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Peter the Great
Nowhere is social entrepreneurship as strong 

as it is in Great Britain. The father of this 
movement is Peter Holbrook. A portrait

Fairtrade coffee
Starbucks is the world's largest customer for 
fairly traded coffee. What's really behind it: 

image or commitment? 
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The pull 
of the city

Millions of people crowd into 
cities each year. As rubbish piles and 

poverty grow, co-determination  
is prominent in its absence.  

enorm shows ways out 
of the crisis
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Andrew Spencer (Kaikoura)   Illustration Nina Eggemann



summit. The verdict is already apparent: nowhere 
near enough. The organisers of the recently conclud-
ed EXPO in Shanghai also attempted to find a vision. 
“Better City, better Life” was the motto, with around 
70 million visitors gaining an insight to a hopeful fu-
ture over a six-month period.

In 2007 the EU, under German presidency, defined 
major ambitions for Europe in the “Leipzig Charter”: 
the principles of sustainable urban development, such 
as increasing energy efficiency and the promotion of 
socially-disadvantaged urban districts. “This makes 
us global leaders,” says Jan Mücke, Parliamentary 
State Secretary at the Federal Ministry of Transport, 
Building and Urban Affairs. At the same time, he adds 
a caveat: “This approach cannot be applied globally, 
it even represents a real challenge to some EU mem-
ber states.” 

Without question, the problems and their solutions 
in the cities of the world are disparate. And yet, ex-
perts believe there are three major challenges that 
overshadow all others: pollution, poverty and collec-
tive responsibility. And also clear to everyone: these 
mega problems are interrelated.

Starting point: the environment. Global climate 
change is presenting cities with their most urgent 
problems and demanding their committed attention: 
in the paradoxical role of principal culprit and woe-
ful victim. Rising sea levels, torrential rain, extreme 
heat, drought, and storms are all expected. In their 
efforts to protect the climate, a number of EU cities 
are pioneers for the future. Hamburg, for ex
ample,was designated European Green Capital 2011 
by the European Commission. The industrial and 
port city bears a particular responsibility to the en-
vironment - and the EU considers it to be on the 
right path (page 22). 

Year after year, millions of people stream 
into the cities of the world. They increase 
the problems of environmental pollution 
and poverty. But there are solutions that 
give cause for hope. enorm has taken a 
look at them

t some point, mankind simply lost control. 
Though we had planned it, built it, and cared 
for it; somehow, the city slipped from our 
grasp. And thus, was born one of the great-

est problems facing humanity.
Metropolises, megacities, behemoths. Some of 

them inflate at a breathtaking pace, uncontrolled, 
devoid of strategy, like a cancerous growth. Since 
2008, half the world’s population lives in towns and 
cities, by 2030 the figure will reach two thirds. Ur-
ban residents currently consume three quarters of 
global energy, produce 80 percent of worldwide 
waste. Nowhere is the gulf between rich and poor 
greater – one third of the population in all develop-
ing countries already lives in slums. “Global urbani-
sation is the greatest challenge of the 21st century,” 
says Inga Klevby of UN Habitat, the United Nations 
programme for human settlement.

There have been numerous attempts to change the 
situation, particularly in recent years. In 1992 178 
countries laid down their good intentions in Agenda 
21 at the UN summit on the environment and devel-
opment. Just how much has been achieved since then 
is set to be evaluated in two years time at the Rio+20 
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At the same time, climate change is driving people 
into the towns and cities at a rate unsurpassed in hu-
man history. Desolate landscapes, unusable agricul-
tural land, hunger, and unemployment flush millions 
to the edge of the cities, particularly in developing 
and emerging countries – driving them to the place 
of promise, despite the adversity. “People migrate to 
where they expect wealth, work and a future,” says 
Johannes Ringel, Dean of the Institute for Urban De-
velopment at the Economics Faculty of Leipzig Uni-
versity. “Controlling this is practically impossible.” 

Around 55 million slum dwellers entered the cit-
ies in the past ten years alone, estimates UN Habitat. 
Keeping people in the countryside is not in the in-
terests of the state. Because: the gross domestic prod-
uct of a country rises with increasing urbanisation. 
However, the opportunities are not offered equally. 
Not all inhabitants benefit from the upturn. 

