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Dear Innovators,

As we stand at the forefront of technological advancement, the 
greentech sector holds unparalleled potential to catalyse positive 
environmental change. The journey toward sustainability is both 
an opportunity and an obligation to ensure that our innovations 
pave the way for a healthier planet.

The COVID-19 pandemic was a stark reminder of how swiftly 
we can come together to tackle grand challenges. In the UK, 
manufacturers, innovators, and various public and private sector 
organisations demonstrated extraordinary collaboration and 
agility in addressing time-critical problems. Companies swiftly 
pivoted operations to produce essential medical supplies, while 
innovators developed solutions ranging from tracking apps to 
treatment technologies, all in record time.

This same spirit of urgency and collaboration is now required in 
our fight against environmental degradation. The lessons learned 
from the pandemic—swift action, open collaboration, and shared 
expertise—should now be directed towards our planet’s most 
pressing issues: climate change, pollution, and biodiversity loss.

We have the tools and the knowledge; what we need now is 
collective will. By fostering partnerships across sectors and 
disciplines, we can develop innovative solutions that not only 
mitigate our environmental impact but also enhance our quality 
of life. Whether it’s advancing renewable energy technologies, 
creating smarter waste management systems, or innovating in 
sustainable agriculture, every step we take is crucial.

This is an invitation to each of you: Apply the lessons from our 
recent past to our present environmental challenges. Let’s work 
together with the same speed and intensity to ensure a greener, 
more sustainable future for all.

Together, we can transform challenges into opportunities—for 
our businesses, our communities, and our planet.

Warm regards,

Richard Spears
Editor

Meet Canda the Red Panda at https://

pp-plus.org/canda-the-red-panda/
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Hundreds of services and solutions to help you 
rise through seed investment to the flourishing 
market debut of your green technology.

PP PLUS PARTNER DIRECTORY



PP Plus launches 
to bridge the 
UK’s commercial 
valley of death £bn+The best of manufacturing, business and 
academia have come together to bridge the 
£bn+ commercial valley of death in the UK.

PP Plus, which is being led by PP Control & 
Automation, is delivering immediate access to 
specialist expertise and knowledge to help support 
companies looking to develop and scale green 
technologies.

More than 20 organisations are involved in the 
biggest growth support network currently available 
in the UK, including the likes of Brandauer, Centre 
for Advanced Low Carbon Propulsion Systems, 
Cleveland Scott York, Product Approvals, Protolabs, 
Silverstone Technology Cluster and WMG.

Together, they can take innovators from concept 
development and prototyping to protecting their IP, 
contract manufacturing and driving sales through PR 
and marketing. 

“PP Plus is all about unlocking and commercialising 
the ideas that will contribute to a more sustainable 
future, making UK manufacturing stronger and more 
successful,” commented Tony Hague, CEO of PP 
Control & Automation.
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Commercialise the ideas 
that will contribute to a 

more sustainable future

COMMERCIAL VALLEY OF DEATH

Tony Hague

“It is clear – the UK has a wealth of 
innovative companies that come up 
with new concepts and ideas that 
have true commercial potential and 
the opportunity to scale. However, 
they simply don’t have the capacity 
or additional expertise to realise 
these fantastic ideas.

“Even if they know where to look 
for this, they often tie themselves in 
knots trying to find the right route 
as the traditional support network is 
convoluted. We know this first hand 
from working with companies on 
innovative new technologies, so felt 
the best approach was to create our 
own way forward.”

He went on to add: “That is where 
PP Plus was born and the reaction 
from industry partners, business 
development strategists and some 
of the UK’s leading universities has 
been phenomenal. We now believe 
we have everything in place to take 
potential customers on and through 
the entire journey.”

Clean energy, future mobility, 
agritech, and machinery & 
equipment that contribute to 
a circular economy deserve a 
blueprint for better collaboration.

In over 20 years of leadership, the graduate 
engineer has grew sales from £3m to 
£36m, advocates for staff development, 
and champions UK manufacturing.

Press Release Written by Russ Cockburn



A carefully curated 
collective, selected with 
discernment and purpose. 
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Despite only being live for ten days, PP Plus 
has already received significant interest 
and a number of early projects have 
already entered the ‘discovery’ phase n

PP Plus’ focus will be on supporting companies developing solutions 
for clean energy, future mobility, agritech innovation and machinery/
equipment that contributes to a circular economy.

This will create sustainable innovations that will answer critical questions 
about how we are going to feed ourselves in the future, how do we 
‘power’ our society and how do we travel without destroying our planet.

