
SUSTAINABLE DESIGN

Business leaders heard how design can support sustainable
business practices at a presentation to the Sustainable Business
Network by design industry director Dorenda Britten and Unitec’s
Masters Degree in Design Management director Pradeep Sharma
in Auckland last month.

The joint address focused on the relationship between waste
and the product life cycle, outlining how early cultures had
designed for lightness – mainly because they needed to be able
to carry everything they owned. Design now made it possible 
to return to a state of lightness in which products could take 
up less space during all points in their life cycle, especially the
waste phase.

“Because we no longer have to carry our own loads, we have
created an inconceivable and unnecessary burden of products.
The challenge is to reverse that process. We have the tools to
eliminate mass and create higher value,” Britten said.

“Environmental issues are increasingly being considered in
product design and development driven by a range of issues
including customer and supply chain pressures, competitiveness,
new standards such as IS0 14001 and through cost saving
opportunities in relation to materials and energy,” she said.
“However, the systematic management of environmentally 
considered product design or eco-design is a new issue, and 
is still in its infancy.” 

Britten said the rise in interest in sustainability was not a threat
to producers, but an opportunity that design could seize in its
constant thirst for innovation. “The seemingly constraining 
circumstance of needing sustainability in production can provide
a framework in which the best thinking can happen”. 

Both presenters saw the sustainable design process being the
domain of business functions such as product, design research
and development, engineering, marketing and environmental
management within businesses, along with environmental and
design academics and consultants.

While design was typically seen as an individual pursuit, in 
reality it is always a collaborative effort involving many areas of
expertise. “There are, in fact, many design processes, adaptable
to the immense variety of products and contexts in which
designers work,” Sharma said. 

Design also made marketing much easier, and often became
central to the ‘story’ of the brand – elements of the story included
the materials the product is made from, its country of origin,
and its innovation, much of which could be linked back to 
environmental sustainability. 

“Innovation is a social term – it refers to use and uptake. It is
about people and hence requires us to think about the consumer
and system of persuasion that encourages the consumer to
accept the offering in exchange for something – usually money!”

Fortunately, the stronger the story the greater the degree of
consumer interest, reflecting the opportunities sustainability
offered for new ideas, new materials, new production processes
and new marketing themes. 

Source: June 2004 newsletter produced by designindustry –
www.designindustry.co.nz

SUSTAINABLE BUILDING
PRACTICE IN ACTION
With research and consultancy in sustainable business practices
in the urban and rural sectors, it wasn’t hard for Landcare
Research to decide that a new building for their Auckland staff
should be environmentally friendly as well as a great facility to
work in. As we became more involved in the design process
and began to see the benefits of a sustainable approach, we
also wanted to be able to share that information with others 
and encourage them to take the same path. 

Our key goals relating to sustainability were:

• The building had to be designed up-front for sustainability

• Construction costs were not to be increased because the
building was sustainable.

• Projected energy operating costs should be around 60-70%
less than for a conventional building.

• The building would make minimal use of municipal water,
stormwater and sewage systems.

Some of the functional requirements were clearly not those of
the average office building:

• To house our national insect collections of 6.5 million insects,
one million of them mounted with pins, in a state of the art
collection facility.

• Likewise for out national fungal collection of 600,000 specimens.

• Provide for high-level containment facilities within our 
laboratories.

• Provide containment and propagation glasshouses.

• Ensure that the building could be monitored as part of our 
ongoing research into low-impact urban design. 

• Provide a safe, healthy and enjoyable working accommodation
for 60 Landcare Research staff, 25 MAF staff and a number of
University collaborators.

Design and building materials played key parts in reducing energy
requirements. The building has a high thermal mass on the inside
and more than twice the normal level of recommended insulation.
Mechanical requirements for air-conditioning in specialist areas
were optimised to minimise energy use and heat recovery has
been used from the many laboratory fridges and freezers. We
have used double-glazing throughout with opening windows 
and an atrium to make good use of daylight.

“THERE ISN’T AN AWAY 
TO THROW THINGS TO”

BEAUTY ENGINEERED
FOR EVER (B_E_E)
Beauty Engineered for Ever (or B_E_E for
short!) communicates its greater purpose
through its name. It’s about bringing
design (Beauty), technology (Engineered)
and sustainability (for Ever) together – to
make environmentally-leading products
so desirable that people simply can’t
resist them. This young, innovative, New
Zealand Company, launched its gorgeous
range of high performing cleaning products
late last year. (Dishwash Liquid, Surface
Cleaner, Whitener and Delicate Laundry
Liquid make up the launch range.) But
not only are B_E_E’s products of the
highest possible green standard – they
take the very concept of green and turn
it on its head. Indeed, at the very heart 
of B_E_E’s mission is making green the
new black.

