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This is an introduction to digital sustainability and 

a net-positive approach for companies, as well as an 

overview of how Cybercom is working with clients 

to deliver sustainable solutions. Net positive is an 

approach in which the focus is on how a company, 

primarily through its goods and services, can provide 

the sustainable solutions that are needed in various 

parts of society. This differs from a traditional 

sustainably perspective, which tends to consider only 

the company’s negative impacts over the lifecycle. 

This document was written by Dennis Pamlin with valuable input from 
Magnus Karlsson, Peter Schön, Johan Wallin, Peter Tyreholt, 

Niklas Flyborg and Kristina Cato from Cybercom.
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A growing number of companies are shifting focus from merely ‘doing less harm’ 
to becoming ‘net positive’.1   Net positive means adding greater value to society 
than you take away. It goes beyond direct business impacts on society and the en-
vironment that are ‘less bad’: it’s about providing solutions that society needs and 
thereby becoming a net contributor. Companies are now increasingly concerned 
not only to fix their own environmental problems but also to deliver sustainabi-
lity through the products and services they provide. This means they are moving 
from reactive risk management to a proactive approach that spurs new business 
opportunities and increased sales, making sustainability part of their core busi-
ness and a driver of innovation and profit.

The net-positive approach broadens and shifts the perspective on how a company 
relates to sustainability. Rather than replacing earlier sustainability approaches, it 
adds a layer. In these early days, the net-positive approach is primarily for compa-
nies that are interested in actively making a positive contribution to society and 
engaging in discussions about the positive role of businesses in society. 2

Digital sustainability 
and a net-positive 
approach

1. Net Positive is a new way of doing 
business which puts back more into 
society, the environment and the global 
economy than it takes out.” https://
www.netpositiveproject.org 

2. To avoid any misunderstandings, it 
should also be emphasised that no 
serious approach to net positive allows 
for cross-issue trade-offs. Generating 
a net-positive impact in one area, 
for example reduced CO2 emissions, 
should never be used as an excuse for 
ignoring a negative impact in another 
area, such as a contribution to obesity 
through the marketing of unhealthy 
food.
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Figure 1
A company’s emissions and reductions from different perspectives
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The work with digital sustainability and a net-positive approach emerged from 
three different trends. 

1. Growing number of positive impacts identified 
Increasingly, companies have seen opportunities to move beyond a negati-
ve/zero approach in which the best they can do is to aim for zero negative 
impact. They have identified opportunities along the value chain, e.g. supp-
liers that could become net-producers of renewable energy and clean water, 
stores that could provide a surplus of renewable energy and products that, in 
use, can help society reduce its emissions.   

2. Solution providers becoming engaged 
Solution companies are becoming more involved in sustainability discus-
sions, and have become partners to a growing number of non-governmental 
organisations (NGOs).3  Companies from different sectors, such as ICT, biomi-
micry, renewable energy providers and construction, have all tried to acce-
lerate the uptake of sustainable solutions. It has become clear that current 
reporting standards, labelling and procurement criteria seldom acknowledge 
these solutions, which are much more than incremental improvements. 
Instead of being asked to increase their positive contributions to society, 
companies had only been asked to reduce their own emissions, sometimes at 
the expense of generating sustainable solutions. 

3. New business models and a shift from product to services 
A broader trend in society is the shift in focus from products to new ways of 
providing a service. The best-known changes are probably those in the music 
and video industries. Within just a few years, the propensity to buy physical 
records and videotapes became almost obsolete, as people began subscribing 
to digital services. The combination of dematerialisation and buying a service 
instead of owning products has revolutionised music, books and movies. Now 
similar changes are beginning to happen in transport/mobility, construction 
and the built environment and food/nutrition. Many of these new solutions 
are both infinitely more resource-efficient and less expensive than traditio-
nal solutions, such as virtual meetings instead of flying from place to place, 
smart solutions for sharing spaces instead of building new offices or using 
recipe apps instead of traditional cookery books. These changes have also 
resulted in institutional changes, such that the service rather than the old 
way of providing the service is key, as for example in the trend away from 
travel agencies (which provide only physical travel) towards meeting agencies 
(which provide both physical and virtual opportunities).   

