
The Sustainability Advantage
A Journey, Not a Destination



Mahalo to our sponsor 

Hawai’i Workforce Development Council, the State Energy 
Sector Partnership, and the American Recovery and 
Reinvestment Act (ARRA)

• Certified Sustainability Professional
• Principles of green buildings & LEED prep
• Sustainable Business Advantage: Marketing and Strategy
• LEED for Healthcare
• Comprehensive Building Assessments & Energy Management
• Home Energy Survey Professional 
• Certified Green Supply Chain Professional

http://sesphawaii.com 



Workshop Presenters: GBO Group, Inc.

•  Sustainability Strategy and Advising
•  Employee engagement, training, and gamification curriculum
•  Executive Workshops

www.GBOGroup.com 

Contact
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What is sustainability, anyway? 

Sustainable	  Development:
“Development	  that	  meets	  the	  needs	  of	  the	  
present	  without	  compromising	  the	  ability	  of	  
future	  generations	  to	  meet	  their	  own	  
needs”	  	  (1987	  Brundtland	  Report,	  Our	  
Common	  Future)

§ Catalyst	  for	  environmental	  and	  social	  
consciousness

Environmental

Socio-‐culturalEconomic



Companies are seeing that 
social and environmental 

effects of their businesses can 
no longer be separate silos, 

and in fact, that when they are 
brought together, the nexus can 

lead to innovation and 
profitable growth. 



Sustainability Principle1

There is no “away”

Peoples far removed from the 
sources of pollution are 

sometimes severely impacted 
by it, showing that there is no 

“away”



Sustainability Principle 2

Free Market Capitalism: 
Why don’t we try it some time? 

Proponents of “free market” policies argue against subsidies and incentives for energy 
efficiency, solar, wind, and other green projects. However, there are externalities 
resulting from unhealthy businesses, and if the companies had to pay for these 
liabilities, the cost of their product would be far higher than the cost of a more 
sustainable product in many cases. Coal, for instance, would cost more than 3x what 
wind power costs, per kilowatt, if the coal companies had to pay the health care costs 
for 600,000 newborns with brain damage, 43 million asthma attacks, and 43,000 
premature deaths that were attributed to coal combustion by Harvard Medical study. 
Similarly, factory farms are breeding grounds for antibiotic resistant bacteria, like 
MRSA, which caused 33x more deaths last year than the September 11th terrorists 
attacks, and cost taxpayers and private citizens an average of $47,000 per infection. 

So...is that Big Mac really cheaper than a salad? 



Adam Smith: 18th century 
economist

global population: <1 billion

“Whenever there are 
externalities—where 
the actions of an 
individual have 
impacts on others for 
which they do not 
pay, or for which they 
are not compensated
—markets will not 
work well.”

Joseph Stiglitz: Nobel Prize 
winning economist

global population >7 billion

The world has changed--capitalism needs to keep up 



Externalities

COST OF GOODS SOLD

What is not 
accounted for?

Revenues $1,000,000
COGS $600,000

Net (EBITDA) $400,000

Interest, Taxes, 

Depreciation, & 

Amortization

$150,000

Profit $250,000

Unaccounted For:
1. Pollution
2. Public Health
3. Product disposal 
    (End-of-life)



Externalities

Current average cost of kW of coal power: 6.1 cents
Current average cost of kW of wind power: 7.9 cents

Harvard Medical study: $345 billion public health externalities from coal
• 600 ash ponds filled with 150 billion gallons toxic sludge
• brain damage 600K newborns, 10 M asthma attacks, 43K premature deaths

Per the Harvard Medical School report noted above, the cost of coal electricity 
goes up by approximately 17¢ per kilowatt hour, totaling 23.1¢ – or nearly three 
times that of wind – if you include the following costs borne by the public: Air 
Pollution Illnesses, Mercury Poisoning, Health Damages from Carcinogens, Public 
Health Cost to Appalachia, Climate Change Impact.