The journey starts with a 1-hour discovery session that is completely 
free of charge and will identify the next steps and the specialist support 
required to commercialise and scale up the technologies.

That may see the client access one, two or three of the main pillars 
(manufacturing, business, academia) covering anything from product 
approval and manufacturing capabilities to accessing grants and funding, 
marketing support and collaborative research and testing facilities.

Above Hertfordshire-based, Ogle excels 
with 70 years’ experience in model 
making, using advanced technologies, 
including industrial 3D printing.

Press Release Written by Russ Cockburn

Sara Williams, Senior Marketing Manager at Protolabs, added her support:

“PP Plus is a great initiative that meets an ever-present need in the UK to 
bridge the valley of death, pulling lots of commercial, manufacturing, and 
academic expertise together in one easy to access programme.

“Protolabs is delighted to be one of the founding members and look 
forward to working closely with all the partners involved to leverage the 
collective strength of our knowledge and expertise.”



Back to Strategy and the Pre-
requisite of Market Orientation

A DAY 
IN THEIR 
SHOES*
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An empty chair 
& an accidental 

invention

In this article, you’ll end up knowing 
what an empty chair and an 
accidental invention have to do with 
market orientation - just keep reading.

Align product 
development

Ensure that product development is 
aligned with actual market needs, 
reducing the risk of developing 
products that fail to meet customer 
expectations.

Enhance customer 
value

By focusing on what customers 
truly value, startups can enhance 
their offerings, leading to increased 
customer satisfaction and loyalty.

Stay ahead of 
competition

Market-oriented startups are more 
adept at responding to changes 
in customer preferences and 
competitor strategies, helping them 
stay ahead in competitive markets.

A robust marketing strategy that can pave the way to 
commercial success should be a priority endeavour for any 
startup business.

Many startups, however, fall into similar pitfalls when it comes to 
strategy – often not applying enough attention to the pre-requisite 
of market research and product-market fit. Without these, where do 
you even start to develop strategy? And without strategy, how can 
you plan and execute tactics?

You can avoid many of the pitfalls with a big picture mentality, and a 
meticulous process – one that shouldn’t deviate or short cut straight 
to tactics. The warning here is to not fall into the ‘tactification’ of 
marketing.

So often too occupied by tactics, channels, tools and platforms, 
marketers and businesses have been doing strategy a disservice for 
too long. In startup businesses, the market is often the key reason for 
failure – is there actually a significant market for the idea to succeed? 
Is it enough to challenge incumbents, competition, and alternatives?

Only research that informs strategic targeting and market 
positioning is going to give you the answer to that.

Many sources, including a significant percentage of failed startups 
cite the lack of a market need for their product as the primary reason 
for their failure. This highlights the importance of validating the 
market demand before fully committing to a product idea.

But as a startup, you have an immense opportunity to do marketing 
right – quite literally, by starting at the beginning. And where is the 
beginning?

The beginning is with the customer – what do they really want?

 Increase agility A deep understanding of the market 
helps startups to be more agile, 
allowing them to adapt quickly to 
market changes or disruptions.

Drive sustained 
growth

Market orientation supports 
sustainable growth by focusing on 
long-term customer relationships 
and adapting to evolving market 
conditions.

Feature Written by Richard Spears
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BRANDS THRIVE

An introduction to 
market orientation

Business orientations and 
the lesser alternatives

Customer-centricity
Product, production, sales, and technology orientations 
focus on goods, efficiency, persuasion, and innovation, 
respectively. Market orientation, prioritising customer 
needs and competitive awareness, typically ensures 
more sustained business success and adaptability.

Very closely related to market 
orientation, customer-centricty is where 
all business activities are designed 
around the customer’s experience.

Market orientation is a business philosophy 
focused on understanding and meeting the 
needs and wants of customers.

This approach entails continuously collecting 
information about customers’ needs and 
preferences, competitors, and market trends, 
and then using this information to guide 
business decisions and strategy. It’s closely 
related to the concept of customer-centricity, 
where all business activities are designed 
around the customer’s experience.

Market orientation is best understood as a 
business culture. Culture will often cite the 
customer in their values and principles, but 
with market orientation it is absolutely central 
and all-encompassing – something the entire 
business gets behind.

For startups, establishing a culture of market 
orientation from the outset can be a massive 
advantage. This approach enables startups to 
align product development, enhance customer 
value, stay ahead of competition, increase 
agility, and ultimately, drive sustained growth.

