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The Guide Book has been especially created 
for entrepreneurs, artisans, designers and SMEs 
that produce products in Mauritius, to join the 
Sustainable Island Mauritius effort and support 
them during their sustainable product journey.

Who is this 
Guide Book for?

Anyone creating and developing new products 
or updating existing products #localproducers 
#entrepreneurs #designers #crafters

Anyone in charge of procuring products from 
local producers #sustainablecriteria #sustainable-
procurement

Anyone wanting to co-create new products with 
other entrepreneurs or tourism industry actors 
who want to co-create unique new product 
with local suppliers #cocreation #localsuppliers 
#madeinmauritius
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Why this Guide Book?

You
This Guide Book can support your business to become more 
sustainable and match global trends and product expectations. 
It has tools to help you upgrade your existing products as well 
as develop or co create new, sustainable, innovative products 
that can reach new customers and have a direct positive impact. 
#successful #sustainable #local #authentic #trendy #innovative 

Your Ecosystem
This Guide Book wants to encourage you and your business to 
understand yourself as part of a larger ecosystem on Mauritius. 
We can collaborate and co-create for better local products. 
#supplychain #circularity #co-create #commongoals

Mauritius
The goal of the Guide Book is to support Mauritian businesses to 
become more sustainable, have more positive impact and be 
successful. The vision is that local products become the first 
choice for locals and tourists alike - for a prosperous and 
resilient island future. It is the task of our time to increase the 
sustainability of local businesses and the positive impact on our 
community and environment to preserve and restore a healthy 
island where locals enjoy living and visitors enjoy staying.
#goodlife #fairness #climatechange #pollution #biodiversity 
#regenerative-tourism
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How to work with this 
Guide Book

Tool 
An external tool 
available to you

Deep-Dive
specific external resource 
that will take you deeper 
into the topic

Important Information 
important highlights or 
expert’s insights 

Deep Reflection 
Full page of reflection 
exercises

Trends & Best Practices 
global and local trends & 
best practices for your 
inspiration

Do!
A tip of something you can 
do to improve your 
products or business

Short Reflection 
short reflection or discussion 
with your team.

Checklists & Templates
to support you on your 
sustainable product 
development. 

General Icons 
It is important that you are aware of the different icons you will encounter 
throughout this guide to get the most out of it.

Reflection exercises
We have created a series of exercises to help you reflect on the content presented 
throughout this guide and help you formulate your goal for working with this book.
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Introduction

Contents of this section

Sustainability & Sustainable Tourism

Key Concepts: Sustainability

Key Concepts: Sustainable Tourism

Sustainable Tourism Trends

Section’s Reflection

In this section we will cover some basics, what sustainability is, 
the hand and footprint concept and some key concepts. We will 
also share some global and local trends for your inspiration and to 
underline how important it is to create new sustainable products for 
local customers and international tourists alike. 
#sustainability #keyconcepts #trends

Section 1
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Section 1: Introduction

Sustainability & 
Sustainable Tourism

A general definition of Sustainability 

“Sustainability is the integration of environmental 
health, social equity and economic vitality in order to 
create thriving, healthy, diverse and resilient 
communities for this generation and generations to 
come. The practice of sustainability recognizes how 
these issues are interconnected and requires a systems 
approach...”1 

Sustainable Tourism

Sustainable tourism takes full account of its current 
and future economic, social and environmental 
impacts, addressing the needs of visitors, the industry, 
the environment and host communities. It makes 
optimal use of environmental resources that constitute 
a key element in tourism development, maintaining 
essential ecological processes and helping to conserve 
natural heritage and biodiversity; respect the 
sociocultural authenticity of host communities, 
conserve their built and living cultural heritage and 
traditional values, and contribute to intercultural 
understanding and tolerance; ensure viable, long-term 
economic operations, providing socioeconomic 
benefits to all stakeholders that are fairly distributed, 
including stable employment and income-earning 
opportunities and social services to host communities, 
and contributing to poverty alleviation.2

How might we use sustainability as an 
innovation ingredient in tourism?

Economy

Society

Environment

1 UCLA Sustainability Committee / 2 UNWTO on unwto.org/sustainable-development
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Any human activity usually creates both negative and positive impacts. 
While most people are familiar with the idea of a footprint that describes negative 
and undesired sustainability impacts (e.g. high energy and water usage, harmful 
waste generation, community overload etc.), the handprint is the concept to describe 
the positive impacts by actions we can take or in business the value-adding impacts 
of products and services (e.g. local community prosperity, culture and nature 
preservation, increased customers’ awareness, etc.). 

The handprint approach guides businesses to innovate by developing or improving 
products and services to lower their negative impact and increase their positive 
impact. Read more about the Handprint concept developed for the tourism industry 
in Mauritius in section 4. 

Increasing positive 
impacts
• Social wellbeing
• Community development
• Responsible sourcing
• Cultural preservation
• Ecosystems quality
• Authentic experience
• Sustainability awareness
• ...

Reducing negative 
impacts
• Resource overuse
• Emissions
• Waste generation
• High water usage
• Social consequences
• ...

Handprint Concept
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Section 1: Introduction

Key Concepts: Sustainability

1 | Biodiversity 
Biodiversity refers to all the variety of life that can be found on Earth 
(plants, animals, fungi and micro-organisms) as well as the 
communities that they form and the habitats in which they live. The 
natural environment provides the basic conditions without which 
humans could not survive. Beyond the basics, ecosystems are 
providing provisioning services such as food, water, timber, fibre, and 
genetic resources; regulating services such as the regulation of 
climate, floods, disease, and water quality as well as waste treatment; 
cultural services such as recreation, aesthetic enjoyment, and spiritual 
fulfilment; and supporting services such as soil formation, pollination, 
and nutrient cycling.

2 | Carbon Footprint

The total amount of greenhouse gases (GHG) produced to directly and 
indirectly support human activities, usually expressed in tons of 
carbon dioxide (CO2). GHG (Carbon dioxide and Methane for example) 
are making our climate on earth less stable. We need to lower our 
carbon footprint dramatically to avert catastrophic changes that 
would impact all of our lives. Typical carbon emission sources are 
burning of fossil fuels for electricity, heat and transportation.

3 | Climate change
A long-term shift in global weather patterns or average temperatures. 
Scientific research shows that, compared with climate change 
patterns throughout Earth’s history, the rate of temperature rise since 
the Industrial Revolution is extremely high. Rising temperatures can 
cause melting glaciers and sea level rise as well as lead to extreme 
weather events.

8 key concepts that you need to know:
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Section 1: Introduction

Key Concepts: Sustainability

4 | Sustainable Development Goals (SDGs)

A collection of 17 interlinked global goals designed to end poverty, 
protect the planet and ensure that all people enjoy peace and 
prosperity by 2030. They were adopted by the UN in 2015.

5 | Circular economy

An economy where waste and pollution are designed out, products 
and materials are kept in use and natural systems are regenerated.

6 | Nature-based solutions
Solutions that are inspired and supported by nature and that may 
also offer environmental, economic and social benefits, while 
increasing resilience. Take mangroves, for example. Mangrove 
forests along coastlines are not only important for sustaining 
fisheries but also for providing protective natural barriers against 
erosion and storm surges. They filter water, provide valuable timber 
and food resources to coastal communities, and can store large 
amounts of carbon. Conserving and restoring these ecosystems 
benefits people in coastal communities by reducing vulnerabilities 
and increasing their resilience to the effects of climate change.

7 | Organisational resilience1

The ability of an organisation to adapt in a changing environment 
to enable it to achieve its objectives and prosper.

8 | Sustainable business
A business that is economically viable, socially responsible and 
environmentally conscious.

1: ISO
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Section 1: Introduction

The contribution of an action or intervention to an outcome or 
change in social, economic or environmental condition. The 
contribution may be intended or unintended, positive or negative, 
long-term or short-term.

The collection of people living in the immediate area of a 
destination or tourism business and are potentially affected 
socially, economically, or environmentally by the tourism activity.

The essence of what makes a place special: the sum of landscape, 
wildlife, archaeology, history, traditions, buildings and crafts – 
everything that makes somewhere truly unique.

1 | Impact3

2 | Local Community1 

3 | Local Distinctiveness1

Key Concepts: Sustainable Tourism

6 key concepts that you need to know:

} Deep-dive!
Find the full glossary link here: 
https://www.gstcouncil.org/gstc-criteria/glossary/

https://www.gstcouncil.org/gstc-criteria/glossary/
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Regenerative tourism represents a sustainable way of travelling 
and discovering new places. Its main goal is for visitors to have a 
positive impact on their holiday destination, leaving it in a better 
condition than how they found it.

Behaviour of any individual involved with a tourism business that is 
characterized by respect for the sociocultural and ecological fabric 
of a location.

Managing visitor movements and influencing visitor behaviour in 
order to protect the values and attributes of a destination or site 
and contribute to a high quality visitor experience

4 | Regenerative Tourism2

5 | Appropriate behaviour1

6 | Visitor Management1 

Section 1: Introduction

Key Concepts: Sustainable Tourism

1: https://www.gstcouncil.org/gstc-criteria/glossary/
2: https://www.cbi.eu/market-information/tourism/regenerative-tourism
3: OECD-DAC

} Deep-dive!
Find the full glossary link here: 
https://www.gstcouncil.org/gstc-criteria/glossary/

https://www.gstcouncil.org/gstc-criteria/glossary/
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Section 1: Introduction

Sustainable Tourism Trends

Tourism is moving towards an activities that aim 
to leave the visited location in a better state 
than it was found. Travelers are looking forward 
to not only reduce their negative impacts but 
also leave a positive impact through their 
actions when traveling.

Travellers expect less plastic when travelling as 
global awareness has been raised on plastic 
pollution in oceans and beyond. Plastic 
alternatives from bottles to bags are available 
in excellent sustainable quality, so an 
aluminium water bottle won’t cut it!

Global Trend: Sustainable Tourism

Regenerative Tourism

Global Trend: Sustainable Tourism

Plastic Free Tourism
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New trends related to sustainable tourism are constantly emerging. 
Keeping an eye on current trends and best practices around the world, can 
help you to find inspiration for innovations for your brand or products
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Section 1: Introduction

Creative tourism, which encapsulates authentic, 
and local travel experiences such as cultural 
workshops, classes from local experts or craft 
courses was a popular trend before the 
pandemic. 

One of the largest trends of the moment is local 
travel, together with a wish to gain emotional 
connection with locals and their traditions. Food 
experiences with locals, visitor involvement in 
the food whole lifecycle and craft-making are 
on the rise. 

Global Trend: Sustainable Tourism

Creative Tourism

Global Trend: Sustainable Tourism 

Local Immersion Tourism
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Sustainable Tourism Trends
Page 2
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Section 1: Introduction

Travellers demand more nutritious and healthy 
food also when on holidays. The demand of 
authentic, sustainable and delicious food will 
remain a growing trend.

Experienced travellers have visited many 
countries and seen many touristic shops and 
places – they are looking to find the local 
experiences and shops and products to have a 
unique product. Travellers will see local made 
products as a way to support local economies. 

