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Design Thinking

Learning objectives: This course places both problem solving and problem solvers (in this case 
you) into the spotlight, aiming at helping them address problem situations more efficiently. 
On this journey, we will examine some of the most popular design processes, identify their key 
characteristics, which we will later use to set up design processes that meet the particularities and 
needs of your own design teams.

Duration: 1 hour

Content body: Human-Centered Design has been evolving alongside technology. The more 
technology matures and is adopted by humans, the more the need for interfaces that are easy to 
use and, most importantly, address human needs is increasing. 

There are several ways to apply Human-Centered Design when creating new experiences. In this 
section, we are going to examine one of the most popular ones: Design Thinking. Design Thinking 
was coined by IDEO’s Tim Brown and David Kelley as well as Roger Martin. According to Tim Brown: 
“Design thinking is a human-centered approach to innovation that draws from the designer’s toolkit 
to integrate the needs of people, the possibilities of technology, and the requirements for business 
success”. 

Design thinking is an approach to design, which also comes with a suggested process. The process 
consists of three phases (Understand, Explore and Materialize) and of six steps: 
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Understand

● Empathize, where we try to understand what our users do, think and feel, as well as what 
their problems are. 

● Define, where all the research and knowledge about our users, our business objectives 
and learning goals are synthesized, highlighting problems of our users and opportunities for 
us to propose innovations.

Explore

● Ideate, where we brainstorm, producing as many ideas as possible. At this stage, ideas can 
be ambitious or far-fetched. The objective of this step is to help designers come up with as 
many ideas as possible. 

● Prototype, where all the ideas that were previously proposed are grouped and selected. 
Ideas that are considered interesting and feasible are picked and become concrete through 
prototyping.

Materialize

● Test, where the ideas that have been prototyped are presented to users to get feedback. 
It is better to see how users interact with the prototypes instead of being asked about their 
experience. There are occasions where users express desires and opinions that are not in 
line with their actions when interacting with a system.

● Implement, where all the previous work is put together to produce an end product.

Design Thinking is not a linear process. On the contrary, Design Thinking encourages iterative work. 
This means that during the design process, we may need to empathize, define, ideate, prototype 
or test more than once. This depends on the size of our project and our team as well as our final 
objective. 

The most important aspect to keep in mind from Design Thinking is that products and experiences 
are not created in one night. More importantly, even if you do have technical resources, the biggest 
challenge you have is not designing something right but designing the right thing. In other words, a 
beautiful interface may prove to be useless if it doesn’t address the problems of your users. Design 
Thinking tries to address exactly that issue: by taking some time to understand your users, figure out 
their needs and think about solutions to fix their problems, you are already on a good path towards 
experiences that your users care about and will be impacted by. On top of this, in Design Thinking 
proposing ideas (good or bad ones) is not considered as a weakness but as a strength. Interesting 
experiences come from new and innovative ideas. Usually these ideas are considered crazy in the 
context of one product or instance but they are also the ones that drive innovation. By iterating 
many times on your products, through testing and receiving user feedback, you will eventually be 
able to refine those ideas. 

Resources for Further Reading

https://designthinking.ideo.com/ 
https://dschool.stanford.edu/resources-collections/a-virtual-crash-course-in-design-thinking 
https://www.nngroup.com/articles/design-thinking/

https://designthinking.ideo.com/
https://dschool.stanford.edu/resources-collections/a-virtual-crash-course-in-design-thinking
https://www.nngroup.com/articles/design-thinking/
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Double diamond framework

Learning objectives: Using and applying the design principles of the double diamond framework.

Duration: 1 hour

Content summary: In 2004 the Design Council presented an innovation framework, aiming to address 
complex design problems, also referred to as the Double Diamond. This framework is represented 
in the form of two rectangles (or diamonds). Each diamond introduces opportunities for divergent 
thinking, during which designers explore issues at greater depth or through various perspectives 
and then for convergent thinking, during which designers take more concrete and focused actions.

Content body: 

The Double Diamond describes four phases, which are:

Discover. During this phase designers and non-designers take time to better understand the 
problems they need to solve, gathering information about the organization, their customers, users, 
competition or any other important factor that will later help them come up with some solutions.

Define. Having collected different types of information from different sources eventually culminates 
into the definition of problems that need to be tackled by the design teams.
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Develop. Based on previously defined problems, multidisciplinary teams (including designers and 
non-designers) come together, seek inspiration, brainstorm collectively or individually and co-create 
in a participatory manner.

Deliver. Since teams have come with a plethora of solutions during the Develop phase, at this phase, 
these solutions are tested. Solutions that don’t work are rejected, while others are improved.

This is not a linear process as the arrows on the diagram show. Many of the organizations we support 
learn something more about the underlying problems which can send them back to the beginning. 
Making and testing very early stage ideas can be part of discovery. And in an ever-changing and 
digital world, no idea is ever ‘finished’. We are constantly getting feedback on how products and 
services are working and iteratively improving them. 

The design principles

The framework for innovation outlines four core principles for problem-solvers to adopt so that they 
can work as effectively as possible.

Put people first. Start with an understanding of the people using a service, their needs, strengths 
and aspirations.  

Communicate visually and inclusively. Help people gain a shared understanding of the problem and 
ideas.  

Collaborate and co-create. Work together and get inspired by what others are doing.

Iterate, iterate, iterate. Do this to spot errors early, avoid risk and build confidence in your ideas. 

 

The methods bank

We have authored, adapted or adopted a portfolio of design methods which help our clients to 
identify and address their challenges and achieve successful outcomes. We have structured these 
methods in three areas to help them use the design process to explore, shape or build:

● Explore: challenges, needs and opportunities 
● Shape: prototypes, insights and visions 
● Build: ideas, plans and expertise

Creating a culture of success

The problems we face today require more than one idea, they require working with other 
organizations and supporting people to be part of the solution. As important as the process and 
principles organizations we adopt, is the culture of an organization and how it connects with citizens 
and partners.

Leadership is needed to encourage innovation, build skills and capability, provide permission for 
experimentation and learning. Strong leadership also allows projects to be open and agile, showing 
results along the way and being able to change.
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Engagement is needed with people who are delivering the ideas and receiving them, but also with 
other partners who might have other ideas. Developing connections and building relationships is as 
important as creating ideas.

How do you use yours?

Reflection and iteration are at the heart of the framework for innovation. We’re interested in finding 
out how you may have used the Double Diamond to solve a challenge, adapted it to meet your 
needs, or – like Design Council – added additional tools and techniques to achieve even greater 
results.

Contact us and tell us how you use yours or share any alternative approaches you are taking to tackle 
your challenges or if you’d like us help you apply the framework for innovation to your challenge.