Several global brands have thrived by 
adopting a market-oriented approach, 
including a brand we all know well: Amazon. 
Its success is largely due to its intense focus 
on market orientation and customer-centricity.

It was a simple customer survey early on that 
turned Amazon from an online book shop to 
the mammoth organisation we know today, 
selling everything from A to Z (Now you know 
the insight behind the logo)!

The survey asked customers a simple question 
about what else they would buy from Amazon 
if they could. At first sight the data acquired 
from the question looked as though it didn’t 
offer much specific insight or trends to analyse 
– answers ranged from items closely related 
to reading, to things completely outside the 
category – they cited pretty much anything 
and everything. But that was the insight.

Its customers would literally use Amazon to 
purchase anything, which is why your last 
Amazon order included flea treatment for 
your itchy dog, as well as a new case for your 
smart phone.

Jeff Bezos turned Amazon into an “everything 
store” – a platform where consumers could 
buy anything they wanted online.

Today, the company continuously gathers 
customer data to improve their shopping 
experience, which has led to features 
like personalised recommendations. This 
relentless focus on customer satisfaction 
drives their innovation and helps maintain 
their market leader status.

Building a culture of market orientation 
and customer-centricity can significantly 
influence a startup’s trajectory. By deeply 
understanding and responding to the market 
and customer needs, startups can develop 
more competitive products, create lasting 
customer relationships, and navigate the 
challenges of growth more effectively.

Adopting this approach from the beginning 
embeds these values into the company’s 
operations, ensuring that customer needs 
drive strategic decisions at every stage of the 
business lifecycle.

HOW

Feature Written by Richard Spears
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The empty 
chair

Symbolic gesture
The empty chair concept is a symbolic 
gesture and also a strategic practice that 
has influenced numerous business leaders 
and organisations worldwide to adopt 
similar customer-first strategies. The use of 
the empty chair in meetings is more than 
just a story; it’s a testament to Amazon’s 
foundational strategy and a vivid example 
of effective corporate leadership in action.

This approach has helped Amazon 
not only to dominate retail but also to 
expand successfully into cloud computing, 
artificial intelligence, and other industries. 
By ensuring that the customer’s voice is 
always part of the conversation, Amazon 
continues to maintain its competitive edge 
and innovate in ways that resonate deeply 
with consumers.

To validate the idea of market-orientation as a 
culture, we’ll stick with Amazon and the story 
about Jeff Bezos and the empty chair.

It is quite a famous story and serves as a 
powerful illustration of Amazon’s commitment to 
customer-centricity. This approach encapsulates 
how Bezos and Amazon have continually 
prioritised customer needs and perspectives, 
driving many of their strategic decisions.

The concept involves Jeff Bezos placing an 
empty chair in meetings to represent the most 
important person in the room: the customer. 
This empty chair serves as a constant reminder 
to all attendees to consider the customer’s 
perspective in every decision and discussion. 

The practice emphasises that even though 
the customer isn’t physically present, their 
presence should always be considered with 
every decision made at Amazon.

This symbolic gesture reinforced the idea 
that all decisions should be made with the 
customer in mind, aligning with Amazon’s 
core values of obsessing over customer 
satisfaction and innovating on their behalf.

The empty chair now epitomises Amazon’s 
corporate culture, which is built around 
customer obsession – a principle that Bezos 
has consistently highlighted as key to 
Amazon’s success. By always considering 
the customer’s needs and experiences, 
Amazon strives to innovate and improve its 
services – you know the ones – Prime, one-
day shipping, and easy return processes, 
Kindle, and so on. These initiatives were 
developed with a clear understanding of 
and response to customer demands and 
have significantly contributed to Amazon’s 
reputation for customer service excellence.

The accidental 
invention
Amazon is always a good example – easy 
to understand and something so many of us 
have experienced. But, perhaps an even more 
relevant case study here is 3M. 

The story of 3M and the invention of the Post-it 
Note is a fascinating example of innovation and 
market orientation shaping a successful product. 
Here’s how the events unfolded, showcasing 
both the challenges and triumphs of product 
development and market introduction.

In 1968, Dr. Spencer Silver, a scientist at 3M, 
was attempting to develop a super-strong 
adhesive. Instead, he inadvertently created a 
low-tack, reusable, pressure-sensitive adhesive. 
Despite his enthusiasm about the potential 
applications of his discovery, Silver struggled for 
years to find a practical use for it. His adhesive 
could stick to objects but was easily removable 
without leaving residue – a novel property, but 
without an obvious application.

