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Executive Summary 
 

In this Anthropocene epoch, human activity has been the impetus for our global environmental              

woes. Driven by our propensity for economic progress, environmental impacts have often taken             

a backseat in key business decisions and public policy. Such a mentality has inevitably led to                

excessive plundering of natural resources, pervasive irreversible pollution and rampant          

generation of waste. 

 

In recent years, environmental awareness has surged. Businesses have had to contend with             

stricter regulatory requirements, greater climate risks across supply chains and an evolving            

consumer landscape. The success of sustainability leaders like Natura and Nestlé has spurred             

on others to jump on the bandwagon of sustainability, though many still struggle to understand               

the value of it. 

 

In Chapter 2, we highlight how sustainability can create value for the businesses by - (1)                

establishing a competitive advantage, (2) increasing employee retention, (3) lowering operating           

costs and (4) managing operational risks. 

 

In Chapter 3, we argue that businesses still prioritise their short-term financial benefits over              

long-term sustainability goals because they fail to recognise how sustainability can potentially            

benefit their bottom line. We attribute this to 3 main issues and with each issue, we propose a                  

solution for businesses to overcome that problem. 
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To realise these benefits, businesses need to set practical and meaningful targets to work              

towards their sustainability goals. In Chapter 4, we propose a four-step “MACE” approach -              

Materiality, Approach, Context-based and Evaluation. First, businesses must identify material          

issues which affect their long-term performance. Second, corporate leaders should actively           

approach stakeholders and engage them in the goal setting process to solicit their perspectives              

and priorities. Third, businesses should set context-based goals, which considers environmental           

limits and measures their progress towards sustainability. Last, businesses should implement           

metrics with elements of environmental sustainability to comprehensively evaluate their          

environmental sustainability effort. Therefore, businesses can create value from sustainability. 

 

(300 Words) 
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1. Introduction to Sustainability
 

1.1 Definition of Sustainability 
 

In business terms, sustainability is a “business approach to creating long-term value by taking              

into consideration how a given organization operates in the ecological, social and economic             

environment” (Haanaes, 2016). 

 
1.2 A New Era 
 
With growing climate awareness (Fig 1), businesses need to adapt to stricter environmental             

regulations (Fig 2) and an evolving consumer landscape.   1

 

 

Fig 1: Photo illustrating the YouthStrike4Climate student march on April 12, 2019, which took place 

across 130 countries. (Irfan, 2019) 

1 A 2015 Nielsen report on new product innovation showed that consumers want more new products that are                  
“affordable, healthy, convenient, and environmentally friendly” (Nielsen, 2015). 
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Fig 2: Map illustrating the increase in countries that implement national environmental framework laws 

from 1992 to 2017 (United Nations Environment Programme, 2019, p. 4).  2

 

  

2 As of 2017, 176 countries worldwide have environmental framework laws that are being implemented by hundreds                 
of agencies and ministries. Legal instruments in 187 countries require environmental assessments for projects that               
impact the environment and at least fifty percent of countries adopted legislation guaranteeing access to information                
in general or environmental information in particular. (United Nations Environment Programme, 2019, p. 2) 
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Furthermore, climate risks emerge across businesses’ supply chains, causing volatility and           

disruptions.  3

 

 

Fig 3: Map illustrating the physical climate risks in the next 3 decades modelled by McKinsey (Woetzel et 

al., 2020). 

 

Sustainability has now become an imperative for businesses, with most implementing some            

sustainability governance. This strengthens their climate resilience and enhances their          4

long-term performance.  

 

3 According to McKinsey’s Climate Risk and Response Report 2020, in the absence of climate mitigation measures,                 
there will be significant environmental shifts that impact global supply chains in the next three decades. They include                  
reduced agricultural yields, increased risks of asset disruption and significant biome shifts. 
4 70% of McKinsey survey respondents say their companies have some form of sustainability governance in place                 
(Bove et al., 2017). 
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2. Long-Term Benefits of Sustainable Approach 
 

2.1 Establishing Competitive Advantage 
 

“A competitive advantage is said to be sustainable if it cannot be copied or eroded by actions 

of rivals, and is not made redundant by environment developments” (Wit & Meyer, 2001, 

p. 201). 

