation and success within individual projects,
as well as throughout multiple projects - today,
tomorrow and the day after. That is what
sustainable project management is all about.

For more information please contact
agnes.stanislawski@driving-growth.com

CONSULTING NEWS
Markus R. M. Heidrich

VICE PRESIDENT DRIVING PROFIT

Sustainability- a central element in

optimizing costs

Our experience in optimizing costs shows that a
single procurement cost-reduction effort is
unfortunately just a harvesting of so-called “low
hanging fruits” — any significant savings potential
remains untapped. Only through securing
sustainability can long-term cost advantages be
achieved.

In the course of our various projects focusing on
optimizing costs, it has been our experience that a
single reduction in procurement costs is not
sufficient to create a lasting reduction of the overall
cost level. Instead, administrative processes need to
be adjusted or even introduced, among others, in
order to secure the sustainability of these projects.
Otherwise, the cost advantages evaporate within a
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very short period of time. This can be seen in the
following practical case examples.

After just six months, price lists had become
outdated and company requirements had
quickly migrated away from the agreed-upon
price lists. This resulted in only ca. 65% of all
order items being documented on these price
lists. For all other items, prices had been set over
the course of time based on supplier offers.

An audit of all supplier invoices in one quarter,
9 months after the fact, resulted in a price
difference of about 11% compared to the
agreed-upon price list. In this case, the

economic loss, extrapolated over one year, was
about € 650 k.

M. Heidrich, Vice President Driving Profit:

“A single procurement cost-reduction effort is
unfortunately just a harvesting of so-called “low
hanging fruits” - any significant savings potential
remains untapped. Only through securing
sustainability long-term cost advantages can be
achieved.”

Sustainability, in the true definition of the word “to
endure / to continue,” is only guaranteed when
optimization is not seen as just an item-by-item
activity, but rather the result of meticulous invoice
verification, continuous updating of price lists, and
the permanent scrutinizing of current
requirements from all operating departments.
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On one hand, all three facets of procurement —
strategic, operational and administrative — need to
operate in concert with the marketplace in order to

realize all potential savings. But further to that, they

also need to sustain savings in the long-term.

Driving Profit is, of course, happy to assist you with

this!

For more information please contact
Markus.Heidrich@driving-growth.com

CONSULTING NEWS

Werner Steinbach

DIRECTOR RESEARCH, DRIVING
INDIGHTS

Sustainability in implementing
market research results

Wasting resources is no longer accepted by
stakeholders and society. The demand for
sustainability is also an economic imperative to
maintain competitiveness. The value, in all its
facets, of products and services decides future
markets.

The principle of sustainability requires companies
to specify their relationship and obligation to their
customers. A proactive stance on this principle
requires a company to respect the needs, desires
and rights of its customers, and to provide the
highest levels of product and service values,
including a strong commitment to integrity,
customer satisfaction and safety.

Customers support such company behavior
through loyalty and long-term purchasing
commitment. They can choose to buy more
sustainable products or they can boycott products
with negative impacts, e.g., to the environment.
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How can market research contribute to this
responsibility?

IMPORTANCE OF HAVING RESEARCH-
BASED DATA

To get where you want to go tomorrow, you need
to know where you are today with respect to your
customers. How do they think, feel and act toward
your brand? The only way you are ever going to be
able to answer these questions is by doing research.

If you do not know who your consumers are, you
will not be able to reach them. You have to
constantly look for ways to improve the
understanding of your customers. Customer-
oriented strategies are the best way to avoid wrong
allocation of marketing and company resources.

W. Steinbach, Director Research Driving Insights:
“The best research could be a waste of time,
human resources and money if the findings cannot
be implemented.”

Driving Insights offers strategic market research to
improve the decision process through a better
understanding of customers and markets and
defining clear decision and action paths, while
applying the methodology most suited to the
specific product and the set of problems to be
analyzed.
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But, of course, research itself could be the reason
for “data garbage.” The causes for research evoking
“mountains of garbage” could be:

Bad communication and collaboration between
the different departments of a company which
result in uncoordinated briefings, and
outsourcing to research agencies which then
conduct parallel surveys or surveys with
overlapping topics.

Numerous sets of data are already available
from former surveys or secondary sources. It
would be a waste of resources to repeat that
research or parts of it.

Improperly formulated briefings or research
designs could produce the wrong answers to
your questions.

Standardized methods could be useless if they
are answered too superficially.

Greatest waste of resources appears when
research findings are not implemented and
translated into actions but instead only wind up
in the archives.