References

https://www.designcouncil.org.uk/news-opinion/what-framework-innovation-design-councils-
evolved-double-diamond

Questions - Chapter 2

Question 1: To be a green worker:

Answer 1: You must have obtained a degree

Answer 2: You must have specialized in the green economy

Answer 3: Neither is always necessary. 

Question 2: The term “reskilling green skills” means:

Answer 1: Learn the skills

Answer 2: Retraining Skills 

Answer 3: Search for skills.

Question 3: According to ILO, how many jobs are at risk if green skills are not restrained by 2030:

Answer 1: 72 million 

Answer 2: 85 million

Answer 3: 45 million.

Question 4: How many forms of mobility have been recognized by the IOM ?:

Answer 1: 3 

Answer 2: 5

Answer 3: 2

https://www.designcouncil.org.uk/news-opinion/what-framework-innovation-design-councils-evolved-double-diamond
https://www.designcouncil.org.uk/news-opinion/what-framework-innovation-design-councils-evolved-double-diamond
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Question 5: The term “planned transfer” means:

Answer 1: people who move inside or outside their country for a variety of reasons, including 
environmental ones.

Answer 2: they concern communities that are moved to safer places due to the impossibility of 
remaining in territories irreversibly compromised by environmental events. 

Answer 3: forced movements due to environmental disasters

Question 6: Which of these measures must be taken to limit the impacts of climate change?

Answer 1: Management of water resources and ecosystems. 

Answer 2: Marine water management.

Answer 3: Continue the construction of buildings near the coastal areas.

Question 7: Which of the 17 objectives of the 2030 Agenda ”is the one proposed by“ Fight against 
climate change ?

Answer 1: 10 

Answer 2: 8

Answer 3: 13 

Question 8: Which of these goals is contained in “Objective 13”?

Answer 1: Improve education, awareness and human and institutional capacity for climate change 
mitigation, adaptation, impact reduction and early warning. 

Answer 2: Strengthen efforts to protect and safeguard the world’s cultural and natural heritage

Answer 3: By 2023, promote sustainable management of all types of forests, halt deforestation, 
restore degraded forests and significantly increase reforestation and reforestation everywhere

Question 9: What can education for sustainable development provide ?

Answer 1: Understanding the close link between environmental factors and social change.

Answer 2: Both answers are correct.  

Answer 3:  Educating to make conscious choices in daily life.

Question 10: How should communication on environmental issues be between companies, 
governments, NGOs and individuals?

Answer 1: Transparent, decisive and continuous 

Answer 2: Sporadic and clear

Answer 3: Continuous and institutional

Question 11: What transitions are we experiencing right now?

Answer 1: Technological / Ecological 

Answer 2: Technological / demographic

Answer 3: Demographic / ecological
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Question 12: A well-designed and effective cross-sector partnership benefits partners through:

Answer 1: Replicability and sustainability 

Answer 2: Transparency and security

Answer 3: Productivity and growth

Question 13: What are the two steps of the “Explore” phase present in the Design Thinking model?

Answer 1: Test and Implement

Answer 2:Empathize and Define

Answer 3: Ideate and Prototype

Question 14: What are the 3 main phases of the Design Thinking process?

Answer 1: Understand, Explore, Materialize

Answer 2: Empathize, Define, Ideate

Answer 3: Prototype, Test, Implement

Question 15: What are the 3 components of the “Build” area of the Double Diamond Framework?

Answer 1: Challenges, needs and opportunities

Answer 2: Ideas, plans and expertise

Answer 3: Prototypes, insights and visions
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CHAPTER 3 - TOOLS

This chapter aims to provide knowledge about the Green Business Model, describing its components, 
presenting questions through which it allows the green entrepreneur to reflect and become familiar 
with the concept of sustainable business models.

What you will learn

With this chapter 2, the future green entrepreneur will able to learn:

● Brief examples of types of green business 

● The components of the Business Model Canvas tool 

● The components of the Sustainable or Green Business Model 

● The benefits of applying the Model

● Concept of the Sustainable Business Models
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Green Business Model

Key concepts

● Green Business Model;

● Process

● Value

● People

● Outcomes 

Learning objectives:

● Understanding the concept of Green Business Model 

● Learn the 16 questions that must be answered to apply or create a green or sustainable business

Duration: 1 hour 

Content summary: This chapter aims to provide knowledge about the green business model, 
exploring its dimensions through questions provided in each dimension. The purpose of this content 
is for the green entrepreneur to reflect and build a “green” value proposition, taking into account 
the acquired knowledge.

In addition, it is possible to find the concept of sustainable business models, examples of types of 
green business and benefits of applying the model presented.

Content body: Please add the content you intend to write for this section

Reuvers (2015) states that green innovation does not imply new innovation practices, but requires a 
change in the company’s business model, so that everyone in the company understands: 

- Why the company’s focus has been on reducing environmental impact;

- What they will do to promote a greener innovation model;

- How they’re going to make this change.

On the other hand, Bocken et al. (2014) propose eight types of green business, which we present in 
the following summary table.
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Osterwalder & Pigneur (2010) developed the Business Model Canvas tool that is widely used to 
define and design a company’s business model. With a simple structure, this model allows to identify 
nine fundamental components to portray the business model of the company, as presented in the 
figure below. 

FIGURE 1 - The eight types of Green Business adapted from (Bocken et. al., 2014)

 FIGURE 2 – Business Model overview - Business Model Canvas 1
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Upward (2013, 2015) worked on this logic of Business Model Canvas in order to transform it 
into a model that also made sense for green and sustainable companies, thus creating the called  
Flourishing Business Canvas (FBC). In this model, as shown in Figure 2:

● There are three major systems in which the company belongs: the environment, society and the 
economy created by society; 

● There are four perspectives: process, value, people and outcomes. 

There is a logic that is expressed as follows: 

- Process: how, where and with what does the business do?

- Value: what does the company do today and in the future? 

- People: who does the business, does it for who and with who?

- Outcomes: Why? How does the business define and support your success? 

FIGURE 3 – Sustainable Business Model adapted from Flourishing Business Canvas

In this approach Upward (2013,2015) adds six components to the Initial Business Model Canvas, 
thus creating 16 questions that must be answered when creating a green or sustainable business 
model (Broeck, 2017): 

1. Objectives: What are the objectives of this company? What is the organization’s   definition of 
success? Environmentally, socially and economically? 

2. Benefits: how the company chooses to measure the benefits of the Business Model; in each 
relevant unit? (Environmentally, socially and economically) 
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3. Costs: how the company chooses to measure the costs of the Business Model; in each relevant 
unit? (Environmentally, socially and economically) 

4. Ecosystem actors: Who, and who may be interested in the fact that the company exists?  What 
actors in the ecosystem represent the needs of individuals, groups, organizations? From the moment 
the ecosystem actor becomes involved with the company, he becomes a stakeholder. 