Why are you subsidizing 17 cents per kW with your tax dollars? 

And....why aren’t you outraged by this? 

Muller, NZ, R Mendelsohn, and W Nordhaus. Environmental Accounting for Pollution in the United States Economy.  American Economic Review 101 (August 2011): 1649-1675.
http://mediamatters.org/blog/2011/10/12/media-ignore-study-on-real-price-of-coal-fired/186247 

http://thelastmountainmovie.com/issues/



Externalities

http://mediamatters.org/blog/2011/10/12/media-ignore-study-on-real-price-of-coal-fired/186247
http://pubs.aeaweb.org/doi/pdfplus/10.1257/aer.101.5.1649

Peer-reviewed scientific article published 
in American Economic Review by 
Middlebury College and Yale 
Economists was not covered, even once, 
by any major TV or newspaper. 

-Nexis Research 



http://www.usnews.com/news/blogs/washington-whispers/2011/06/08/coal-regs-would-kill-jobs-boost-energy-bills
http://mediamatters.org/blog/2011/10/12/media-ignore-study-on-real-price-of-coal-fired/186247

In contrast, the coal industry’s 
“American Coalition for Clean Coal 
Electricity” sponsored a “study” that, 
in effect, ignored these externalities, 
and concluded that recently 
proposed Clean Air rules would 
result in the loss of “1.4 million job-
years” by 2020, and increase 
electricity rates by over 23% in 
some areas. 

The “story” was publicized across the 
U.S. media: US News, Investor’s 
Business Daily, Christian Science 
Monitor, New York Times, National 
Journal....Fox News even made the 
erroneous claim that it would kill 1.4 
million jobs, not “job-years”. 

Externalities



“Currently, federal agricultural subsidies are disproportionately 
paid to large farms that produce five commodities: corn, 

soybeans, wheat, cotton, and rice. According to the 
Environmental Working Group, Congress has authorized more 
than $222 billion in subsidies paid from 1995 to 2010. Over 

that time period, the largest 10 percent of farms have received 
an average payment of $30,751 while the smallest 80 percent 
of farms have received an average payment of $587 per year.   
Fruit and vegetable growers, labeled “specialty crops,” receive 

less than 10 percent of all subsidies.”

-Environmental Working Group Study

Perverse incentives



73.6% of food subsidies are for meat & dairy: 
most ends up in factory farms and fast food

Federal Highways:
$52 billion annual subsidies

Tax evasion by 
multinational oil companies

US Taxpayers give oil companies $4 billion in 
annual subsidies. 

Perverse Subsidies



 Does the public benefit more 
from these subsidies than 
those of the green economy?



Perverse incentives

Accounted For:
1. Raw Materials
2. Labor
3. Machinery

Revenues $1,000,000
COGS ?????????

Net (EBITDA) ?????????

Interest, Taxes, 

Depreciation, & 

Amortization

?????????

Profit ?????????

Unaccounted For:
1. Pollution
2. Public Health
3. Product disposal 
    (End-of-life)
4. Perverse subsidies

+

Would the economy look different if we 
had “true capitalism”, and the true costs 
of doing business were actually 
accounted for? 



Linear to Cyclical

Sustainability Principle 3



Closing the Loop

From waste 
expense to million 
dollar business. 

Sustainability Principle 3



Closing the Loop

Method: 
 * Engaged Sustainable Coastlines and Kokua Foundation
 * Raising awareness of plastic gyre (and their business)
 * Incredible goodwill



The American Carbon Foodprint.  A report by Brighter Planet. http://
brighterplanet.com/research

Sustainability Principle 4

Scientific footing provides managers tools to make good decisions



Local Economies

http://pubs.acs.org/doi/full/10.1021/es702969f
Food miles and the relative climate impacts of food choices in the United 

States. Weber, C.L., and H.S. Matthews. Carnegie Mellon University. 
Environmental Science and Technology, 2008, 42(10) pp. 3508-3513.

