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1. Introduction
There is a variety of lenses and tools to understand and guide managers’ behaviour (Hatch, 2012). This includes (a) looking at the organisation from the inside e.g. the resource based view (Barney, 1991) and SWOT analysis, (b) considering the organisation’s immediate environment using PESTEL analysis, stakeholder theory and Michael Porter’s Five Forces, and (c) also considering the macro-economic situation and globalisation.

This essay aims at providing actionable recommendations for managers in all of these dimensions. 
The essay starts by introducing two exemplary industries which will be used throughout the essay to highlight manager’s challenges and possible approaches to overcome those. The introduction is followed by an analysis of trends in the construction and apparel industries. A framework of recommendations is presented and discussed in the last section. These recommendations are also guided by the idea that managers must change the way they think and act to avoid trying to “solve the problems applying the same thinking we used to create them”.
 
0. Introduction to the construction industry
In 2018 the carbon dioxide (CO2) emissions in the buildings and construction sector rose to 39%. This includes emissions for manufacturing building materials (e.g. steel, concrete, glass etc.). Further, global emissions from buildings increased to 9.7 gigatons CO2. This means a rise of 2% each year in 2017 and 2018. Floor space increased disproportionately to population growth. Consequentially, energy consumption increased by 1% to 36% of global energy use (IEA, 2019). In the last decades, there were more resources extracted from the earth for the construction industry than in all human history combined. In the past hundred years, humans have extracted 34 times more raw materials than in the nineteenth century The construction industry employs 25% of the global population and makes up 25% of the global GDP (Coady, 2020). In the UK alone, the construction industry is responsible for 50,000 tonnes of plastic waste per annum. The waste is exported to other countries, incinerated and emitting toxic fumes to the air or ends up in landfill and oceans. It is estimated that there are already 5 trillion micro-plastic particles in the oceans, which make their way up the food chain to humans (Ray, 2019 2019, Latham, 2021).
0. Introduction to the apparel industry 
Twenty per cent of the water pollution through industrial operations is caused by the apparel industry (Thomas, 2020). In 2020 McKinsey estimated that the apparel industry contributed four per cent of the total global greenhouse gas emissions in 2018. This equals the total yearly emissions of France, Germany, and the United Kingdom combined (Berg et al., 2020). Further, the apparel industry uses one-fourth of the globally produced chemicals. In 2016 researchers reported that 90% of 2,000 tested fresh- and seawater samples contained microfibres. Microfibres of synthetic fabrics are released into waters during normal washing and are then ingested by marine animals. The apparel industry produces over 100 billion garments yearly of which 20% are not bought. This means 14 million tons of clothing end up unsold in a landfill. Additionally, just in the UK alone people throw away 9,513 items of clothing every five minutes (Remy et al., 2016, Thomas, 2020). 
Managers today are faced with unprecedented challenges regarding sustainability, societal expectations and environmental degradation. Based on the discussion in the main part of this essay, we introduce a framework focusing on three organisational dimensions (internal, external, macro) and three different categories (people, society, and natural environment). The framework provides a summary of current trends and recommendations of what managers should do and avoid to tackle the world’s problems.
1. Natural Capital: Society and Nature
In 1900 just about 18% of the total population lived in urban settlements of 5,000 or more. The majority of the world’s population lived in smaller settlements close to nature (Population Commission, 1977). It is likely that the connectedness to nature was stronger at that time than today. According to Worldbank (2018) 56% of the global population lived in urban regions in 2019. People living in cities with no access to green spaces are likely to be disconnected from nature. If human’s surroundings are mainly concrete, lacking natural spaces their empathy for nature and their happiness and well-being may decline (Nisbet et al., 2011). Einstein noted this trend highlighting the feeling of insecurity, loneliness and the lack of joy.