5. Needs: What are the fundamental needs of Ecosystem Actors that the company intends to meet 
through co-creation of value? 

6. Stakeholders: Who are the company’s recognized stakeholders? When an actor of the ecosystems 
is part of the stakeholder, this has a great influence on all elements of the Business Model. 

7. Relationships: What are the relationships with stakeholders that should be established, cultivated 
and maintained by the company through its channels? What is the function of each relationship in 
each value co-creation or co-destruction of value relevant to each stakeholder? 

8. Channels: Which channels are used to communicate and develop relationships with stakeholders, 
allowing the co-creation or co-destruction of each of their value propositions.

9. Value co-creation: What value is co-created with each Stakeholder, meeting the needs of associated 
ecosystem actors in their perspective, present and future? Value co-creation is a company’s positive 
value proposition. 

10. Co-destruction of Value: What value is co-destroyed for each stakeholder, making it difficult 
to meet the needs of the associated actors of the ecosystem, from their perspective, present and 
future?   Value co-destruction is a company’s negative value proposition. 

11. Governance: which stakeholders actually make decisions; Who is a recognized stakeholder, the 
company’s objectives, the value proposition, and all other elements of your Business Model?

12. Partnerships: Which stakeholders are formal partners for the company? What resources do 
these partners allow the company to gain preferential access to? What activities do these partners 
perform for the company? 

13. Resources: What tangible and intangible resources are needed for the company to achieve their 
objectives? 

14. Biophysical stocks: What are the final stocks from which the company’s resources are drawn 
and/or which final stocks are transformed by the company’s activities necessary to achieve their 
objectives? 

15. Activities: What value adding work, organized into business processes, is needed to design, 
deliver, and maintain the organization’s value co-creations and value co-destruction, so that it can 
achieve their objectives? 

16. Ecosystem services: these are sun-fed processes that use biophysical stocks to create flows that 
meet human needs: clean water, fresh air, vibrant soil, animal growth, etc. What flows that give rise 
to these benefits are necessary, impaired or activities of the company? 

The three main benefits identified by Upward (2013,2015) and described by Broeck (2017) are: 

1. Through issues associated with this Canvas Business Model, stakeholders can think about the 
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business model and better understand opportunities for improvement in the three sustainability 
contexts (environmental, social and economic). 

2. It is a possible answer, in a short way, to Canvas questions thus making understanding the Business 
Model more accessible. 

3. This approach increases the possibility of identifying new risks, gaps and opportunities for 
business. 

It can thus be seen that in literature and at the academic level there are theoretical frameworks that 
are the basis of the existence of Green or Sustainable Business Models. 

Sustainable Business Models are those in which the concept of sustainability (creating value for 
multiple stakeholders and the natural environment) defines the company’s driving forces as well as 
decision-making processes (Abdelkafi & Tausher, 2015).

Bibliographic references:

● Abdelkafi,N.  & Tausher,K. (2015). Business models for sustainability from a system dynamics 
perspective. Organization and Environment. Available in:  http://doi.org/10.1177/1086026615592930

● Bocken, N.M.P. Short, S.W., Rana, P., Evans, S. (2014). A literature and practice review to develop 
sustainable business model archetypes. Journal of Cleaner Production. 65 (2014) 42 e 56

● Broeck, F. (2017). The flourishing Business Canvas; the new tool for Business Modelling? A multiple 
case study for the fashion industry.

● Osterwalder,A . & Pigneur, Y.(2010). Business Model Generation – A handbook for visionaries, 
Game Changers and Challengers. John Wiley and Sons, Inc., Hoboken, New Jersey.

● Reuvers, F. (2015). What is new about green innovation. University of Twente. 

● Ribeiro, V.A., Fonseca, M.L. e Santos, S. (2018). Economia verde e economia circular: desafios e 
oportunidades. ISEP: Lidergraf

● Upward,A.  (2013). Towards an Ontology and Canvas for Strongly Sustainable Business Models: A 
systemic Design Science Exploration (thesis)

● Upward, A. & Jones, P.H. (2015). An ontology for strongly sustainable business models: defining 
an enterprise framework compatible with natural and social science. Organization & Environment, 
Special issue: Business Models for Sustainability: Entrepreneurship, Innovation, and Transformation.
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Business Model Canvas

Learning objectives: Know how to create and use a Business Model Canvas.

Duration: 1 hour

Content summary: The Business Model Canvas is an interesting exercise that helps us synthesize all 
our current insights into actionable solutions that can be presented to others. The Business Model 
Canvas presents us with few but crucial questions about the solutions that we want to build and, 
even if it’s impossible to put all our thoughts and explanations in one page, it is a tool that is used by 
many organizations, institutions and start-ups as their first step to designing products.

Content body: Whether you have tried it or not, proposing and communicating your vision and 
ideas when designing products, services and platforms is not always that easy. There are several 
reasons why this happens: 

- The vision about what we want to create is not even clear to us. We may have an idea or 
a hunch but between this hunch and a structured vision that accounts for some major cases 
of what we want to design for there is a difference. 

- We may be missing a technical background around the ways, technologies and trends for 
what we want to design. For instance, we may have an idea about creating a new Learning 
Management System (LMS) for a specific audience but the technologies, platforms and 
trends around the LMS market may not be that clear to us.

- We may have an idea but we don’t know who this idea would benefit and have value for. 
A great mistake that entrepreneurs make is that first they invent a technology and then they 
try to figure out how and who could use it. In this case, you may end up having spent lots of 
resources on something that might not be of interest for your audience.

- We may not have thought of the cost (both in terms of time, money, logistics and people). 
For instance, people who aim at creating a high quality 3D adventure game, of a polishing 
quality similar to the one of Grand Theft Auto, should take into account that Grand Theft 
Auto V had a combined marketing and development budget of 170 Billion British Pounds. 

The Business Model Canvas, proposed by Alexander Osterwalder (Link to the official website), 
addresses all those issues that were presented above. 

The Business Model Canvas will help you address the following questions:

- What do you do? What does your idea, product or service do? Do you help people learn 
something? Buy something? Solve a problem they have? Address a need that they were 
missing? 

https://www.strategyzer.com/canvas/business-model-canvas


67

Be the climate ambassador

- How do you do it? What are they key activities that your idea, product and service provides 
in order to achieve the objective that you presented before?

- Who will help you achieve your vision? If for instance you want to create a learning 
platform for national schools in France, the French Ministry of Education could offer you 
funding. This makes them a partner.

- What do you need? What are the resources that you need in order to achieve your vision? 
Will you need people with expertise?? Will you need technical infrastructure?

- Who do you help? Who are your customers? The business model canvas refers to them 
as customer segments, since it’s possible that you may not have only one type of customer 
or user. For example, a Learning Management System has at least two types of users: 
people who want to learn and people who want to create training material. These different 
segments have different needs and expectations.