Sustainable Tourism | Global Trend 

Good food on the move

Sustainable Tourism | Global Trend 

Seeking local economies
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Section 1: Introduction

Rural areas with their linked nature-based 
activities, agriculture and lifestyles have 
become an important trend among travellers in 
recent years. Rural tourism presents an 
opportunity to promote economic and social 
wellbeing in rural areas.

Travelers are turning towards the natural world. 
Post-pandemic, travellers will display a 
newfound desire for outdoor and active 
holidays away from people, enjoying the 
therapeutic effects of being surrounded by 
nature.

Global Trend: Sustainable Tourism

Rural & Community based

Global Trend: Sustainable Tourism

Into Nature
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Section 1: Introduction

Section’s Reflection

What is valuable to you as a person?
For example, family’s health, people’s honesty, freedom

For example, local culture, flora and fauna, democarcy, the ocean, etc.

For example: community empowerment, circularity, local pride, etc.

What is valuable to you as a Mauritian?

What is valuable to you as a Business?

1

2

3 Next Step! 

Want to really 
explore how 
your values can 
inform your 
business 
strategy & brand 
communication?

Go to sections 
5.1 and 5.3 
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Mauritius
Unique 
Context

2
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Let this section 
inspire you to 
include “more” 
of Mauritius in 
your products 
and your 
branding.
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Mauritius Unique Context

Contents of this section

Why does Mauritius need to become more 
sustainable?

Mauritius Culture

Mauritius Biodiversity

Expert talk: 
Flora & Fauna by Christine Griffiths, Ebony Forest 

Section’s Reflection

In this section we explore some key facts about Mauritius uniqueness 
that is important to be aware of. There is an urgency to change 
the local economy to become more sustainable as well as a rich 
source of unique local features and culture to draw inspiration from 
and make our products stand out as truly Mauritian. #moris #sids 
#people #biodiversity

Section 2
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Why does Mauritius need to 
become more sustainable?

1 | A small and remote island state
Mauritius is part of the Small Island Developing States (SIDS), a group of countries 
that face specific environmental and economic vulnerabilities due to their small size, 
remote location and narrow resources. Because of this special circumstance, 
Mauritians face many and more challenges the globe faces but much more directly 
and with less options to mitigate them.

In 2014, the UN established key action areas for sustainable 
development in Small Island States:

Sustainable 
economic 

growth

Food security & 
waste 

management

Climate 
change & 

disaster Risk 
management

Sustainable 
energy and 

water

Oceans, seas & 
biodiversity

Social 
development 

and health

Let’s reflect! 

How could your brand support the achievement of any 
of these goals in Mauritius?

Section 2. Mauritius Unique Context
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2 | Exceeding local and global capacity of resources

3 | Pandemic Crisis: Independence, security 
and resilience

Based on The Sustainable Development Index Mauritius would need 2,2 Earths to 
sustain its material needs currently. Looking at the data from the 
latest Sustainable Development Report of 2022, major challenges remain on 
Mauritius for SDGs concerning the environment and sustainable consumption and 
production (https://dashboards.sdgindex.org/profiles/mauritius).

The pandemic has shown us how global value chains can be disrupted at an instant 
and how quickly we run out of necessary resources or possibly be overwhelmed by 
waste that we usually export. Becoming more sustainable for Mauritius in terms of 
food, energy and other resources can mean a more resilient and secure future. Since 
Mauritius has finite natural resources a circular economy, regenerative sources of 
energy, as well as awareness of a sustainable lifestyles can make all the difference. 

=
2.2 earths 

Why does Mauritius need to become more 
sustainable?

} Deep-dive!
• See the full Global Sustainable Development Report here 
• See the Mauritius Sustainable Development Report here

Section 2. Mauritius Unique Context

https://dashboards.sdgindex.org/map
https://dashboards.sdgindex.org/static/profiles/pdfs/SDR-2022-mauritius.pdf
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Mauritius is a blend of different cultures, ethnicities, religions, 
languages and arts. It boasts a unqiue natural beauty and cultural 
diversity that is reflected in the warmth of its people, their culinary 
offering and their unique historical heritag as well as a stable 
democratic government since 1976.

Pride, Culture and Uniqueness

Key facts about Mauritius community

Section 2. Mauritius Unique Context

Mauritius Culture

1,266,000

Hinduism, Christianity, Islam, Buddhism, etc.

English, French, Creole, Indian languages, Chinese, etc.

Highest population density in Africa and one of the highest in the word

Multilingual

Diverse religions
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Mauritius is an island that is rich in biodiversity and is 
one of the 36 internationally recognised biodiversity 
hotspots1. Tourists all around the world come to enjoy 
its natural beauty, mountains, coral reefs, beaches 
and coastal landscapes. 

However, and despite the tourism industry’s 
dependency on biodiversity, socio-economic 
development has increased many environmental 
pressures, including natural land loss, marine 
pollution, beach erosion, and biodiversity loss. 

In general terms, natural ecosystems and biodiversity 
provide the foundation for economic prosperity and 
human well-being in Mauritius. This is of vital 
importance for the tourism industry as well as to 
ensure a resilient island in view of climate change 
impacts. 

A few examples of the “free services” provided by 
natural ecosystems are: food provisioning, materials 
for construction, clean air and water, beautiful 
landscapes, recreational opportunities, protection 
from extreme weather events, climate regulation, soil 
fertility, employment generation, human health, and 
more.

of plants,

of non-marine 
birds,

of bat species...
are endemic!

of reptiles,

39% 

80% 

40% 

80% 

Mauritius Rich 
Biodiversity

1 https://www.cbd.int/countries/profile/?country=mu

“Mauritius is considered a “Centre of Plant 
Diversity” and is included in the Indian 
Ocean Islands biodiversity hotspot”

Section 2. Mauritius Unique Context
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Mauritius Flora & Fauna

Christine Griffiths
General Manager 
Ebony Forest

We are passionate about Mauritius nature, views 
and wildlife!

We work with schools, NGOs, funding bodies, government 
and private companies to restore, protect and conserve 
the endemic flora and fauna. Together we can make 
Mauritius a paradise island again for its wildlife.

Our successes: 

Endemic forest planted

Refuge for threatened 
flora & fauna

Educating & inspiring 
future generations 

Native plants planted

Mauritius has a rich and unique flora and fauna from which 
you can take inspiration for your products. Many tourists and 
even locals do not know about the endemic species. Use a 
local bird or flower on your product to be more authentic, 
unique and raise awareness on the local environment!

25 ha. 153,000

} Deep-dive!
If you want to find more about Mauritius Biodiversity take a 
look at the Ebony Forest organisation

Expert Talk: Ebony Forest

Section 2. Mauritius Unique Context

https://www.ebonyforest.com/
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Section 2. Mauritius Context

Mauritius Flora
Expert Talk: Ebony Forest

Mauritius has a high percentage of endemic species, unique to the 
place and found nowhere else. There are more than 690 species of 
flowering plants, of which 273 are endemic to Mauritius.

The most threatened island flora in 
the world!

More than half of native Mauritian 
plants are threatened with extinction 
or are already extinct. Some 50 
species are known from less than 10 
individuals in the wild. Less than 2% of 
the original forests remain.

Ochna Mauritiana © Ebony Forest

Tambourissa peltata © Ebony Forest Hibiscus fragilis © Ebony Forest

Black Ebony © Ebony Forest
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Birds and reptiles dominate the fauna of Mauritius. The ancestors of 
many Mauritian species arrived from Southeast Asia, some 5700 km 
to the northeast. They colonised Mauritius by island-hopping during 
lower sea levels when many more islands were exposed.

Section 2. Mauritius Context

Mauritius Fauna
Expert Talk: Ebony Forest

In less than 400 years of human 
occupation, the unique flora and 
fauna of Mauritius has been 
devastated. Habitat destruction, 
invasive predators and competitors, 
disease and hunting are to blame.

A few facts: 
16 of 27 native land birds are extinct.
5 of 17 known species of reptile are 
extinct. Only one Mauritian fruit bat 
survives.

Echo parakeet © Ebony Forest

Fruit Bats © Ebony Forest

Grey Whiteeye © Ebony Forest

Pink Pigeon © Ebony Forest Mauritius paradise Flycatcher © Ebony Forest
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Section 2. Mauritius Context

In what way does your product or products reflect the 
uniqueness of Mauritius? How do you communicate this 
on your product package or label?

What area of sustainability would you 
like to have a positive impact on?

Section’s Reflection

What makes Mauritius unique to you?1

2

3
Next Step! 

Explore how 
your customer 
sees your 
product!

Go to Customer 
Journey 5.2 
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Sustainable 
Design

3
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Sustainable Design

Contents of this section

Sustainable Design

Circular Design

Expert talk: Sustainable Design by Nikola Berger, CSCP

Sustainable Design Trends 

Sustainable Design Criteria

Product’s lifecyles

Trends & best practices 

Section’s Reflection

In this section we look at some basic principles of sustainable 
design. This field is broad and we have picked and consolidated 
some of the key principles like circular design which is reflected in 
designing with the products lifecycle in mind or reflecting on key 
sustainable design criteria. We provide links to you to the more 
complex concepts if you want to dive deeper or you can jump to our 
sustainable design checklists in section 5. 
#sustainabledesign #circulardesign #productlifcycle

Section 3
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How might we use sustainability as an innovation ingredient in our 
design projects? 
Sustainability is a common challenge for everyone. Sustainable design can overcome 
the perceived contradiction and come up with new innovative solutions.

How might we...?
• Make our brand grow while protecting the environment? 
• Improve comfort for customers while lowering emissions?
• Help raise awareness for sustainable behaviour while creating local jobs?
• Offer an unforgettable experience while supporting local biodiversity?

of the ecological impacts of 
a product are locked in at 
the design phase.

What is sustainable design?

Sustainable design is important because...

“Sustainable design is the approach to 
creating products and services that have 
considered the environmental, social, and 
economic impacts from the initial phase 
through to the end of life”. 

80%

Economy

Society

Environment

Section 3. Sustainable Design

Sustainable Design
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Section 3: Sustainable Design

Circular Design

“Today most things have been designed for a linear ‘take-make-waste’ model. In 
industries such as fashion and plastics packaging, products and systems are 
designed in such a way that >80% of material flows are destined for landfill, 
incineration or even leaked into natural environments.”

Regenerate 
natural 
systems

Design out of waste 
and pollution

Keep products 
and materials 
in use

Source: Ellen MacArthur Foundation (2020) Learn Circular Design. 

Graphic © Circular Economy Systems diagram by Ellen MacArthur Foundation Graphic © Butterfly diagram by Ellen MacArthur 
Foundation

...to designing for a Circular Economy

From Linear design...

} Deep-dive!
If you want to learn more about the circular economy, take 
a look at the Explainer Video of the Butterfly Diagram

Raw Materials Waste

https://www.youtube.com/watch?v=EqBivOsNtFg
https://www.youtube.com/watch?v=EqBivOsNtFg
https://www.youtube.com/watch?v=EqBivOsNtFg
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“Sustainable 
design shouldn’t 
be a burden; 
it should be 
inspiring and 
generate new 
ideas and new 
perspectives”.
Frank Millero “How to Be a Great (Sustainable) Designer”

http://www.pratt.edu/news/view/how-to-be-a-great-sustainable-designer
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1. What is sustainable design?