 

 

Fig 4: Infographic explaining Natura’s Ekos line (Natura, n.d.). 

 

Businesses can differentiate themselves from competitors by marketing themselves as          

sustainability leaders. With the rise of eco-consumerism, consumers prefer to buy products that             

align with their values. Natura’s iconic Ekos (Fig 4) is a vegan product range, which contains                5

95% natural origin ingredients and uses 100% recyclable packaging (Natura, n.d.). Its unique             

branding and product innovation target a niche market of eco-conscious consumers. With a             

strong competitive advantage over its competitors, Natura has now established itself as the             

world’s fourth largest cosmetics company.  

  

5 Nearly two-thirds of consumers across six international markets believe they “have a responsibility to purchase                
products that are good for the environment and society” — 82% in emerging markets and 42% in developed markets                   
(Whelan & Fink, 2016). 
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Beyond just marketing, businesses may be able to develop a competitive advantage through a              

unique business model, while achieving sustainability targets. Through an open innovation           

model, Natura outcompetes rivals in product innovation by crowdsourcing new ideas (Fig 5),             

emerging as a global leader in innovation. 

 

 

Fig 5: “Natura Campus” is a platform that fosters collaboration among universities, firms and 

entrepreneurs to innovate across four main innovation themes (Natura Campus, n.d.). 
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2.2 Lower Operating Costs 
 

Opportunities for value creation vary greatly among industries (Fig 6) and can be achieved by               6

lowering operating costs.  

 

 

Fig 6: Chart showing the top value-creation opportunities from sustainability over the next five years 

(Bové et al., 2017). 

 

Regardless of industry, companies creating value through sustainability primarily consider          

improving returns on capital though improved natural resource management (e.g. water           

conservation) and supply chain reforms (e.g. sustainable sourcing). 

  

6 According to Business Dictionary (n.d.), value creation is the performance of actions that increase the worth of                  
goods, services or even a business. 
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In 2009, Walmart decided to switch to a recyclable variety of cardboard, eliminating waste              

transportation costs and generating revenue from cardboard sales. (Fig 7, 8 & 9). The company               

also sells photo frames made from its polystyrene waste and recycles plastic scraps leftover              

from producing Walmart-brand diapers into material used in building new Walmart stores            

(Bhanoo, 2010). 

 

 

Fig 7: Infographic explaining Walmart’s Sustainability Plan (Walmart, 2016).  
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Fig 8: Infographic illustrating Walmart’s Waste Management Plan (Walmart, 2016). 

 

 

Fig 9: Infographic explaining Walmart’s Food Recovery Framework (Walmart, 2016).  
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2.3 Increased Employee Retention 
 

As a result of heightened environmental awareness, employees are more willing to work for              

companies that are proactive with corporate environmental and social programs (Fig 10). By             

offering sustainable practices, businesses can recruit and retain a greater talent pool. 

 

 

Fig 10: Bar chart illustrating HP Workforce Sustainability Survey 2019 results (HP, 2019, p. 20). 

 
One study found that morale was 55% better in companies with strong sustainability programs,              

compared to those with poor ones, and employee loyalty was 38% better (Whelan & Fink,               

2016). Better morale and motivation often translate into reduced absenteeism and improved            

productivity. As such, companies advocating sustainability can instil a greater sense of purpose             7

in employees, leading to higher retention rates.   

7 21st century employees are focusing more on mission, purpose, and work-life balance (Whelan & Fink, 2016). 
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2.4 Better Risk Management 
 

In an era of growing demand for sustainable products and services, good corporate governance              

and social responsibility (Bonini & Görner, 2011), limited resources and tighter regulatory            

requirements contribute to unpredictable material risks which affects both a company’s           

reputation and profits. Hence, the pursuit of sustainability helps companies to mitigate key risks              

from operational disruptions, build capacity and develop adaptive strategies.  8

  

8 An adaptive strategy emphasises continuous experimentation and real-time adjustment to manoeuvre unpredictable             
environments, associated with climate change (Boston Consulting Group, n.d.). 
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Fig 11: Infographic illustrating Nestlé Sustainable Cocoa Plan (Stones, 2015). 

