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What are the key drivers in the Age of Responsibility, according to Wayne Visser?  In other words, what is causing companies to take sustainability more seriously, and what are some of the reasons or evidence for this shift in the market?  What are some of the consequences for companies that ignore sustainability as a driver?

According to Wayne Visser, the key drivers in the Age of responsibility are creativity, scalability responsiveness, glocality and circularity. Economic Development and Environmental Integrity are two major reasons companies are starting to take sustainability more seriously. When it comes to the modern day and age, in order to survive, there has to be a market and an environment to survive in and companies are finally starting to notice that. In the name of making money and maximizing profit, there has to be a consumer base and a demand for products and services, demand cannot exist if the market does not exist and the market cannot exist if the environment does not exist. It’s a simple circle of life that is easy to understand but difficult to maintain, as we all are coming to terms with. 
When it comes to Economic Development, it is every company’s goal to maximize their inflow, standards and quality to engage the market and their major shareholders. Improving the economic conditions gives everyone a chance to shine, clear their name up a little bit, build reputation and so forth. The more jobs in the market, the more the economy booms and the more the demand for the company’s product/service. This give and take circularity is what keeps us all going and everyone has finally come to terms with the fact that diminishing returns is not a scare tactic. The best method to avoid damages is if a company becomes sustainable to the point where the market sees a legitimate reason to affiliate with them and one very key factor to that milestone is to have solid Economic Development.
Another major factor that nudges a company to aim for sustainability is Environmental Integrity. A few examples being Coca-Cola improving their water efficiency and Lush having “Naked” product packaging. Companies nowadays understand the fact that the earth is being depleted at a rate that is inconceivable to the everyday mind and as mentioned before, the market cannot exist of the environment does not exist. The modern consumer’s attention span decreases with time and companies with a dinosaur age mindset cannot keep with the demands for the future where there is no future. Again, in the name of profit maximization it is in a company’s best interest to keep the environment around it healthy and sound, not only to keep the market alive, but also to keep their businesses alive.
There are many consequences when companies fail to acknowledge sustainability as a key factor to surviving face the worst reality there is; acceleration towards death. It is not a big surprise anymore that companies eventually die off but the thought of dying off is still something to be feared. Day by day, as we see a new morning, the competition gets stronger and the earth grows weaker, the trickle-down effect can have a practical approach when marketed right and the incentives are in place but if a company does not see sustainability as an important factor in the growth of themselves and their environment, death is the only option.


Human bias is a serious impediment to forming beliefs that map on to reality.  Corporations create impacts on the environment and community, and we sometimes ignore such impacts for the sake of gain, and allow negative externalities to accumulate into a mixed bag of unintended consequences.  The way we talk about environmental and social problems has been a challenge to business, but how can we convince others (customers) that sustainability is a desirable end?  Refer to the best/latest science or behavioral economics in describing a plan for nudging consumers toward sustainability.

Human bias is based off heuristics. Heuristics can be simply defined as ‘rules of thumb’ something you lean towards when you don’t need brain power to assess a situation or just make a quick decision. Many humans construct decisions based on what they think of on the spot and usually all decisions made on the spot are not the smartest. Heuristics such as the ‘Halo Effect’, the ‘Anchoring Effect’ and the ‘Confirmation Bias’, each of these are the most common thoughts the human mind makes decisions on and in the long run these decisions are what human bas is based off of.
This is where Businesses come into play. After years and years of market evaluation and research, these heuristics show up as factors that people will take into consideration when they possibly choose a product. In certain situations, humans tend to ignore the negatives of a product/service and focus on the primary, immediate positives that the product/service delivers. This is an example of the ‘Confirmation Bias’ that businesses use to persuade humans into busying their product. This in turn supports the unethical and unfavorable tactics the business uses to create their product and gives them even more of a reason to continue their unsustainable practices. 
A few methods we can use to incite a more positive and sustainable approach to buying products/services would be to offer personal defaults where you incentivize them to an easier approach to do stuff they have always been doing such as throwing the bottle into the blue bin instead of the black bin or perhaps a more direct approach where you embarrass them to a point where the more sustainable option is the only option that they can go for. Incentivizing does not come easy but the cost of making a small, healthy change to a person’s mental bias is not as harmful as it sounds
.

Explain the difference between ‘cradle to grave’ and ‘cradle to cradle’ design, and describe a process by which a service or product could become circular.  In other words, how can we look at waste differently, or create products that don’t produce negative externalities?  Can you provide examples of companies that have successfully transitioned to a cradle to cradle process? 

‘Cradle to Grave’ depicts exactly what you think it does, the idea that something has a finite life, a cycle that it always follows, a beginning and an end, is what the ‘Cradle to Grave’ approach illustrates. On the flip side, ‘Cradle to Cradle’ is an approach that means from birth to birth, a continuous cycle that keeps itself live like a phoenix, it had a beginning bus is self-sustainable to the point where it has no end.
An example of a company that offers a cradle to cradle would be D’Addario, with their new string recycling program, 100% of all recycled strings will be melted down and made into wiring for new strings that will hit the market again. As a loyal D’Addario customer, the implementation of this policy has changed my entire view on how the life cycle of a product works. By using the ‘Cradle to Cradle’ approach, D’Addario most definitely saves on costs for raw materials and manufacturing while helping the environment out at the same time, with this recycle offer, D’addario offers online points to their customers incentivizing them to buy more string in turn recycling them again and creating a cycle that is so polished it never stops spinning.
This successfully implemented plan should be an inspiration to all companies that have even the slightest incentive to jump on the train that promotes sustainability, not only for the sake of the environment but also for the sake of their reputation.
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