If humans do not realise where this lack of happiness and well-being originated from they tend to try to find happiness in consumerism (Flanders, 2018). The disconnection from and thus lack of empathy for nature negatively influence the ethical, green orientation of our consumer choices (Sparks and Shepherd, 1992).
Globally, we buy around 80 billion apparel items each year. Experts predict that consumers will buy 63 per cent more fashion by 2030. This means an increase from 62 million to 102 million tons (Thomas, 2020). Businesses have identified children as an important target group who are worth $130bn dollars. Therefore, they manipulate children’s desires by sophisticated marketing actions. These children’s identities are substituted by lifestyles that supersede ethical behaviour. Higher involvement in consumerism results in suffering from depressions, anxieties and decreasing self-esteem (Hill, 2011).
These self-destructive unethical consumer behaviours are mitigated and counteracted by closer connection and commitment to nature, improving people’s well-being, happiness and life satisfaction (Mayer and Frantz, 2004, Dong et al., 2020). 

Nature with its ecological system contribute to human welfare and are of substantial value for our global economy. Without nature, neither humans nor the economy could exist. Therefore, natural capital is of infinite value. Heretofore, this value has widely been ignored in the balance sheets of businesses. As Einstein noted, we perceive ourselves “outside” of nature and not part of the global whole. If businesses had to pay for the services of natural capital representatively to the value it adds to the economy their balance sheets would look differently (Helm, 2015). Further, there would be projects which had to be stopped if their benefit was lower than the value of the extracted natural capital. In regards to the scarcity of natural capital, there are thresholds to be defined which must not be passed (Costanza et al., 1997). Helm (2015) suggest attaching a value to the use and possible destruction of natural resources and ask the businesses for compensation. However, it is questionable whether natural capital can be represented in monetary terms. Further, it is arguable who has the right to define this monetary value and the thresholds of various natural capital and who can decide what would be the appropriate compensation for taking natural capital.
1. Biomimicry
Natural Capital does not only provide us with raw materials and its ecosystem services but also serves as a best practice example. Biomimicry is an emerging discipline studying nature’s systems, designs and processes to imitate them in human-related applications (Ellen MacArthur Foundation, 2020). 

Nature provides solutions to many problems of the world. If we look at nature and let us be inspired by it we can develop sustainable innovations. For example, the blood vessels in a giraffe’s neck were copied to design drainage networks that can deal with surges in hydraulic pressure and so to delay, retain, store and reuse water (Biomimicry Institute, 2020).

The construction industry is well advised to use local knowledge. People from different parts of the Earth face different problems and know the respective nature of the corresponding regions. This knowledge of diverse geographical conditions and nature enables sustainable innovation. Businesses, for example, within the construction industry benefit from this valuable diverse knowledge that inspires innovation.
1. Community & Business Resilience
Communities are the source of a vital economic resource: humans. Communities and Managers who ensure equal rights for minorities and enable minorities to live out their cultural traits can appreciate the manifold advantages of these diverse communities and workforce. If communities provide an education system that does not put minorities at a disadvantage this diversity can fertilise every community and businesses in all industries throughout all hierarchical levels. 

Businesses that embrace creativity and encourage innovation profit from a diverse workforce coming from different disciplines with different cultural backgrounds. A diverse workforce is usually more creative, innovative and offers a broader problem-solving skill set to encounter threats (Smith and Wiek, 2012). Diversity further increases productivity and competitive advantage (Davis, 2000, Thomas and Wetlaufer, 1997). The “representativeness” of a business’s workforce is directly related to its success and the well-being of the society it operates in. Businesses with a diverse workforce that represents the society have higher credibility, attract more customers (who too are part of this diverse society) and gain legitimacy (Ely and Thomas, 1996).
Short-term profit-hunting for the shareholders often happened at cost of employees and local communities through outsourcing and offshoring production to developing countries with lower production costs. Consequentially, businesses and the local communities grew apart (Kramer and Porter, 2011). The apparel industry has grown from a domestically produced $500bn to a globally produced $2.4tn trade. The UK textile industry employed one million people in the 1980s. Although globally the number of jobs in the industry almost doubled from 34.2 million to 57.8 million, UK’s textile industry today employs only one hundred thousand people. The distance between communities thus consumers and businesses causes anonymity which enhances ignorance of socially and environmentally harmful and unethical manufacturing practices and, therefore, fosters ignorant and unethical consumerism (Thomas, 2020). 