“Having fun is a key part of our commit-
ment to environmentalism. If we’re 
going to take green from ‘niche’ to main-
stream, it has to be something that more
people can enjoy. Then, when much 
larger numbers of Kiwis start living a little
greener, we can really start looking after
our precious country.” Brigid Hardy, who
heads up the business, believes that the
image of green products has to change 
if we are to make green appealing to
masses of everyday people in their every-
day lives. “With modern technology,
there’s simply no longer any excuse for
grubby green. Being very, very green, is

an absolute pleasure when you do it with
B_E_E. And we’re having a great time
communicating that. Can’t you tell? “

So B_E_E brings attitude to green. 
“Our consumer research showed that
more people would buy an environmental
product if it made them smile” Brigid
explains. And their range of ‘talking bottle’
labels is doing just that (with pick-up
lines like “I Feel Good on Your Hands”
and “I Promise I’ll Be Gentle”). People
used to think environmentalism was not
relevant to them – so we’re not just talking
to those people, we’re picking them up.
The arbiters of style are in love with it all
– filling the nation’s design and fashion
magazines with rave reviews. And B_E_E
even won the branded packaging award in
the UK’s prestigious Design Week awards
– where somewhat more established
brands like Virgin and Apple were in the
competition. To top it all off – there’s an
audacious advertising campaign where
green smoulders in a world of seduction.

But B_E_E has really earned the right 
to be having this fun. It has taken an
extensive bunch of diverse experts many
years to develop a unique offering that
brings absolute environmental commit-
ment, market-leading performance, and 
a luxurious and sensual quality that’s
entirely new to the category. Scores 
of leading international and domestic
chemists, formulators, dermatologists
and even a French perfumerer have
worked meticulously on the range. “No
one has managed to create products like

this before” says Brigid, and when you
hear the list of partners who’ve come
together to pull this one off, it really is 
little wonder. “It was worth going to 
all that trouble” says Brigid “because
now we are offering consumers some-
thing that they previously believed was
impossible – a product that complies with
the highest possible standards of both
environmentalism and performance.”
And that’s a joy to use. 

B_E_E’s environmental commitment is
absolute. It is the only cleaning product
on the New Zealand market with an 
independent endorsement from
Environmental Choice. That’s
the official environmental
endorsement programme
adopted by the New
Zealand Government. 
It takes the most stringent
environmental standards in
the world and adds another
layer of stringency as it applies them to
New Zealand’s own unique environmental
conditions. Complying with the standards
is an extremely tough process that covers
three main areas – formula, packaging
and manufacturing. Every ingredient is
assessed extensively by chemists working
on EC’s behalf. Every element of the
packaging is meticulously scrutinised
(including labels and lids) and must be
easily recyclable within New Zealand.
Furthermore, the manufacturing plant
has been significantly upgraded “making
it the most environmentally sound place
in New Zealand to make these products”. 

B_E_E applied for Environmental Choice
certification because the world of ‘green’
products is becoming confusing. “Saying
a product is ‘green’ is no longer enough
for us. There are unfortunately some
‘green’ players out there who have rather
interesting standards – and it can be hard
for customers to know who’s genuine in
their claims. People need to know that
they can trust us. And independent 
environmental endorsement simplifies
that decision for busy people.” 

But despite the rigour of Environmental
Choice, B_E_E is lifting the bar even 
further. It is assessing the ethics of the
full supply chain, favouring environmental
partners, and investigating even sounder
ways to package products. 
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NETWORK NEWS
“Sustainability is aspirational, and a lot
of our team’s excitement comes from
trying to lead the way.”

Just as B_E_E’s environmental commit-
ment is absolute, the company takes that
commitment and applies it with equal
passion to the next core tenet of its
product offering – performance. “We
know that customers want cleaning
products for one reason – to clean.”
Brigid says. “Why should green products
compromise on performance? We’re all
busy and don’t have time to scrub harder.
It’s just not good enough to create a
green product unless the performance
of that product can be shown to rival
that of the very best, market-leading,
non-green alternatives.” Using the latest
eco-technology enables B_E_E to offer
their customers a true no-compromises
performance-plus-environmentalism
answer. All products are independently
tested to outperform leading mainstream
brands.  No other eco-cleaning brand
makes such claims.