In its most basic form it means considering the 
whole lifecycle of a product (or a service but let’s 
keep it simple and stick with products for now) and 
its impact at all stages. Most people want to look 
at the negative impacts of all lifecycle stages and 
reduce it as much as possible. This is key but one 
important aspect that we are trying to include is to 
also consider what positive impacts a product or 
the whole brand can have.

2. Why do we need to design sustainably?

If sustainable development means “to meet the needs of the present without 
compromising the ability of future generations to meet their own needs.”1 
then how we produce and consume in this world to not use up more resources 
than we have and leave the planet in good shape for future generations – that 
includes a stable climate – is key. 

As designers we have a lot of potential to make the production and 
consumption phase and everything in between more sustainable. We can 
design products that use up less, low-impact or recycled and upcycled 
materials. We can create products that are sustainable in their use phase by 
the consumer and do not end up in a landfill wasting resources or polluting 
the environment. We will show you how to do this on the next pages.

Nikola Berger
Head of Creative & 
Communication, CSCP

Section 3: Sustainable Design

Sustainable Design
Expert Talk: Nikola Berger

1 UN World Commission on Environment and Development
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3. How do you design for positive impact?

We should design with people and the environment in mind. Is this product 
needed? How will it make the world (someone’s life) better? Then, as we 
develop products we can consider the positive and regenerative effects we 
want to have. This often means that we need to collaborate, maybe with the 
community, across sectors, with NGOs and our clients.

Section 3: Sustainable Design

Sustainable Design
Expert Talk: Nikola Berger

For example, the local 
beekeeper Les Ruchers 
Senneville who sets up his 
hives on the grounds of the 
Hotel, increasing biodiversity 
and the guests awareness, 
while being able to offer and 
sell real local honey that is 
produced onsight. He actually 
won the Sustainable Tourism 
Mauritius Award for this 
project. 

One example is what we did in 
the SIM project, we paired up 
local producers with Hotels or 
Tour Operators to co-create 
products that also solve a 
sustainability issue the Hotel 
has to create a positive impact 
for local communities or the 
environment or both. 

} Deep-dive!
Find more on this project and other co-creations in our project’s 
video: vimeo.com/712045094

Co-creation sessions in partnership with Made in Moris

Les Ruchers Senneville at the Sustainable Tourism Mauritius Award ceremony

https://vimeo.com/712045094
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Section 3: Sustainable Design

Sustainable Design Trends 
Keeping an eye on current trends and best practices around the world, can help you 
to find inspiration for innovations for your brand or products.

Crafts are increasingly being used as a 
way to explore – and try to solve – 
contemporary environmental issues 
resulting from material extraction, over-
consumption and waste.

Consumers increasingly recognise the 
impact that fashion has on the 
environment and workers and want to 
buy clothes with producers that have 
strong sustainability values. 

Trends: Sustainable Design

Sustainable crafts & design

Trends: Sustainable Design

Sustainable Fashion

Ph
ot

o 
©

 H
el

io
s 

Ey
ew

ea
r

Ph
ot

o 
©

 3
0:

30
 &

 T
he

 G
oo

d 
Sh

op
 M

au
ri

ti
us

 

Ph
ot

o 
©

 M
y 

po
p-

up
 s

to
re

Ph
ot

o 
by

 A
ly

ss
a 

St
ro

hm
an

n 
on

 U
ns

pl
as

h
Ph

ot
o 

©
 M

y 
po

p-
up

 s
to

re
Ph

ot
o 

©
 3

0:
30

Ph
ot

o 
by

 T
es

sa
 W

il
so

n 
on

 U
ns

pl
as

h
Ph

ot
o 

©
 T

he
 G

oo
d 

Sh
op

 M
au

ri
ti

us
  

M

M

M

M

M

M



| SIM: Creative Guide Book 39

Section 3: Sustainable Design

More and more, people are rejecting factory-
produced homeware and rediscovering the 
meaningful nature of hand-crafted table ware.
People want objects that are not perfect, nor 
symmetrical. In contrast, they want to have 
objects that show a mark from the making 
process.

Market local products to locals with a lot of 
communication around its benefits. Food 
souvenirs are a way for people to bring the taste 
of a place back home. Great packaging and 
good communication around the product ensure 
that people will buy it for themselves and as 
gifts. 

Trends: Sustainable Design

Artisanal & natural tabletop 

Trends: Sustainable Design

Food & local culture
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“Longevity is about creating products that are 
aesthetically timeless, highly durable and will retain 
their value over time”

Section 3: Sustainable Design

Sustainable Design Criteria

1 | Longevity

3 | Repairability

2 | Recyclability

“Repair is a fundamental aspect of the circular 
economy. Things wear out, break, get damaged, 
and need to be designed to allow for easy repair, 
upcycling and fixability.”

“To design a recyclable product you have to 
consider the recyclability of all the materials”

} Deep-dive!
Learn more from Design Expert Leyla Acaroglu and her Quick 
Guide to Sustainable Design Strategies

There are key sustainable design criteria that you need to know 
when designing a sustainable product - here we list the top 6:

https://medium.com/disruptive-design/quick-guide-to-sustainable-design-strategies-641765a86fb8
https://medium.com/disruptive-design/quick-guide-to-sustainable-design-strategies-641765a86fb8
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5 | Equity

4 | Reusability

6 | Influence & Change

“The things we design in turn design us, and thus 
there is a huge scope for creating products, services, 
and systems that influence society in more positive 
ways.”

“Smart designing could mean that the product 
can be reused in a different way from its intended 
original purpose, without much extra material or 
energy inputs.”

“Considering the potential impact of your design 
on all people handling your products is critical to 
creating things that are ethical and equitable.”

Sustainable Design Checklist
Use the Sustainable Design Checklist (available on 
section 5) to evaluate how sustainable your products 
are or use the checklist to design new sustainable 
products.

Section 3: Sustainable Design

Sustainable Design Criteria

Quotes from Leyla Acaroglu https://medium.com/disruptive-design/quick-guide-to-sustainable-design-strategies-641765a86fb8
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Section 3: Sustainable Design

Product lifecycle

Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

How can you optimise the product performance in 
all life cycle stages? 

Optimising products in each life-cycle stage protects resources, 
reduces emissions and helps to identify unintended consequences 
and hidden opportunities.
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Section 3: Sustainable Design

Product’s lifecycles

The product life cycle starts with the extraction, processing and supply of the 
raw materials and energy needed for the product.
Best Practice: 

In the production phase of the product, we think about the consumption of 
resources (e.g. water, energy) and use of harmful substances (e.g. chemicals) 
during the production process as well as who is handling them and their safety.

1 | Material sourcing

2 | Production

Value & Benefits
Mauritius has a big textile industry that 
can be the source of fabric to create 
new products. Also the hotel industry 
has bed sheets and towels among other 
fabrics that can be transformed after 
their initial use is expired. 

Value & Benefits
This weavery collective uses only 
traditional techniques to dye the yarn 
and weave their carpets. The dyes are 
all naturally harvested and processed 
to have zero harmful waste or 
chemicals in the product. Creating a 
unique, no-harm product for the 
environment, workers and customers.

Use waste-material

Use natural materials

Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

Best Practice Example

Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

Best Practice Example
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Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

The distribution stage is about the packaging and transport of the product. 
Both are interlinked. Smart packaging can reduce CO2 emissions in the 
transport phase. But also, the packaging itself has to be designed sustainably.

During the consumption phase the consumer uses the product (hopefully) a lot 
of times. But what impacts are resulting from this use? Does using the product 
require water, energy and/or other consumables (e.g. detergent)? 
Does the product leach chemicals?

3 | Package and Transport

4 | Consumption & Lifestyle

Value & Benefits
Creating sustainable, high quality 
packaging, helps not only to decrease 
negative impacts but creates added 
value for your entire product. Your 
package should run through the same 
life-cycle-stage optimisation process as 
your product itself. 

Value & Benefits

A great alternative to plastic bags are 
reusable bags. They can also be 
considered a great packaging of a 
product. This useful product is a great 
surface for spreading your brand name 
and message.

Sustainable packaging tells a story

Reusable bags with local features
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Section 3: Sustainable Design

Product’s lifecycles

Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

Best Practice Example

Best Practice Example
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Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

Finally the product lifetime ends. For circular design it is important to reflect 
(ideally in the design phase): “Can I make the product repairable, reusable, 
recyclable?” 

Best Practice example: 

5| End-of-life... or not!

Value & Benefits

Upcycling extends the life of products 
like furniture, textiles and clothes and 
more – thereby reducing waste and 
even creating new business (models).

Upcycling furniture and clothes

Product Lifecycle Checklist
Use the Lifecycle Checklist (available on section 5) to 
evaluate how sustainable your products are or use 
the checklist to design new sustainable products.

Section 3: Sustainable Design

Product’s lifecycles

Best Practice Example
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Section 3: Sustainable Design

Bio-based materials

} Deep-dive!
If you want to keep up to date with new materials and also DIY 
guides, we recommend you to have a look at Materiom.org 

The bio-based economy is another way to source materials in a sustainable manner.

A bio-based revolution!

Everyday people around the world 
are experimenting and developing 
ideas to create new materials from 
what is available to us naturally – 
learn from this global community and 
engage with your local community to 
explore new materials. 
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https://materiom.org/
http://Materiom.org
http://Materiom.org
https://www.instagram.com/p/B7bWPkkhakL/
http://Materiom.org
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Section 3: Sustainable Design

Trends & good practices 

A tote bag, recycled bag or basket is a great 
alternative to plastic shopping bags.  It takes 
almost no space in the suitcase and is a number 
1 item tourists buy when travelling. Bags offer a 
great surface space for prints and designs that 
make them beautiful and unique. 

Natural Dyes for yarns and fabric are increasing 
in popularity. Consumers are interested in things 
that look natural. Every place / region has 
interesting sources of dyes ready to be explored. 
Search for local dying techniques and 
alternative pigments for your products!

Good practice: Material Sourcing 

Upcycling waste

Good practice: Material Sourcing

Natural Dyes 
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Keeping an eye on current trends and best practices around the world, can help you 
to find inspiration for innovations for your brand or products.
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Section 3: Sustainable Design

A tote bag, recycled bag or basket is a great 
alternative to plastic shopping bags.  It takes 
almost no space in the suitcase and is a popular 
item tourists buy when travelling. Bags offer a 
great surface space for prints and designs that 
make them beautiful and unique. 

Good practice: Consumption & Lifestyle 

Plastic bag/cover alternatives 
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The fashion industry is trying different 
approaches to reduce their waste, from using 
textile production waste into crafts to reusing 
discarded clothing to produce crafts. From 
repairing, recycled materials, to upcycling used 
pieces - the spectrum of zero waste is wide.

Good practice: End-of-life

Upcycling clothes & furniture
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Reflect on the sustainable design criteria. 
Can you improve on some of them? Write 
down some ideas.

Reflect on the materials you are using or 
plan to use - could you explore a more 
sustainable option? Write down what 
materials you would like to explore.