Based on our experience, Driving Insights proposes
the following to improve sustainable performance
and reduce needless research costs:

“Do not boil the ocean!” Use data that is already
available. Buy or survey only what you need to
complement existing data and to check your
specific hypotheses.

Start the process by reviewing all existing
company brand data, and engaging senior
leaders and key stakeholders in workshops to
understand the product and brand
environment.

Focus on the essentials, i.e., on success factors
where you could create the highest business
impact.

Try to better coordinate the different activities
of the company with research.
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Driving Insights proposes mixed teams,
consisting of both your experts and Driving
Growth / Driving Insights consultants. That
allows for faster transfer of important know-
how, a direct access to existing information,
avoiding “reinventing the wheel” or overlooking
relevant data from preliminary research.
Recommendations of actions should be
documented, and decisions that can be made
immediately should be taken.

Decide on priorities for your company: increase
short-term earnings or sustainable long-term
values.

For many processes, a step-by step approach is
more effective if you want to implement actions
that work. Precise setting of objectives,
researching information that is really needed,
pragmatic implementation, feedback loops and
iterative processing are the key factors to
success.

What can be done to ensure that research findings
are actually implemented?

The best research could be a waste of time, human
resources and money if the findings cannot be
implemented and do not lead to activities that
improve the company’s position in the market.
Traditional market research firms are used to
ending their engagement just as soon as they have
delivered their report or their final presentation.
Too many research projects stop here. That output
needs to be transferred into action plans, and the
gap between goals and reality closed.

The unique approach of combining the
methodological knowledge of Driving Insights with
the implementing expertise of Driving Growth,
provides a solution which makes the integrated
process a success. We start with a strategy and
concept to customize the market research and
achieve direct, practical recommendations for
actions. We do not simply look at market research
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in isolation, but rather in an overall business
context. The iterative interplay of technical,
business and methodological know-how often
leads to completely new, surprising and highly
differentiating results that can be implemented and
customized to the specific needs of our clients. This
is a systematic approach of problem-solving by a
“learning organization,” which heavily focuses on a
dialogue with our clients as business partners.
Throughout this dialog, insights are constantly
being shared and thus a permanent learning
process triggered on both sides.

That’s our contribution to sustainable
development.

For more information please contact
Werner.Steinbach@driving-growth.com

COLUMN
Bernd Altpeter

MANAGING PARTNER DRIVING
GROWTH INTERNATIONAL

Everyone is talking about it, but

few actually practice it

Sustainability — one of the most important terms of
our time. Today, independent of the subject matter,
everything is viewed in terms of its sustainability:
From animal breeding, building offices to
implementing the latest marketing measures.
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Why is this topic so much in the spotlight these
days? Because we are learning that more and more
often we are faced with the consequences of our
decisions and actions. For sure, environmental-
related issues are major drivers of today’s
sustainability discussion. But in corporations,
sustainability in operational areas is also growing in
importance. For the most part, the implementation
of marketing and sales concepts is still being
planned and executed based on short-term
perspectives which are more shaped by external
market influences rather than strategies. This is also
why the whole world is talking about sustainability,
but still so few business are aligned with it. Many
activities ensure short-term but not sustainable
success. We live in an age that is driven by the
increasing complexity of challenges in an ad hoc
society. Success is measured more on how many
things we can juggle at one time, instead of those
few actions that were actually implemented
sustainably and thus contributing to long-term
success. Job rotation, quarterly reporting and a
lack of courage are the biggest obstacles to
operating in a sustainable way. But sustainability
and short-term success do not need to be mutually
exclusive. Projects do not need to be reinvented
over and over again to be successful. Doing it one
time the right way, rather than many times the
wrong way is the maxim here.

In this spirit,

Bernd Altpeter
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NEWS FROM ACADEMIA

Prof. Dr. Bjorn lvens

Prof. Dr. Bjorn Ivens, (bjoern.ivens@uni-
bamberg.de), Chair of Marketing at Otto-Friedrich-
University Bamberg, former marketing professor at
University of Lausanne and board member and
Head of Science of NAA e.V., the trustees of our
cooperation partner NAA academy.

His main areas of research are customer
management (esp. key-account-management,
relationship marketing, B-to-B relationships),
pricing, brand management, as well as marketing
and ethics and CSR.

Sustainability in Marketing from
neglect to true market opportunities

Marketing is often accused of selling people things
they don’t need, of wasting resources through
exaggerated packing, and of using manipulative
techniques. This bad reputation persists among
“people on the street” as much as among people
working in other functional areas inside
companies. Against this background, marketing
and sustainability seem to be contradictory
concepts. However, taking a closer look, it quickly
becomes clear that marketing and sustainability are
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