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Beautiful businesses are the future. They are proven to be more attractive 
to employees, buyers and investors.

They are authentic, innovative, profitable and – above all – inspiring.

My life’s work is to help businesses discover their own unique beauty.

What would your 
business look like were 
it more beautiful?
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I have always been fascinated by beautiful 
things: landscape, architecture, furniture, 
tools, books, music, words as stories, 
food, businesses. Beautiful things are 
prepared with love. The act of creating 
something of beauty is a way of bringing 
good into the world. Infused with optimism, 
it says simply: Life is joyfully worthwhile. 
Otherwise what’s the point? I believe it is 
beauty that lends things their immortality; 
as a work of art, as a piece of industrial 
design, an idea that changed the world, or 
a memory you hold forever. 
  
In 2016 I published ‘Do Design. Why 
beauty is key to everything’. Based on a 
lifetime’s practice. Since then, I’ve invited 
businesses from around the world to explore 
an intriguing question — ‘What would your 
business look like if it were more beautiful?” 
What is a beautiful business, and, what 
does it mean in practice?

I sought out leaders and CEOs, craftsmen 
and makers, artists and writers who lead 
lives with greater purpose. I went in search 
of profitable businesses across the globe 
that are enduringly beautiful. From that 

inspiring journey came an extensive record 
of companies that show business can be 
worthwhile, meaningful and profitable.
 
This guide is based on that journey 
together with the knowledge I have 
gathered over my career as a maker, 
innovator, mentor and trainer. I hope you 
find it as insightful and optimistic as I do.

 
Alan Moore. 

WHY BEAUTY  
IS KEY TO  
EVERYTHING

THESE WERE THE QUESTIONS BUSINESS 
WANTED ANSWERS TO:

01.  How does beauty as a philosophy 
and practice help us craft better 
things?

02.  How can beauty be applied to 
services and to organisations?

03.  How beauty can make us better 
leaders

04.  Can you code beauty?

05.  What does a beautiful organisation 
look like?

06.  How does a beautiful business yield 
high financial returns and still be 
ethical?

07. How does beauty scale?

08.  What is the language of a beautiful 
business?

Beautifully crafted 
businesses create greater 
value and are ultimately 
more profitable. 
Alan Moore
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Can Businesses 
be Beautiful  

and Profitable?

Stories are how we learn and grow. They are part of what makes

us human. In my work with businesses across the world I have

come across hundreds of beautiful stories. Stories that

aim to fill the soul and inspire the mind to make change for better

business and a more human world. I hope they will help us all

understand how and why beautiful businesses endure.
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The business case  
for purpose
 
Brunello Cucinelli has been making clothes 
very successfully since 1978. Cucinelli pays 
his staff more than the average wage for 
their jobs, insists they work no longer than 
eight-and-a-half hours a day, and spends 
around 20% of his profits on what he calls 
“the gift”.
 
He also runs an oversubscribed craft school, 
where students learn tailoring, stonemasonry 
and embroidery, among other disciplines. 
His listed company grows at 10% every 
year. Cucinelli has developed a business 
philosophy that draws on Renaissance 
humanism, Senecan stoicism, Benedictine 
rigor, and the theories of Theodore Levitt, 
who argued that the purpose of companies 
is to keep and serve customers.
 
Cucinelli says “I would like to make a profit 
using ethics, dignity, and morals. I don’t know 
if I’ll be able to, but I’m trying. Of course,  
I believe in a form of capitalism. I would just 
like it to be slightly more human.”

The business case for 
collaborative leadership

Pixar are an extremely successful company 
making great films, not only because they are 
masterpieces in animation but because they 
tell compelling stories. But this is not easy. 
After the runaway success of Toy Story, Ed 
Catmull and his team agreed there had to 
be a way of holding a creative idea so that it 
could evolve to its true potential every time. 
To do this it required the idea be open to 
close scrutiny in every aspect of its script, 
design and production. For this reason a 
Brain(s)trust was created. In a large room, 
members of Pixar regularly come together 
to openly test the development of a film. The 
rules are: only constructive criticism, and 
speak with candour. It requires great trust 
to speak plainly and honestly and for the 
director to listen to all feedback. Without trust 
there can be no creative collaboration. The 
focus is on solving a problem. 

Individual knowledge becomes a collective 
intelligence, highly valuable in examining 
how one gets from mediocre to world 

class. Catmull believes every movie  
they start with sucks in the beginning.  
In his words, meetings are filled with  
‘frank talk, spirited debate, laughter  
and love’; they are there to excavate  
the truth in a movie. The other rule is 
that the director is never instructed to 
do something. The director listens and 
develops his or her own interpretation  
and understanding of feedback given.
 