- How do you reach them? Through what types of channels are you going to deliver 
your product or service? If for example, you want to create an online website, the main 
distribution channel will be the website. However, if you want to create an ecosystem of 
services that informs for instance young students about diabetes, you may also decide 
to facilitate workshops and training as well as deliver printed material. In this case, your 
distribution channels will be the website, the workshops and the printed material.

- How do you interact? How do you keep and maintain relationships with your current user 
base and how do you expand them? This field refers to the way that you and your users 
expect to communicate and interact. Will it be through a forum? Will it be through a contact 
form? Will it be through organizing events, where you can interact with them and get their 
feedback? Will it be through customer support?
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- What will it cost? In order for a product to become reality, there is always a cost. It may not 
always be financial but it may be in terms of time, people or materials.

- How much will you make? This question may not always be relevant for education. 
However, even for non-profit projects, a question that comes up is if the project will be self-
sustainable and viable, meaning that no further funding or public help will be needed for it 
to continue offering the services it aspired to.
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Sustainability reporting
The evolution of the role played by companies in the area in which they operate has gradually led 
to consider not only their economic dimension, but also the social and environmental dimensions, 
with a particular interest, initially, in communicating social aspects.

EU law requires certain large companies to disclose information on the way they operate and 
manage social and environmental challenges.

This helps investors, civil society organizations, consumers, policy makers and other stakeholders 
to evaluate the non-financial performance of large companies and encourages these companies to 
develop a responsible approach to business.*

What you will learn: What is sustainability reporting and what is it for?

Key concepts

● Sustainability 
● Responsibility 
● Companies

Learning objectives: What is sustainability reporting and what is it for?

Duration: 1 hour

Application case: For the agri-food world, the challenge of sustainability has a slightly more 
important value than other sectors. For all companies, sustainability is a Must, customers demand 
it, investors ask for it, the regulations themselves are increasingly stringent. But for the world of 
food there is something more. Consumers want to bring to the table foods that are healthy, but 
which at the same time are not the result of compromises with the environment. The “From Farm 
to Fork” model (the Farm to Fork Strategy is at the heart of the European Green Deal aiming to 
make food systems fair, healthy and environmentally-friendly) is helping to increase the level of 
responsibility of agri-food companies also towards the “field”.

The Farm to Fork Strategy aims to accelerate our transition to a sustainable food system that should:

● have a neutral or positive environmental impact

● help to mitigate climate change and adapt to its impacts

● reverse the loss of biodiversity

● ensure food security, nutrition and public health, making sure that everyone has access to 
sufficient, safe, nutritious, sustainable food

● preserve affordability of food while generating fairer economic returns, fostering 
competitiveness of the EU supply sector and promoting fair trade

*https://ec.europa.eu/info/business-economy-euro/company-reporting-and-auditing/company-reporting/
corporate-sustainability-reporting_en

https://ec.europa.eu/info/business-economy-euro/company-reporting-and-auditing/company-reporting/corporate-sustainability-reporting_en
https://ec.europa.eu/info/business-economy-euro/company-reporting-and-auditing/company-reporting/corporate-sustainability-reporting_en
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Barilla’s sustainable development path fits into this scenario, which in the last ten years has reduced 
CO2 emissions by 31% for each ton of finished product and which has achieved carbon neutrality 
with 4 brands.

The 2021 sustainability report of the Parma group tells of a sustainability project that passes through 
innovation and which in 2020 saw investments of 40 million euros in Research and Development 
and which in 10 years led to rethinking 476 products in order to improve the nutritional profile and 
redesign the management of the resources necessary for their production. A path that has led to a 
reduction of -31% in terms of CO2 equivalent emissions and a reduction of 23% in the use of water 
necessary for the production of a ton of finished product.

During 2020, the group then brought to the market 34 new products redesigned on the basis of a 
logic that aims to contribute to improving the food system in compliance with a diet that wants to 
be healthy and attentive to resources with products without added sugars, rich of fiber based on 
legumes and to avoid waste proposed with the formula of single portions.

Sustainability: we start from raw materials and sustainable agriculture

As mentioned, the path of sustainability starts from the field and the field means an increasingly 
careful and responsible choice of raw materials. In one year, the raw materials chosen “responsibly” 
have grown by 19%, that is with a careful relationship to the logic of sustainable agriculture and with 
the belief that the supply chains inspired by the criteria of sustainability are also the most resilient. 
In this process, the Barilla group involved 10,000 farms on the basis of two reference regulations 
that guide the procedures for the sustainable cultivation of soft wheat: Carta del Mulino and Carta di 
Harrys. 90% of durum wheat, a basic ingredient for pasta, is purchased from the local market and 42% 
through cultivation contracts. In particular, the sustainability report recalls that the “Durum Wheat 
Manifesto”, launched in 2020, confirms Barilla’s commitment to the Italian agricultural supply chain.

Attention to the “field” must not stop at the “land” but must also concern animals and must know 
how to extend the guarantee to the welfare of the animals that contribute to the production of raw 
materials. And it’s not just about ensuring the legal requirements, but also the standards and criteria 
of animal welfare. In 2020 Barilla received the Special Recognition of the CIWF NGO, with which it 
also set up its own Barilla Guidelines on Animal Welfare.

Short supply chains and reduction of the environmental impact related to transport

But the focus on sustainability does not stop with cereals, even tomatoes and basil for the production 
of products such as sauces are grown starting from the principle of reducing the distance from 
production plants. (in this regard, the Barilla service chooses the ZERO startup to produce basil and 
other micro-vegetables in vertical farming).

And the issue of “distance” and transport is another aspect that has a very significant impact on 
sustainability. Barilla is committed to reducing the environmental impact related to the transport of 
both raw materials and finished products. Starting from March 2020, a 70% share of the products 
destined from Italy to Germany travel with an intermodal solution based on an agreement with GTS 
Logistic, which allows to reduce the environmental impact of transport by something like 6,000 tons 
of CO2 equivalent. A commitment that reduces the amount of heavy vehicles traveling on the roads.

Research and rethinking of production has also focused on energy management, reaching the goal 
of a share of 64% of energy produced from renewable sources.
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Packaging: towards sustainable paper and cardboard

Another area of innovation is represented by the research and implementation of solutions for 
sustainable packaging. Barilla has chosen to embark on a path to use 100% recyclable packaging. 
The principles that guide this strategy include the use of paper and cardboard as a substitute for 
plastic in all situations where safety and product quality guarantee. Not only that, the same choice 
of virgin fiber paper and board rewards suppliers who guarantee the origin of these materials from 
responsibly managed forests.