Three trends
3. WWF’s work with Climate Solvers, in 

contrast to their traditional work with 
Climate Savers, where the focus is on 

companies’ own emission reductions, is 
a good example of such a shift (http://

www.climatesolver.org/). Global 
Opportunity Network is another (http://

www.globalopportunitynetwork.org/); 
its particular concern is the challenges 

in society and how companies can help 
deliver solutions and turn them into 
opportunities. Sustainia’s quest for 

solutions is yet another example (http://
www.sustainia.me/solutions/). 
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The global sustainable development goals 
(SDGs) and new opportunities
When it comes to selecting specific goals for net-positive contributions, we may 
look first to the Sustainable Development Goals (SDGs).4  The SDGs are a set of 
aspirational goals that the world’s leaders agreed should be delivered by 2030.5  

The SDGs cover many important 
global challenges. But they have 
two major weaknesses. First, they 
are not designed to be used by 
companies. It could be argued that 
they are not meant to be used by 
anyone as actual goals, but rather 
as vague guidelines, as they repre-
sent a negotiated outcome from 
a long process in which most of 
the concrete targets and formu-
lations were removed by less for-
ward-thinking governments. Still, 
the 17 goals and the 169 targets 
provide several opportunities for 
companies to analyse their contribution to global sustainability. 
Second, the SDGs do not include all important global sustainability challenges. 
Two possible candidates for cross-referencing the SDGs with science-based lists 
of global challenges are:

• A list of the top 10 main global causes of death6 
• The 12 global risks that threaten human civilisation7 

These two lists are different, but both are underpinned by a transparent metho-
dology and present different aspects of what most agree are consequences that 
should be avoided. Some areas, such as climate change, poverty, pandemics, re-
duced use of natural resources, education and health improvements, are relevant 
for both the SDGs and the science-based lists. 

In addition to the very important problems and threats of bad things that may 
happen, goals that are positive could also be considered. Two uncontroversial 
areas that a company can contribute to are basic science and art. Both areas are 
part of a flourishing society with creative citizens. While the particular priorities 
are up for discussion, there are obvious areas, such as exploration of 
the universe and better understanding of the fundamental natu-
re of materials, that are the very things that make us human. 
Likewise, classical music, poetry and creative expression 
in various forms are the elements of a society that helps 
transcend the everyday basics of our existence.  

A company does not necessarily have to deliver solutions 
for science and art in order to be net-positive, but it is 
likely that companies that do will become more important 
in the coming years. 

Figure 2:
The Sustainable Development Goals

Figure 3:
Companies should also consider strategies to 
deliver on areas such as science and art

4.  https://sustainabledevelopment.un.org/sdgs 

5. https://en.wikipedia.org/wiki/Sustainable_
Development_Goals 

Science

Art

6. http://www.who.int/mediacentre/
factsheets/fs310/en/index3.html 

7. http://www.oxfordmartin.ox.ac.uk/
publications/view/1881
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Cybercom is at the centre of the fourth industrial revolution8 and the rapid changes 
in society that range from new business models to value changes. The company 
helps different clients in digital transition and enables businesses, clients, cities 
and citizens to benefit from the opportunities of the connected world. 

Cybercom acknowledges that the fourth industrial revolution and the rapid chang-
es in society provide unprecedented opportunities to use information and commu-
nications technology (ICT) to deliver on key sustainability goals. While Cybercom’s 
own direct impact never will be discounted, it is the solutions developed together 
with our clients that deliver the major sustainability contributions to society. 

Cybercom has the capacity to support transitions in the fourth industrial revolution 
from a full lifecycle approach. Our knowledge and experience of concrete imple-
mentation, combined with deep understanding of how major trends affect different 
stakeholders, is captured in the idea that we are “makers of tomorrow”. As makers 
of tomorrow, we aspire to be a trusted partner in strategic advice, innovation, crea-
tion, testing and management of digital solutions that are ahead of the curve.

Cybercom’s digital 
sustainability work 

Figure 4:
Cybercom’s full lifecycle approach

8. https://en.wikipedia.org/wiki/Fourth_
Industrial_Revolution 
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Figure 5:
Digital sustainability review process

A review process for ongoing and new projects

Conduct annual review of ongoing projects, 
collaborations and initiatives, and evaluate 
their net-positive contributions.

Evaluate ideas for new opportunities 
related to ongoing projects.

Review new technologies and new business models that could help 
accelerate digital sustainability and deliver net-positive contributions.

Evaluate ideas for new opportunities 
related to possible new projects/clients.

Cybercom offers several projects to clients that deliver on many sustainability 
goals, from reduced greenhouse gas emissions and resource efficiency to better 
health services and sustainable lifestyles. In order to identify positive contri-
butions, an annual process has been established in which each quarter has a 
specific focus. 