It is unusual for any company, to work 
so rigorously in an open, collaborative 
environment. It takes patience and time  
— something Pixar are willing to give.  
To create enduring beauty requires  
intense collaboration between people  
who share the purpose of creating 
something truly unique. Anyone can  
create their own Braintrust. It might  
just get you from mediocre to great. 
Don’t move fast and break things, move 
slow and build them – so that they are 
meaningful,valuable and useful.

Muhammad Ali’s best poem
 
Muhammad Ali was once asked what 
his shortest poem was. He replied in two 
words: ‘Me, We’. In these two short words 
Ali gave insight into our true human nature. 
We need to be truly ourselves as individuals, 
but we can only be so when connected 
to a greater ‘We’. The Me needs the We 
to create more than is possible as an 
individual; and the We needs Me — every 
Me — to come with their full capacity to 
create meaning collectively.
 
‘We’ is how we create narrative, culture, 
context and meaning — it’s the glue that 
binds us. Strip a business of the means 
to create We, and we all suffer as a result. 
Collaborative cultures have released 
the creative potential at Pixar. They are 
how humanity gets things done at scale. 
For whatever reason this seems to be 
misunderstood — St Exupéry once said, 
“If you want to build a ship, don’t give 
out orders and tell people exactly what to 
do, teach them to yearn for the vast and 
endless sea”

And it just may be they are better at it 
collectively than you. Allowing people to 

arrive at their own conclusions of what 
needs to be done, and embracing what they 
create, is another form of wise leadership.

Cultural leadership  
as conviviality
 
Olafur Eliasson — is an artist, known for his 
extraordinary work with light. ‘The Weather 
Project’ at the Tate Modern’s Turbine 
Hall, attracted over 2 million visitors. His 
New York Waterfalls Installation cost 
$15.5million. Olafur has a studio in Berlin 
where he employs a staff of 90. Everyday, 
his staff sit down to eat freshly cooked 
vegetarian food. The kitchen is at the heart 
of the studio. The daily communal lunch, 
Olafur believes, is about showing respect 
and hospitality to his staff. It is all about 
dignity. “Cooking,” says Olafur, is caring 
for others, it is a gesture of generosity and 
hospitality that functions as a social glue; 
it amplifies social relations and translates 
thoughts into food, into giving and sharing”. 
Don’t be fooled. Contemporary art is a very 
serious business. Caring for others — that 
is I believe the important learning here. 
Eliasson may only have 90 staff, but each 

and everyone is significant and important, 
the interplay of conversations generating 
ideas with a diverse team leads to new 
ideas, reinforces a sense of community, 
purpose and love for the work you do. 
Now this may not be quantified, but show 
me an unmotivated team and I will show 
you a paucity of ideas and endeavor. A 
broken business and business model even 
if management don’t know it yet.

 
Legacy as leadership

Interface was founded by Ray C. Anderson 
and incorporated as a company in 1973. 
It invented the concept of tessellating 
carpet tiles. In 1978 Interface sales had 
reached $11 million. The company went 
public in 1983. It is now a Fortune 100 
company with a market cap of $1.53bn 
Interface was not a good friend to the 
environment — its processes added to 
CO2 and pollution and its products could 
not be recycled Ray decided things had 
to change, he went to his institutional 
investors, and shared his vision of a 
company that would be fully sustainable 
by 2020. The response was, “great, but 

 ‘Me,We’
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can it make money?” Ray initiated the 
progamme and then sadly died. However, 
his vision and purpose thrived. What a 
legacy. I chatted with Geanne van Arkel – 
Head of Sustainable Development EMEA 
in Amsterdam. Geanne says that Interface 
no longer sees itself as a company that 
wishes to be sustainable, but one that uses 
the words ‘regenerative’ and ‘restorative’ 
as a business. For example, the net-works 
programme enables fishing communities 
in developing countries to give discarded 
fishing nets a second life by selling them 
back into the global supply chain, providing 
a continuous source ofrecycled materials 
for use in carpet tile production. Local 
residents have so far collected more than 
125 tons of discarded fishing nets that 
would otherwise damage the oceans.
 
Their goal is to source 100% recycled 
materials for its carpet tiles by 2020.  
I asked Geanne if all businesses can be 
Ethical and environmentally friendly — even 
scaling to become loved by the markets? 
Her response, “Yes. We have no choice, 
we are”.