Sustainability also means attention to territories and communities and from the 2021 sustainability 
report it emerges that in the first months of the Coronavirus emergency Barilla has implemented 
solidarity initiatives in the various countries with a commitment that has come to disburse 5.5 
million euros and around 3,500 tons of donated products.*

Content summary: Through the sustainability report, companies communicate their performance 
and impacts on a wide range of sustainability topics, spanning environmental, social and governance 
parameters. It enables companies to be more transparent about the risks and opportunities they 
face, giving stakeholders a greater understanding of performance beyond economic results.

Building and maintaining trust in businesses and governments is key to achieving a sustainable 
global economy and thriving world.

Businesses and governments make decisions that directly impact their stakeholders, such as 
decisions relating to financial institutions, trade unions, civil society and citizens, and the level of 
trust they have in them. These decisions are rarely based on financial information alone and often 
consider risks and opportunities related to a variety of short- and long-term factors. Sustainability 
issues are increasingly integrated into these decision-making processes.

Content body: EU rules on non-financial reporting currently apply to large public-interest companies 
with more than 500 employees. This covers approximately 11 700 large companies and groups 
across the EU, including

● listed companies 
● banks 
● insurance companies 
● other companies designated by national authorities as public-interest entities

Under Directive 2014/95/EU, large companies have to publish information related to

● environmental matters 
● social matters and treatment of employees 
● respect for human rights 
● anti-corruption and bribery 
● diversity on company boards (in terms of age, gender, educational and professional 
background)

*https://www.esg360.it/social-responsibility/barilla-riduzione-del-31-delle-emissioni-e-4-brand-carbon-neutral/

https://www.esg360.it/social-responsibility/barilla-riduzione-del-31-delle-emissioni-e-4-brand-carbon-neutral/
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In June 2017 the European Commission published its guidelines to help companies disclose 
environmental and social information. These guidelines are not mandatory and companies may 
decide to use international, European or national guidelines according to their own characteristics 
or business environment.

In June 2019 the European Commission published guidelines on reporting climate-related information, 
which in practice consist of a new supplement to the existing guidelines on non-financial reporting, 
which remain applicable.

On 21 April 2021, the Commission adopted a proposal for a Corporate Sustainability Reporting 
Directive (CSRD), which would amend the existing reporting requirements of the NFRD. 

The Commission’s proposal for a Corporate Sustainability Reporting Directive (CSRD) envisages the 
adoption of EU sustainability reporting standards. The draft standards would be developed by the 
European Financial Reporting Advisory Group (EFRAG).

The standards will be tailored to EU policies, while building on and contributing to international 
standardization initiatives.

The first set of standards would be adopted by October 2022 .

Through the sustainability report, companies communicate their performance and impacts on a 
wide range of sustainability topics, spanning environmental, social and governance parameters. 
It enables companies to be more transparent about the risks and opportunities they face, giving 
stakeholders a greater understanding of performance beyond economic results.

Building and maintaining trust in businesses and governments is key to achieving a sustainable global 
economy and thriving world. Every day, businesses and governments make decisions that directly 
impact their stakeholders, such as decisions about financial institutions, trade unions, civil society 
and citizens, and the level of trust they have in them. These decisions are rarely based on financial 
information alone and often consider risks and opportunities related to a variety of short- and long-
term factors. Sustainability issues are increasingly integrated into these decision-making processes.

As companies around the world increasingly embrace sustainability reports, different standards 
have emerged that allow a wide range of stakeholders to more effectively evaluate and compare 
sustainability reports. The most widely adopted framework is the Global Reporting Initiative 
Standards. It is linked to other forms of non-financial reporting, including triple bottom line reporting 
and corporate social responsibility (CSR) reporting.

Stakeholders play a crucial role in identifying non-financial risks and opportunities for organizations. 
Transparency achieved by involving a range of stakeholders in decision-making processes not only 
leads to better decisions, but also builds trust in businesses.

Driver

Better reputation:

A 2011 corporate reputation survey found that expanding transparency and reporting positive action 
are the two most important ways to build public trust in companies. The 2013 Boston College Center 
for Corporate Citizenship and EY survey revealed that more than 50% of respondents who published 
sustainability reports said these reports helped improve their company’s reputation.
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Meeting Employee Expectations:

Employees are a vital audience for sustainability reporting on sustainability. They are a vital audience 
because the presentation of the report helps to increase employee retention and loyalty. It has a 
positive impact on the workforce as a whole, which can ultimately improve the performance of the 
company.

Better access to capital:

The companies that compile the report rank first in sustainability and have a lower Kaplan-
Zingales Index score of 0.6 - indicating fewer capital constraints - than that of companies with low 
sustainability.

Greater efficiency and waste reduction:

The sustainability report helps make the decision-making processes of organizations more efficient 
and, in turn, allows them to reduce the risks present throughout the existing supply chain. This 
process reduces waste, resulting in significant cost savings.

Advantages of the sustainability report:

Increase understanding of risks and opportunities;

Highlights the link between financial and non-financial performance;

Influences long-term management strategy and policy and business plans;

Simplify processes, reduce costs and improve efficiency;

Compare and evaluate sustainability performance against laws, regulations, codes, performance 
standards and voluntary initiatives;

Helps companies avoid getting involved in publicly disclosed environmental, social and governance 
failures;

Enables performance comparison internally and across organizations and sectors.

External benefits can include:

Mitigate negative environmental, social and governance impacts by improving reputation and brand 
loyalty;

Enable external stakeholders to understand the true value of the organization along with tangible 
and intangible assets;

Demonstrate how the organization influences and is influenced by expectations on sustainable 
development.*

*https://ecovadis.com/it/glossary/sustainability-reporting/

https://ecovadis.com/it/glossary/sustainability-reporting/
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Value Proposition Canvas

Learning objectives: Knowing how to develop a Value Proposition Canvas to define, before the 
launch, the product or service that is the most consistent with what users expect.

Duration: 1 hour

Content summary: Found your business idea? Good. You still have to be sure that it corresponds 
to the needs of your future customers. Otherwise, it is better to change your mind very quickly 
or to change it, to avoid disillusionment and investments at a loss. Warning: testing the validity 
of an idea is often more complex than you think. For example, it is not because an offer works 
somewhere (another city, another department, another country, etc.) that it will work on your 
territory. Everything depends on the needs and uses of consumers in this specific territory.

Content body:  What is the value proposition canvas?

The value proposition is what allows customers to understand if the solution solves their problem 
and therefore to learn more about the product or service. It’s kind of a promise for the future (“This 
is what we bring you with our solution.”).

The value proposition responds to a need that is not satisfied or insufficiently satisfied. It is ultimately 
what the customer is willing to pay. By extension, the value proposition canvas is the method for 
defining the value proposition. With this matrix, we focus on:

● the public; 
● his problem and therefore his need; 
● the answer we are going to give him.