 

In particular, the agriculture industry struggles with lower crop yields due to volatile weather              

conditions and increased spread of pests. In 2009, Nestlé, launched a plan to promote the use                

of sustainable cocoa to mitigate potential supply constraints (Fig 11). This consists of the              

production of 12 million stronger and more productive plants over the next ten years, training               

local farmers to adopt a sustainable approach as well as purchasing beans from farms with               

sustainable practices. 

  

 



Valuing Sustainability To Create Value | 17 

3. Barriers to Environmental Sustainability & Solutions
 

Despite being more aware of sustainability benefits, businesses are pursuing insufficient           

growth-related sustainability activities and little value creation has been achieved (Bove et al.,             

2017). Many still struggle to understand the value of sustainability, leading to the apparent              

conflict between their short-term financial needs and long-term sustainability goals. This chapter            

examines the main barriers to sustainability and proposes solutions for businesses.  
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3.1 Business Financial Decision-Making  
 

[Barrier] Given the intangible benefits of sustainability e.g. reduced energy price volatility risks             

and increased employee retention, current financial decision-making framework cannot quantify          

their returns of investments (ROI) accurately in financial terms.  

 

 

Fig 12: Diagram explaining ROI (Corporate Finance Institute, n.d.). 

 

Furthermore, business investments are evaluated by their payback periods, measured in hurdle            

rates. Sustainability-related investments, such as new technologies to reduce water usage,           9

often require longer time to generate returns and hence have longer payback periods. The              

implication is that such investments are valued to have lower ROI and are less prioritised.   

9 A hurdle rate is the minimum rate of return on a project or investment required by a manager or investor (Kenton,                      
2020). 
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3.1.1 Internal Mechanisms 
 

[Recommendation] Businesses can implement internal mechanisms to enhance business         

decision-making processes for sustainability-related investments. For instance, UPS lowers the          

hurdle rates for new fleet technologies that potentially reduces fuel usage (Perera et. al., 2013),               

whereas Diversey bundles its greenhouse gas emission projects into an integrated portfolio (Fig             

13). This lowers the risks by diversification, while presenting a reasonable ROI collectively. Such              

aggregation hence allows for more diverse projects, including high risk R&D into new             

technologies (Davies, 2011).  

 

 

Fig 13: Flow chart explaining Diversey’s portfolio development process (Davies, 2011). 
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3.2 Environmental Risks 
 

[Barrier] According to Blanco & King (2017), only 28% of companies surveyed currently             

acknowledge the financial risk of climate change in their annual reports. Of those companies,              

very few quantify the potential impact of climate change in financial terms. This implies that most                

businesses lack a thorough understanding of environmental risks across their corporate value            

chain, and the potential financial costs that may be incurred. Therefore, businesses often             10

overlook potential opportunities to mitigate these risks through sustainability-related         

investments. 

 

 

Fig 14: Bar chart showing percentage of companies describing, quantifying or modelling climate 

risk in financial reports (Blanco & King, 2017, p. 32). 

 

  

10 For instance, flooding in 2011 in Thailand, harmed 160 companies in the textile industry and halted nearly a quarter                    
of the country’s garment production, increasing global prices by 28% (Whelan & Fink, 2016). 

 



Valuing Sustainability To Create Value | 21 

3.2.1 Metrics 
 
[Recommendation] Metrics can be established to help businesses comprehensively         

understand the potential environmental risks across its value chain, especially with climate            

change. Thereby, businesses can develop sustainable strategies to mitigate risks, while           

strengthening climate resilience. 

 

 

Fig 15: Infographic explaining 7-step methodology for Kering’s EP&L (Kering, 2019). 

 

Kering S.A., home to luxury brands Gucci and Balenciaga, developed an Environmental Profit &              

Loss (EP&L) account to measure and quantify the environmental impact of its activities (Fig 15).               