Interface is more relevant today than ever, 
as waste to value, circular economy and 
upcycling are becoming the norm. “It’s 
time for business to step up”, says Rod 
Drury CEO and founder of the accountancy 
software platform Xero, valued at £1.4bn. 
Rod believes it’s important to create a 
legacy, to leave this place better than we 
found it. Falcon Coffees CEO Konrad 
Brits describes people coming toFalcon’s 
Headquarters in Lewes, Sussex wanting to 

work not for the paycheck — but because 
of its purpose. This is ensuring the 15m 
people that grow the growing insatiable 
thirst for coffee, have ample reward for 
their labour whilst creating a resilient supply 
chain. Last year, they spent $138 million 
dollars buying coffee from rural farming 
communities in some of the poorest 
economies in the world. Like Rod, and 
Geanne, Konrad wants to ‘give back’. This 
is authentic leadership grounded in values. 
Business leaders should never forget 
that human beings work for meaning, 
to believe that their work is purposeful, 
and worthwhile. Fiona Reynolds is a past 
Director General of the National Trust and 
is now the Master of Emmanuel College, 
Cambridge. She believes that the loss of 
values in business and politics has created 
the existential crisis in which we currently 
exist. Peter Childs Head of The Dyson 
School of Design Engineering at Imperial 
College London  we need to educate 
engineers, makers, business leaders to 
become more ‘beautiful’ in their thinking.

As Cucinelli so elegantly demonstrates the 
pursuit of the bottom line at all costs may 
not be as enduring or successful as some 
lead us to believe. Purpose is the point, 
profit is the result.

All these leaders care deeply about people 
and the world we live in. You can’t lead 
anyone if you don’t. These leaders are not 
effete, but serious men and women who 
believe business is the answer, they also 
believe businesses should be profitable in 
the truest sense of the word.
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This is the story about how Tim Mead, the 
CEO and owner of Yeo Valley Farms, found 
a beautiful answer to an uninvited, yet 
fundamental question:

How do I keep my family farm in business?

Everything we face is  
a design challenge

Tim embraced this question and explored 
the problem as a design challenge. He 
asked himself, ‘If the farm currently exists in 
an economy that is hurting us, how do we 
deal with that? How do we dream big and 
find the best answer we can?’

The answer was to go organic, to remove 
and reduce the impact of the volatile 
external forces over which they had no 
control – namely oil prices. Tim had to work 
out how to deal with such volatility, without 
being beholden to the power and whims 
of the major supermarkets, combined with 
fluctuations in the price of oil and its impact 
on the daily costs of running a farm from 
fuel to fertilisers. So part of Tim’s design 
challenge was independence: what did 
becoming master of one’s own destiny  
look like?

Developing a narrative  
of a best possible future
    
Importantly Tim made his decision to go 
organic for rational economic reasons. Yet 
25 years ago, when he came to this point 
of view, it was considered less unorthodox, 
and more heretical. Organic large-scale 

farms? From a mindset perspective it was 
a bold move, and it takes strong presence 
of mind and deep conviction to not be 
swayed by the in-vogue thinking of the day.

Developing a new narrative of how a farm 
could work at scale more resiliently, Tim 
had looked far ahead, identifying a pattern 
that made sense, even though the current 
ideology was to run farms like industrial 
machines. He sought the best possible 
long-term future for the farm. Yeo Valley 
encouraged more local farmers to become 
organic and form a co-operative, with a 
guarantee to buy their produce to cope 
with growing demand.

Quality of product  
and customer demand

Running a large farm organically requires 
some head- scratching from time to time, 
but Yeo Valley now produces the best  
milk in the UK. Tim reduced the cost  
of his inputs, and increased the quality  
and quantity of his outputs.

He created a greater demand for  
a superior product.

The beauty of organic  
farming

To get the best out of nature, you need 
to respect nature. To do that one must 
understand it’s a fine balancing act to 
deliver yield performance of a dairy herd 
and maintain the land that supplies the 

How do I keep 
my family farm 
in business?

CASE STUDY

Yeo Valley Farms

Working with the beauty 
and power of nature

There comes a moment in 
one’s company or industry 
when we are presented with 
an unexpected and uninvited 
challenge. The challenge 
is disruptive, momentous 
and complex – with no easy 
answer. There may be short 
cuts but these tend to be 
short term.
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nutrients to those cows. ‘Push nature too 
hard,’ says Tim, ‘and she will bite you 
back.’ Tim believes cows perform best – 
producing greater quantities of better-quality 
milk – under certain conditions. The cows 
have room to roam, their diet consisting of 
clover-rich grass grown without the use of 
artificial fertilisers and pesticides. Wildlife is 
encouraged to flourish and conservation 
of the land extends to rebuilding limestone 
walling and replacing hedgerows. In an 
effort to reduce pollution and food miles, 
lorries transporting Yeo Valley yoghurts are 
double-deckers.