In Africa, South America, and the Caribbean one 
job in every two lies in the informal sector. This 
means: it is very poorly paid and has no social secu-
rity. Women, in particular, are affected. Mega-cities 
need to target growth “that enables all participants 
to realise their potential,” says Ingrid Schwoerer, 
Senior Planner for Urban Development at the Ges-
ellschaft für technische Zusammenarbeit GTZ (soci-
ety for technical co-operation). In Rio de Janeiro, a 
new approach is being taken to integrating the ap-
proximately 600 favelas of the city – and, is proving 
to be effective (page 17).

By contrast, in countries that industrialised earlier 
cities are, at the very least, struggling with stagna-
tion. There, the development towards a service-based 
society is facing the onset of demographic transition 
– one million homes stand empty in eastern Germa-
ny alone. Scientists view these shrinking cities as lab-
oratories for research on how other regions, yet to 
face this transition, might fare.

No matter which problem it concerns, one thing 
is clear: the challenges cannot be overcome alone. 
Politicians, scientists, academics, companies, and in-
itiatives around the globe are interacting at different 
levels and with increasing frequency to address this 
issue. For example: the interdisciplinary network Bi-
otope City aims to bring nature back to the cities; the 
C40 Climate Leadership Group networks mayors of 
40 metropolises; companies such as IBM and Sie-
mens are discovering the city of tomorrow as a busi-
ness environment. On the internet, they present their 
concepts for a Smart City or Liveable City. “Future-
capable cities can only be created when the state and 
society, city governments, economy, and civic soci-
ety co-operate,” says Ingrid Schwoerer. Stuttgart 21 
and the disputed coal-fired power plant in Hamburg 

“Future-capable cities can only  
be created when the state and  
society, city governments, economy, 
and civic society co-operate”

clearly demonstrate the extent to which society is in-
terested in participating in consequential decision-
making. But, it also shows how far removed we are 
from this. 

Kaikoura, on the east coast of New Zealand, dem-
onstrates how civic participation for positive urban 
development may look. At a time of high unemploy-
ment and, correspondingly, mounting 
social tension the structurally-weak town 
began to involve its citizens in future-de-
fining decisions. Together, they gave 
their town a new identity and strength-
ened the local economy (page 26). Kaik-
oura has now advanced to become a mu-
nicipality with a model character, which 
can also serve as a role model for Ger-
man towns and cities. “When money is 
scarce, urban development increasingly 
needs to bring citizens and private stake-
holders into the same boat,” says Stephan 
Willinger. At the Federal Institute for 
Research on Building, Urban Affairs and 
Spatial Development he accompanies lo-
cal projects that test this form of social 
participation. Since 2007, already 500 
applications have been received. 

Rio de Janeiro, Hamburg and Kaikou-
ra are three fundamentally different 
towns and cities – with one thing in 
common: they are laboratories for the 
greatest challenges to currently face our 
urbanising world. enorm saw how Rio 
is integrating its favelas and their inhab-
itants into the city, how industry and 
climate protection are co-operating in 
Hamburg, and how a small New Zealand 
town has used good governance to de-
velop a model community.

Shack / Slum 
Dwellers 
International (SDI) 
Founded in 1996, the 
NGO links together 
urban municipalities in 
28 developing countries, 
helping them to learn 
from one another and 
develop joint strategies. 
In the process, SDI 
campaigns for a 
“pro-poor” agenda to 
ensure that the needs of 
slum residents are not 
marginalised, but 
integrated into urban 
development policy. 
Support for this 
campaign comes from 
the World Bank, the UN, 
and the International 
Monetary Fund. 
www.sdinet.org 

Ingrid Schwoerer, GTZ
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The pull 
of the city

Millions of people crowd into 
cities each year. As rubbish piles and 

poverty grow, co-determination  
is prominent in its absence.  

enorm shows ways out 
of the crisis
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India’s Tea Rex

E 
verything is ready for the vis-
it of the ‘magician.’ The gar-
land is prepared and a wom-
an in a colourful sari is 
carrying a pot of yellow-gold 

treasure: Darjeeling tea, first flush, the 
first of the season. Women picked the tea 
leaves just a few days before in the Hima-
layas and carried them in their bamboo 
baskets to the factory of the Ambootia 
tea garden. Here, the harvest is dried for 
a night, rolled and fermented before be-
ing driven along winding dusty roads to 
Bagdogra, 2000 m below, and flown on 
to Calcutta, 500 km away; where the Am-
bootia Tea Group has its headquarters.