Section’s Reflection

Think about your product (it might be an 
idea or a product you already have). Have 
you considered all life-cycle stages of your 
product and its impact? Are there stages you 
want to explore making some changes to?

Section 3: Sustainable Design

1

2

3

Next Step! 

Take the 
Lifecycle 
Checklist

Go to Section 5.2 

Next Step! 

Take the 
Sustainable 
Design Criteria 
Checklist

Go to Section 5.2 

Next Step! 

Get inspired by 
Bio-based 
materials and 
browse 
Materiom.org 

https://materiom.org/
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Sustainable
Design in 
Mauritius

4
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Sustainable Design in Mauritius

Contents of this section

Expert talk: Local Made by Shirin Gunny, Made in Moris

Mauritius Pro-handprint Innovation Framework (MauPHI)

MauPHI Sustainable Criteria 

Expert talk: Circular Materials by Stephanie Bouloc, La 
Decheteque

Expert talk: Zero Waste on Mauritius by Victoria Fauve, Zero 
Waste Mauritius & The Good Shop 

Material sources in Mauritius

Expert talk: Branding: Telling a Story by Elizabeth de Marcy 
Chelin-Chabert

Section’s Reflection

This section focuses on what sustainable design means in 
the context of Mauritius. We dive into local resources, local 
sustainability criteria and local expertise.

Section 4
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1. Tell us about Made in Moris, what is the 
vision of your label and work?
Made in Moris is an initiative of the Association of 
Mauritian Manufacturers, launched in 2012, to promote 
local production in an island without much natural 
resources and highly dependent on imported goods. 
Today, the Made in Moris logo can be found on more 
than 3500 Mauritian products, manufactured by more 
than 150 companies. The label is awarded to products 
in 6 sectors: Agri-food, Agricultural, Cultural & Creative, 
Industrial, Textile and the Service industry. This 
diversity speaks of the strength of our manufacturing 
industry. 

The label is meant to promote local quality products and help consumers 
differentiate between local and imported products. Together with SGS, we have 
defined eligibility criteria to award the label. Every brand is also subject to a set of 
strict specifications. Our role is to raise awareness among the local manufacturers on 
notions such as added value, quality, good manufacturing practices, sustainability, 
responsible production and responsible consumption. We lobby public and private 
stakeholders to pledge for local sourcing and we run national campaigns to 
encourage the public to trust and buy Made in Moris products. 

2. What else do you think needs to happen to reach that goal and 
how can Made in Moris support this development?
We need to see a shift in consumption patterns by both public and private 
stakeholders. There needs to be a paradigm shift whereby public and private buyers 
as well as consumers choose a Made in Moris product, and truly understand how 
choosing locally made products contributes to strengthening our local economy. In 
Mauritius, the government, via the Public Procurement Office, has introduced a 
preferential margin of 40% on locally manufactured goods bearing the “Made in 
Moris” certification issued by the Association of Mauritian Manufacturers. This is a 
significant achievement but has yet to be fully implemented and understood. We see 
that this economic patriotism is slowly emerging but there is a lot to be done to 
change the mindset and obtain real and impactful commitments from public and 
private sectors. 

Section 4. Sustainable Design in Mauritius

Local Made
Expert Talk: Shirin Gunny

Shirin Gunny
Director Made in Moris
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3. How can artisans, creative entrepreneurs and SME get your label 
and what support and network they would be getting?

They can directly visit Made in Moris’ website and fill in an application request form 
(https://madeinmoris.mu/en/membership). 
Joining the label means that SME owners get access to networking, support system, 
visibility, training and business opportunities and peer-to-peer/consumer/industry 
acknowledgement and recognition.

4. Can you share one of the key challenges entrepreneurs have to 
get your label so our readers can consider this point?

The notion of quality for Made in Moris’ standards is sometimes hard to grasp as 
each producer, legitimately, thinks that he or she is putting quality product on the 
market. Together with SGS, our certification partner, we look into process, standards, 
operations… The process of obtaining the label means that the business owner 
agrees to a full review of how he/she is producing or manufacturing. This is why the 
label may be difficult to obtain for someone operating in the informal sector. 

Made in Moris does a lot of branding for local brands but also for Mauritius itself. 
What advice do you give your brands on how to make themselves visible and 
successful, maybe you can share some tips?

• Embrace and invest in communication as a strategic and must-have tool to 
strengthen their brand and obtain valuable feedback and insights from consumers

• Develop a specific storytelling leveraging on their local footprint and their 
uniqueness

• Embark in digital transformation 
• Benchmarking and analyze trends 

Besides the work you do, what do you think is the next 
thing that needs to happen in Mauritius to promote a 
more local and sustainable production? Can you share 3 
actions or activities?

• Fiscal incentives for producing & buying local products
• National and government pledge for local sourcing 
• Pledge from the whole tourism industry for local 

sourcing

Section 4. Sustainable Design in Mauritius

Local Made
Expert Talk: Shirin Gunny 

Made in Moris
madeinmoris.mu

https://madeinmoris.mu/en/membership
https://madeinmoris.mu/en
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When we design products and services for a sustainable island 
we need to break this down into impact areas and criteria so that 
the different businesses have specific actions and targets to aim 
for – this can vary very much between actors. A Hotel might need 
to increase their support for the local community while a small 
design workshop might reduce the waste on the island by upcycling 
materials that are already available. In the SIM project we use the 
MauPHI Framework - that applies the footprint / handprint concept. 
It can be especially helpful for Tourism stakeholders like Hotels 
and Tour Operators that want to co-create with local suppliers, 
institutions or organisations to identify the right criteria to target in 
their product development. Being able to create positive actions has 
a huge potential for innovation and creativity. 

Visitors & Locals

Environment Destination

Community

Reducing negative 
impacts

Increasing positive 
impacts

} Deep-dive!
See our co-creation Video to see MauPHI in action and co-create 
new products with our Co-creation toolkit

Section 4. Sustainable Design in Mauritius

Mauritius Pro-handprint 
Innovation Framework (MauPHI)

https://server.cscp.net/files/d/ff232161e59a4ea7962d/
https://vimeo.com/712045094
https://server.cscp.net/files/d/2bed31d6e3054ab997bc/
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Sustainable Impact Areas 
Defining which impact areas a business would like to have a positive impact on helps 
in the product development process to have a clear focus and include this impact 
area as a key stakeholder. If the you want to increase your positive impact on the 
local community bring them or an NGO representing them to the table (use our co-
creation tool for example); if you want to have a positive impact on biodiversity, 
involve a local NGO or another representative that knows “the needs” of this natural 
stakeholder.

} Deep-dive!
Go to our SIM projects Toolbox and apply the MauPHI framework 
to your business. Go to the Toolbox folder and start with the 
MauPHI_Guidebook for example!

Section 4. Sustainable Design in Mauritius

MauPHI Sustainable Criteria

Biodiversity Community 
development

Waste 
Management

Resources 
Consumption

Positive Impact Criteria Checklist
Take a look at the Positive Impact Criteria we have 
developed to find specific impact actions you can 
implement

https://server.cscp.net/files/d/ff232161e59a4ea7962d/
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Circular Materials

1. Could you tell us about what LA 
DÉCHETÈQUE does? 

Ladecheteque.mu is a one stop platform to value 
and reuse materials. It is a digital tool between 
sellers of pre-used materials and buyers of those 
goods. It is to redistribute all materials already on 
the island and avoid extracting raw materials or 
importing materials. 

2. Whom is your platform mostly for? What types of materials are 
mostly offered?

The platform is for both businesses and individuals. Companies have more 
volume of course. It is mostly materials needed in renovation or construction, 
but we have extended the offer to businesses who need a solution for their non 
valued waste, or excess of production that can be useful to artists, or D.I.Y. 
projects. We are offering 12 different categories to display your goods.
Decoration items are welcome as an extra opportunity to find 2nd hand 
material if you want to redecorate your house. We are not taking glass, paper, 
kraft paper/cardboard/carton or electronic waste that already have channels 
existing in Mauritius

3. This Guide Book is targeting local producers ranging from crafts 
people to medium sized businesses to support them to find new 
local (waste) materials. How could you help them?

This is exactly the goal of our platform. It is to give access and visibility on 
what is available on the island, and where to find it. You must register and 
create your account on the platform to be able to access the material, or to sell 
materials.

Expert Talk: Stephanie Bouloc

Stephanie Bouloc
Founder of La Déchetèque

Section 4. Sustainable Design in Mauritius
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You can also contact us by email and ask what you are looking for. If it is not on 
the platform, we will check our portfolio of companies to see if they have 
these items available.

4. Do you have other tips for our readers that goes beyond the offer 
on La Déchetèque?
Everyone has something to sell that has been stored too long in their garage or 
garden. Someone might need it, and you don’t even know it until you display it 
on ladecheteque.mu. We also offer companies expertise to anticipate what 
kind of valuable materials they might have leftover, or do a resource diagnosis 
to support them in the circular economy concept. Once we have evaluated 
what kind of material they dispose of, we support them to display it on the 
platform, to help them to value it.

5. How could you grow the material resources on the platform? How 
could our readers help make Mauritius more circular?

The more the people and businesses know we exist, the more they will think 
about looking for resources we have before sourcing elsewhere. So the best is 
to spread the word and promote the circular economy and the impact of 
consuming differently than linear economy.

6. What are the future plans of La 
Déchetèque?

We plan to extend our services and what types of 
materials we offer. We also plan to collaborate 
with other islands of the Indian Ocean that have 
the same concerns.

Section 4. Sustainable Design in Mauritius

Circular Materials
Expert Talk: Stephanie Bouloc

Contact: Stephanie Bouloc
www.ladecheteque.mu

contact@ladecheteque.mu

https://ladecheteque.mu/
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Victoria, you have been involved in the Zero 
Waste Movement in Mauritius for years. 
What are the key concepts about zero 
waste?

The concept of ‘Zero Waste’ is about shifting our 
perception of what we consider ‘waste’ - in many 
cases it should be considered resources. It’s about 
stopping items from becoming ‘waste’ by ‘means of 
responsible production, consumption, reuse, and 
recovery of products, packaging, and materials 
without burning and with no discharges to land, 
water, or air that threaten the environment or 
human health’ if we follow the definition of the 
Zero Waste International Alliance. It’s about 

shifting to a more circular economy and realizing the opportunities that lay 
there. In order to do so, we can use the concept of ‘Waste Hierarchy’ that 
highlight the best way to ‘deal with waste’: to Refuse, Reduce, Reuse, Recycle or 
Rot [compost] these items, or to ‘Rethink’ it all together if the item or packaging 
can’t be dealt with in these ways.

2. What are the key misconceptions?

It ś easy to be confused when it comes to waste management as solutions 
really depend on the local context and terminologies can be tricky. Often it’s 
not just about switching from a material to another, but really about rethinking 
our processes. We can take the transition to “bio plastics” as an example: 
“biodegradable plastic” and “compostable plastic” are not the same 
terminology for a reason. The terminology “compostable plastic” is the one 
that usually implies that the product does not contain petroleum products and 
can degrade in a way that will not harm the soil environment. Even then, these 
products can either be composted “at home” or “in industrial facilities”. We 
need to keep the whole life cycle of a product in mind when designing with 
such materials and to make sure that there’s ways available locally to correctly 
dispose of them at the end of their life, or even better ways to reuse it!