‘Everybody who is a farmer deep down 
understands the balance of animals and 
nature and crops and rotations, and I think 
most farmers have an in-built sense of 
what is the right thing to do,’ he says. Care 
for the land and the animals at Yeo Valley 
are a prime concern.

A co-operative business 
model

The farm and the business cannot run 
without people, so people count too, as a 
working community, especially since they 
work as a co-operative.

‘When organic farmers were looking 
for somebody to buy their milk, we 

encouraged them to get together and 
promised to buy their milk for a period,’ 
says Tim. Usually, manufacturers don’t like 
it when farmers get together because they 
don’t like the strength such collaboration 
gives them, but Tim encouraged organic 
milk farmers to set up the co-operative 
and promised support by giving them a 
guaranteed market. Yeo Valley Organic 
continues to take milk from around 100 
OMSCo (The Organic Milk Suppliers 
Co-operative) farmers in the southwest to 
supplement the milk they produce on site.

For Mead, this is simply the logical way of 
running his business. ‘If things are not in 
balance or sustainable then they aren’t going 
to be there forever, are they?’ he asks. ‘I 
think most farmers feel that they have to take 
care of the land and what they are farming, 
and I think most of them feel, financially, it 
is difficult.’ He points out that returns from 
farming average 1.5 to 2 per cent on capital 
over the last 50 years and blames a distorted 
market for this low return.

A values-based approach

Tim Mead believes in values: ‘Maybe 
big is not always beautiful, maybe multi-
nationals aren’t always the answer. If you 
are just doing things for profit, who are 
you serving? The shareholders or the 

people who buy your products?’ Yeo 
Valley represents an ethical framework and 
values- based approach to commercial and 
business practice, by asking, ‘Is what we 
create for the collective good?’

Short-term thinking can leave 
you vulnerable

In contrast, Tim believes that those 
agricultural companies completely 
dependent on an oil-based economy 
are in fact unsustainable, and vulnerable 
to volatile global conditions. He believes 
that his overall operation – although 
organic farming does present its own 
unique challenges – is more enduring and 
economically viable. Nothing is wasted.

It is also a fine balancing act between now, 
tomorrow and ten years’ time, but this 
ever-present headache means Yeo Valley 
Organic constantly invests in its future 
by looking at the whole eco-system. It 
continually invests in the quality of its soil, 
its herd, its manufacturing capability and its 
people. One simply cannot be separated 
from the other.

Extract from, Do Design. Why beauty is 
key to everything. Published by The Do 
Book Company.

1. See more, see further
Tim Mead was prepared to look towards 
the long-term future of the business. He 
developed a depth of field enabling him to 
see the underlying and connected forces that 
were financially hurting Yeo Valley by looking 
at the problem as a whole, then as a design 
challenge. ‘What do I need to do to create 
the best possible outcome for the business?’

2. Adaptiveness
Tim was able to take that depth of field 
and evolve a thesis of how to evolve, what 
would work and why. From this vantage 
point he was able to make decisions where 
he could explore alternative narratives for 
Yeo Valley, and he never stops exploring. 
‘At Yeo Valley we have what we call Plan 
A,’ he says. ‘The A stands for Again – every 
time you turn a corner there is something 
new and you have to start all over again, so 
the plan changes every day.’

3. Openness is restorative
Yeo Valley has developed a thriving 
business by working with and respecting 
the diversity of nature. The company 
openly shares what it knows of how to farm 
organically and scale the business.

4. Community is everything
Yeo Valley works very hard with its local 
community; people and place are critically 
important. Yeo Valley Farms also does a 
great deal of educational work, bringing 
children and adults onto its land to share its 
knowledge, ways of working and philosophy. 
Its co-operative model of buying organic milk 
has proven to be highly effective.

5. Craftsmanship
Today Yeo Valley Organic is a much-loved 
company, with many awards for product 
quality and innovation, and a Queen’s 
Award for Enterprise presented in 2001 

for the revolutionary way it worked with 
its farming suppliers, encouraging them 
to turn organic and giving them long- 
term ‘fair trade’ contracts. The firm won 
another Queen’s Award for Enterprise for 
Sustainable Development in 2006 for its 
approach to management with continuing 
support for sustainable UK organic farming.

6. Creating enduring beauty
Yeo Valley Farms went from a small farm 
going out of business into a company 
that dreamed big by keeping Utopia in its 
sights. It had the courage to turn fiction into 
reality, by understanding time is earthed. 
Consequently, Yeo Valley delivers healthy 
products, and is sustainably profitable. Its 
ways of farming are designed and crafted; 
everything is executed beautifully.