And last, but not least, B_E_E products
are actually designed to be pleasant to
use. “Bizarrely, the Big Soap companies
who’ve been making cleaning products
since the industrial revolution don’t
seem to have prioritised the potentially
pleasurable experience of using the
product.” says Brigid. “Our customers
love the experience that our blends of
essential oils create.” The products 
also contain New Zealand kawakawa, 
a healing balm used by people of the
Pacific, and the very latest natural 
cleaning agents made from coconut,
palm oil and sugar. None of the products
are tested on animals and all have been
checked by registered dermatologists to
ensure they are safe on the skin. You sure
don’t have to compromise with B_E_E.

For distribution, check out
www.beautyengineeredforever.com
and email them if it’s not near you or 
in the store where you want it. “We’re 
a small company and we’re still very
young – but we’re always delighted to
find a way to ensure the products are
available for our rapidly growing base 
of incredibly loyal friends of B_E_E.”

FROM THE CHIEF EXECUTIVE
It is hard to believe that we are already half way through the year and, yes, I have been
at the SBN six months now! A lot will be happening between now and Christmas so
please mark some important dates in your diaries. 

On Monday 11 October at 5pm we will hold the SBN National AGM. This will be 
followed by a networking function where you can get to know each other and enjoy
some cocktails before what I am sure will be an entertaining debate. The AGM and
Debate will lead very nicely into our One-day Conference on 12 October. The venue
for the conference is the Carlton Hotel in Auckland and it is shaping up to be a great
event that can’t be missed. 

The theme that is emerging for the conference is around the research that was carried
out by the Growth & Innovation Advisory Board (you can find the results on the SBN
website). This important research clearly shows that Kiwis want and expect sustainable
growth in NZ – it is felt that looking after the well-being of people and the quality of our
environment is the expected “Kiwi way” of doing business. Great news for those of 
us already on the sustainability journey. The conference technical committee is pulling
together a programme with something for everyone. We will keep you posted. For those
of you who can’t make the Auckland event – don’t panic because this conference is
coming south. Yes on 14 October we will be repeating much of the programme from
Auckland in Christchurch. Those of you in the middle will have to choose to come north
or head south – I encourage you to attend and take this opportunity to be inspired
towards action!

Something else that can’t be missed is the 2004 National Sustainable Business

Awards. The Bay of Plenty region held their Gala Awards Dinner in early June and it
was a glamorous and inspirational evening. The entry form for the National Awards will
be available from July and you have until September to get those entries in. We had
some great entries last year and I am sure that many more of you could take part. It is
a great opportunity to be recognised for the fantastic efforts you are making towards
sustainability. You don’t have to be perfect to enter – but it is a great way to show that
you are making progress. The ceremony to announce the winners will take place on 
12 October in Auckland at the One-Day Conference Dinner. 

GreenFleet is now launched and is growing in popularity – especially as businesses
tackle the ongoing price hikes in fuel. This programme is redefining fleet management
by helping businesses tackle some of the pressures that transportation is placing on
our pockets, people and environment. The Auckland launch was a great success with
many attendees taking the opportunity to test drive a hybrid vehicle (provided by
GreenFleet sponsors Honda and Toyota). The SBN has been very fortunate in receiving
the use of the Prius hybrid for six months courtesy of Toyota. We are very thankful to
them and have certainly enjoyed driving around experiencing this new technology first
hand. It has also been a wonderful opportunity to talk to people about GreenFleet and
the SBN as we are often approached by people interested in knowing more about the
vehicle. Don’t forget for those of you outside Auckland – a GreenFleet seminar will be
coming your way – in Tauranga on 20 July and in Christchurch on 26 August. Please
keep in contact with your local Regional Manager if you want to know more.

I’m looking forward to meeting many of you at the Conference in either Auckland or
Christchurch.

Warm Regards

Jami 

RECENT EVENTS
Forty people attended a very successful
informative and networking event at
Comvita on 9 May. A presentation on
Comvita’s sustainability initiatives and
their accreditation to the Green Globe 21
Tourism standard was given together with
a presentation by Action Stations on 
relevant Green Globe information.