Q1 - Review: Ongoing work

Q2 - Opportunities: Ongoing workQ4 - Opportunities: Future work

Q3 - Review: New technologies and business models
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Figure 6:
The Digital Sustainability Process
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Cybercom has developed the Digital Sustainability Process (DSP) to support com-
panies that want to explore the potential of using sustainability and digitalisation 
as drivers of innovation and profit. The DSP assesses a company’s current situa-
tion and future opportunities, in a programme consisting of nine steps in three 
phases. Unlike many other processes, the DSP has a strong focus on the imple-
mentation strategy and provides support during the implementation phase.

Digital sustainability 
opportunities

PHASE ONE | Service benchmarking: 
Assessment of current situation

During this first phase, we provide an overview of the company’s current contri-
butions and how well prepared the company is for possible future opportunities.

1. Potential value proposition: Services currently provided and how they 
relate to sustainability needs in society 
In the first step, the service the company provides to society, that is, the basic 
value proposition, is assessed. This is particularly important for companies 
that sell physical products and have business models based on a product 
perspective. However, service-based companies can equally benefit from our 
assessment. For example, a video conference equipment provider might have 
their eye on selling the best technology or on organising efficient meetings. 
Applying a service perspective in the context of global sustainably highlights 
the “sustainable mobility” aspect of emissions from transport solutions and 
considers sustainable alternatives that support smarter mobility, such as 
teleworking. 

2. Impact in society: Potential delivery on key goals in 
society through sales
During this step, the company is assessed based on how it delivers on re-
levant sustainability goals such as the SDGs. There are four categories: A: 
Solution (helps directly), B: Catalyst (helps indirectly), C: Neutral (no effect) 
or D: Problem (undermines sustainability). A company and its products/ser-
vices can belong to multiple categories, and different levels of uncertainties 
can be assigned. No quantification is done at this stage, as it would require a 
separate lifecycle-based calculation (these calculations are conducted during 
phase two). For example, videoconference solutions can help reduce emis-
sions related to meetings and the use of natural resources, but they can also 
accelerate the use of certain minerals that are contained in ICT equipment. 
Different strategies can be applied according to the categories into which the 
company or its products/services falls.
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3. Current context: The internal and external 
contexts for services
The assessment of the current context covers 
three areas: 
A: Traditional sustainability work.
In this phase, we assess the company’s current 
work in the traditional areas of sustainability, its 
targets for direct impacts, its transparency and 
reporting and the credibility of its name or brand 
among experts. This process is important to ensu-
re that the company has done enough basic work 
to have the capacity and credibility to engage in 
net-positive work.
B: Digitalisation/Service 
At this point we assess the company’s current use 
of digitalisation, including how it approaches the 
societal shift from products to services and its cre-
dibility and network in the area of digitalisation. 

C: Promotion of global sustainability
This stage consists of an assessment of the company’s current relation to 
global sustainability, its vision for a global sustainability that will allow 11 
billion people to live a good life, solutions that can deliver global sustainabili-
ty in the present and the potential to develop solutions for the future. 

4. Global Innovation Filter: Initial assessment
Once the initial set of solutions, and potential solutions, has been identified, 
they are tested with a “Global Innovation Filter” to see if they are sustaina-
ble in an equitable world with approximately 11 billion people (the current 
median projection by United Nations Population Division for 2100). It is, for 
example, clear that a global system in which people share video conference 
equipment could – given use of sustainable materials, energy-efficient pro-
ducts and recycling of natural resources – allow the entire population of the 
world to have concurrent meetings all the time (and the equipment could 
soon run 24/7). Compare this with the current situation, in which people 
have to fly from one place to another, stay in hotels, use dedicated conferen-

ce venues and so on, and it is easy to see that it is not a sustainable 
solution on a world scale. One return trip between New York and 

Europe alone consumes about 4 tonnes of CO2. Imagine if 11 
billion people took such a trip even as infrequently as once a 

year: the total CO2 emissions would equal current 
total global emissions, 40 billion tonnes of CO2, an 

unconscionable amount!
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Figure 7:
Capacity scanning matrix.

Figure 8:
Global Innovation Filter
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Phase two uses a dedicated process to explore the opportunities for a company to 
develop net-positive solutions and even become net-positive. 