YEO VALLEY KEY POINTS:
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CASE STUDY

Gränsfors Bruk

How to design and create  
a beautiful business

Gabriel Branby is chief executive of 
Gränsfors Bruk, a company that makes 
axes. His story starts with him buying 
Gränsfors Bruk. Discovering the company 
was in financial crisis, he also realised that 
the inequitable way in which people were 
paid showed in personal motivation and the 
end quality of the product. So he sought to 
find a way that would bring his workforce 
together as a community, in which they 
all believed they were sharing equitably, 
married to a refined production process and 
an ethical approach to business.

Branby’s story is about how one designs 
and builds a successful company 
predicated on quality. A quality of product 
achieved through a holistic approach 
to design, and manufacturing that 
incorporates a process to bring out of his 
workforce a commitment to cra and ethics. 
These cra speople are able to produce the 
best axes in the world.

To do that Branby pursued the essence 
of the axe. He stripped it down to find its 
truth, took away unnecessary materials 
and production processes and added the 
right knowledge.

At his factory in Sweden, Branby has 
a collection of over 2,000 axe heads. 
Travelling extensively through his homeland 
and further afield, talking to people that 
use axes on a daily basis, Branby gathered 
extensive information on the tools – their 
usage and design. That knowledge 
ultimately informed both the business 
design and the manufacturing process he 
employs today.

Responsibility for ‘The Total’

Branby calls his worldview and philosophy 
‘The Total’, as it encompasses ethics, 
business, production process, products 
and the world we inhabit. For him, 
‘What we take, what we make and what 
we waste’ are in fact all questions of 
ethics. We have, he says, an unlimited 
responsibility for ‘The Total’, a responsibility 
that we try but do not always succeed in 
taking. One part of that responsibility is the 
quality of the product and how many years 
it will endure. Rather than designing in 
obsolescence, Branby designs it out.

This philosophy in making a high-quality 
sustainable product is a way to pay respect 
to the axe and its user, and to nature, which 
provides the raw material. A high-quality 
product in the hands of those who have 
learned how to use it and look after it will 
very likely be more durable. This is good for 
the owner, but it is also beneficial as part of 
a greater whole. Increased durability means 
that we take less (decreased consumption 
of material and energy), that we need to 
produce less (which gives us more time to 
do other things we think are important or 
enjoyable) and that we destroy less (so there 
is less waste).

Craftsmanship and meaning

The team at Gränsfors Bruk are motivated 
to do good work. They are able to 
forge axes with such precision that no 
supplementary work is needed to stone, 

grind, smooth or paint the axes to hide 
mistakes in the forging. The forging craft 
is allowed to take its time. The smiths do 
not work by the piece. They take care and 
do the right forging from the beginning. 
A smith at Gränsfors Bruk has nothing 
to hide and is proud of their professional 
standards. When the smith is satisfied with 
their work and has personally accepted the 
axe, the head is marked with their initials 
next to the company’s crown.

There are lessons here to learn about 
innovation, seeking new ways to create. 
And this has been achieved through 
learning deeply about anything and 
everything to do with axes and stripping 
away all the things that gave nothing of 
value to the axe. Gabriel gave meaning 
to his workforce and a motivation in 
which they were commercially but 
equally personally dedicated to give their 
creative best – an engaged craftsman is 
a committed craftsman, ergo an engaged 
workforce is a committed workforce.

Meaning is created through a craft 
approach to life. And in many ways it is a 
gi that we give to ourselves and to others. 
So craftsmanship does not only exist in the 
manufacture of ancient tools; it exists, or 
should exist,in all that we do.

A high-quality product in 
the hands of those who 
have learned how to use 
it and look after it will very 
likely be more durable.

Extract from, Do Design. Why beauty is key to everything. Published by The Do Book Company.
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Beautifully 
crafted 
businesses 
create greater 
value and are 
ultimately more 
profitable.

JOYFUL TO USE
Designing for ourselves,  
creating things that are intuitive, 
easy and joyful to use will sell 
more products and services  
at a higher value.

BEAUTIFUL  
LEADERSHIP
Businesses practicing beautiful
leadership bring potency to their 
organisation by empowering  
their people.

‘A SUSTAINABLE 
BUSINESS IS A 
HEALTHY BUSINESS’
PAUL POLMAN 
UNILEVER CEO

89% 
of executives
In a 2016 Gartner survey 89%  
of businesses said experience 
and design are seen as the 
most important factor for 
competitive advantage, up  
from 36% four years previous.  
A similar Accenture 2015  
global survey found that 81% of 
executives placed personalised 
customer experience in their top 
3 priorities, with 39% reporting it 
as their number 1.

‘The real goal of 
what we’re doing is 
to have a positive 
impact on the world.’