It wasn’t until 1974 that the concept of the 
Post-it Note would begin to take shape, thanks 
to another 3M employee, Art Fry. Fry sang 

in a church choir and was frustrated by his 
bookmarks continually falling out of his hymnal. 
Remembering a seminar he had attended 
where Silver had presented his adhesive, Fry 
realised that this “useless” adhesive might 
have the perfect properties for helping his 
bookmarks stay in place but still allow them to 
be repositionable.

Fry and Silver collaborated to develop a 
prototype product originally called “Press ‘n 
Peel” bookmarks. Initial market tests were 
disappointing – consumers did not understand 
the product and were not interested in buying 
it. This feedback was crucial, as it indicated 
that while the innovation was significant, 
its practical application had not yet been 
effectively communicated or leveraged.

In 1977, 3M decided to conduct another market 
test, this time in the Boise, Idaho area. They 
distributed free samples to offices, aiming 
to demonstrate the product’s utility directly 
in its intended environment. This approach 
turned out to be a turning point. Office workers 
quickly realised the potential of these sticky 
notes for writing reminders and sticking them 
to documents, without damaging them. The 
test was a resounding success. It wasn’t a 
bookmark anymore; it was a reminder note.

Encouraged by the positive response, 3M 
officially launched the Post-it Note in 1980 
under a new name that highlighted its 
functionality. The product was marketed 
directly to office workers, emphasising how the 
notes could be used to communicate messages 
efficiently. The Post-it Note quickly became a 
staple in offices and homes around the world.

The story of the Post-it Note is a compelling 
narrative of how innovation and market 
orientation can interact to create a wildly 
successful product. Dr. Spencer Silver’s 
invention did not initially meet a market need, 
but with persistence and a shift towards 
a market-oriented approach – particularly 
through direct consumer engagement and 
testing – 3M was able to transform a struggling 
product into an indispensable office tool.

Feature Written by Richard Spears
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THE LESSON

Don’t Skip on 
Market Research & 
Product-Market Fit
Don’t skip or under-prioritise market research and 
product-market fit. If you’re serious about understanding 
your target audience, identifying competitors, and 
recognising market needs, you simply can’t enter a 
market with any sort of confidence without the insights.

By skipping this step, startups risk developing products 
that are out of touch with customer demands, resulting 
in poor sales and limited growth. To avoid this, startups 
should conduct surveys, focus groups, and competitor 
analysis to gather meaningful insights that can guide 
product development and marketing strategies.

Spend a day in the life of your potential customers shoes 
– what do you now know about them and how can you 
leverage that insight for strategy?

Good research will determine whether there’s a good 
product-market fit – this means your product satisfies a 
strong market demand. To ensure this right fit, startups 
should test their products with potential users early in 
the development process and continually adapt based 
on feedback. This iterative process can save costly 
redevelopments after full-scale production has begun n

Ask yourself...
Who speaks for the customer? 
Who represents the customer voice?

The Post-it Note exemplifies 
how understanding and 
responding to customer 
feedback can shape and 
refine the application of new 
innovations.

But there is another more 
important lesson here – 
just look at that timeline of 
events from the low-tack 
glue’s invention in 1968 to 
the official launch of the 
Post-It-Note in 1980 – that’s 
12 years!

Not many businesses, and 
especially not any startup 
business can afford to find 
the right product-market fit 
over this period. The game-
changer for 3M from a 
seemingly useless invention 
to a market-leading product 
was in how it shifted to a 
market-orientated approach.

What might the timeline look 
like if market orientation is 
where they started?

Feature Written by Richard Spears

The make-up of 
market orientation
“Market orientation is a business 
culture committed to creating 
superior value for buyers through 
three combined behaviours – 
customer orientation, competitor 
orientation and inter-functional 
coordination. Recent research has 
shown that businesses that are 
more market oriented enjoy higher 
profitability as well as superior 
sales growth, customer retention, 
and new product success.”

John Narver, Author, Professor 
Emeritus of Marketing at the 
University of Washington

The success profile of high 
performance firms
In a Harvard Business School
Global High Performance Firms 
Study, over 600 senior managers 
in large firms in England, France, 
Germany, Japan, and the U.S. (All 
quoted on major stock exchange) 
were invited to take part in 
interviews. Their customers were 
also interviewed. The study was 
replicated for the largest firms in 
Brazil, Russia, India, and China 
also. The results showed them 
all to be very much alike. There 
is no difference in the “success 
profile” by country, industry, or 
other demographic. The most 
successful American firms have 
the same “success profile” as 
the most successful Brazilian, 
Chinese, or Indian firms. The most 
successful beverage firms had the 
same “success profile” as the most 
successful technological firms. 

