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ENERGISER ?



Borealis Bond Beter Leefmilieu

Allnex ChemStream

Centexbel Vopak Belgium

UGent CREAX

OWS Aquafin

Bexco Ineos

easyfairs  –  Advanced Engineering EnergyVille

UHasselt Linguis Corp / Comslangs

VGTconsulting Eastman Chemical Technology

Solvay SA Kabinet Minister Homans

Unilin Cargill

Blue_App Departement Omgeving

InOpSys Flanders Investment and Trade

Total VITO

Tessenderlo Group P&G Services

KUL Samsonite Europe N.V. ArcelorMittal

Beaulieu VLAIO ExxonMobil

Avecom UA 3M

imec NFP Flanders’ FOOD

Circular Organics IPCOS Nucomat

Flux50 Agfa-Gevaert Flanders Make

Dupont Nutrition and Bioscience BASF Nitto

Creaflow Indaver Lawter

Verhaert B4PLASTICS MenT

VUB I-CatS Labs Belgische Petroleum Fed

Tectero Bvba Catalisti Janssen Pharmaceutica

Oleon Circular Flanders Bio Base Europe

Covess DEME POM Oost-Vlaanderen

ParticipatieMaatschappij VlaanderenEco Treasures PNO Consultants

Vlaamse Ov. – Dept. Omgeving Novatech



Philip De Cleen ? 







CONSULTANT

TEACHER

KEYNOTE SPEAKER





I.Climate :
23:55 or 
00:05



Broken branches in two, under my shoes, everything's tied to gravity 

I walk alone to a Sunday dawn

So can you tell that I'm broke, never on top, everyday reality shouts

I'm about to let it down.

Not dead, I'm not dead, I'm not dead, I'm not dead, I'm not dead, 

I'm just doing wrong



11 
hour/day







+ 3600 scientists
(jan 2019)





(feb-june 2019)



+ 200 scientists
(may 2019)



Belgium – 26/05/2019



YUVAL NOAH HARARI



YUVAL HARARI

(BELIEF)  Technology determines everything. 

Control of data = control of life. 

KEY CONCEPT Humans are hackable animals. 

VALUES Knowledge & Humility

END GOAL Perhaps new singularity

Perhaps digital dictatorship.



Whether you're a brother or whether you're a mother

You're stayin' alive, stayin' alive

Feel the city breakin' and everybody shakin’

And we're stayin' alive, stayin' alive

Ah, ha, ha, ha, stayin' alive, stayin' alive

Ah, ha, ha, ha, stayin' alive



MARIANA MAZZUCATO



MARIANA MAZZUCATO

BELIEF Government active enabler of innovation

KEY CONCEPT Moonshots. 

VALUES Activation

END GOAL Big goals needed for change 

Climate, poverty, aging.





THOMAS RAU



END

GOAL 

VALUES

BELIEF



THOMAS RAU

BELIEF Transformation of being

Humans-Nature - Technology 

KEY CONCEPT Madaster. 

VALUES Temporary Stewardship

Humanity

END GOAL Circularity (NOT sustainability)













https://www.fastcompany.com/90335038/exclusive-adidass-radical-new-shoe-could-change-how-the-world-buys-sneakers?utm_campaign=Changes%20of%20Tomorrow&utm_source=hs_email&utm_medium=email&utm_content=72079227&_hsenc=p2ANqtz-9VP28SLDiYocy-AJkziit0PvjLxuU9zIxGEYJf5NWCrZFvZE5Cz_O_Yaiu4iWfvr8W7dTtjbSh3rU5HfDsSKagE61rJA&_hsmi=72107647




II. WHICH VALUE-
CHAIN ?



CONSUMER

BRAND
COMPANY





Instant 
Critical
Consumer





“Consumers are not willing to chase products 
anymore,” he said. “They want products to chase 
them. They want it to be seamless and easily.”