ED CATMULL, PIXAR

IS IT USEFUL AND IS 
IT BEAUTIFUL?
Designers ask two simple 
questions — is it useful and is it 
beautiful? We can use these two 
principles to reshape the world 
we live in. Good design has  
always been good business.  
As William Morris might say, 
‘have nothing in your house that 
is neither useful or beautiful’.

‘Companies that have 
invested in design 
processes, capabilities 
and leadership over the 
last decade outperformed 
the rest by 211%.’
McKinsey 2017

73%
73% of CFO’s agree that 
there is a strong link between 
sustainability performance and 
financial performance.

Fortune 100
A growing number of Fortune 
100 companies now see design 
as the top priority to their 
business evolution over the  
next five years. 

6x
In a 2015 Temkin survey, 
those with a positive emotional 
experience were 6 times as 
likely to buy more, 12 times 
more likely to recommend the 
company, and 5 times more 
likely to forgive the company  
for a mistake.

ENOUGH OF UGLY
Recent global uncertainty and 
catastrophic events that engulf 
our world have made us all 
wake up to the fact: we have all 
had enough of ugly.

THE TOTAL
Whatever we take, make  
and waste has a cost.  
The design challenge is to take 
less, make better and waste 
nothing. There is now the 
opportunity to creating higher 
performing businesses by 
redesigning THE TOTAL  
and move costs associated  
to ‘taking’, ‘making’ and 

‘wasting’ from the Loss to 
Assets on a P&L. This is why 
CFO’s are paying attention.

‘We have to bring  
this world back to 
sanity and put the 
greater good ahead 
of self-interest.’
Paul Polman, Unilever

BEAUTY
Beauty gets us out of surfaces 
and into the foundations of 
things. Importantly, it also  

brings enduring profit. The  
time has come to rethink the 
role of business in our world 
and its overall contribution  
on our society. We need to 
reframe business in the context 
of beauty.

‘An organisation’s 
culture of purpose 
answers the critical 
questions of who  
it is and why it exists. 
They have a culture  
of purpose beyond 
making a profit.

Punit Renjen, Deloitte

Veja 
The coolest most 
sustainable trainers 
in the world.
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https://www2.deloitte.com/insights/us/en/topics/social-impact/sustainability-why-cfos-are-driving-savings-and-strategy.html


SYMPOSIA Europe

We spent two days with business leaders exploring the 
question: what does it mean to be a beautiful business? 
Its purpose, process, culture, utility, leadership, enterprise 
design, manufacturing and system design. In an open forum, 
exploring the concept and possibilities of beautiful business 
with other industry leaders. Our goal is to define what best 
benefits businesses that want to transform their organisations 
to become more future proof by reframing themselves in the 
context of beauty.

One of our international teams 
hosted at Freedom Lab in Holland: 
Beta-I (Portugal), Discovery (UK), Flute 
(UK), Futerra (London, Sweden, USA), 
Interface (The Netherlands, USA), 
Helsinki City (Finland), Minimax Viking 
(Germany), Monica Meuelmans (Brussels), 
Oblonkski (The Netherlands), Phillips (The 
Netherlands), Robeco (The Netherlands), 
Sogeti (Global), Teamily (The Netherlands), 
Triboo (The Netherlands). Plus our friends 
from Freedom Lab, Arief, Jeroen, Yvette, 
Jörgen, Yuri. Thank you all.
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CONVERSATIONS ABOUT BEAUTY

ROD DRURY — XERO
Rod Drury is CEO of Xero, an accountancy software company. 
Valued at £1.5bn it is transforming the accountancy industry. 
Rodtalks about why craftsmanship and design play such a key role 
in Xero’s enterprise design, and, customer experience. Other topics 
he raises are the need to give back and create legacy. Can you 
scale a beautiful business?

CHRISTIAN PUGLISI — CHEF, RELAE
Chef Christian F. Puglisi opened restaurant Relae in 2010 on a 
rough, run-down stretch of one of Copenhagen’s most crime-
ridden streets. His goal was simple: to serve impeccable, 
intelligent, sustainable, and plant-centric food of the highest 
quality — in a setting that was devoid of the pretention and frills of 
conventional high-end restaurant dining. Relae is the only Michelin 
Star restaurant in the world that is fully organic certified. Christian 
shares his ideas and beliefs on why; the quality of food, quality of 
leadership and the quality of experience for his customers is key to 
a beautiful business even a way of living. 

ALICE BLOGG — CRAFTSWOMAN
Alice is a designer, maker of all things in wood. Alice shares her 
views on what a life of craft gives her — a joyful life of enduring 
satisfaction. Explaining the importance of having respect for the living 
material she uses, Alice touches on the need for meaning connected 
to living an authentic life. How and why ‘craft’ as a practice is so 
deeply wedded to our humanity. Which is a clue as to why it is that 
people are increasingly looking for the handmade, the authentic. 
Because there is truth in beauty and beauty takes us home.