5. Trend scanning: Relevant changes in technologies, networks, business 
models and structures/values
The first step in assessing transition possibilities is to map what trends are 
relevant for the company, assuming that they want to use digital sustainabi-
lity to become net-positive. The process involves looking at technologies, how 
the price and use of existing technologies will change and how new techno-
logies might disrupt. Values and corresponding lifestyles are also assessed to 
understand how social preferences might change. Networks are also scruti-
nised to see what new collaborations and partnerships are likely, including 
changes among competitors and among clients. 

6. Capacity: The internal and external contexts in 
which future services are developed
Capacity scanning for net-positive business possibilities covers the same 
three areas as the assessment of the current context. However, instead of 
considering the current situation, capacity scanning reviews capacity based 
on planned and expected changes.

7. Transition matrix: What are the options for the company 
to deliver sustainable services?
This is an assessment of the present situation based on various changes in 
technology and a market approach with a view to establishing nine different 
options for moving from the current situation to one in which the company 
provides sustainable solutions for an equitable future. These options are des-
cribed in the “Innovation matrix for technology and the market” (Figure 9).   

PHASE TWO | Transition possibilities: 
Identifying opportunities for future  
net-positive contributions
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Figure 9:
Transition matrix

8. Global sustainability: Transition assessment
For each of the nine positions in the matrix, a “Global Innovation 
Filter” is applied to assess what kinds of changes might be required 
for a company to be able to provide sustainable solutions. The fo-
cus is on the path from the current situation, rather than the exact 
optimal position in the future.
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PHASE THREE |  
Opportunity implementation:  
Making a sustainable  
tomorrow happen

9. Future value propositions
The final step is to present possible routes to solutions for global sus-
tainability: first, small tweaks or acceleration of existing work that can 
be implemented directly; second, supportive measures that require some 
changes; third and finally, transformative change that can be delivered only 
as a result of larger changes in products and services. It is often the more 
significant gains, from both an economic and sustainability perspective, that 
require transformative changes. 

10. Implementation strategy
At this point, the clusters (i.e. the different parts of the company, as well as 
other companies and stakeholders) are identified that are needed for imple-
mentation. Here too the strategic launch of the new offering is developed.  

11. “Monday Morning Tasks” 
In the final step, to ensure that the process and assessment can be used to 
deliver concrete results, a list of priority tasks are provided. These tasks are 
labelled “Monday Morning Tasks” as they provide a list with clear responsibi-
lities that can begin to be implemented directly once the Digital Sustainabi-
lity Process with Cybercom is over. The need for such a list is important for 
many reasons, two of the most important are:

First; that it is relatively easy to present high-level concept ideas of how 
digitalisation can deliver transformative change for a company, but harder 
to implement more than incremental improvements in the real world where 
specific contexts and skills must be considered. 

Second; that the world is changing fast. If the work is not started immedia-
tely it is easy to lose momentum and after a while have a set of recommen-
dations that are no longer valid.   
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Opportunity 
Overview (OO)

Orientation

What

A workshop about sustainability 

as a driver for innovation and 

increased sales.

The OO workshop is tailor-made 

and based on the specific situa-

tion of the company.

During the workshop, we give an 

overview of the opportunities that 

digital sustainability offers, inclu-

ding disruptive and transformative 

options. 

The overview is based on the first 

four steps in Cybercom’s digital 

sustainability process.

What

A series of activities to build 

internal capacity and structures 

that allow companies to turn the 

fourth industrial revolution and 

sustainability challenges into dri-

vers for profit and innovation. 

DBD is based on four main 

processes.

1. Digital sustainability assessment 

and benchmarking

2. Outside – in study

3. Business model innovation

4. Validated learning

The first seven steps in Cyber-

com’s digital sustainability process 

are used to identify opportunities 

for digital business development. 

The process ends with a prioriti-

sed list of potential offerings. 

What

A process over 6-12 months 

examining opportunities to take 

existing products and services 

(identified though Cybercom’s 

digital sustainability process) and 

turn them into sustainability offe-

rings with measurable net-positive 

results.

SA identifies, develops and acce-

lerates sustainable offerings on a 

scale that enables a company to 

become net-positive with regard 

to the global sustainability goals.

The process delivers a digital 

transformation plan and a system 

to quantify the positive contribu-

tions from the company. 

The process focuses on the last 

four steps in Cybercom’s digital 

sustainability process.

 

What

A long-term process over at least 

12 months focusing on testing 

and implementing transformative 

new solutions.

ST aims to identify, develop and 

accelerate sustainable offerings 

on a scale that enables a compa-

ny to become net-positive with 

regard to the global sustainability 

goals.