Putting more emphasis on local resources would revitalise the local economy. Businesses could bring production back to local communities and use local raw materials. This would force the consumers to have a better understanding of the value of the goods produced. Employing locally trained people would further enhance this understanding. If the consumers appreciate the locally produced products this might positively affect their boundless consumption behaviour. Hence, businesses could produce on a smaller, more sustainable scale and resource extraction from earth could be reduced too. This would mean several advantages for sustainability e.g., global CO2 emissions could be reduced if transport of goods and materials would decline and production was slowed down. Additionally, resources from earth could be saved and exploitation of cheap labour in developing countries would be stopped (Khan, 2013, Thomas, 2020). 
The New Economics Foundation (NEF) found that local businesses helped to more than double the local income, for example, when people shopped at local markets instead of at supermarket chains. This presents another advantage of the connection of businesses to their local communities (Khan, 2013). 
These changes are not down to the managers and businesses alone. Humanity is past the point where isolated groups can be successful in tackling global challenges and be “self-sufficient”, as Einstein said. There needs to be a closer cross-border cooperation between the businesses, governments and consumers to encourage transparent, sustainable business models which benefits the economy, the communities and nature (Smith and Wiek, 2012, Kaplan and Haenlein, 2010).
1. Circular economy 
Cooperation between governments, businesses and communities is also essential for implementing a circular economy. In a circular economy, we establish systems for reusing and remaking materials and produced goods whilst retaining their quality or/and we develop and use biodegradable materials (Ellen MacArthur Foundation, 2020).
Scholars have developed various concepts for building such an infinite circular economy (e.g. Cradle to Cradle, Biomimicry, Permaculture, Natural Capitalism etc.). The ReSOLVE framework (regenerate, share, optimise, loop, virtualise, exchange) represents six business actions for a circular economy (Lewandowski, 2016). The ReSOLVE framework is a useful tool for decision making within the construction industry where priorities need to be set according to site conditions, climate, life span, materials available etc. (Iyer-Raniga, 2019).

Considering the scarcity of Earth’s resources and the growing population the markets today are defined by economic as well as societal needs. The response to these changing market forces has been termed “shared value” by Kramer and Porter (2011). One implication of these changes is a move towards a circular economy that satisfies people’s societal and economic needs whilst focusing on the considerate use of resources. 

To be better understand consumers’ social and economic demands, businesses must engage their stakeholders at an even greater scale to share knowledge, nurture innovation and design products and services suited to the new economic reality (Smith and Wiek, 2012). 
The phenomenon of involving consumers in the design, development and creation of products and services is called co-creation. The consumers become “prosumers” who help defining the products and services best suited to their needs. Most notably software companies have relied on co-creation to develop new service offerings (DesAutels, 2011). However, co-creation can also be observed in car manufacturing and apparel and other industries (Kaplan and Haenlein, 2010, Saldanha et al., 2017). Notably, the focus on societal benefits has no decremental effects on businesses’ overall performance (Kramer and Porter, 2011)

Circular and service economy require more than the involvement of just the end-user (Smith and Wiek, 2012). Businesses need to consider the entire supply chain and the return, repair, refurbishment, and recycling processes of their products (Sharma and Singh, 2017).

Considering the case of plastic all of the above strategies (product design, repair and refurbishment, and recycling) are being applied in the industry. However, they are not yet commonplace (Ellen MacArthur Foundation, 2020). Non-recyclable plastics have been a plague. Research and industry have found a way to recycle the unrecyclable plastic by chemical recycling. This turns any plastic back into oil and allows circular use of plastics (Latham, 2021).
In the apparel industry, it had been a common practice to reuse second-hand clothes or to repair them. Unfortunately, because of ridiculously low prices for fast fashion garments, most consumers have given up repairing their clothes. Nonetheless, the apparel industry has begun to implement a circular economy by recycling garments, using sustainable materials e.g. organic cotton and real indigo dye, and offering clothes for rent (Thomas, 2020).