MENNO VAN DOORN — SOGETI
Menno van Doorn is Director of the Sogeti Research Institute for 
the Analysis of New Technology (VINT). Menno shares his views 
on emerging technologies, Facebook anxiety, Robotic optimism, 
‘machinefulness’, how AI might save us from ourselves, self driving 
transportation, why we need an approach to technological design 
that is beautiful, creating happiness. At the end of every data point 
is a human being.

GEANNE VAN ARKEL — INTERFACE
Geanne van Arkel, Head of Sustainable Development, Interface 
EMEA. The question I ask is can a business be ethical and yield 
high financial returns? Interface is a Fortune 100 Company with 
a market cap of $1.53bn and a pioneer in sustainable business. 
Geanne also explains that the business goals are now set beyond 
sustainability to becoming regenerative, restorative and resilient. 
Purpose, and, design play a vital role in crafting a company that 
delivers on those goals.

PETER CHILDS — DYSON SCHOOL DESIGN 
ENGINEERING
Peter Childs, the inspiring Head of the Dyson School of Design 
Engineering at Imperial College London. Peter explores the 
concepts of beautiful AI and beautiful Automation. Peter also 
shares his belief that beauty as a lens can be applied to the world 
of engineering and business, and what that means.

FIONA REYNOLDS — FORMER DIRECTOR  
GENERAL FOR THE NATIONAL TRUST
Fiona Reynolds, Director General for the National Trust, now  
Master at Emmanuel College University of Cambridge, has been  
a campaigner for protecting our natural environment all her life. 
Fiona is also the author of ‘The Fight For Beauty. Our path to  
a better future’. Fiona explains why the loss of the word beauty  
in economic and business language does us so much harm, and 
why we need it back. Lastly Fiona talks about Millennials returning 
to a values based view of the world.

KONRAD BRITS — FOUNDER, CEO FALCON 
COFFEES
 Konrad is the founder and CEO of Falcon Coffees who source green 
coffee from eighteen producing countries, and work with coffee 
roasting companies all over the world. Konrad talks about purpose 
before profit, which means creating a resilient supply chain benefiting 
the growers over the long term. In this interview Konrad touches 
upon the same theme as Fiona which is the shift in the values of 
young people who want to buy ethical goods with traceability, who 
want to work for companies that are purpose driven.
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The human spirit needs 
beauty and can’t live without 
it; we will all strive for more 
beauty in our lives given half 
the chance.

 Fiona Reynolds, author The Fight for Beauty



50  
BEAUTIFUL

BUSINESSES
I’ve selected fifty businesses around the globe, big and small, led with purpose. They inspire  
a different way of looking at the world. They explore beauty beyond the superficial and strive  

to deliver truth, meaning and authenticity through beautiful products, experiences and solutions: things 
made with the latest technology or uniquely handcrafted, buildings that are elegant  in their conception 

and construction, products manufactured in such a way they are restorative to the environment.  
That show business can be worthwhile, meaningful and profitable.

kSEE THE BUSINESSES
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Of course, we can never get to Utopia, we can’t achieve or create perfection. But that does 
not mean we should not try. Michelangelo’s David comes pretty close. Conceiving then 
striving to create that which previously did not exist is the work that makes our world a 
better place.
      
The cynic dismisses the existence of Utopia, preferring the surety of mediocrity, and worse.
      
The wise person is optimistic, prepared for the reality they will not get to the Utopian 
shore, but keeping its possibility in their sights. Working this way offers a joyful and more 
meaningful existence. It is a continual process and that is its enduring beauty.
      
No pessimist ever discovered the secrets of the stars, or sailed to an uncharted land, or 
opened a new heaven to the human spirit. As you sail along, maybe it’s wise to keep the 
Utopian coast in your sights.
      
This is what Beautiful Business is all about. Navigating towards ways in which we can 
design with optimism to uplift our humanity and our planet. The more I think about it, the 
idea of beauty living in everything would quite naturally create a more restorative world.

Living off the coast  
of Utopia

We can all live off  
the coast of Utopia.  
There it is, shimmering 
in all its perfect beauty 
across the water.
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Talking 
Beauty

The beginning of a 
beautiful future starts  
with a beautiful talk.

k IF YOU WOULD LIKE TO BOOK A TALK OR FIND OUT MORE

I deliver talks that change the way  
people think about their business and  
the world in which we live. With the  
insights I have developed from years  
of research, I work with companies from 
around the world to explore an intriguing 
question — ‘What would your business 
look like if it were more beautiful?” What 
is a beautiful business, and, what does it 
mean in practice?