Section 4. Sustainable Design in Mauritius

Zero Waste on Mauritius
Expert Talk: Victoria Desvaux

Victoria Desvaux
Sustainability and 
Coordination Lead 
The Good Shop
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Section 4. Sustainable Design in Mauritius

Zero Waste on Mauritius
Expert Talk: Victoria Desvaux

3. Tell us about your work at The Good Shop

The Good Shop is a social enterprise created in 2018 to offer solutions 
regarding employment, education and environment, through second-hand 
shops, repair services and upcycling activities. The Good Shop follows the 
triple bottom line model which seeks to have a positive impact on the planet 
and people, not just profit; and provide dignity and quality of life to people and 
communities. After 4 years of existence, The Good Shop now has 3 physical 
shops in Mauritius, 2 workshops, and 1 online shop.

4. How can entrepreneurs, designers and companies work or 
collaborate with the Good Shop?

Through the ‘RENEW by The Good Shop’ line, The Good Shop can also act as a 
recipient of materials that other companies would consider ‘waste’ in their 
business model, but that can be integrated in the production process of 
another business, for example Hotel’s “waste” (sheets, discarded furniture and 
other materials that can be upcycled). The Good shop also acts as a provider of 
locally-made upcycled goods, for example, unique upcycled furniture items; 
and as a circular economy enabler to other local entrepreneurs, supplying 
them with low-cost surplus of leftover fabrics that were collected from various 
sources.

More about The Good Shop 
on www.thegoodshop.mu

http://www.thegoodshop.mu
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Section 4. Sustainable Design in Mauritius

Material sources in Mauritius

1

1

2

2

3

3

4

4

4

4

5

5

B.E.M RECYCLING
La Chaumière Branch Rd
St Martin, Mauritius
contact@bemrecycling.com
+230 218 19 20

Mission Verte
3A, rue Avrillon. Curepipe, 
Mauritius
contact@missionverte.org
+230 5 976 63 55

La Decheteque
Port Louis, Mauritius
contact@ladecheteque.mu
+230 5 978 78 75

The Good Shop
70, Royal Road, Belle Rose
info@thegoodshop.mu
+230 5 984 89 14

We-Recycle Mauritius
H4, B19 Rue de la Grande 
Riviere, Plaines Wilhems, 
Mauritius
info@we-recyclemauritius.org
+230 483 11 95

The following organisations can help you to find more sustainable 
material alternatives for your products. 

} Deep-dive!
• Find the full list of recylers here
• Find more useful links and downloads on the website 

environment.govmu.org under the Solid Waste Management 
Division

https://bemrecycling.com/en/
https://missionverte.org/
https://marketplace.ladecheteque.mu/
https://thegoodshop.mu/
https://www.we-recyclemauritius.org/
https://environment.govmu.org/Documents/SWMD/list%20of%20recyclers.pdf
https://environment.govmu.org/
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You have shared an extended talk on 
branding with the SIM project, for this 
creative Guide Book, can you share the 
essentials? 

This is a good quote to understand branding & 
marketing better: 

“People don’t buy goods and services. They 
buy relations, stories and magic”
a quote from Seth Godin.

We are not the only ones doing what we do. It is 
important that we know the market, who our 

competitors are and more importantly, that we know who we are as a brand and we 
create successful ways to share our story with our key audience.

Your brand needs to tell a full story, that reflects your personal as well as your 
business values. Work on your values and deliver the right message, this will make 
your brand recognizable among stakeholders. Brand innovation is a motivation for 
consumers to stay connected to your brand. The 8 key aspects of a good brand to 
me are: 

Branding: Telling a Story
Expert Talk: Elizabeth de Marcy Chelin-Chabert

Elizabeth de Marcy 
Chelin-Chabert
Founder and Art Director
In Situ* & My Pop Up Store

Section 4. Sustainable Design in Mauritius

1 | Branding
Your “brand” is the image or identity that your business projects and the way that 
consumers perceive your company. Your company name and brand name do not have to be 
the same. 

2 | Merchandising
The products you design must be in coherence with your brand identity. They must express 
your brand’s soul, voice & tone and values. Ideally, they will represent your brand’s vision. 
Your product portfolio needs to be easily identifiable as part of your brand, and more 
specifically have a theme for each collection. 

3 | Presentation and displays
While products are being developed under a brand, it is very important to reflect on the 
way these products will be presented and displayed at a point of sale. Floor display, Ceiling 



| SIM: Creative Guide Book 62

Section 4. Sustainable Design in Mauritius

Branding: Telling a Story
Expert Talk: Elizabeth de Marcy Chelin-Chabert

In the end you have to be coherent and 
consistent with all the aspects to create a 
strong and recognisable brand that forms 
strong and lasting relationships with customers.

Display, cabinet, or base, your product needs a display to be seen! Do not leave this up to 
the shop if you want to make an impression.

4 | Labelling and price tags
A label and a price tag form part of your product development and product display: size, 
material used, text, tagline. They contribute to your storytelling and to the uniqueness of 
your products and your brand identity. The design of labels and price tags also depend on 
the product itself and its composition.

5 | Packaging
Like any good design, packaging tells a story, your story. Packaging is the extension of your 
product and should be well thought out. Remember that your packaging can be another 
form of marketing! Use a customer journey tool to really create the right packaging for 
your customer.

6 | Storytelling
Every good story starts from the same place: the beginning. Successful brands are 
authentic with captivating stories to tell. Telling a story about your product is how you 
can motivate, captivate, and inspire not only your own team but your customers as well. 
Crafting compelling stories reveals the heart of your brand, your personality, your values. 
Tell your story online and in store, indoor and outdoor with videography and photography 
and good copywriting. Create the emotional and experiential connection your customers 
look for. 

7 | Visual merchandising
Better customer experience and more sales are the core of visual merchandising. Visual 
merchandising is nothing but the art of displaying products to make them attractive and 
appealing to the customers. 

8 | Point of sales
Choose your point of sales well. Do not overflow the market, choose the 
right locations, be creative the way you sell! Multiply Collaborations, 
Cross-merchandising & partnerships 

Go through the Branding Checklist and check what you could do 
to improve your brand’s strategy and connection with costumers. 

https://www.insitu.mu/
https://mypopupstore.eshops.mu/
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Branding: trends & good practices 

It is Important to tell the story of your product 
or your brand on your packaging and tags. Your 
packaging design will say more than a 1000 
words – and convey why your product is 
different and special. 

Your brand is so much more than a name and 
some products. To create an emotional 
connection and relationship with your 
customers you have to consider all layers of 
communication. Learn more from our Expert 
interview about what makes a great brand.

Good practice: Branding

Packaging that tells a story

Good practice: Branding

Branding with consistency 
and breadth
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Section 4. Sustainable Design in Mauritius

Section’s Reflection

Think about your hot spots - your company’s or products 
footprint - what do you think has the worst impact on 
the 4 impact areas from this section?

Reflect on how you could reduce that impact and what 
type of work that would require.

Consider the handprint - what positive impact would you 
like to have on any of the 4 impact areas? Be as specific 
as possible!

1

2

3
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Creating a 
sustainable 
product

5
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Designing a sustainable product

Contents of this section

Introduction
What are we designing? 
Tips for innovation
How to navigate this section

5.1 Values 
Reflection on values

5.2 Sustainable Design
Checklists
Opportunities for innovation
Choosing ideas
Developing an idea
Implementation plan
Customer’s stories

This section has practical exercises & tools to explore different 
ways your products, your brand, your business can become 
more sustainable & sucessful – we will look not only at reducing 
unsustainable practices but also at positive actions and innovations. 
The process should be guided by your values and the sustainability 
goals, which you define (with your partners) to have real impact 
while creating an innovative, authentic sustainable product. 
#tools #cocreation #action

Section 5

5.3 Branding & Storytelling
Branding checklist
What’s your story?

5.4 Co-creation
Rules for co-creation
Co-creation toolkit

5.5 Impact
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Section 5: Creating a Sustainable Product

Define your sustainable goals 
and have them lead the way!

Place people & planet at the centre of your design process. 
Sometimes your business values or opportunity will tilt more 
towards supporting people and communities, sometimes it will tilt 
toward the environment. Let your values guide you but consider the 
impact your idea has on people and planet as to not have a negative 
impact on either!

Positive 
Impact

Desirable
• People
• Planet

• Idea is technically 
do-able

• Meets sustainable 
design criteria

Feasible

Viable

Graphic Adapted from IDEO.ORG

• Good Business Case
• Meets the Needs of 

customers
• Meets Product 

Criteria

Resources

Biodiversity

Community

Waste



| SIM: Creative Guide Book 68

Section 5: Creating a Sustainable Product

Tips for innovation

Observe, talk and empathise to gain Insights 
The first step to create innovative products is to get to know the 
needs of the stakeholders you want to have a positive impact on 
and your customers – if they are two different groups. Gathering 
information about your targets and their context is crucial. Talk to 
customers, people, shop managers, partners, local NGOs, and also 
your working team. (for example: do exercise Customer Journey in 
section 5.3 or do a full design thinking process!)

Turn problems into inspiration 
When faced with a challenge, resist the impulse to solve it 
immediately. Change your thinking to ask a question that will help 
you get closer to the root of the problem to have more impact. 
Innovative people love problems, not solutions! 

Create simple prototypes to test your ideas
Prototyping does not require a lot of time or money. Before investing 
in production, start with the basic pen and paper or other available 
materials, such as an idea walkthrough, to prototype out ideas and 
collect feedback that will help you better understand people’s and 
the context’s demands.

Co-create
Step out of your usual team to innovate. Look for new partnerships 
for example with NGOs, or co-developments with other companies or 
suppliers. Different stakeholder’s views will bring more substance to 
the ideas and make them better. You can use our co-creation toolkit 
to support the development.
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Tools Overview
Pick and choose which tools or exercises you need right now. You 
might be inspired by a previous section in the Guide Book or simply 
need one specific tool for a project you already have in mind. Feel 
free to pick, mix and match! If you do not find the tool you need here 
check our resource section for links to other resources available.

Section 5: Creating a Sustainable Product

5.1. Your values
In section 1 we introduced you to the 
importance of including your values in 
your business and in section 2 described 
the urgency for change on Mauritius. 
Take the next steps with the:

Exercise: Reflection on values

5.2. Sustainable Design
In section 3 we looked at various 
sustainable design concepts, look 
throught hese checklists and exercises, 
you can pick and choose or do all of 
them if you are unsure yet what is right 
for you. 

Checklist: Product’s Lifecycle 
Checklist: Sustainable Design Criteria
Exercise: Opportunities for change
Exercise: Low hanging and Passion fruit 
Model
Exercise: Brainstorming for a trend

5.3 Branding & 
Storytelling
Here are same great tools to get to know 
your customer better and do consistent 
branding across all activities. 

Exercise: International customer journey 
Exercise: Local customer journey
Checklist: Branding

5.4. Co-creation
Download this toolkit if you collaborate 
with a partner, NGO, supplier - it will help 
you to define joint goals and come up 
with the right product to achieve the 
goals.