Contrary to Einstein’s claim that production is carried out for profit and not for use, today’s trends show that both are possible. The shift towards a circular and outcome-based economy introduces a change in consumers behaviour and their definition of value. In a linear economy, the value was attributed to the product itself (this dress is worth £100). In this new economy, the value is grounded in the product’s use and not its mere existence (wearing this dress to a dinner party is worth £20). If the consumer can get involved in the creation process the value for the product’s use can be increased (wearing this dress which is exactly what the consumer dreamt of to a dinner party is worth £50). Considering that the dress will be rented by more consumers the value in use manifolds (Grönroos, 2017).
1. Sustainable Cities
The concepts of sustainable consumption and value-in-use go beyond consumer products. They are equally applicable to our use of space. The construction industry must consider these concepts for planning sustainable cities. Various characteristics make a city sustainable. Distribution and configuration of open green spaces, mix of uses, social and economic diversity and vitality, walkability, infrastructure and public transport, are some of the sustainable city’s characteristics (Jenks and Jones, 2009, Coady, 2020).

Today’s cities have numerous sustainability issues. Due to the growing population and migration into urban centres, there are problems of overcrowding, air, water and noise pollution and subsidence (Haughton and Hunter, 2004, Coady, 2020)
Heedless groundwater extraction without recharge and inconsiderate use of water are the causes for 80% subsidence in America. Additionally, the heavy weight of skyscrapers presents another cause for subsidence. Having cities built on clay-rich soil and pristine river deltas, intensify subsidence. Silt for reinforcement can no longer be deposited by tributary rivers because of dams or removing it for shipping lanes and using it for construction (The Economist, 2017, Poon, 2021, Coady, 2020). 
The UK’s South East is most affected by subsidence because of clay-rich soil underneath. According to estimations of the British Geological Survey, there would be 2.4m homes at risk by 2030 in these clay-rich regions. Additionally, global heating contributes to shrinking and cracking grounds which enhances subsidence, and, at the same time, rising sea levels (Carrington, 2021).
Humans do reshape our planet. Not only do we pollute waters and air, cause animal extinction and destroy forests, we also cause changes at a geological level including manmade earthquake, for example through fracking and extensive mining, up to changing the rotation of the planet (Parsons, 2021, Coady, 2020). 

Humans have changed the priorities for the design of constructions. Before industrialisation people used to construct for life and in cultural traditions. Today, architects design for mechanical equipment which occupies large spaces. Another priority for construction design is the accessibility by vehicles and the infrastructure for transportation. Therefore, 40% of land is used for roads and parking lots which hinder the lithosphere to absorb water (Coady, 2020).

Urban planners are challenged to design cities where people’s need of a feeling of belonging, and the connectedness with nature can be satisfied. Some of the requirements to consider in the design process are amongst others social inclusion, employment opportunities, cultural offers, green spaces for recreation and opportunities to socially engage, walkability, bike facilities, mixed-use (housing, businesses, food supply, health care, education) (Andersen and Van Kempen, 2003, Coady, 2020). Further, humans thrive when they are part of a good neighbourhood within which they can socially connect, foster belonging and share the same values (Kearns and Parkinson, 2001). The lost connection to the “society” and the perception of the dependence on others as a burden, as noted by Einstein, need to change. Conscious urban design could help bringing the sense of “belonging” back into our lives.

Today’s society is increasingly suffering from stress caused by decreasing liveability in urban regions through e.g. noise pollution, isolation, consumerism and disconnectedness from nature (Coady, 2020, Flanders, 2018).
We need to rewild our cities. Green roofs and facades are isolated ecosystems, nevertheless, they could contribute to tackling CO2 emissions. Trees between roads and buildings would help to clean the air and provide shadow in summers allowing reduction of energy use for air condition systems. Rivers should not be forced underground as they too help cleaning and cooling the air. For example, in London about 20 rivers have been forced underground and are used as sewers (Patowary, 2018). Access to green spaces such as parks in walkable distances is supporting human’s health. A green environment is good for the well-being of people, therefore, office buildings should feature plants. 
1. Conclusion
It is perhaps unrealistic to expect the managers to literally solve all of the world’s problems. However, within their remits they can make a positive contribution to the global struggle towards a better more sustainable world. There are many things managers should do and which they should not do to help solving some of the world’s problems. Managers must take actions to tackle social and environmental issues (Andersen and Van Kempen, 2003). The framework presented in (Table 1) summarises some of the actions managers could take to address these challenges.
	People

	Macro Environment
	Action: Managers need to collaborate with other businesses, governments and communities to create an efficient system for recycling, reuse and refurbishment to build up a circular economy and to enhance synergies and share knowledge for enabling radical change (Ellen MacArthur Foundation, 2020, Smith and Wiek, 2012).