although food is transported long distances in general (1640 km delivery and 6760 km life-cycle 
supply chain on average) the GHG emissions associated with food are dominated by the 
production phase, contributing 83% of the average U.S. household’s 8.1 t CO2e/yr footprint for 
food consumption. Transportation as a whole represents only 11% of life-cycle GHG emissions, 
and final delivery from producer to retail contributes only 4%. Different food groups exhibit a 
large range in GHG-intensity; on average, red meat is around 150% more GHG-intensive than 
chicken or fish. Thus, we suggest that dietary shift can be a more effective means of lowering 
an average household’s food-related climate footprint than “buying local.” Shifting less than 
one day per week’s worth of calories from red meat and dairy products to chicken, fish, 
eggs, or a vegetable-based diet achieves more GHG reduction than buying all locally sourced 
food.



Sustainability Principle 5

Carrying capacity, 
ahupua’a



Ahupua’a...globally

Governance structure--
sense of stewardship of 
the group’s resources

How is this translated to 
a globalized economy?



Sustainability Principle 6

Sustainability is a 
journey, not a destination



The Journey

The perfect must not be 
the enemy of the good



Sustainability Principle 7

Malama Pono



Pono



The Sustainability Advantage
Opportunities for your business



"It is impossible to find a company 
that's tried to become more 
sustainable and hasn't [also] seen 
unintended benefits.”

-Willard & Hitchcock



Benefits

1. Easier hiring/recruiting of best talent
2. Higher retention
3. Increased productivity
4. Reduced expenses in manufacturing
5. Reduced expenses at commercial sites
6. Increased revenue/market share/new markets
7. Reduced risk, easier financing

Sustainability



Energy

While the first thing 
many people think of 
when thinking about 
going green is solar, 
there are many many 
ways to go green and 
save money, and many 
of them cost little to 
nothing. 



Energy

http://www.energystar.gov/index.cfm?c=small_business.sb_index

EPA Business Guides

• “How to” guide (download)
• “Sure Energy Savers” (download)
• Examples locally
• Public Relations Materials
• email support!
• Portfolio manager--energy measurement and tracking
• Specific information for retail, renters/tenants, auto dealers, 
grocery/convenience, manufacturers, restaurants, etc. etc. 



Low and no cost measures

• Post your electricity bill publicly: make a game of reduction
• Post energy awareness signage
• Phantom load adjustments
• Caulking and weather stripping
• Assemble a routine maintenance checklist
• User feedback (lighting and cooling comfort levels)
• Timers
• Air dry dishes in a dishwasher versus the heated dry setting
• Water heater setting at 120
• Computers and other electronics off at night, weekends
   ($50 per computer per year) 

Energy

http://www.mlive.com/news/flint/index.ssf/2009/04/study_shows_turning_off_comput.html



Sometimes the 
only technology 
needed is the 
human brain, and 
an eye for savings. 

Energy



Life cycle costing

In the long term, sustainability is often far cheaper. 



Bigger, more costly investments

• Lighting Retrofit
• Solar PV
• Energy Star Appliances
• Natural Lighting (i.e., Solatube)
• HVAC systems: Occupancy control and 
thermal storage technology
• Energy activating room key cards (for 
hotels)
• Geothermal energy use
• Deep water cooling systems

Energy

http://www.mlive.com/news/flint/index.ssf/2009/04/study_shows_turning_off_comput.html



Federal Level

Business Energy Investment Tax Credit: 
• Solar (e.g., water heater, thermal electric, PV, solar hybrid lighting)
• Geothermal (e.g., geo electric, geo direct-use, geo heat pumps)
• Electric (e.g., microturbines, fuel cells)