Rules for co-creation
Toolkit: Co-creation

5.5. Reflection on Impact
Track your impact! Use our projects 
extensive toolkits linked in this section or 
take a quick impact checklist for a first 
reflection.

Checklist: MAUphi Impact Criteria



Section 5.1: Your values

5.1.
Your values

*Based on content of sections 1 & 2

Most things we value, our family, health, culture, a day on 
the beach depend on functioning ecosystems and a “healthy” 
community. As entrepreneurs that design and craft we can 
integrate what we value in our work. This will have many 
positive impacts like: 

• Create better, more authentic and unique products
• Increase motivation and a meaningful work-life
• Strengthen the emotional connection to customers 
• Strengthen our brand if we communicate our values well
• Have a positive impact on Mauritius and possibly elsewhere

We can remodel our business and brand to support and be the 
driver of what we value. 
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1

2

What do you think are the biggest issues facing Mauritius?

What change needs to happen in Mauritius to achieve a 
sustainable life here?

Section 5.1: Your values

Your values, sustainability and 
your brand 
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Fill the word cloud of up to 5 values that are important to 
you and that you would like to integrate in your business

How could your product(s) support a change towards a 
more sustainable lifestyle for locals and visitors?

Your 
business

Section 5.1: Your values

Your values, sustainability and 
your brand 

3

4



Section 5.2: Sustainable Design

5.2 Sustainable 
Design

*Based on content of section 3

Sustainable Design means to consider the impact of the 
product or service at all lifecycle stages and design out as 
much of the negative impacts in each stage as possible as well 
as design in as much positive impact as possible. 
80% of the negative ecological impacts of a product are 
locked in at the design stage. So when we design or update 
products we have a lot of potential to make the production 
and consumption phase and everything in between more 
sustainable. We can design products that use up less, low-
impact or recycled and upcycled materials. We can create 
products that are more sustainable in their use phase and 
design in opportunities to not end up in a landfill wasting 
resources or polluting the environment. 

As we develop products we can consider the positive and 
regenerative effects we want to have. This is best achieved 
through collaboration for example with the local community, 
with your local suppliers, with NGOs and even your clients!
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 � Biodegradable materials
 � Durable materials
 � Locally-sourced materials

 � Reduction in (transport) 
volume

 � More local production
 � Alternative production 

techniques 
 � Lower/cleaner energy 

consumption

 � Fewer production steps 
 � Less production waste
 � Fewer/cleaner production 

consumables

Product’s lifecycle checklist

2 | What can I do at the production stage?

1 | What can I do at the material sourcing stage?

Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

Material Sourcing

Production

 � Cleaner materials
 � Renewable materials
 � Recycled materials
 � Recyclable materials

 � Reducing materials
 � Reduction in weight

Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

Section 5.2: Sustainable Design

Optimisation of production techniques

Reduction of impact during use

Selecting low-impact materials

Go through the Product’s lifecycle Checklist and check 
what you could do to make your product’s lifecycle more 
sustainable. 
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 � Smart logistics

 � Edible packaging
 � Reusable packaging
 � Biodegradable packaging
 � Choose partners with 

sustainable practices

 � Fewer / cleaner 
consumables

 � Timeless design
 � Strong product-user 

relation

3 | What can I do at the package and transport stage?

4 | What can I do at the consumption & lifestyle stage?

Package & transport 

Consumption & lifestyle 

 � Use of minimal packaging
 � Recycled packaging 

material
 � Recyclable packaging 

material

 � Lower energy consumption
 � Cleaner energy source

 � Reliability and durability
 � Easy maintenance and repair
 � Modular product structure

 � Could have multiple uses?
 � Spread a sustainable message? 

(align with your brands values)

 � Energy-efficient transport

Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

Section 5.2: Sustainable Design

Optimisation of distribution system

Sustainable Packaging Strategies

Reduction of impact during use

Reduction of impact during use

Consider if your product...

Product’s lifecycle checklist
Page 2
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Section 5.2: Sustainable Design

5 | What can I do at the end-of-life stage?

End-of-life... or not!

Material sourcing

End-of-life (not!)

Consumption
& lifestyle

Production

Package &
transport

 � Could have a new use after the end of its life cycle 
 � Could be part of a new product after the end of its life cycle 
 � Could leave less or no waste behind

 � Can you offer a take-back service? 
 � Can the product be rented in the first place? 
 � Can you offer a repair service?

 � Reuse (all or some parts)
 � Repairing options
 � Remanufacturing and 

refurbishing

Consider if your product...

Consider your business model

Consider the end-of-life

 � Recycling of materials
 � Safe discard / incineration 

Review the Product’s Lifecycle in Section 3: Sustainable Design

Product’s lifecycle checklist
Page 3
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Sustainable Design Checklist

Go through the Sustainable Design Criteria Checklist 
and check what you could do to make your designs 
more sustainable. 

Criteria | Longevity

1. Do style and functionality of your product have a high-
durability?

2. Are the materials of your product enabling a long-life?

3. Can you consider repairing and reselling opportunities for 
your product?

4. Can you offer repairing or reselling options?

Criteria | Recyclability

5. Can the materials be locally sourced (raw or recycled)? 

6. Can individual components be easily separated?

7. Can any of these components be recycled?

8. Are the materials you are using recyclable in Mauritius?

9. Can you communicate to your consumers what materials 
you are using and how to recycle them?

Criteria | Repairability

10. Are you using materials and components that can be 
repaired easily?

11. Can you give instructions on how to repair your product?

12. Can you offer a repairing service?

Section 5.2: Sustainable Design
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Criteria | Reusability

13. Are there ways your product can serve a second or third 
life after its core original purpose to increase its lifespan?

14. Can you attach instructions or inspiration on how to reuse 
your product?

Criteria | Equity

15. Are people along your value chain treated and paid fairly?

16. Do you provide opportunities for personal development in 
your business?

17. Can you ensure that your working space is safe and with 
optimal conditions?

18. Can you communicate your working policy to your 
customers?

Criteria | Influence / Change

19. Are you establishing a deep connection between your 
product and the user?

20. What positive experiences is your product evoking?

21. Are you designing with your potential buyers in mind?

22. Are you designing products that trigger sustainable 
behaviours?

Section 5.2: Sustainable Design

Review the Sustainable Design Criteria in Section 3: Sustainable 
Design

Sustainable Design checklist
Page 2
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Write your idea(s) here:

Here you can write down possible changes you can implement in 
your product’s lifecycle or design process based on the previous 
checklists.

Opportunities for change!
Section 5.2: Sustainable Design

Write as many ideas as you want. Develop further the ones with most 
potential using our selection matrixes. Go to Choosing an Idea...
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 � Plastic Free Tourism (section 1)
 � Local Tourism (section 1)
 � Creative Tourism (section 1)
 � Rural & Community based (section 1)
 � Into Nature (section 1)
 � Sustainable Crafts & Design (section 3)
 � Sustainable Fashion (section 3)

 � Artisanal & natural tabletop (section 3)
 � Food & local culture (section 3)
 � Upcycling Waste (section 3)
 � Natural Dyes (section 3)
 � Plastic alternatives (section 3)
 � Branding with consistency (section 4)
 � Packaging that tells a story (section 4)

Finding inspiration in trends
This is an exercise to find opportunities for innovation with the trends you have been 
introduced to in this Guide Book

Instructions

1. Revisit the trends we presented in this Guide Book (find the list below) and
select one you find interesting:

2. What kind of needs or opportunities would emerge from your chosen trend, some
examples would be...

• What do locals need when they visit places, go on tours or spend a day at the 
beach? 

• What kind of product or service would be needed by tourists who work & 
vacation?

• Based on my brand and expertise, would I be able to provide a creative 
experience?

3. Brainstorm what products or services would be needed to meet the needs of this
trend. Consider all possible buyers, from (local) tourists to hotel shops, other 
stores/restaurants/cafes, markets, prime locations to tour operators. On the next 
page, write down as many ideas as possible.

Section 5.2: Sustainable Design
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Write your idea(s) here!

Chosen trend:

Emerging needs:

Finding opportunities in trends

Write as many ideas as you want. Develop further the ones with most 
potential using our selection matrixes. Go to Choosing an Idea...

Section 5.2: Sustainable Design
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Choosing one idea
There are different ways to choose an idea after a brainstorming session or your idea 
collection. Pick one of the following 2 “fruit models” to plot your ideas and select the 
best ones. You can use the Selection Matrix to select one final idea to develop 
further. These tools can be useful also when working in co-creation teams. See also 
our Co-Creation template (Section5.4) that includes all of these tools for a product 
development process with partners.

*Use this template after you have promising low-
hanging fruit and passion fruit opportunities or some 
great ideas from a brainstorming session. 

Low-hanging fruit

Identify the changes that are the easiest to do reduce the 
negative impacts of your business or product

Passion fruit

Identify which idea you feel the most passionate about – our 
passion projects are deeply rooted in our values and are driven 
by motivation 

Selection Matrix

When you have generated some great ideas you want to check 
if they are feasible (actually do-able) and viable (a good 
business case) to support the decision making and identify the 
final idea to move forward with.

!

Section 5.2: Sustainable Design
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Low-hanging fruit model
Look through your Lifecyle or Sustainable Design Checklist at the beginning of this 
section. Wherever you checked a possible improvement or change plot it on this 
canvas (Use abbreviations or numbers to make it easier). You can also use any other 
collection of ideas you have generated. Is the change easy to achieve? then plot if 
further to the right; if you think the change would make your product much more 
sustainable it goes further up and vice versa. This will give you an idea where some 
low hanging fruits are.

Easy to AchieveDifficult to Achieve

In
cr

ea
se

d 
su

st
ai

na
bi

lit
y 

re
du

ct
io

n 
of

 n
eg

at
iv

e 
im

pa
ct

s
lo

w
 im

pa
ct

 o
n 

su
st

ai
na

bi
lit

y
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Passion Fruit Model

Aligned with your values. Change you feel 
passionate about

Difficult to Achieve

Po
te

nt
ia

l t
o 

cr
ea

te
 a

 p
os

tiv
e 

im
pa

ct
s

lo
w

 im
pa

ct
 o

n 
su

st
ai

na
bi

lit
y

Identify which idea you feel most passionate about by plotting them here. You can 
use any idea collection or the result of the checklist(s) at the beginning of this 
section.

Section 5.2: Sustainable Design
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Final Selection Matrix

Viability & Desirability 
(customer needs, market)

Feasibility & Impact
(Technology, resources, Sustainable Design principles, capacity) 

When you have generated some great ideas you want to check if they are feasible 
and viable to support the decision making and identify the final idea to move forward 
with. Consider also your suppliers for the feasibility part!

Section 5.2: Sustainable Design
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How do I bring my sustainable and innovative ideas to life? 
You may already have an idea in mind or found it through the previous exercises 
and tools. Use this template to define and refine your idea further. 

Developing your idea

Your idea for change or innovation is...
Your selected idea comes from your decision matrix

What is the positive impact of this idea?
The goal is to have a positive impact on one or more of the impact areas of the MauPHI 
Framework. Check the positive impact areas and possible actions in section 5.5

1

2

Biodiversity WasteCommunity Resources

The target audience of this idea is...
Who is buying this product? What does this person find unique about this product? See 
Customer Journey exercise in section 5.3 to learn more about your customer.