This account quantifies the monetary value of environmental impacts across its supply chain,             

including carbon emissions and water consumption. This information collected guides the           

company on ways to improve its processes and enhance its sustainability strategy (Kering,             

2019). 
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3.3 Long-Term Business Strategy 
 

[Barrier] Even as businesses are more engaged in sustainability, few integrate sustainability            11

into long-term business strategy, with merely 36% of companies having a strategic approach to              

sustainability with a defined set of initiatives (Bonini & Görner, 2011). Most businesses still              

adopt a fragmented approach towards sustainability, narrowly focusing on green branding to            

maintain their corporate reputation.  12

 

 

  

11 According to Bové et al., (2017), nearly six in ten respondents say that their organizations are more engaged with                    
sustainability than they were two years ago. 
12 According to Bové et al., (2017), corporate reputation is the second most cited reason why companies address                  
sustainability. 
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Fig 16: Bar chart showing the barriers that prevent companies from capturing value from sustainability 

initiatives (Bonini & Görner, 2011). 

 

A key reason is a weak corporate sustainability culture. Bonini & Görner (2011) explains how               

employees are poorly motivated due to a “lack of incentives tied to performance on              

sustainability initiatives” (Fig 16). Furthermore, Bové et al., (2017) illustrates how employees are             

poorly engaged, with a poor understanding of their organisation’s sustainability initiatives.           13

Consequently, sustainability remains a fringe activity and businesses fail to recognise how            

sustainability creates value for the organisation.   

13 According to Bové et al., (2017), one quarter of respondents say that they don’t know how much, if anything, their                     
organizations spend on sustainability-related initiatives—and a similarly small share say sustainability’s financial            
benefits are clearly understood across their organizations. 
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3.3.1 Corporate Culture 
 
[Recommendation] As such, engagement of key stakeholders in the business is needed to             

create strong corporate culture and to generate an organisation-wide effort towards           

sustainability.  

 

 

Fig 17: Infographic showing the three interconnected strategic pillars of Mars’ Sustainable in a Generation 

Plan (Mars, 2018). 

 

To achieve its targets in the “Sustainable in a Generation” Programme (Fig 8), Mars Inc.               

focussed on building a culture of sustainability performance. Mars spent a year and a half to                

secure buy-in from its employees and worked closely with each business unit to develop a               

mutually agreeable strategy to achieve the targets (Mars, 2018). This consultation process            

helped increase employee awareness on the implication of climate change on the business and              

heighten employee motivation towards sustainability initiatives.   
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4. Goal Setting 
 

To help businesses achieve sustainability, this essay proposes a four-step “MACE” approach to             

help them set practical and meaningful targets.  

 

 
Fig 18: Infographic explaining the four-step “MACE approach”. 

 
 

4.1 Materiality 

  

Businesses must first identify issues material to them i.e. those with potential to influence              14

long-term performance of businesses. This allows them to set strategic goals which align to the               

core business strategy and create value, while making a long-lasting societal impact.            

Businesses can reference existing material, such as Global Reporting Initiative (GRI) Material            

Topics List, or conduct materiality assessments to identify sector-specific material issues (Fig            15

19 & 20).  

 

14 Materiality refers to topics that reflect the organisation’s significant economic, environmental and social impacts or                
substantively influence the assessments and decisions of stakeholders (Global Reporting Initiative, 2015). 
15 GRI Material Topics List, published in 2013, identifies sector-specific material topics across 52 industries (Global                
Reporting Initiative, 2013). 
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Fig 19: Infographic explaining PepsiCo’s three-step process for its Material Topics Assessment (PepsiCo, 

2015, p. 35). 

 

 

Fig 20: Infographic explaining the 17 material topics PepsiCo identified through its Material Topics 

Assessment (PepsiCo, 2015, p. 35).  
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Businesses can also use Life Cycle Analysis (LCA) to understand the total environmental             

impact of their products (Fig 21), thereby designing new products with improved environmental             

profiles. With it, Procter & Gamble found that U.S. households spent 3% of annual electricity               

budgets on heating water to wash clothes. This inspired them to launch new cold-water              

detergents that require 50% less energy than conventional detergents. (Whelan & Fink, 2016). 

 

 

Fig 21: Infographic explaining (a) cradle-to-grave LCA and (b) LCA Framework according to ISO 

standards (Annick & Vasilis, 2012). 
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4.2 Approach Stakeholders 
 

To shape their goals strategically, corporate leaders may solicit opinions from stakeholders            

including but not limited to shareholders, suppliers, consumers and business partners.           

