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Do multinational companies have appropriate organisational structures and corporate cultures to foster the development of sustainable products?

This talk will look at how products are developed in large ‘fast moving consumer goods’ companies and how organisational considerations help to determine whether or not sustainable products make it to market. 

The talk will look at:

· The goals that large multinationals aim to achieve

· The resultant organisational designs and corporate cultures of such companies

· The inherent strengths and weaknesses of large organisations

· Product development process

· The motivations of key organisational decision makers such as scientific and marketing personnel

· The design, development, production, marketing and selling of sustainable products

· The fate of sustainable products once in the marketplace

The great majority of multinationals are structured so that marketing personnel are the decision makers in the product development process. Therefore this talk will look in most detail at the marketing function; decision-making processes, the ultimate goals of marketing departments, how marketing personnel are motivated and rewarded, how marketing personnel gauge public demand and translate that into product supply, which sustainable products are killed off early in development and which ones make it to market.

An example will be given of a successful sustainable product and the organisational considerations surrounding its success. This will be contrasted with an example of an unsuccessful sustainable product and why it failed and was removed from the market.

The talk will show that organisational aspects have a significant bearing on sustainable product development in multinational companies. 