Here, the company head Sanjay Bansal 
welcomes the ‘magician’: Günter Faltin, 
Berlin’s Professor of Entrepreneurship 
and founder of the mail order company 
‘Teekampagne.’ Faltin enters the room 
followed by a group of journalists from 
Germany. An Indian lady hangs a garland 
of flowers around his neck while anoth-
er paints a red spot on his forehead. The 
employees at Ambootia then stand and 

Faltin moves to stand alongside Bansal, 
the pot containing the first flush in front 
of him.

“Faltin is a magician,” says Bansal to 
the journalists accompanying the profes-
sor on his travel. “When he was here for 
the first time in 1985, we thought: he’s 
crazy. But today I’m, just as crazy!” Fal-
tin was the first to recognise that it is im-
possible to make good tea without seek-
ing ecological balance.  Bansal turns to 
Faltin. “And you deserve the Nobel Prize 
in Economics for your business model,” 
he says.

Wherever Günter Faltin goes in Cal-
cutta, he is greeted with similar flattery. 
For Basudeb Banerjee, Chairman of the 
Tea Board of India, he is “the most im-
portant champion of quality.” The tea 
garden owners describe him as a friend 
and say their partnership is excellent. The 
Teekampagne company was launched by 
Faltin 25 years ago. Today it handles 
more Darjeeling tea than companies like 
Twinings or Lipton. And it has brought 
change to an entire region: most of the Tea pickers harvesting the ‘first flush’ at the 

Tumsong tea garden. They earn around one euro 
a day with free food and medical care

25 years ago, Günter Faltin’s ‘Teekampagne’ company became a small revolution.
The professor cut out the middlemen and began to import Darjeeling directly to Germany in large 
volume, benefitting both the farmers and customers. His success in this social enterprise can be 

primarily attributed to his entrepreneurial expertise
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The pull 
of the city

summit. The verdict is already apparent: nowhere 
near enough. The organisers of the recently con-
cluded EXPO in Shanghai also attempted to fi nd a 
vision. “Better City, better Life” was the motto, with 
around 70 million visitors gaining an insight to a 
hopeful future over a six-month period.

In 2007 the EU, under German presidency, de-
fi ned major ambitions for Europe in the “Leipzig 
Charter”: the principles of sustainable urban devel-
opment, such as increasing energy effi ciency and 
the promotion of socially-disadvantaged urban dis-
tricts. “This makes us global leaders,” says Jan 
Mücke, Parliamentary State Secretary at the Fed-
eral Ministry of Transport, Building and Urban Af-
fairs. At the same time, he adds a caveat: “This ap-
proach cannot be applied globally, it even represents 
a real challenge to some EU member states.” 

Without question, the problems and their solu-
tions in the cities of the world are disparate. And 
yet, experts believe there are three major challeng-
es that overshadow all others: pollution, poverty 
and collective responsibility. And also clear to eve-
ryone: these mega problems are interrelated.

Starting point: the environment. Global climate 
change is presenting cities with their most urgent 
problems and demanding their committed atten-
tion: in the paradoxical role of principal culprit and 
woeful victim. Rising sea levels, torrential rain, ex-
treme heat, drought, and storms are all expected. 
In their efforts to protect the climate, a number of 
EU cities are pioneers for the future. Hamburg, for 
example,was designated European Green Capital 
2011 by the European Commission. The industrial 
and port city bears a particular responsibility to the 
environment - and the EU considers it to be on the 
right path (page 24). 

TEXT Julia Schoon, Christine Wollowski (Rio de Janeiro)   
PHOTOS Lisa Wiltse (Rio de Janeiro), Achim Multhaupt (Hamburg, S.27), 

Andrew Spencer (Kaikoura)   ILLUSTRATION Nina Eggemann

Year after year, millions of people stream 
into the cities of the world. They increase 
the problems of environmental pollution 
and poverty. But there are solutions that 
give cause for hope. enorm has taken a look 
at them

t some point, mankind simply lost control. 
Though we had planned it, built it, and 
cared for it; somehow, the city slipped from 
our grasp. And thus, was born one of the 

greatest problems facing humanity.
Metropolises, megacities, behemoths. Some of 

them infl ate at a breathtaking pace, uncontrolled, 
devoid of strategy, like a cancerous growth. Since 
2008, half the world’s population lives in towns and 
cities, by 2030 the fi gure will reach two thirds. Ur-
ban residents currently consume three quarters of 
global energy, produce 80 percent of worldwide 
waste. Nowhere is the gulf between rich and poor 
greater – one third of the population in all develop-
ing countries already lives in slums. “Global urbani-
sation is the greatest challenge of the 21st century,” 
says Inga Klevby of UN Habitat, the United Nations 
programme for human settlement.