By demonstrating how we can use  
beauty as a lens, find opportunities for 
improving their business and its impact 
on the planet, whatever the sector. It is an 
alternative worldview that is practical and 
actionable. A CEO recently asked me  
‘Can any business be beautiful?’, my  
reply was ‘Why would you want to do  
it any other way?’

Each talk is 30-60 mins long or can  
be combined into an interactive one  
day event.

Beautiful Leaders

01.  Insight into how businesses and their 
marketplace will look in the future.

02.  Why purpose-led businesses are  
more successful

03.  Explore what beautiful leadership  
looks like

04.  How ethical businesses yield high 
financial returns

05.  Why quick-fix leadership creates  
ugly outcomes

06.  How to build and lead a design-
led business that delivers meaning, 
purpose and integrity

07.  How beauty as a lens can help 
investors make better decisions.

Beautiful Makers

01.  Why beauty as a philosophy and 
practice helps us craft better things 
that endure

02.  How meaningful consumer experience 
plays a key role in commercial success

03.  How to code beauty and design 
beautiful AI

04. Discover how beautiful business scales
05.  Insights into how to design a 

restorative, successful business

Some of my previous talks have been  
for Microsoft, Husqvarna, Interface,  
The Guardian, McLaren Automotive, KPN 
Holland, The Coca Cola Company, Robeco, 
Google, IBM, WPP, GSMA, The Brazilian 
Bankers Association, ACCEL, Sogeti,  
Filippa K, Music Television, HP, The Hay 
Literature Festival, The Do Lectures, SXSW, 
as well as for business schools including 
MIT and Sloan School of Management.

Whether at an intimate event, an away day, 
a conference or a team get together, I help 
people tune up their business to become 
beautiful and profitable.

The beginning of a beautiful future starts 
with a beautiful talk.
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Working directly with companies, I craft bespoke 
programmes tailored to realise potential and identify new 
routes for growth. I mentor teams, deliver inspirational 
learning as leadership programmes and advise on 
discovering unseen commercial opportunities. I provide 
businesses with a viable creative vision of what they can 
become, whilst keeping them honest and true to their 
core values. These companies emerge award winning, 
desirable and profitable Beautiful Businesses.

BEAUTIFUL LEADERS
     
If we can be more beautiful in our thoughts, in our actions and in how we interact with 
the world, we can learn to live and lead more beautifully. Beautiful Leadership is about 
integrating a sense beauty into leaders and their imaginations about the people with  
whom they work.

kFIND OUT MORE

BEAUTIFUL MAKERS  
   
Grappling with a roadmap, struggling with disruption of your industry or looking to future 
proof your business, building wellbeing and engagement within workforces. Relevant for 
senior executives wishing to understand why beautifully designed products, services and 
experiences yield high nancial returns.

What would your business look like if it were more beautiful?

kFIND OUT MORE

Doing 
Beauty

‘ We can now see how we can use beauty as a lens 
to look deeper into our investment portfolio.’

  Richard Speetjens
  Robeco Leader in Sustainability Investing
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Over the years, I’ve been privileged to 
advise, teach and work with leading 
businesses across six continents. I’ve 
also served in board positions, hosted 
workshops and spoken at many of these 
businesses. Examples include Accel, 
Google, Microsoft, KPN, H&M, The Coca 
Cola Company, MacLaren Automotive, 
WPP, Music Television, MIT, Sloan School 
of Management and Institutional Pension 
Funds such as Robeco.

I am the author of four books on creativity, 
design and business transformation.  
I mentor individual craftspeople, startups 
and large companies to help them become 
Beautiful Leaders and Beautiful Makers. I 
have practised as a craftsman and designer 
all my life, and I still work  
as an artist. 

I try everyday to lead a life as beautifully  
as I possibly can.

About the 
author

Do Design. 
Why beauty is key to everything

So much passes us by, unnoticed. We multi-task, switch between 
screens, work faster. When was the last time you paused to 
consider a beautifully made object or stunning natural landscape? 
Yet this is when our spirits lift, our and soul is restored. Do Design 
invites us to rethink not only what we produce – whether it’s a 
website, a handmade chair, or a business – but how and why. With 
examples from Apple, Pixar, Yeo Valley and Blitz Motorcycles, we are 
encouraged to ask: Is it useful and considered. Is it a thing of beauty?

kAUDIO BOOK

kPublished by Do Books in 2016
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For more information contact: hello@beautiful.business    www.beautiful.business 

If you would like to 
speak with me about 
making your business 
more beautiful.

Do please get in touch.

alan@beautiful.business

DESIGN: WWW.CANTELLDAY.CO.UK

mailto:alan@beautiful.business 
http://www.cantellday.co.uk