30% for solar, fuel cells and small wind. 
10% for geothermal and microturbines

Energy Incentives

For more energy, waste and water incentives, visit 
GBOGroup.com/publications/



Waste

The “Rucksack”
A gold ring has a 1:350,000 product to waste ratio



Low and no cost measures

• Post trash bill
• Post easy signs for Recycling, Compost, and Trash
• e-Fax, Cloud storage, and other paperless techniques 
• Remove/replace easy-to-grab disposables (cups, plates, etc.)
• Make waste reduction an impetus to reduce the most 
egregious waste products (plastics, junk mail, phone books)
• Give out reusable water bottles and mugs to employees 
(branding meets sustainability) 

Waste



Waste

Going “Paperless” 

• 50% of junk mail goes unopened
• Paper, printers, copiers, fax, ink
• Waste haulage
• Storage space
• 4-drawer filing cabinet costs $25K to fill and $2K to 
maintain each year 
• Increase staff efficiency: faster info transfer

http://www.gopaperless.com/Green-‐Commitment.aspx



Waste

Going “Paperless” -- Steps & Resources
• Junk mail removal 

• Privacy Rights Clearinghouse, Direct Marketing Association, 
CatalogChoice.com, 41Pounds.org

• e-Signatures (e.g., DocuSign or EchoSign)
• Opt for digital subscriptions to Hawaii Business, etc.
• Tablets and Smart Phone integrations
• Digital receipts via email (e.g., Square) 
• Electronic invoicing (e.g., Avid Exchange and Avid Pay)
• electronic faxing (e.g., eFax, UnityFax, jConnect)
• PDF editing (e.g., NitroPDF and Adobe Acrobat)
• Online backups (e.g., Google docs, DropBox, Mozy, Box.net, Backblaze)

http://www.gopaperless.com/Green-‐Commitment.aspx
www.dmachoice.org/dma/member/regist.action
www.privacyrights.org/fs/fs4-‐junk.htm	  
http://www.gopaperless.com/Green-‐Commitment.aspx



Low and no cost measures

• Post your water bill publicly: make a game of reduction
• Public water saving signage
• Conduct leak audit
• Toilet tank inserts
• Faucet aerators

Water

http://www.mlive.com/news/flint/index.ssf/2009/04/study_shows_turning_off_comput.html



Transport/Travel



Bigger, more costly investments

• Retrofit of toilets/urinals (dual flush, no flush)
• Water efficient appliances
• Rainwater catchment
• Grey water re-use system
• Xeriscaping 

Water

http://www.mlive.com/news/flint/index.ssf/2009/04/study_shows_turning_off_comput.html



Innovate

We made this the worst looking slide of the day so that you’d 
remember it. Green can be about low hanging fruit for quick 
savings on energy, but to really tap its power, try integrating 

sustainability into your business strategy and see what happens. 



Case Study: Sweet Home Waimanalo

Supply Chain Integration



Case Study: Grand Hyatt (Kauai)

Strategic Partnerships

Guest parking uses a lot 
of resources:
• parking spaces
• parking monitoring
• guest expendable $$

Partnership with Green Car Hawaii: 
• Extra revenues and offerings for guests
• Less parking used
• Lower carbon footprint (ev’s and hybrids)
• Great PR!



The Sustainability Advantage
Marketing Communications



Is there even such a thing as a Green Consumer?

Do you...
* buy carbon offsets for your daily commute to offset your carbon footprint? 
* avoid wood products from old growth forests?
* use a ceiling fan to cool your space as opposed to A/C? 
* prefer Maui onions or Kona coffee over Central America imports?
* avoid feeding your children genetically modified food?

Bottom line: it’s a spectrum. Some people are lighter green, some darker, and this 
can also change in a given situation or industry. Most people are darker green when 
it comes to their food than when it comes to which book they buy, for instance.  

A disconnect sometimes exists between what individuals believe is the right thing 
to do and what their pocket books actual do.

Green Consumer Trends



Green Consumer Trends

Marketing green in the U.S.A. 
o 82% of Americans have good intentions
o 16% are dedicated green consumers 
o “The Green Gap” = 66%

Ogilvy & Mather. Mainstream Green. April 2011 Study. 