Crespo, Dec 2018, Chief Growth Officer



HARTMUT ROSA



Technological

Change

Social 

Change

Change of

rythm of life

ACCELERATING CHANGE => UNCERTAINTY









BYRON SHARP



Consumers are not
loyal to brands by nature

Brand Loyalty needs to
be earned









Vlaanderen – 26/05/2019



EVERETT ROGERS





Bron : VAB / Vlaanderen





Eur 200 Eur 12,99







CONSUMER

BRAND
COMPANY



NN

Belgium, N= 235 , Q1 2019



Fast-moving consumer goods
FAILURE RATE INNOVATIONS 

80%-85%

1. NEGLECTING TO ADDRESS A BROAD CONSUMER NEED

2. FAILING TO PROVIDE A SATISFACTORY 1ST PRODUCT EXPERIENCE

3. PROVIDING INSUFFICIENT MARKETING SUPPORT





MARKETING EFFECTIVITY UNDER PRESSURE

1. Increased competition in every given market : Industrial, B2B, B2C

2. Increased sharing of international data & knowledge

3. Increased possibilities of direct consumer/customer contact & feedback





CONSUMER

CUSTOMER FLOW

VALUE

FLOW MARKETING
DISCIPLINES

FLOW MARKETING
STRATEGIES

Uncertainty

Trust

Needs

Search

Decide

Buy

Use

Product
Price

Convenience

Brand

Content

Conversation

Conversion

Brand
Activation

Omnichannel

Customer
Experience

Flow Marketing.





CONSUMER

BRAND
COMPANY



NEW

OPEN ANCHORING ? 
OPEN VERANKERING ? 



KATE RAWORTH

KATE RAWORTH







3 4

32



OPEN 

VERANKERING



II. WHICH VALUE-CHAIN ? 
Instant Critical Consumer  

switching brands easily

adopting new solutions quickly

Brands under pressure

innovation struggle

closer to customer

Companies : open anchoring ?

growth at what cost ? 

take 1st step





III. JUST DO IT.
“The cost of inaction is much higher than the 
investment to reduce emissions significantly., including 
damage from floods, storms and forest fire.’

Scientists for Climate



LINDA STEG



CITIZENS (not industry)

1. Only 2% of european citizens do not believe in climate change

2. Biggest gain : energy consumption => residential heating / travel / 
meat & dairy consumption

3. Change of behaviour  Stress advantages of new behaviour & repeat
what people did good in the past.

4. Impact of environment : work & leisure



Fuck Calimero !



“We must be more agile

and get things to market 

quicker.”

CEO James Quincey



“If we can't become faster, more experimental, 
cycle faster through ideas, experiments, 

insights and learnings – and on to the next 
iteration – then we won't be able to expand 

not just across categories, but across the 
number of countries we need to succeed in.”





COLLABORATIVE INNOVATION
Learnings from Board of Innovation – Mike Pinder

Co R&D = ‘lucky shot’





I. Customer Desirability

Kick-off radical exploration : customer/consumer Pain/Problem

II. Radical

III. Customers, suppliers, central organisation

COLLABORATIVE INNOVATION
Learnings from Board of Innovation – Mike Pinder









https://futurism.com/coworking-space-wepark-parking-lot






Define the destination

Define the underlying values

Define the joint story

END

GOAL 

VALUES

BELIEF

Moonshot 

collaboration

Company 1

Company 2

Company 3 



III. Do or Die

Fuck calimero

Experimenting & testing

No pain no gain

Focus on real consumer/customer pain. 

Science/technology is just a facilitator.

Use the source

But first : create joint story & joint values



Energiser – Menti – noteer hier de namen van 
mensen die je niet kende voor deze ochtend



Inspiration ?



STEFAAN VANDIST





Network with me ? 

Philip De Cleen 







THANK
YOU



'Man in the arena’ Roosevelt – 109 years old

"It is not the critic who counts; not the man who points out how the strong man 
stumbles, or where the doer of deeds could have done them better. 

The credit belongs to the man who is actually in the arena, whose face is marred by 
dust and sweat and blood; who strives valiantly; who errs, who comes short again 
and again, because there is no effort without error and shortcoming; 

but who does actually strive to do the deeds; who knows great enthusiasms, the 
great devotions; who spends himself in a worthy cause; 

who at the best knows in the end the triumph of high achievement, and who at the 
worst, if he fails, at least fails while daring greatly, so that his place shall never be 
with those cold and timid souls who neither know victory nor defeat."