There have been numerous attempts to change the 
situation, particularly in recent years. In 1992 178 
countries laid down their good intentions in Agenda 
21 at the UN summit on the environment and devel-
opment. Just how much has been achieved since then 
is set to be evaluated in two years time at the Rio+20 
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trawberry-scented bubble bath 
cannot start a revolution. At 
least, not with the consistency 
and decisiveness Peter Hol-
brook wants to achieve. “That 

was the reason why I saw no future for 
myself at The Body Shop and decided to 
leave. The company was extremely com-
mitted. But for me, the commitment was 
not significant or extensive enough.” Since 
January, a new role is bringing the 39-year 
old one small step closer to this revolu-
tion. He is now head of the British Social 
Enterprise Coalition and, as such, pulls all 
the strings; giving talks, convincing, con-
ferring, and advertising to make British 
social businesses more powerful – from 
environmentally-aware coach companies, 
to firms producing fair-trade chocolate, 
or working with juvenile delinquents. The 
coalition is akin to the Class Speaker 
armed with the requisite powers of charm 
and persuasion needed to convince soci-
ety at large and the world of politics to 
consider this sector and its entrepreneur-
ial potential.

The lobby association already incorpo-
rates more than 10,000 businesses. Its cus-
tomers also include traditional companies 
aiming to acquire greater social emphasis. 
They are not able to become members of 
the coalition  to improve their image but 
Holbrook is happy to advise. “Some of them 
even want to convert to become an entirely 
social business,” he says, using the word 
‘convert’ as if it were the same as ‘switching 
banks’. “Business as usual is a rather outdat-
ed slogan in the current financial climate. 
For me, social enterprise is the only way of 
making business productive in the future”.

With his precise hairstyle and crisply 
ironed shirt, the Londoner certainly looks 
like an astute and calculating business-
man. And he thinks and talks like one, too. 
The only small difference, is that he dedi-
cates all of his energy to the mission of 
pushing ahead with good causes. “The gov-
ernment, in particular, and society as a 
whole need to understand at last, that so-
cial businesses are not just small groups 
of nice people with members who greet 
one another in the street and shake hands. 
They are striving for success and profit – 
just like any normal company,” says Hol-
brook. The difference is that social busi-
nesses do not pay out their profits to 

employees in the form of bonuses but rath-
er reinvest them consistently in order to 
expand and exert more influence on so-
cial change.

Holbrook deems charitable organisa-
tions to be very important and worked 
for a few of them himself in his student 
days. “But they are always limited. We 
can only achieve fundamental change if 
we work with the strategies of capital-
ism.” Whereas, in a traditional company 
employees might spend all of their 40-
hour week chasing profits, a social busi-
ness might also use the time to help the 
neighborhood set up a children’s play-
group, to develop new products from re-

cycled plastic, or to reintegrate the long-
term unemployed.

Peter Holbrook stands up and his ‘busi-
ness look’ suddenly gives way to a some-
what child-like, playful gait. The cropped 
cut of his fashionably fitted suit trousers 
suddenly reveal one detail which one 
might choose to interpret as a relic of his 
own youthful socialisation: a tell-tale yel-
low and black label on his neat leather 
shoes – the unmistakeable symbol of the 
British working class clothing brand Doc 
Martens.

A similar sense of subtle groundedness 
reigns in Holbrook’s office at the heart of 
the creative East London, surrounded by 

artists’ workshops, design studios, and gal-
leries. His team includes a bunch of young 
and alert people from all over the world 
who have opted to work here instead of 
taking a job in finance or with a service 
company, for example. “We want to com-
municate through the Social Enterprise 
Coalition that it is possible to have a ca-
reer in social business working for indi-
viduals or for an entire society”.