Green Consumer Trends

Economic Realities: the recession did not stop the growth of the green marketplace. 

Metrics       

o Organic foods: Up 7.7% in 2011. 
o Renewable energy: Continued rapid rise, growing 
from 4.1% of all U.S. power to 4.56% in 2011. 
o Green building: LEED registered floor area up 45% 
from 2010 to 2011, up to over 20% of total. 
o Americans spend $120B on natural personal health 
items, $100B on alternative energy, and $42B on 
ecotourism. 
o All this despite the fact that most times, these things 
cost more than their counterparts. 

2012 State of Green Business Report. GreenBiz Group. 
GreenBiz Market and Impact Report (LEED)
Natural Marketing Institute Webinar, 2010. 



MARKETING ADVANTAGE OF SUSTAINABILITY

The PR advantage of going 
green is incredible. See 

Green Car Hawaii’s press 
page. How much is that 

PR worth? 

...incredibly tempting, even 
for companies not going 

green. 



Many companies “greenwash”-make fake 
claims about their green-ness. But...

69% of customers “punished” a brand they felt had lied to 
them about a health or green attribute of a product

CEO’s: 4 years to recover from bad PR
Also: 40% of market cap is based on “rep”
“Best defense is a good offense.”

“The internet, the whole right-to-know movement, and the 
insatiable thirst of the public for information have really 
created this transparent view of what’s going on.”

2004 World Economic Forum “Voice of the Leaders” Report



Key Takeaways of the exercise:
* Transparency
* Collaborative--inclusive of those perceived to be wronged
* Dig deep, shine a bright light...if you don’t get the truth, 
someone else will, and that will hurt more
* Honesty in your communications to avoid greenwashing
* Proactive policies in sustainability are often a lot less 
expensive

Reputation Repair

Recall the exercise we did on reputation repair. There were 
many steps people identified to repair a company’s reputation 
once they were *even accused* of some malfeasance. 
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More Public More Personal

Benefit to consumer

MARKETING ADVANTAGE OF SUSTAINABILITY



MARKETING ADVANTAGE OF SUSTAINABILITY

THE 7 NON-NEGOTIABLE STEPS TO 
MARKETING YOUR GREEN BUSINESS

No matter what the language, marketing for green has common elements every GreenBusinessOwner should know.  

A FREE REPORT FOR MEMBERS BY GREENBUSINESSOWNER.COM

COPYRIGHT 2010

 

G R E E N  B U S I N E S S  O W N E R
Business  Services 1. Always make “it” about the customer.

2. Commit to educating the market. 
3. Know your customers.
4. Avoid unsubstantiated hype.
5. Be consistent.
6. Build relationships with your customers.
7. Recognize shades of green.

From the previous page, you can see that if you can showcase that the 
benefit of a green product is personal, a consumer is more likely to buy 
than if you make the global green case (i.e., saving the planet). The 
publication below gives seven green marketing strategies, and is 
available for free download at www.GBOGroup.com/publications/



Resources for learning about sustainable business

ecopreneurist.com

InspiredEconomist.com

greenbusinessowner.com/blog



The Sustainability Advantage
Getting Work Done



Employees
• Brand ambassadors
• Productivity
• Retention
• Satisfaction
• Recruitment

Your 
business

Employee Engagement



It’s a simple formula...

Organizations with an engaged workforce have 2.6 times the earnings per share growth 
rate compared to others in their industry with a less engaged workforce.

--Gallup

Sustainability 
is engaging

+
Engaged workers 

are happier 
workers

=

Sustainability 
drives 

productivity, 
retention and 
recruitment



EMPLOYEE MINDSET--PRODUCTIVITY

People who are positively 
inspired...for something they 
believe in...are 5,000+% more 
effective.