The study deemed that the 
success profile for all of these high 
performance firms looked like this:

1) Are customer-centric rather than 
product or technology centric.
2) Out-compete other firms in terms 
of deep customer insights.
3) Integrate branding with 
customer-centricity.
4) Reward employees for customer-
focused innovation and/or service.
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The rise of impact-
driven investment
In an era marked by unprecedented global challenges, 
the traditional paradigms of investment are undergoing a 
profound transformation. As societal and environmental 
concerns take centre stage, investors are increasingly turning 
their attention towards a more holistic approach that seeks 
not only financial returns but also positive impact.

This burgeoning trend, known as impact-driven investment or 
impact investing, represents a pivotal shift in the way capital is 
allocated, emphasising the alignment of financial objectives with 
social and environmental goals.

At its core, impact investing embodies the philosophy that 
profitability and positive change are not mutually exclusive. Instead, 
it recognises that businesses have the power to catalyse meaningful 
societal and environmental advancements while delivering 
competitive returns to investors. Unlike traditional philanthropy, 
which relies solely on donations and grants, impact investing 
leverages the principles of capitalism to drive sustainable change.

The roots of impact investing can be traced back several decades, 
but it has gained significant momentum in recent years. The seeds 
of change for this surge are manifold, ranging from heightened 
awareness of pressing global issues to evolving investor 
preferences and regulatory frameworks.

Climate change, income inequality, healthcare disparities, and other 
urgent challenges have compelled investors to reassess the impact 
of their capital allocation decisions. Moreover, the rise of a socially 
conscious generation, coupled with a growing demand for corporate 
accountability, has fuelled the momentum behind impact-driven 
investment.

A more compelling vision? Impact investing prioritises social and 
environmental benefits alongside financial 
returns, promoting sustainable development 
and more equitable wealth distribution, and 
therefore in theory; aligning profit with planetary 
and societal health for future generations.

One of the defining characteristics of impact investing is its 
broad scope and diverse range of focus areas.

Investments may target renewable energy projects, affordable 
housing initiatives, microfinance institutions, sustainable 
agriculture ventures, or healthcare startups, among other 
sectors. What unites these diverse endeavours is their shared 
commitment to generating positive outcomes for society and 
the environment.

The metrics used to measure impact vary across different 
investments but typically encompass both qualitative and 
quantitative indicators. While financial performance remains a 
critical consideration, impact investors also assess factors such 
as environmental sustainability, social inclusion, and community 
empowerment. This multifaceted approach allows investors 
to evaluate the holistic impact of their investments and track 
progress towards achieving desired outcomes.

One notable feature of impact-driven investment is its ability 
to unlock innovative solutions to complex challenges. By 
mobilising capital towards socially and environmentally 
beneficial projects, impact investors play a pivotal role in 
fostering entrepreneurship and innovation. Whether supporting 
clean technology startups or financing initiatives to improve 
access to education, these investments drive positive change 
while nurturing economic growth and resilience.

SCOPE & 
RANGE

Reaction Impact, environmental and social signals 
in startups and scaleups
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ESG Imperatives
Impact investing has the potential to drive systemic 
change by influencing corporate behaviour and 
policy decisions. As investors increasingly prioritise 
environmental, social, and governance (ESG) factors 
in their decision-making processes, companies are 
compelled to adopt more sustainable practices and 
enhance their social impact.

This shift towards responsible business conduct not only 
benefits society and the environment but also mitigates 
risks and enhances long-term value for shareholders.

The growth of impact-driven investment has been 
facilitated by a burgeoning ecosystem of actors 
dedicated to advancing the field. Impact-focused asset 
managers, specialised funds, philanthropic foundations, 
and social enterprises play crucial roles in channelling 
capital towards impactful initiatives.

Moreover, collaborative platforms, such as PP Plus 
and similar initiatives, or specific impact investing 
networks and measurement tools, provide investors 
with the resources and insights needed to navigate the 
landscape effectively.

Impact, environmental and social signals 
in startups and scaleups

Become an attractive 
proposition in 10 steps
Ten things you can do to help your 
business become an attractive 
proposition to impact investors...

Barclays Eagle Labs
According to a report published 
in March 2024 by Barclays Eagle 
Labs in partnership with Beauhurst 
and funded by the UK Government, 
investment in impact-driven 
enterprises has been on a steady 
incline since 2013.