3

Section 5.2: Sustainable Design
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What need or benefit does this product serve for the consumer?
Why would your targeted customer love this product?

What resources does this idea require?
e.g. alternative materials, new technology, partnerships

What are the challenges you foresee to make this idea happen?
e.g. where to find alternative materials, technology you don’t have, access to market, etc

What collaborations are needed to make this happen?

4

5

6

7

Developing your idea
Section 5.2: Sustainable Design
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Idea Walkthrough

Start here What happens next?

You can also use more extensive free service design tools to map 
your customer journey and more at: servicedesigntools.org

To make your idea better, you can create an idea walkthrough from the product or 
service perspective. This way you identify gaps, issues to be solved and new ideas to 
make your new product or service even better.

If you develop a product, walk through how the product would be found by the target audience? 
What information needs to be around the product to have desired impact? Can an interaction or 
mechanism of feedback be integrated? How is the branding of this product?

If you develop a service, walk through the journey your customer would take. Start with how your 
customer would find out about your service, where the service would start, what information is 
needed before, during and after the service and how you would follow up to get feedback and keep 
the customer relationship going.

Section 5.2: Sustainable Design

https://servicedesigntools.org/tools/journey-map
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Your customers
Section 5.2: Sustainable Design

} Deep-dive!
Learn more about Personas with the 
Interaction Design Foundation

What is a persona?

Personas are fictional characters, which are 
created based upon research in order to 
represent the different user types that might use 
a service, product or brand. Creating personas or 
using existing personas will help you understand 
your users’ needs, experiences, behaviours 
and goals. Personas give you the customer’s 
perspective onto your brand or product and help 
you identify gaps. 

https://www.youtube.com/watch?v=XnG4c4gXaQY
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International Customer Persona
Section 5.2: Sustainable Design

Background
• Job: Literature professor at 

the university
• Family Status: married, 

Mother of an 11-year old 
girl and a 9-year old boy 

• Lifestyle: vey passionate 
about her job, tries to keep 
her family and career 
balanced

Demographics
• Age : 49
• Income: 3.200 EUR / Month 
• Location: Lyon, France
• Gender: Female 

Personality Characteristics
• Practical 
• Extroverted
• Protective
• Athletic
• Supporter
• Curious
• Honest
• Social

Expectations

• Interacting with locals
• Being able to explore more 

of the island
• Unique craft objects
• Friendliness from the 

locals
• Cleanliness and safety
• Access to good & authentic 

food
• Opportunities to do water 

sports

Why Mauritius?

Christine and her family want 
to go to Mauritius because it 
is warm and sunny there 
when it is winter in France. 
She loves water sports and 
being active outdoors. She 
also likes to be sociable and 
talk to people, and in 
Mauritius she can speak 
French to everyone. 

Christine has been to 
Mauritius before and really 
enjoyed it, but she didn’t get 
the chance to leave her hotel 
too much. This time she 
wants to do more and 
explore the different parts of 
the island.

Spending habits

What does she buy when 
travelling?
She looks for objects that are 
long-lasting and unique. She 
has travelled a lot and the 
usual souvenirs are all the 
same around the world. She 
still has the hammock she 
bought with her husband 25 
years ago when they were 
backpacking in Peru, a 
wonderful memory.

What does shopping 
souvenirs mean to her?
She does not like classic 
souvenirs that just collect 
dust at home but rather 
something she can use in her 
day to day life. She is looking 
to find something unique, 
something that creates a 
memory. She also loves 
buying summer clothes and 
colorful accessories on 
holiday that she would not 
buy at home.

Concerns / Pain Points
• Finding easy ways around 

the island that allow her to 
explore places on her own 
and safely

• Finding too much plastic 
packaging in souvenirs

• Seeing the local market 
full of imported products 
that are the same

Name:

Christine Guilbert 
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Local Customer Persona
Section 5.2: Sustainable Design

Background

• Job: Marketing Manager. 
She studied in France for 4 
years and worked there for 
2 more but came back to 
her home Mauritius.

• Family Status: in a 
relationship

• Lifestyle: active, loves 
cooking and DIY stuff at 
home, she likes to spend 
time with her local and 
international friends

Demographics

Age : 29
Income: Rs 32 K / month 
Location: Curepipe, MU
Gender: Female 

Concerns / Pain Points
• Mauritius being an 

island with a lot of 
environmental and 
social problems that 
should be tackled

• Prices on food and local 
products are higher than 
imported ones

What local products does 
she buy ?
Small food items, tea, 
honey as much as 
possible. Jewelry and 
Fashion. 

What local products does 
she not buy – why?
If its not trendy and not 
aligned with what she sees 
on Instagram she doesn’t 
buy it. Many things seem 
old fashioned and 
outdated with what she 
sees is happening around 
the world.

What crafts does she like 
in particular? Style? 
She likes buying Jewelry 
and tabletop decorations. 
But the item has to have a 
function besides being 
beautiful.

Spending habits
Where does she buy products? 
Most of her purchases are made 
through Instagram by 
connecting with designers and 
artisans, but she also likes 
visiting local shops even though 
the prices are higher. It’s nice to 
browse and touch and see the 
items in reality.

How does she shop?
She likes to buy through her 
phone or tablet. She checks for 
trends on international 
platforms as Pinterest, and tries 
to find trendy stuff on 
Instagram. She likes to talk to 
artisans or producers via DM 
before making the final 
decision. If they are not friendly, 
she doesn’t buy the product.

What’s important / her values
• She wants to support local 

entrepreneurs but doesn’t like 
shopping malls and the 
overconsumption of products 
– she sees this very critically

• She loves the ocean and is 
concerned about the health 
of the beaches, especially 
after the oil spill. 

• She has participated in beach 
cleaning activities and feels 
strongly about using less 
plastic on Mauritius

Name:

Marie Roque
C

hr
is

 G
hi

nd
a 

on
 U

ns
pl

as
h



| SIM: Creative Guide Book 92

Your customer’s journey

When you develop and sell a product you need to envision the 
journey different customers take to find, buy and use your product as 
well as their engagement with your brand.

Step into the shoes of a customer to experience where your brand 
and products still have room to improve.

Practical exercise

} Deep-dive!
Learn more about Journey Maps with the 
Design Kit by IDEO.ORG

Section 5.2: Sustainable Design

Print the journeys 
templates here!

Step into the shoes of your local customer Marie or your 
international tourist customer Christine to imagine their 
experience with your product. Fill out the customer journey 
templates and see where you have gaps you need to fill.

https://www.designkit.org/methods/journey-map
https://server.cscp.net/files/f/16704cd4f1a44fb293bc/


Section 5.3: Branding & Storytelling

When we tell the story of our values, our motivations behind 
our business, the positive impacts we are having, how we 
work and whom we work with, what materials we choose, etc. 
we become transparent, trustworthy businesses and create a 
personal connection with our customer. 

As customers we look for products that reflect our identity 
and values. As businesses we have to communicate all of our 
values and (sustainability) efforts at the right time and the 
right place to make this connection happen. So many brands 
have great products but nobody can tell how and why they 
are different from the wealth of other products. This is where 
branding and storytelling comes in and sets you apart from 
the competition.

5.3. Branding & 
Storytelling
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Section 5.3: Branding & Storytelling

What’s your story?

What is your founding story? 
Why did you start your business or this brand?

What is your mission statement? 
Include why you produce/create these products (your goal or motivation) 
and how your brand values are reflected in your products 

1

2

A product is a conversation...
Reflect on the Questions below and make sure you update your website and other 
(social) media channels to share this information. And make sure you practice what 
you shared! 
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Section 5.3: Branding & Storytelling

What’s your story?

} Deep-dive!
Look at other great brands you like or your competition on how they 
tell their story. Also review one of our favourite best practice brands 
for storytelling: baggu.com/sustainability

What is your positive impact? 
Beyond your brand’s sustainability – are you trying to have a concrete positive impact? 
Are you giving back somehow or supporting something?

4

What is your Sustainability Statement?
(Think about your material sourcing, production and value chain and product’s end-of-life)

3

A product is a conversation...

For inspiration on a visually appealing and engaging Instagram 
channel check out Mauritius own Pinch of Salt brand

http://baggu.com/sustainability
https://www.instagram.com/apinchofsalt_mauritius/
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Section 5.3: Branding & Storytelling

Branding Checklist

Criteria 1 | Branding

 � I carry out brand’s revisions and innovations periodically 

 � My brand name reflects its products and the organisation 
values

 � My brand story is clear and it reflects our organisational values

 � My logo is simple and meaningful

 � My brand has a clear colour palette that is consistent across all 
channels 

 � My brand has a consistent typography (font, shape, style)

 � My product’s pictures are good in quality

Criteria 2 | Merchandising

 � My products are unique and coherent with my brand values and 
personality 

 � My collections follow a theme and are aligned with my brand’s 
guidelines

 � My products are displayed in an attractive and appealing way
 � I take into account the retail space I will use (area, lighting, 

visibility)
 � I have a clear plan to position my products at the different sales 

points my brand uses

Go through the Branding Checklist to find out how to 
improve your brand and connection with costumers. 

Created from Elizabeth de Marcy Chelin-Chabert Branding workshop. 
She runs the visual merchandising agency In Situ* and The Pop-Up Store 
in Mauritius.

https://www.insitu.mu/
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Branding Checklist
Section 5.3: Branding & Storytelling

Criteria 3 | Presentations and Displays

 � My products have a designed system (floor display, wall 
display) to be beautifully displayed at different sale points 

Criteria 4 | Labelling

 � My label’s design is engaging and creates a connection with 
costumers.

 � My label’s design starts telling a story of my product and invites 
people to look for more information

 � My labels reflect my product’s details (size, material, colour, 
production method, etc) in a visually appealing way

 � My price tags have all the information needed (item number, 
SKU, price, UPC barcode)

 � My label and price tag are part of the product display.

Criteria 5 | Packaging

 � My packaging is an extension of my products and it reflects my 
brand story

 � My packaging creates a memorable shopping and first use 
experience

 � My packaging is appealing to my targeted consumer and it 
generates brand recognition

 � My packaging has a system of different elements that support 
the carrying experience (thank you cards, gift vouchers, etc)

If you want to review Elizabeth de Marcy Chelin-Chabert 
interview on branding, read it by clicking here (Section 4).
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Section 5.3: Branding & Storytelling

Criteria 6 | Storytelling 

 � My brand has a clear strategy to tell its story, made by strong 
visual and written language 

 � My brand story clearly shows the heart and values of my brand
 � My brand has a clear personality
 � Customers can experience different emotional connections 

through my brand’s different communication channels
 � I have a clear social media and e-commerce strategy 

Criteria 7 | Point of sales 

 � My products are located in places that are aligned to my brand 
values

 � My brand has a coherent retail strategy that is aligned with my 
selling partners requirements

Ask your customers for feedback! You can ask your customers on 
social media for feedback as to what they like about your products, 
what they don’t like or what new products or changes they would 
like. If you have the chance to ask for feedback on the product or 
at the point of sale – do it! The more feedback you get, the more 
you know what works and what doesn’t and the better your 
products will become!