Why employees stay: 

• when they feel valued 
• when they feel empowered
• when they feel they have growth and career opportunities
• when they feel the company respects work/life balance
• when they feel they are doing something worthwhile

EMPLOYEE MINDSET--RETENTION

Turnover rate half the 
average for biotech 

companies
(2012: ranked world’s most 

sustainable company)



Green Jobs: How do you make your top 
ten opportunities happen? 

THE KASOCS YOUR COMPANY NEEDS:

o 76% of senior executives feel that it's important 
that leaders in their organization have KASOCs 
to respond to environmental / social issues

o 7% believe these skills are adequately taught 
in Business School or by their HR Departments

7 Sustainability Trends Every CFO Needs to Know

EMPLOYEE MINDSET--RECRUITMENT



IT’S STARTING....RECRUITING THE BEST OF THE BEST:
o Harvard, Yale, Stanford, University of Michigan, Brandeis, University of 
Virginia considered in top sustainability business programs

o Number of elective courses per business school featuring social /
environmental/ ethical content: 12 p/school in 2005, 19 p/ school in  2009

EMPLOYEE MINDSET--RECRUITMENT



Recommendations

Start with the motivated staff who 
want to bring your company into 
this new economic mindset. 

Green Teams can implement waste 
reduction programs, e-waste disposal, 
small scale energy efficiency, and other 
programs. They can also help you start 
to create a sustainability mindset among 
your employees. 

Employees are resource gatekeepers--
Green Teams can help you save $$. 



Hiring and Training Workers for the new economy

Trainings and Courses

• Certified Sustainability Professional
• Principles of green buildings & LEED prep
• Sustainable Business Advantage: Marketing and Strategy
• LEED for Healthcare
• Comprehensive Building Assessments & Energy Management
• Home Energy Survey Professional 
• Certified Green Supply Chain Professional

http://sesphawaii.com 



General contractor had “general building knowledge as a general contractor, but 
not specific green building knowledge.” Enrolled in Building Operations 
Certificate course through SESP. Also took trainings in LEED, Home Energy 
Survey Professional, and PV design and installation. 

“We are sought out by clients as a company that understands their sustainability 
and energy efficiency needs....We have also applied what we have learned to 
our own office...with great success. In comparison to my neighbors we pay the 
lowest energy bill (less than 1/3 of average) and at the same time are providing a 
comfortable, more productive work space for our employees.” 

Company has been featured in local magazines for its work in sustainability, had 
highest grossing year in last 3, and most recent building project has 37% savings 
on electricity and 50% for water for occupants. 

Case Study



Recommendations

Develop or recruit a leader.

(a “Chief Sustainability Officer”) 



Chief Sustainability Officer

Chief Sustainability Officer: role

• Drives business growth and profitability
• Align sustainability with core values and strategic vision
• Waste reduction and environmental risk management
• New “greener” products & services
• Employee programs
• Community involvement, PR, and marketing



Chief Sustainability Officer: EMC case study

• Data storage company hired Kathrin Winkler, CSO in 2008
• ’08 - ’11: 5x e-waste diversion (externalities/end of life)
• 24% reduction of GHG
• 3x student engagement
• replaced polyethylene foam with bamboo fiber
• capital savings: $120M
• operational savings: $66M
• energy consumption down 34%

Chief Sustainability Officer

http://www.emc.com/collateral/brochure/h9712-2011-emc-sustainability-report-br.pdf



Chief Sustainability Officer: desirable KASOCs

• Communications skills
• Systems thinking
• Project management
• Change management
• Resourceful
• Technical and non-technical knowledge of environmental issues
• Leadership and managerial skills
• Consensus-builder
• Innovative

Chief Sustainability Officer



Mahalo

www.GBOGroup.com 

Contact
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GBO Group
Scott Cooney, MS, MBA
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Shidler College of Business
Principal, GBO Group, Inc.
www.GBOGroup.com
(808) 312-0850
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