There’s a surge noted specifically 
between 2021 (£6.94 billion) and 
2022 (£9.68 billion). This spike 
can be attributed to heightened 
investment activities and other 
economic stimuli directed towards 
clinically focused companies 
amidst the COVID-19 pandemic. 
Investment figures experienced 
a decline for the first time in 
2023, following the resolution of 
the pandemic in the UK the year 
previous.

Nevertheless, industry forecasts 
based on available data indicate 
a continued upward trajectory 
in funding for impact-driven 
enterprises between 2024 and 
2028. Projections suggest that 
the UK’s impact economy will 
expand to accommodate 12,600 
organisations by 2028. Notably, the 
number of companies categorised 
as ‘impactful’ across the UK has 
surged by 65.3% since 2013.

Clearly Define 
Impact Metrics

Develop robust impact metrics that quantifiably 
demonstrate the environmental benefits of your 
technology. This could include metrics such as carbon 
emissions reductions, energy savings, or waste 
diversion.

Align with SDGs Ensure that your green tech solution aligns with one or 
more of the United Nations’ Sustainable Development 
Goals (SDGs). Investors often prioritise projects that 
contribute to achieving these global targets.

Demonstrate 
Scalability

Articulate a clear pathway for scaling your technology 
to reach broader markets and achieve widespread 
impact. Investors are keen to support innovations with 
the potential for scalability and market penetration.

Highlight Cost 
Savings

Emphasise the cost-saving potential of your green 
tech solution for end-users. Demonstrating financial 
benefits alongside environmental impact can make 
your innovation more attractive to investors seeking 
both profit and purpose.

Build Strategic 
Partnerships

Forge partnerships with industry players, networks like 
PP Plus, academic institutions, government agencies, 
and non-profit organisations to enhance credibility 
and leverage resources for scaling your innovation. 
Collaborative efforts can signal to investors that your 
technology has strong market validation and support.

Mitigate Risks Conduct thorough risk assessments and develop 
strategies to mitigate potential risks associated with 
your technology implementation. Addressing concerns 
related to technology adoption, regulatory compliance, 
and market competition can instil confidence in 
investors.

Embrace Transparency Practice transparency in disclosing information about 
your technology, business model, and impact metrics. 
Investors value honesty and openness, particularly 
when evaluating the social and environmental 
performance of investments.

Focus on Regulatory 
Compliance

Stay abreast of relevant regulations and compliance 
requirements in the green tech sector. Ensuring 
compliance with environmental standards and 
regulations can mitigate regulatory risks and enhance 
investor confidence.

Engage with Impact 
Investment Networks

Participate in impact investment networks and 
platforms to connect with impact investors who are 
actively seeking opportunities in the green tech space. 
Networking and engagement can help raise visibility 
and attract potential investors.

Tell a Compelling 
Story

Craft a compelling narrative that articulates the 
mission, vision, and impact potential of your green tech 
innovation. Storytelling can resonate with investors 
on an emotional level and inspire confidence in the 
transformative power of your technology.

https://labs.uk.barclays/learning-
and-insights/news-and-insights/
thought-leadership/impact-
environmental-and-social-signals-
in-startups-and-scaleups/
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Promise and 
Complexity,
Purpose and 
Profit
Despite its promise, impact investing also faces 
inherent challenges and complexities. Balancing 
financial returns with social and environmental 
objectives can be inherently challenging, 
particularly in sectors with long-term payoffs or 
uncertain outcomes. Measuring and quantifying 
impact remains a persistent challenge, as 
the effects of investments on society and the 
environment are often multifaceted and difficult 
to capture comprehensively.

Impact investing requires a nuanced 
understanding of local contexts, cultural 
dynamics, and systemic barriers to change. 

Achieving meaningful impact often 
necessitates collaboration with diverse 
stakeholders, including government, 
nonprofits, academia, public and private 
sector organisations across professional 
services and manufacturing, and also 
local communities. Investors must 
navigate regulatory frameworks, market 
dynamics, and risk factors specific to 
each investment opportunity.

Nevertheless, the momentum behind 
impact-driven investment continues to 
grow, driven by a shared recognition 
of the urgency of addressing pressing 
global challenges. As investors 
increasingly prioritise purpose alongside 
profit, impact investing has the potential 
to reshape the financial landscape and 
drive positive transformation at scale.