Branding Checklist



Section 5.4: Co-creation

We encourage you to partner up with other organisations to 
create new innovative products that have a positive impact in 
Mauritius. 

We have developed a co-creation toolkit that will guide you 
when co-creating a new product with another organisation.

By following our co-creation toolkit, you will first share your 
values, and establish your sustainable impact goals, criteria 
and expectations with your partner. Then you will brainstorm 
with your partner on potential ideas for new products. From 
your pool of ideas, you will choose the most impactful, viable 
and feasible idea and develop a plan to turn this idea into a 
new product (or service).

TIP
You can also use this toolkit to develop or improve a product within your 
company, however, we recommend you to do it collaboratively with people 
in your team and stakeholders that represent the —or have knowledge on—
the areas of impacts you want to have.

5.4
Co-creation
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Section 5.4: Co-creation

Co-creation Rules from IDEO.ORG
Rules of  
Brainstorming

Defer Judgment
Creative spaces are judgment-free zones—they let ideas flow so 
people can build from each other’s great ideas.

Build on the Ideas of Others
Try to use “and” instead of “but,” it encourages positivity and 
inclusivity and leads to tons of ideas.

One Conversation at a Time
This can be difficult—especially with lots of creative people in 
a single room—but always think about the challenge topic and 
how to stay on track.

Encourage Wild Ideas
Embrace the most out-of-the-box notions. There’s often not a 
whole lot of difference between outrageous and brilliant.

Stay Focused on the Topic
Try to keep the discussion on target. Divergence is good, but 
you still need to keep your eyes on the prize.

Be Visual
Use colored markers and Post-its. Stick your ideas on the wall 
so others can visualize them.

Go for Quantity
Crank your ideas out quickly. For any 60-minute session, you 
should try to generate 100 ideas.

WANT MORE BRAINSTORMING TIPS?  Find activities, how-tos, and articles on brainstorming and other 

ideation methods at IDEOU.COM/PAGES/BRAINSTORMING.

© IDEO 2020 } Deep-dive!
Learn more about Brainstorming on IDEO.ORG

Graphic from © IDEO.ORG 2020

https://www.ideou.com/pages/brainstorming
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Find the Toolkit 
here or scan the 
QR code

Section 5.4: Co-creation

Our Co-creation Toolkit
Welcome to the Co-creation process: 
Anyone can co-create with partners new innovative 
products that have a positive impact!

This toolkit 
was created 
to partner 
Hotels and Tour 
Operators with 
local suppliers in 
Mauritius. 

Fell free to adapt 
it to your needs 
and the tools 
and processes 
will work for any 
partner you want 
to co-create with.

Co-creation 
Toolkit

Welcome to the Co-creation process:

Hotels & Tour Operators co-create with local 
suppliers new innovative products that have a 
positive impact! 

Where are you 
located?

Please mark your locations 
on the map. 

sus-island.com

Date:

Hotel, Tour Operator

Local supplier

Hotel / TO

Supplier:

| SIM: Co-creation Guide9

Converge:
making choices

Time:
15 Minutes

Go back to the previous page 
6 and use your three dots 
(per team) to vote for your 
preferred ideas.

You may use your three votes 
as you prefer. All your votes 
can go to one idea, or you can 
split the 3 votes into different 
ideas. It all depends on which 
idea you are most passionate 
about.

Do the ideas need to be 
clarified, combined or anything 
else before you put them to the 
test on board 9? Discuss!

Idea 1

• What idea are you most passionate about?
• What idea has the desired positive impact and how?
• Do the ideas need to be clarified, combined or anything else before 

moving to the next board?

After you select your three best ideas. Think and discuss...

Idea 2 Idea 3

Each team uses their three dots 
to vote for their preferred ideas 
from the previous board

Copy your most voted on ideas (it can also just be 1 or 2 ideas) on post-its 

1

2

3

Hotel / TO Supplier

https://server.cscp.net/files/d/2bed31d6e3054ab997bc/
https://server.cscp.net/files/d/2bed31d6e3054ab997bc/
https://server.cscp.net/files/d/2bed31d6e3054ab997bc/


Section 5.5: Measuring your impact

Envisioning the positive impact of your product is a very 
important aspect of sustainable innovation. Maybe our co-
creation process has led you to have a new idea for a product, 
or you have used our Guidebook to improve on existing 
products, take a moment to reflect on your impact.

Does your product follow one or more of the following 
positive impact actions to address a sustainable issue in 
Mauritius?

5.5 Measuring 
your impact

} Deep-dive!
In the SIM Project we have created the Impact measurement tool if 
you want to take this topic further. Download the Tool and watch the 
explainer video on how to use it.

In the SIM Project we have created the MauPHI Framework with an 
extensive toolkit for businesses to innovate, set goals and measure 
progress. All of these tools and many explainer videos are available 
under the above links. Start with the MauPHI Guidebook to get an 
overview.

https://server.cscp.net/files/f/3acbfa7227aa4bf6a319
https://www.youtube.com/watch?v=yYdWNY1Yf4o
https://www.youtube.com/watch?v=yYdWNY1Yf4o
https://server.cscp.net/files/f/7704edb4adcf49c2a3d8
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Section 5.5: Measuring your impact

Positive Impact Criteria
Here you may find Positive Impact Criteria that can help you to 
either check on the current status of your brand and products 
impact, to find goals to aspire to or to find opportunities for 
innovation within the Mau-PHI Framework. 

Biodiversity

 � Work in favour of biodiversity protection

 � Showcase the biodiversity in our product

 � Raise environmental awareness

 � Support conservation and restoration initiatives

 � Consumers, staff engaged and empowered on biodiversity

 � Promote restoration activities in local ecosystems

 � Sustainably sourced and “biodiversity friendly” products

Community

 � Encourage tourists to interact with locals

 � Use local arts and designs in tourist venues (hotels, local 
attractions)

 � Create awareness about local culture and traditions

 � Promote an authentic Mauritian tourism experience

 � Encourage local pride and authenticity

 � Using products with high social standards

 � Satisfy an increasing demand for authenticity

Your product does not need to address all of them! It’s ok if you 
are only tackling a few. Keep a focus on the impact not the 
quantity of criteria.
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Section 5.5: Measuring your impact

Positive Impact Criteria

Gender equality

 � Balanced percentage of female employees on the workforce

 � Improved access for women (in all their diversity) to managerial 
and leadership roles at the organization

 � Equal welfare and benefits among female and male workers

 � Special amenities such as nurseries for kids at the work place

Youth Development

 � Education/Training to the youth within the local community

 � Sponsoring special activities for the youth

Waste Management & Pollution

 � Find creative ways repurposing waste

 � Promote recycled, locally made handicrafts

 � Products with little packaging or returnable packaging

 � Products that offer an alternative to single-use plastics (textile, 
biodegradable, etc)

 � High-quality and repairable products

 � Engaging activities for tourists to contribute to reduce waste

 � Increase awareness towards waste issues

Resources

 � Increase awareness of energy issues

 � Communicates about energy saving targets 

 � Offers tourist the option to support efforts to mitigate emissions

 � Contributes to projects and local initiatives to reduce energy 
consumption
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Resources & 
extras
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Resources & Extras

 Sustainable Design 

• (Video) Butterfly Diagram by Ellen MacArthur Foundation 
Available in www.youtube.com/watch?v=EqBivOsNtFg

• (Video) Design & the circular economy by Tim Brown 
Available in www.youtube.com/watch?v=yAvkM7B7BBs&t=5s 

• (Toolkit) Planet Centred Design Toolkit by Vincit 
Available in www.planetcentricdesign.com/method-tools/

• (Guide) The Nature Inspired Design Handbook by TU Delft
Available in www.natureinspireddesign.nl/handbook.html

• (Knowledge) 15 sustainable food packaging alternatives by Hungry Ventures
Available in www.hungry-ventures.com/en/blog/15-sustainable-packaging-alternatives

 Circular Design 

• (Knowledge) Circular Strategies - Cards
Available in www.emf.thirdlight.com/link/4y4kc5uy8dap-4pqu6z

• (Library of methods) Circular Design Guide
Available in www.circulardesignguide.com/methods

• (Toolkit) Circular design toolkit by Ellen MacArthur Foundation 
Available in www.ellenmacarthurfoundation.org/assets/downloads/Circular-Design-Toolkit.pdf 

• (Toolkit) Smart Material Choices by Circular Design Guide 
Available in www.circulardesignguide.com/post/materials

• (Toolkit) Safe and Circular Product Redesign Workshop
Available in www.emf.thirdlight.com/link/sud6mp69ctdd-5uxznn/

Here are some external resources and content that we recommend you to visit

http://www.youtube.com/watch?v=EqBivOsNtFg
https://www.youtube.com/watch?v=yAvkM7B7BBs&t=5s 
http://www.planetcentricdesign.com/method-tools/
http://www.natureinspireddesign.nl/handbook.html
http://www.hungry-ventures.com/en/blog/15-sustainable-packaging-alternatives
http://www.emf.thirdlight.com/link/4y4kc5uy8dap-4pqu6z
http://www.ellenmacarthurfoundation.org/assets/downloads/Circular-Design-Toolkit.pdf 
http://www.circulardesignguide.com/post/materials
http://www.emf.thirdlight.com/link/sud6mp69ctdd-5uxznn/
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Resources & Extras
Here are some external resources and content that we recommend you to visit

 Materials  

• (Knowledge) Materiom: world of regenerative material solutions
Website: www.materiom.org

• (Knowledge) New plastics Economy by Ellen MacArthur Foundation
Available in www.circulardesignguide.com/plastic 

• (Report) The New Plastics Economy: Catalysing action report
Available in www.emf.thirdlight.com/link/u3k3oq221d37-h2ohow/@/preview/1?o 

• (Video) Packaging Solutions | Upstream Innovation Guide by Ellen MacArthur Foundation
Available in www.youtube.com/watch?v=f2uoMa_m3ZU&t=4s

• (Knowledge) Upstream Innovation: packaging solutions by Ellen MacArthur Foundation
Available in www.plastics.ellenmacarthurfoundation.org/upstream

• (Guide) Upstream Innovation: a guide to packaging solutions by Ellen MacArthur Foundation
Available in www.emf.thirdlight.com/link/xgfhlc17d1oc-qtv2v7/@/ 

 Design Thinking  

• (Library of methods) Design Thinking Methods by MSG 
Available in www.designthinking-methods.com/en

• (Toolkit) Human Centred Design Toolkit by IDEO
Available in www.designkit.org

http://www.materiom.org
http://www.circulardesignguide.com/plastic 
http://www.emf.thirdlight.com/link/u3k3oq221d37-h2ohow/@/preview/1?o  
http://www.youtube.com/watch?v=f2uoMa_m3ZU&t=4s
http://www.plastics.ellenmacarthurfoundation.org/upstream
http://www.emf.thirdlight.com/link/xgfhlc17d1oc-qtv2v7/@/ 
http://www.designthinking-methods.com/en
http://www.designkit.org
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