The value proposition canvas: a matrix to meet the needs

The value proposition canvas is a tool designed by Alexandre Osterwalder that allows you to:

● validate your target(s) 
● validate the needs, problems, hopes of your target 
● imagine how to respond in terms of services, offers, value proposition

This is the first step towards building the business model.

This matrix indeed invites you to question your customer on his problems, his hopes... and on the 
products and services which will help him to solve his problems, to create his hopes. Thus, you can 
possibly adjust your idea but also find additional products and services to offer to your customer. It 
will also allow you to differentiate yourself from your competitors.

You can print the canvas below.
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How to use the Value Proposition Canvas

The matrix of the canvas is composed of two parts which mobilize different postures: empathy 
towards the target and creativity. We will detail each of these parts.

Empathy towards the target

In the right part of the canvas (the circle), you find several headings. They will allow you to very 
clearly define the problem of your customer and his state of mind.

Under “Customer Job(s) : Describe what a specific segment of customers is trying to do, or the 
problems it is trying to solve, or the needs it is trying to meet. Describe what he is trying to do (for 
example: travel from Paris to Nice), with whom if necessary (with his family), in what context he is 
acting (to go on a weekend), and possibly what emotional context he ris looking for (not to stress), 
as well as the actions he carries out (go to the train company website, compare with a carpooling 
website, etc.).

In the “Pains” section: indicate the negative emotions (anxiety, shame, fear...), the costs, undesirable 
situations and the risks that your client experiences or could experience before, during and after 
having done the work.

For example: What does the customer find too expensive? What makes him uncomfortable? 
Which solutions are insufficient towards your customers? What difficulties, challenges does 
the client encounter? What risks is your client afraid of? What keeps your client up at night? 
What common mistakes does your client make? What obstacles can prevent the customer 
from adopting your solution?

In the “Gains” section: describe the expected benefits, desired by your client (joy, simplification, 
higher social status, etc.) or the benefits that would surprise him/her, including functional usefulness, 
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social, positive emotions and cost savings.

For example: What are they looking for? What are they dreaming of? How does your client measure 
success, failure? What increases the likelihood of adopting a solution? Which benefit seems most 
relevant? What benefits does your customer expect? What benefits would he be surprised to get? 
What savings would make your customer happy? What result does your client expect? How do 
current solutions delight the customer?

 

Creativity to meet the needs of the target

In the left part of the canvas (the square), you will describe, without setting limits or constraints, 
what you imagine to meet the needs of your target, which you now clearly visualize.

In the “Pain relievers” section: indicate what could relieve clients’ pains. How do you eliminate or 
reduce negative emotions, unwanted costs and situations, and risks that your client experiences or 
could experience before, during, and after doing the job?

Note that there can be several “relievers” for a single “pain” and a “reliever” can respond to 
several “pains”. Do they save money? To feel better? To provide a solution to the problems 
of underperformance? To put an end to the difficulties and challenges faced by customers? 
To eliminate the fear encountered? (trust, status…)? To eliminate risks? To help your clients 
sleep better? (worries, concerns)? To limit or erase common errors made by the customer 
(user errors)? To remove obstacles?

In the “Gain Creators” section: indicate what could create gains for the client. How do you create 
benefits that your customer expects, desires, or would surprise him/her, including functional utility, 
social gains, positive emotions, and cost savings?

Again, there can be multiple “gain creators” for a single “gain” and one “gain creator” can 
respond to multiple “gains”. Do they create savings that make the customer happy? Exceed 
customer expectations? Make the customer’s life easier? Create positive social consequences 
sought by the client? Do something that customers are looking for? Achieve something 
customers dream of? Produce positive results corresponding to the success or failure criteria 
of your clients? Facilitate adoption?

Realism after the creation phase

Finally, in the left part, section “products and services”, you will define all the products and services 
that you could offer by taking up the ideas emanating from the “relievers” and “creators” but by 
reworking them to make products and services achievable a priori.

Once this work is done, you have:

● Your target(s) segmented according to a key element: their need / problem / hope.

● The offer it (they) need.

You therefore have the two key elements of your business model: the value proposition and the 
customer segments.
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This method was designed for teamwork and requires an outside perspective to “challenge” you. 
Alone in front of your sheet, the results may be disappointing!

Personas

Learning objectives: Know how to create and use Personas.

Duration: 1 hour

Content summary: Personas are fictional characters that represent a portion of our user base. Based 
on our research information, we try to find attributes and characteristics of our audience and come 
up with personas, which describe major segments of our users. 

Content body: Being able to understand one’s audience, provides designers with the invaluable 
opportunity of anticipating possible issues and designing learning experiences that focus on this 
particular audience. A common software design practice that was followed in the past is, what 
software engineer Allan Cooper called, “the sum of all desired features”. So, before software 
solutions were developed, designers would do a survey, collect the needs of their users and would 
try to combine them in order to create products that would fit those demands. Practice has though 
indicated that users do not always know what they need beforehand. Don’t get me wrong, I do 
not say that knowing what your audience needs is not helpful. It is highly helpful and important. 
However, using this information in order to create intrinsically motivating experiences requires that 
designers can interpret this information in a meaningful way.

A helpful in cases like this are user personas. Persona is a Latin word for a person or a role and in this 
context personas represent fictional characters that represent a portion of our audience (personas 
were proposed by Alan Cooper and here is an article of his on this topic). By using personas, we try 
to represent typical users of a product and anticipate their reactions and choices. Since personas are 
proposed as a helping tool, they should be used to solve problems rather than create ones. So, bear 
in mind that:

● Personas should represent realistic potential users and not idealistic ones. Idealistic 
personas will not help you critically examine your audience and your potential design and 
they will only result in loss of time, energy and resources.

● For a typical product, you should not have more than two to four personas. Personas are 
ways of trying to critically examine your designs for a set of typical users.

● In instructional design, there are some occasions that personas may be useful and some 
others where personas will have a negative effect on the final design. If your audience 
consists of users very different from each other that require special provisions, then it is 
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possible that personas may not be a helpful tool and you should proceed by individually 
examining your users, especially if their size is limited. In case that you design solutions for a 
large audience with some homogeneity, then personas might prove to be helpful.

● Personas should give as much information as possible for a potential user, related to the 
topic of what you want to design for. Personas should also be constructed based on common 
patterns between a targeted audience. For instance, for the design of a game about teaching 
literacy to high school students on a national level, the age, habits, access to technology, 
development level of literacy skills are attributes that can describe all potential players of 
the game and should be listed as attributes of a persona.

Of course, there is not just one correct way of creating a persona. Design situations differ from case 
to case. What is important though is for you and your team to form a set of fictional characters 
that correctly represent their audience and try to anticipate their actions and reactions to different 
instances.