21

VISION
By harnessing the power of capital 
for social and environmental good, 
impact-driven investment offers 
a compelling vision for a more 
sustainable and equitable future n

Reaction Impact, environmental and social signals 
in startups and scaleups



FAQ
Some of the main challenges faced by 
GreenTech startups during scale-up.

22 FAQ 23

GreenTech startups often require significant capital to move from R&D 
to production. The capital intensity of manufacturing, coupled with 
longer paths to profitability, can deter some investors. Startups may 
struggle to secure venture capital due to the perceived risks and the 
extended time required to achieve market penetration and revenue.

Answers from the network

1. What are the most common 
funding challenges?

Regulatory and compliance issues are major hurdles. These startups 
must navigate complex and sometimes varying regulations across 
different regions, which can delay product launches and increase 
costs. Compliance with environmental regulations, safety standards, 
and certifications is crucial but can be a lengthy and costly process.

2. How do regulatory and compliance 
requirements impact GreenTech startups?

Transitioning from a prototype to a product that can be manufactured 
at scale often presents numerous technological challenges. These 
include ensuring the reliability and efficiency of the technology 
under different operational conditions, integrating new materials or 
processes, and maintaining quality control during mass production.

3. What are the technological 
challenges in scaling up innovations?

Effective supply chain management is critical, particularly as 
these companies scale. Challenges include sourcing raw materials 
sustainably, managing supply chain risks, and handling logistics in 
a cost-effective manner. Volatility in raw material prices and supply 
chain disruptions can significantly impact production and lead times.

4. How does supply chain management 
pose a challenge during scale-up?

Market acceptance can be uncertain, as consumer adoption of 
new technologies is often slow, especially if the benefits are not 
immediately apparent or if the cost is higher than traditional 
alternatives. Educating the market and demonstrating the long-term 
value and sustainability benefits are essential to driving adoption.

5. What role does market acceptance 
and consumer behaviour play?

Protecting IP is crucial yet challenging for GreenTech 
startups. The need to safeguard innovations can 
lead to significant legal costs and complexities. 
Additionally, the risk of IP theft or infringement can 
increase as the company expands into new markets.

6. What are the challenges associated 
with intellectual property (IP)?

As these startups grow, attracting and retaining skilled workers who 
are proficient in the latest technologies becomes increasingly important. 
The competition for talent in specialised areas such as sustainable 
engineering and materials science can be intense, often requiring 
competitive salaries and benefits to attract the necessary expertise.

7. How does talent acquisition and 
retention affect GreenTech startups?
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Partnerships are often essential for growth but come 
with risks. Reliance on external partners for technology 
development or distribution can lead to conflicts over control, 
intellectual property rights, and profit sharing. Finding and 
maintaining the right partnerships is key to successful scaling.

8. What are the risks of partnership and 
collaboration in the scale-up phase?

Expanding internationally can open up new markets but also involves 
complex challenges and navigating different regulatory landscapes such as 
compliance to UL508A for North American markets, or cultural differences in 
business practices, and additional logistical complexities. Strategic planning 
and local partnerships are often necessary to mitigate these risks.

9. How does international 
expansion pose challenges?

Overcome
Strategic Planning and Risk Management
Develop a robust business plan: Focus on clear milestones, 
realistic financial projections, and contingency plans. This 
can help in attracting investors by demonstrating a deep 
understanding of the market and the scalability of the 
technology.

Engage with regulatory bodies early: Early engagement 
can help navigate compliance issues more smoothly and 
reduce the risk of costly delays. It’s beneficial to build 
relationships with regulatory officials and seek expert 
advice on meeting compliance efficiently.

Strategic Planning and Risk Management
Diversify funding sources: Beyond traditional venture 
capital, consider grants, green bonds, strategic 
partnerships, and government incentives designed for 
sustainability projects. Crowdfunding and angel investors 
can also be viable sources for early-stage funding.

Cost management: Implement lean methodologies to 
manage costs effectively during the scale-up phase. Focus 
on critical spending and look for cost-saving opportunities 
in the supply chain.

Technology and Production
Iterative prototyping: Use rapid prototyping and user 
feedback loops to refine products. This approach helps in 
making necessary adjustments before full-scale production 
begins.

Outsourcing and partnerships: For aspects of the 
production that are beyond the startup’s core 
competencies, outsourcing to established manufacturers 
can be efficient. It can reduce capital expenditures and 
leverage existing expertise.

Market Engagement and Consumer Adoption
Market education and partnerships: Engage with potential 
customers and stakeholders early on to educate them 
about the benefits of your technology. Partner with other 
businesses that can help promote the technology through 
their channels.