Peter Holbrook decided on the route he 
wanted to take when he was still a sociol-
ogy student, before going on to study the 
new subject of environmental manage-
ment. He was not one of those students 
sent off into the world by his parents , who 

“We can only achieve fundamental change if we work 
with the strategies of capitalism”

Working
for change

Peter Holbrook pushes for social reform in the economy like no one else. He is head of the Social 
Enterprise Coalition and is currently revolutionising the British healthcare system
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Working for good causes while thinking of profits: Peter Holbrook, head of the Social Enterprise Coalition, is a business man through and through

Together with 
Triodos Bank we 
set up an international
social fond and use  15 % 
of your subscription fee 
for social and eco-
logical projects .



“The seed is planted”

Mr Yunus, what have you learned 
from the past two days at the Wolfs-
burg Autostadt? 
For me, no wholly new ideas were dis-
cussed or raised. However, a great deal 
of enthusiasm could be felt, there were 
more visitors than last year, some of them 
have already established a social business, 
others are thinking about doing so. The 
range of experience was vast, the inter-
action was positive.

What are your plans for 2011? 
At the first summit, we drew attention to 
ourselves, which resulted in the creation 
of concrete plans at the second summit. 
These now need to be implemented. The 
seed is planted, but it will take a while 
before anything grows. Two examples 
here: many universities are now estab-
lishing chairs of Social Business – we now 
need to wait and see the researchers’ re-
sults. There were also a number of CEOs 
here in Wolfsburg. But will they come to 
the next Global Social Business Summit? 
Or will there be even another?

Is the involvement of the compa-
nies not simply an element of their 
marketing strategies?
That might be the case, but our task is to 
create enthusiasm among the CEOs for 
our ideas. Their initial interest is because 
others are also interested. But then they 
begin to get heavily involved themselves 
and realise what an exciting experience 
this is for them.

A completely new experience?
Sure. This is social business, a complete-
ly new approach, one that they don’t ini-
tially understand. So we need to guide 
them. Michael Otto, with whom we 
founded the Otto Grameen joint venture, 

is someone who built up his factory him-
self, he knows the textile business very 
well. But he doesn’t know how a textile 
business works as a social business. This 
is why he wants us to accompany him 
along this path.  

How do you win new companies 
for your idea?
I never approach the company, not even 
Adidas or BASF. Before our joint venture, 
I wasn’t aware that a company named 
BASF existed. I am often invited to come 
and give a speech and explain my idea. 
Or contact is established via mutual 
friends and acquaintances.

And will other companies then 
follow?
Yes. When the newspaper reports that 
Michael Otto has founded a social busi-
ness, others follow this example. Com-
pany bosses have always been an influ-
ence on people. 

You recently presented the social 
business model at a conference of may-
ors in Wiesbaden. How could politics 
benefit from this?
At the conference it was apparent that 
towns and municipalities are required to 
pay ever-increasing amounts of social se-
curity and other benefits, but that the 
budget for this is not increasing. Social 
business can help to turn social security 
recipients into tax-paying citizens capa-
ble of providing for themselves. The budg-
et is eased and everyone benefits. If you 
begin in one city and it is a success there, 
other towns and cities or the federal gov-
ernment will rapidly follow suit, because 
the problem of increasing costs of social 
security and pensions in an aging society 
are the same everywhere.

This November, the Global Social 
Business Summit was held in Wolfs-
burg for the second time. Where will 
it be staged in 2011?  
We have a number of different options. 
Paris and Barcelona are two of these. Per-
haps a host from Japan will say: come 
over here! We need to examine which lo-
cation is best suited to us and will make 
a decision in the coming weeks. 

You always say that your goal is 
to make poverty a museum piece. How 
much longer will this take? 
I will probably no longer live to see it. But 
younger people will definitely see how in 
20 or 30 years perhaps not the whole 
world, but certainly individual countries 
are freed from poverty. For me, being 
freed from poverty means that no-one is 
dependent on social aid, and the associ-
ated ministries and programmes are dis-
banded and halted. /

What was achieved at the Global Social Business Summit 2010? What challenges 
will need to be faced next? In an interview with enorm, Muhammad Yunus draws a 

conclusion and also explains how politics could benefit from social business

Interviewed Muhammad Yunus: editors Thomas 
Friemel and Marc Winkelmann (from left to right)
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Muhammad Yunus:  
“We need to guide the CEOs”