Resources for further reading

https://www.usability.gov/how-to-and-tools/methods/personas.html 
https://www.microsoft.com/en-us/research/wp-content/uploads/2017/03/pruitt-grudinold.pdf 
https://theblog.adobe.com/putting-personas-to-work-in-ux-design-what-they-are-and-why-theyre-
important/

https://www.usability.gov/how-to-and-tools/methods/personas.html
https://www.microsoft.com/en-us/research/wp-content/uploads/2017/03/pruitt-grudinold.pdf
https://theblog.adobe.com/putting-personas-to-work-in-ux-design-what-they-are-and-why-theyre-important/
https://theblog.adobe.com/putting-personas-to-work-in-ux-design-what-they-are-and-why-theyre-important/
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Jobs-to-be-done

Learning objectives: Using and applying the Jobs-to-be-done principles.

Duration: 1 hour

Content summary: The concept of “job to be done” was developed by Clayton Christensen and 
Michael Raynor. He suggests that people are less interested in the products they buy than in the 
services these products render to them. This concept is not new. In the 1960s, Theodore Levitt, a 
marketing professor at Harvard Business School, had already noticed that “people don’t need drills. 
They need holes in their walls. »

Content body: The principles of Jobs-To-Be-Done

From the JTBD perspective, user or customer segments are not dependent on demographic or 
psychological data. In fact, everyone is trying to achieve the same result, based on their own criteria. 
The chronological aspect does not come into play because if the products or services evolve, the 
Job-To-Be-Done is stable.

The “job” is the result that the user actually wants to accomplish, his goal. This is why a person 
buys or uses a company’s products or services. His reasons for choosing a particular product or 
service are conscious and unconscious. These are the expected benefits, or success criteria, called 
Functional Jobs and Personal Jobs.
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Functional jobs correspond to the essential tasks to achieve the objective, to the instructions that 
allow the work to be accomplished. This is the functional dimension. In a way, these are objective 
benefits, or success criteria.

Personal Jobs, the more personal criteria, are divided into two categories: Emotional Jobs and Social 
Jobs.

1. Emotional Jobs are all the emotions that the user wants, or fears, to feel while performing 
the tasks.

2. Social Jobs refers to how the user wants to be perceived by others. These criteria lead to 
Job-To-Be-Done, and therefore to the choice of the solution that will make the job successful.

Concretely, it is therefore necessary to find adequate solutions in relation to the objectives of the 
users, while taking into account their sentimental and social considerations.

Advantages and limitations

Applied to UX research methods, Job-to-Be-Done is divisive. According to its advocates, adopting 
this perspective helps teams focus on real user problems in order to find solutions. As we will see 
below, the way of conducting user interviews, from a JTBD perspective, seems less restrictive than 
with personas. Finally, Jobs-To-Be-Done could help create more meaningful personas.

Others consider that JTBDs do not sufficiently take into account, compared to personas, the context 
of use of products or services. In addition, erasing demographic and sociological aspects (name, 
age, sex, profession, etc.) would prevent you from feeling empathy for users. Finally, this way 
of determining user needs would be unsuitable for certain complex products or services. Many 
nevertheless agree to see it, at the very least, as a complementary tool to personas.

To simplify, the persona helps to understand archetypes of application users. The personas method 
shows us how their motivations can be different and what behaviors are similar. In contrast, the 
Jobs-to-Be-Done theory focuses on the concrete results expected by users.

JTBD interviews

The steps are similar to those used to build personas: user panel interviews, use of existing 
quantitative data, analysis and synthesis. On the other hand, the way of conducting the interviews, 
of organising and then using the data is different. There are many guides and kits to download 
online for conducting interviews.

Sample JTBD interview

Switch interviews, for example, which we might translate into English as “change interview” or 
“transition interview”, are used to understand why the customer chooses or rejects a product. What 
process leads him to make this decision? What does the user expect from the product? What is its 
value to him?

Preferably, the team chooses to interview someone who has either recently purchased the product 
or service (within the previous 30 days), chosen a product or service similar to the company’s, or 
rejected a product or service to prefer that of a competitor. Chronologically, the user is assumed to 
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have bought or rejected it by following this path:

1. The first thought: the problem to be determined. The user begins to search for a solution 
passively.

2. First unknown event: The urge to find a solution increases and the user begins an active 
search.

3. Second unknown event: He compares products or services to solve his problem, inquires, 
etc. The decision-making process takes place.

4. Purchase of the product or service and consumption.

The first questions to ask him might be: when did you first think of buying this product? What 
happened that day? Was anyone you have during the research phase? One of the limits being that 
you have to rely on the memory and the sincerity of the user.

Then, according to JTBD, four “forces” are at work as the user transitions from one behavior to 
another:

● The evolution of the situation (push of the situation): it does not work as I would like, I 
wish it was better. Why ? 
● Pull of the new solution: This new solution might be better. What are the arguments? 
The answer may be price, features offered, etc. 
● Habits of the present: Habits that cause resistance to change. For example, if I 
persevere, it will work better or the current application also has advantages. What are 
these habits? 
● Anxiety of the new solution: What is the user afraid of with this product? Why is he 
anxious?
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Here too, the objective is to obtain their answers in order to identify the obstacles (pain point), 
benefits and needs. It will then be possible to take advantage of these interviews to design or improve 
a product or service. However, nothing prevents you from creating a persona sheet to which you add 
elements from these JTBD-focused interviews.

Questions - Chapter 3
Question 1: According to Reuvers (2015), green innovation does not imply new innovation practices 
but requires _______________. 

Answer 1: only concern about high profit.

Answer 2: only reducing environmental impact.

Answer 3: a business model change. 

Question 2: According to Osterwalder & Pigneur (2010) what are the nine components identified 
in the Business Model Canvas tool? 

Answer 1: Key partnerships, main activities, main features, costs, value proposition, relationship 
with the consumer, channels and customer segments. 

Answer 2: Key partnership, main activities, main features, costs, relationship with the consumer, 
customer segments, channels and value proposition.

Answer 3: Key partnership, main activities, main features, costs, value proposition, relationship with 
the consumer, channels, revenue sources and customer segments. 

Question 3: The flourishing Business Canvas, describes three major systems in which the company 
belongs and four perspectives. What are the four perspectives?

Answer 1: Environment, World, Economy and Energy.

Answer 2: World, Economy, Process and Problems.

Answer 3: Process, Value, People and Outcomes. 

Question 4: The Farm to Fork strategy aims to accelerate our transition to a sustainable food 
system which should:

Answer 1: have a neutral or positive environmental impact. 

Answer 2: have a positive impact only on animals.

Answer 3: have a positive impact only on the earth.

Question 5: Through the sustainability report, companies communicate:

Answer 1: communicate their performance and impacts on a wide range of sustainability topics, 
spanning environmental, social and governance parameters. 