Customer pilot programmes: Implement pilot programmes 
to demonstrate product viability and gather valuable 
customer feedback before a full market launch.

Talent Acquisition and Intellectual Property
Cultivate a strong company culture: A strong culture 
attracts talent. Offer competitive benefits and opportunities 
for growth and learning, which are important for retaining 
skilled employees.

Rigorous IP protection: Invest in protecting intellectual 
property through patents and ensure all legal 
documentation is in place as you enter new markets or 
form new partnerships.

Handling International Expansion
Local partnerships: Form alliances with local firms and 
specialists that understand the regional market and 
regulatory environment, and can also provide services to 
abide by them. This can streamline entry into new markets.

Cultural adaptation: Tailor marketing and operations 
strategies to fit cultural and regulatory norms in new 
countries.

By implementing these strategies, GreenTech startups can 
effectively navigate the complex landscape of scaling up, turning 
challenges into opportunities for growth and innovation n
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Network 
founder

PP Control & Automation (PP C&A) is an 
award-winning strategic outsourcing partner 
to some of the world’s most successful 
machine builders and OEMs.

Module or assembly based, part or full 
machine build outsourcing with PP C&A is a 
trouble-free process that lets machine builders 
and OEMs concentrate on core competencies 
and deliver their growth potential.
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Control & Automation
Complete manufacturing solutions

https://www.ppcanda.com/

A-Z PP Plus is designed to help create a more sustainable and environmentally 
friendly future by supporting the growth of technological innovations in the UK.

PP Plus offers three pillars of support that give access to hundreds of 
capabilities, services and methods to help you rise through seed investment, to 
the flourishing market debut of your groundbreaking green technology.

The micron-precise metal 
stamped component & 

progression press tooling 
experts, founded in 1862.

brandauer.co.uk

C-ALPS is a Coventry 
University research centre 

for E-Mobilty and Clean 
Growth acceleration.

coventry.ac.uk

Expert in process control 
design and industrial 

automation, offering turnkey 
solutions for diverse sectors.

cetix.co.uk

The premier intellectual 
property firm in Europe, 

helping innovators to 
safeguard critical assets.

csy-ip.com

Refining great stories for 
media consumption, and 
leveraging its network to 

maximise coverage.

cucumberpr.co.uk

Multi-discipline industrial 
design agency helping 

product development and 
production objectives.

grovedesign.co.uk

InControl integrates 
automation, maximising 
productivity, to help you 
command your systems.

incontrol.co.uk

Over 35 years in contract 
electronics manufacturing, 
product development, and 

design support.

jaltek.com

A manufacturing collective 
leveraging expertise across 
several disciplines to help 

launch new products.

man-group.co.uk

Tax specialists, and 
industry-leading accountants, 

dedicated to fostering 
innovation in the UK.

mpa.co.uk

Experts in securing 
commercial finance solutions 

through a network of 
pragmatic specialist lenders.

navigatecf.com

Ogle excels with 70 years’ 
experience in model making 

and prototypes, using 
advanced technologies.

oglemodels.com

Product Approvals is your 
partner for product 

certification, legislative 
compliance, and market entry.

productapprovals.co.uk

The fastest manufacturing 
service in the world for 
Injection Moulded, CNC 
and 3D Printed parts.

protolabs.com

Full service marketing agency 
for market research, strategy 
development, planning and 

campaign execution.

s2fmarketing.co.uk

A global network of expert 
certified coaches, sharing a 

proven methodology for 
scaling up.

scalingup.co.uk

SiG specialists drive growth, 
transforming manufacturing, 

supply chains, people and 
processes.

sig-uk.org

A not-for-profit network 
driving advanced engineering 

with promotion, support & 
thought leadership.

silverstonetechnologycluster.com

Innovative robotics firm with 
1,000+ employees shaping 

a world of human-robot 
collaboration.

universal-robots.com/

Department at University 
of Warwick, leveraging 

collaboration to drive future-
shaping innovation.

warwick.ac.uk/fac/sci/wmg/

https://pp-plus.org/



Let your innovation 
take root! Green Machine, the bi-monthly mini mag 

and email subscription is packed with topics 
aimed at helping your innovation take root.

PP-PLUS.ORG Access the 
network. GREEN 

MACHINE
Subscribe 
to emails & 
magazines

pp-plus.org/green-machine

Contact the editor
For information, collaborations, 
opportunities to feature or offer 
feedback, contact Richard Spears.
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