The process delivers a digital 

transformation plan and a system 

to quantify the positive contribu-

tions from the company.

The process uses all nine steps in 

Cybercom’s digital sustainability 

process, concentrating particularly 

on the last two steps.

As makers of tomorrow, Cyber-

com provides a beta version of 

the key solutions, as well as a 

strategy for accelerated uptake. 

Why 

The world is rapidly changing and 

it is important to understand the 

interface between sustainability 

and the fourth industrial revolu-

tion.  

Why 

There are many opportunities for 

companies to strengthen their 

business strategies and capacity 

to identify new revenue sources 

by using sustainability as a driver 

for innovation. 

Why 

Digitalisation provides many 

opportunities to deliver solutions 

that contribute to sustainability. 

Many existing products and ser-

vices have the potential to deliver 

substantial results with strategic 

and cost-efficient measures. 

Why 

Digitalisation enables many 

companies to pursue blue ocean 

strategies that can deliver disrup-

tive sustainability solutions and 

also reduce the probability that 

the company is overtaken by a 

smarter competitor. 

Time

4-8 hours.

Time

3-6 months with 2-4 workshops 

and a strategy for integrating 

sustainable digitalisation in the 

company’s business strategy and 

organisation. 

Time

6-18 months with benchmarking, 

workshops, guided implementa-

tion of solutions and a strategy to 

scale up the delivery of net-positi-

ve solutions.   

Time

>12 months with workshops, 

beta solutions, test period, guided 

implementation of solutions and 

the option of continued support 

and management of net-positive 

solutions.   

Cybercom has four digital sustainability offers. 
These offers can be combined for optimal results. 

Digital Business 
Development (DBD)

Exploration

Sustainable Solution
Acceleration (SA)

Optimisation & acceleration

Sustainable
Transformation (ST)

Testing & transformation

What Cybercom offers and 
what you can expect from us 
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As always, we at Cybercom look forward to further dialogue with you. 

Are there areas where you would like to collaborate to help accelerate 

the uptake of solutions that deliver on global sustainability? 

What do you think is good and bad in a digital sustainability and 

net-positive approach? What would you like us to focus on and what 

do you think we should avoid?

If you would like further information about the digital sustainability and 

net-positive approach, you can download the full paper at 

www.cybercom.com

The digital sustainability offer builds on 
Cybercom’s expertise in three areas:

Niklas Flyborg
Head, Digital 

Sustainability and CEO

Niklas.Flyborg@cybercom.com

Kristina Cato
Coordinator, 

Digital Sustainability 

Opportunity Overview, 

Sustainability Accelerator 

and Head of communication 

kristina.cato@cybercom.com

Magnus Karlsson
Senior Adviser, Digital 

Sustainability Advisory Services, 

and Head of Advisory Services

Magnus.Karlsson@cybercom.com

Dennis Pamlin
Accelerator, Net-Positive and 

Digital Sustainability Business 

Dennis.Pamlin@cybercom.com

Contact, feedback and further information

1. Business Transformation
Understanding the impact 

digitalisation will have on business 

models and customer value and how 

to capture opportunities

2. Digital Experience
Maximising the effect of 

using digital means when 

interacting with clients and other 

stakeholders

3. Digital Operation
Managing infrastructure, 

organisation and culture to 

maximise efficiency
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Cybercom is an innovative IT consulting 

company with 20 years of experience 

in IT and communications technology. 

Our consultants enable businesses 

and organisations to benefit from the 

opportunities of the connected world, 

to enhance their competitiveness or to 

achieve efficiency gains. Cybercom’s 

expertise spans the entire ecosystem of 

this communication – Connectivity – and 

our delivery is both local and global.

 Cybercom’s principal market is 

the Nordic region, with established 

operations in Sweden, Finland and 

Denmark. Poland and India are 

international centres of expertise that 

partly support the Nordic business and 

partly represent their own specialised 

business.The group has approximately 

1,200 employees in five countries.

At Cybercom we believe it is important 

to take responsibility for how people, 

the environment and society are affected 

by our operations and, ultimately, the 

operations of our clients. We actively 

strive to reduce our own impact on 

the environment, and we conduct 

dialogue about what is important from 

a sustainability perspective. That said, 

the greatest potential of a consulting 

company is, of course, our ability to 

influence our clients and, by extension, 

their users and end customers. Our offer 

includes innovative, secure and effective 

solutions that contribute to profitability 

and sustainable development through, 

for example, energy- and cost savings 

and above all, reducing the consumption 

of finite resources.
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