Answer 2: their way of promoting climate change.

Answer 3: what is their reputation based on the feedback they receive annually from consumers.

Question 6: They play a crucial role in identifying risks and non-financial opportunities for 
organizations:

Answer 1: NGO

Answer 2: Government
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Answer 3: Stakeholder 

Question 7: What do you need to write in the “Pain relievers” section?

Answer 1: To indicate what could create gains for the client.

Answer 2: To indicate the negative emotions (anxiety, shame, fear...).

Answer 3: To indicate how you eliminate or reduce negative emotions. 

Question 8: Select the correct sentence regarding Personas

Answer 1: Personas should represent idealistic potential users.

Answer 2: For a typical product, you should have more than four personas.

Answer 3: Personas should be constructed based on common patterns between a targeted audience.

Question 9: What are the “Emotional Jobs” from the JTBD theory?

Answer 1: Emotional Jobs refers to how the user wants to be perceived by others.

Answer 2: Emotional Jobs are all the emotions that the user wants, or fears, to feel while performing 
the tasks.

Answer 3: Emotional Jobs are jobs related to taking care of others. 
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Solutions to the questions

Correct answers - Chapter 1

Question 1: One sustainable project is:

Answer 3: the project who cares about environmental, social and economic impact. 

Question 2: What is eco-innovation? 

Answer 1:  any innovation that translates into an important step towards sustainable development, 
reducing the impact of our modes of production on the environment. 

Question 3: What are the principles associated with the eco-entrepreneur?

Answer 1: Reduction of garbage, reduction of gas emissions, reduction of hazardous chemical 
residues, reuse of industrial waste as raw material, use of sustainable energy reducing its use in 
excess. 

Question 4: What is the factor affecting the transport industry recently?

Answer 1: Covid-19 

Question 5: What problems digital communication can’t solve?

Answer 2: Social isolation 

Question 6:  What problems can good logistics solve?

Answer 3: Reduced  transportation costs and pollution 

Question 7: What danger is posed by CO2?

Answer 2: Heating up the planet 

Question 8: How is clean energy defined?

Answer 3: Zero emission 

Question 9: What is the primary benefit of renewable energy?

Answer 1: Cannot be depleted 

Question 10: What is the definition for water consumption?

Answer 3: The difference between pumped water and water returned to the source 

Question 11: What are the causes of air pollution?

Answer 2: Smoke and car emissions 
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Question 12: How the water crisis can’t be solved?

Answer 3: Building new factories

Question 13: Where can I find the latest events on Circular Economy?

Answer 1: in the Event section of the CEAP page 

Question 14: Is there a sector-specific page for my area of work?

Answer 3: Yes in the EU Green Deal page and CEAP page

Question 15: Where can I find more information and materials about the possibilities 
offered by the EU?

Answer 1: In the Documents sections of the EU Green Deal and CEAP 

Question 16: Which one is the EU leader country in the green initiatives? 

Answer 2: The Netherlands

Question 17: What do we have at the top of the Water hierarchy?

Answer 3: Prevention

Question 18: How many kilograms of municipal waste do Europeans produce per year?

Answer 1: More than 400kg

Question 19: At which stage of the EU Waste Hierarchy can we find the Preparation for 
Reuse?

Answer 1: Second, after Prevention

Question 20: Why should I commit myself to reuse?

Answer 2: For its waste saving, networking possibilities and economic positive impacts 

Question 21: Who can engage in reuse?

Answer 2: Households, Start-ups, NGOs and associations

Correct answers - Chapter 2

Question 1: To be a green worker:

Answer 3: Neither is always necessary.

Question 2: The term “reskilling green skills” means:

Answer 2: Retraining Skills
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Question 3: According to ILO, how many jobs are at risk if green skills are not restrained 
by 2030:

Answer 1: 72 million

Question 4: How many forms of mobility have been recognized by the IOM ?:

Answer 1: 3

Question 5: The term “planned transfer” means:

Answer 2: they concern communities that are moved to safer places due to the impossibility of 
remaining in territories irreversibly compromised by environmental events. 

Question 6: Which of these measures must be taken to limit the impacts of climate change?

Answer 1: Management of water resources and ecosystems. 

Question 7: Which of the 17 objectives of the 2030 Agenda ”is the one proposed by“ Fight 
against climate change ?

Answer 3: 13

Question 8: Which of these goals is contained in “Objective 13”?

Answer 1: Improve education, awareness and human and institutional capacity for climate change 
mitigation, adaptation, impact reduction and early warning. 

Question 9: What can education for sustainable development provide ?

Answer 2: Both answers are correct.  

Question 10: How should communication on environmental issues be between companies, 
governments, NGOs and individuals?

Answer 1: Transparent, decisive and continuous

Question 11: What transitions are we experiencing right now?

Answer 1: Technological / Ecological

Question 12: A well-designed and effective cross-sector partnership benefits partners 
through:

Answer 1: Replicability and sustainability

Question 13: What are the two steps of the “Explore” phase present in the Design Thinking 
model?

Answer 3: Ideate and Prototype
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Question 14: What are the 3 main phases of the Design Thinking process?

Answer 1: Understand, Explore, Materialize

Question 15: What are the 3 components of the “Build” area of the Double Diamond 
Framework?

Answer 2: Ideas, plans and expertise

Correct answers - Chapter 3
Question 1: According to Reuvers (2015), green innovation does not imply new innovation 
practices but requires _______________. 

Answer 3: a business model change. 

Question 2: According to Osterwalder & Pigneur (2010) what are the nine components 
identified in the Business Model Canvas tool? 

Answer 3: Key partnership, main activities, main features, costs, value proposition, relationship with 
the consumer, channels, revenue sources and customer segments. 

Question 3: The flourishing Business Canvas, describes three major systems in which the 
company belongs and four perspectives. What are the four perspectives?

Answer 3: Process, Value, People and Outcomes. 

Question 4: The Farm to Fork strategy aims to accelerate our transition to a sustainable 
food system which should:

Answer 1: have a neutral or positive environmental impact. 

Question 5: Through the sustainability report, companies communicate:

Answer 1: communicate their performance and impacts on a wide range of sustainability topics, 
spanning environmental, social and governance parameters. 

Question 6: They play a crucial role in identifying risks and non-financial opportunities for 
organizations:

Answer 3: Stakeholder

Question 7: What do you need to write in the “Pain relievers” section?

Answer 3: To indicate how you eliminate or reduce negative emotions. 
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Question 8: Select the correct sentence regarding Personas

Answer 3: Personas should be constructed based on common patterns between a targeted 
audience. 

Question 9: What are the “Emotional Jobs” from the JTBD theory?

Answer 2: Emotional Jobs are all the emotions that the user wants, or fears, to feel while 
performing the tasks. 