Engagement with stakeholders manifests a company’s thoughtfulness in its business approach           

and may enable them to set more achievable targets through collective wisdom. In particular,              

employees should be engaged in the goal-setting process, allowing them to have a stake in               

sustainability initiatives.  
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Fig 22: Infographic explaining Woolworths’ Enterprise Risk Management Framework which includes 

actively engaging key stakeholders (Woolworths, 2019). 

 

Woolworths conducts internal training sessions on their corporate sustainability strategy for           

employees and rewards them based on contributions to the company’s sustainability efforts.            

Such practices empower employees to raise suggestions and incentivise them to contribute to             

environmental sustainability goals (O’Neill & McElroy, 2017). 
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4.3 Context-Based  
 

An emerging trend in sustainability management is context-based sustainability (CBS). CBS           

reports the sustainability performance of an organisation based on how “its impacts on             

resources compare to norms, standards and thresholds for what they would have to be in order                

to be sustainable” (McElroy, 2013). CBS proposes that organisations should set context-based            

goals, which takes into account social, economic and environmental limits. 

 

 

Fig 23: Table explaining examples of context-based goals and how they differ from science-based and 

ethics-based goals (McElroy, 2015). 
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Best practices today “identifies the end-goal for the system challenge” (O’Neill & McElroy,             16

2017). Recognising the plastic waste catastrophe globally, where only 14 percent of plastic is              

recycled, PepsiCo sets an ultimate aim of “building a world where plastics need never become               

waste”. Hence, PepsiCo strives for all packaging to be recyclable, compostable or            

biodegradable and targets a 35 percent reduction of virgin plastic content across all beverage              

brands by 2025 (PepsiCo, 2018). 

 

 
Fig 24: Diagram illustrating PepsiCo’s Sustainable Plastic Vision (PepsiCo, n.d.).  

16 O’Neill & McElroy (2017) explains that “end-goal” refers to what is needed to achieve sustainability on that social, 
economic or environmental issue. 
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4.4 Evaluation of Progress 
 

Companies can monitor the progress of their efforts on environmental sustainability through the             

use of rigorous and comprehensive metrics. Many existing models utilise the concept of Triple              

Bottom Line (TBL), an accounting framework comprising social, environmental and financial           17

aspects. 

 
Fig 25: Venn diagram explaining the Triple Bottom Line Accounting Framework - the 3Ps. (Avramenko, 

2018) 

 

 
 
  

17 The triple bottom line (TBL) is a framework or theory that recommends that companies commit to focus on social                    
and environmental concerns just as they do on profits. The TBL posits that instead of one bottom line, there should                    
be three: profit, people, and the planet. A TBL seeks to gauge a corporation's level of commitment to corporate social                    
responsibility and its impact on the environment over time. (Investopedia, n.d.) 
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4.4.1 MultiCapital Scorecard (MCS)   18

 

 
Fig 26: Sample MultiCapital Scorecard (Thomas & McElroy, 2017). 

 

  

18 Designed by Martin Thomas and Mark Elroy, MCS is the world’s first and only context-based integrated reporting                  
system that makes it possible to assess performance across all aspects of the Triple Bottom Line. 
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MCS is a context-based methodology that utilises integrated reporting on the triple bottom lines              

using a consistent set of criteria throughout. Key features of the MCS include prioritisation and               

progression scoring. Organisations can attach different weights to different aspects, based on            

how important they are (Fig 26, Column B). In areas where sustainability targets have not been                

met, MCS shows the progression towards being sustainable rather than in absolute terms (Fig              

26, Column A). This method of monitoring environmental sustainability efforts have been            19

proven successful in 3 pilot projects - New Chapter Inc., Agri-Mark Inc. and Ben & Jerry’s                

(Thomas & McElroy, 2017).  

19 Based on the hypothetical example (Fig 25), the only aspects that the organisation performed sustainably is water                  
supplies, where it achieved a maximum score of 100%. All other aspects are unsustainable, with the scores in                  
Column A indicating their progression towards (positive number) or away from (negative number) achieving              
sustainability. 
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4.4.2 Global Reporting Initiative (GRI) 
 

GRI is an international independent organisation that has pioneered the corporate sustainability            

reporting process since 1997. GRI has helped increase global corporate transparency through            

its sustainability reporting standards and multi-stakeholder network. 