WASTE EXCHANGE – 
0800 NO THROW 
The Waste Exchange is a free database
to help businesses swap and re-use 
their waste rather than dumping it in
landfills. It is a Region-wide information
exchange designed to help businesses
find markets for industrial by-products,
surplus materials and waste. You can
register your products and be matched
with others who can re-use these
wastes. Visit www.nothrow.co.nz to
see how your waste stream could be
another business’ resource.

Calum Revfem, Regional Manager

CENTRAL

SBN CENTRAL REGION
OFFICE 
We now have an office base! Maria
Roddick the regional manager is now
based at 18 Vivian St, Wellington on the
first floor. Thanks to the generosity of
Urgent Couriers who have gifted us the
space we now operate out of. 

Please note the phone number has
changed to 04 384 4715. 

SBN Central Region thanks Urgent
Couriers for their support of sustainable
development in New Zealand business.

SBN CENTRAL REGION BOARD 

At the April Annual General Meeting 
of the Central Region of the Sustainable
Business Network, a new board was
elected. Thank you to retiring inaugural
board members Pat Lakeman and Peter

Salmon for their energy, enthusiasm 
and passion for a sustainable world. 
The board for 2004-2005 is: 

Jill Van Nortwick, Chair

Meredith Osmond, Regional
Representative to National Board

Greg Menendez, new board member

Karen Jones, new board member

Marion Wood, new board member

Steve Roughan

Hugh Norris

The minutes of the Annual General

Meeting are available to peruse either on
the website, or contact Maria for a copy. 

The Event Programme for the remainder
of 2004 is currently being confirmed at
the time that this newsletter goes to print.
Please check the SBN Central Region
website pages for this programme and
details. Any topic ideas, suggestions,
offers or requests please contact Maria
NOW! 

Maria Riddick, Regional Manager

SOUTHERN

Membership is growing,
events are buzzing and it’s 
getting seriously cold !!!

Since the last newsletter membership of
the southern region has steadily increased
and we welcome all the new members
on board. Word of mouth is proving 
perhaps the greatest seller with new
faces regularly turning up to our monthly
breakfasts. 

Recent speakers have been very product
orientated. Firstly we were lucky enough
to have the wonderful story of Phoenix
Organics, told by the even more wonder-
ful story teller Chris Morrison. Many
litres of Phoenix product were devoured
that morning and, after a barrage of 
business card exchanges, hopefully
some good sustainable business deals
were executed too.

Our June breakfast saw Brigid Hardy 
of B_E_E products launch their exciting
range of household cleaners in the South
Island. Lured by free samples of dish-
washing liquid and laundry detergent,

attendees at the breakfast rose well
beyond the average 50. The story was
inspirational. Taking on some of the
biggest corporates and, despite being
early days still, holding their own. 
The products themselves have obviously 
been incredibly well researched for 
performance, environmental standards,
safety, and marketability. Brigid’s 
professionalism, and experience of 
having worked in the corporate world,
added real substance to ‘the story so far’.

Our June breakfast also saw an exciting
addition to our breakfast menu. Organic
Fair Trade Coffee, an absolute must for
any responsible coffee drinker. This sits
in extremely good company alongside
Phoenix Organic Juices, Cyclops Organic
Yogurts (made in ChCh), Hubbard’s Cereals
and locally baked Continental croissants.

Planning is continuing towards the SBN
Southern Region conference to be held
on October 14. Pencil this date in now. 
A number of high profile speakers, from
both here and overseas, are currently
being negotiated with. 

Planning is also underway to hold at 
least one event this year outside of
Christchurch. A number of contacts have
been made from Dunedin businesses and
council and this is likely to be the first
venue choice. 

Finally, an exciting project is underway 
in Rangiora. In conjunction with the
Ministry for the Environment and Our
Town Rangiora, SBN Southern is running
a ‘Sustainable retailing programme’. 
The courses aim to help locally owned
retailers better understand the issues 
of sustainability. It is a word commonly
used throughout local Council long term
plans, but one that is, perhaps, lacking in
real clarity. It is envisaged that at the
completion of the courses, local retailers
will better understand a long term vision
for sustainable development whilst at the
same time making a start on some of
those obvious ‘quick wins’. 

Well that’s all from the cold, but oh so
beautiful Southern Region.

Richard Morley-Hall, Regional Manager
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