Avoid: Isolation of knowledge and expertise, and departmentalism (Smith and Wiek, 2012).

	External Environment
	Action: Managers need to foster diverse hiring for being able to take advantage of creativity and diverse knowledge of a diverse workforce to build capacity to innovate and adopt (Smith and Wiek, 2012).

Avoid: Monocultures within businesses

	Internal
	Action: Managers must ensure equal treatment of and chances for minorities. They must establish communication systems to report and respond to unfair, unethical treatment of employees (Davis, 2000)
Action: They also need to understand and manage this diversity to facilitate the change in the organisation’s culture (Richard, Murthi, & Ismail, 2007).
Action: Provide green spaces within office buildings

Avoid: Enhancing and overseeing discrimination of minorities

	Society

	Macro Environment
	Action: Managers should make businesses transparent to get their stakeholder’s legitimacy and be accountable for actions in regards to sustainability (Smith and Wiek, 2012).

Avoid: Pollution of nature
Avoid: Production of single-use, short life-span, non-repairable goods

	External Environment
	Action: Managers need to get into a dialog with their communities to know the real needs and values of communities that need to be satisfied (Kaplan and Haenlein, 2010).
Action: Insist on sustainable office buildings

Avoid: Creating desires for unsustainable consumption for the sake of profitmaking.

	Internal
	Action: Managers should hire locally to take advantage of local knowledge and for bonding with the local community.

Avoid: Outsourcing, offshoring and relocation of work for cheaper labour

	Nature

	Macro Environment
	Action: For measuring economic success managers should take into account investments in and actions towards environmental sustainability instead of only considering Gross domestic product (GDP) and profit as the main measures. This will require a fundamental change in the management of organisations (ICAEW, 2021).

Avoid: Focusing on short-term profits for shareholders at cost of sustainability 

	External Environment
	Action: Managers need to make the business itself a green consumer to implement this culture and to foster awareness and a green ethical orientation amongst all employees (Sparks and Shepherd, 1992).

Action: Managers should see businesses as part of their natural environment. They should support and invest in local environmental projects as it directly benefits their businesses (Mayer and Frantz, 2004).

Avoid: Using toxic chemicals and scarce raw materials.
Avoid: Operating as a parasite for nature.

	Internal
	Action: Empathy for nature should be facilitated by managers and be integrated into organisations’ cultures to shape the cultural values of all employees (Mayer and Frantz, 2004). 

Avoid: Fostering disconnectedness from nature.


[bookmark: _Ref73905245]Table 1 - Manager's Do's and Don'ts
Michael Porter argues that his shared value creation perspective would foster sustainability. If managers would invest in businesses in developing countries they herby would enhance the prosperity and expansion of these businesses which would make them sustainable. Porter further says that by increasing the farmers’ efficiency businesses that buy from these suppliers could increase their revenues (Kramer and Porter, 2011). However, this would only help to build the same economy as in the developed countries and support monocultures, overproduction and enlarge waste and pollution at a larger scale. 

This capitalist thinking has been practised for nearly 250 years since the industrial revolution in the western world. This is the very same thinking which has led to most of all our today’s social and environmental sustainability issues. We need to look back at Einstein’s advice and “widen our circle of compassion” and embrace nature beyond simple profit-making.

The constant population growth, our current heedless consumer behaviour, the inconsiderate exploitation of natural resources just for making a profit are not sustainable and we urgently need to radically change this (Mayer and Frantz, 2004). Therefore, capitalism cannot be the solution to today’s world’s problems.

As Einstein once said: “We cannot solve our problems with the thinking we used to create them.”
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