 

 

Fig 27: Flowchart explaining GRI Standards for sustainability reporting (Taneva & Bergkamp, 2018). 
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Fig 28: Infographic explaining an example of GRI guidelines, Disclosure 303-3 of Environmental 

Standards (Taneva & Bergkamp, 2018). 

 

The GRI standards include 3 universal standards which are applicable to all organisations,             

namely reporting principles, general disclosures and management approach. It also comprises           

33 topic-specific standards categorised into economic, environmental and social aspects, which           

organisations can report depending on their specific “material issues”.  

 
Combination of Metrics 
 

While the GRI analysis is more comprehensive in coverage of material issues, MCS’ unique              

progression scoring is absent in GRI. Ultimately, the use of a combination of metrics more               

accurately assesses the effectiveness of environmental sustainability efforts. 

  

 



Valuing Sustainability To Create Value | 37 

5. Conclusion 
 

 

“When you are finished changing, you are finished,” declared Benjamin Franklin.  

 

In this era of environmental consciousness, businesses have to recognise that environmental            

sustainability not only makes business and economic sense, but is vital to the sustenance of the                

company.  

 

They must understand the interdependent relationship between business and environment, and           

thus adapt to the changing business landscape, by considering environmental risks and            

reviewing existing business models. To move towards sustainability, they should be transparent            

in information disclosure and realistic in goal setting, engaging key stakeholders in the process.  

 

In essence, sustainability has to be valued by the business, for sustainability to create value for                

the business. 

 

(1973 Words) 

 



Valuing Sustainability To Create Value | 38 

6. References 
 

Annick, A. & Vasilis, F. (2012). Life Cycle Assessment of Organic Photovoltaics. 

https://www.researchgate.net/publication/221929088_Life_Cycle_Assessment_of_Organ

ic_Photovoltaics 

Avramenko, E. (2018, February 01). Contribute to a better world = Be a successful company. 

Sustainability in a shared-economy startup. Medium. 

https://medium.com/@Anaiska/contribute-to-a-better-world-be-a-successful-company-su

stainability-in-a-shared-economy-startup-50cc72f2e37b 

Bhanoo, S. N. (2010, June 12). Products That Are Earth-and-Profit Friendly. NY Times. 

https://www.nytimes.com/2010/06/12/business/energy-environment/12sustain.html 

Blanco, J. L., & King, A. (2017, October). The KPMG Survey of Corporate Responsibility 

Reporting 2017 [PDF File]. 

https://assets.kpmg/content/dam/kpmg/xx/pdf/2017/10/kpmg-survey-of-corporate-respon

sibility-reporting-2017.pdf 

Bonini, S., & Görner, S. (2011, October). The business of sustainability. McKinsey & Company. 

https://www.mckinsey.com/business-functions/sustainability/our-insights/the-business-of-

sustainability-mckinsey-global-survey-results#putting 

Boston Consulting Group. (n.d.). Adaptive Strategy. 

https://www.bcg.com/publications/collections/your-strategy-needs-strategy/adaptive.aspx 

Bové, A., D’Herde, D., & Swartz, S. (2017, December). Sustainability’s deepening imprint. 

McKinsey & Company. 

https://www.mckinsey.com/business-functions/sustainability/our-insights/sustainabilitys-d

eepening-imprint 

Business Dictionary. (n.d.). Value Creation. 

http://www.businessdictionary.com/definition/value-creation.html 

  

 

https://www.researchgate.net/publication/221929088_Life_Cycle_Assessment_of_Organic_Photovoltaics
https://www.researchgate.net/publication/221929088_Life_Cycle_Assessment_of_Organic_Photovoltaics
https://medium.com/@Anaiska/contribute-to-a-better-world-be-a-successful-company-sustainability-in-a-shared-economy-startup-50cc72f2e37b
https://medium.com/@Anaiska/contribute-to-a-better-world-be-a-successful-company-sustainability-in-a-shared-economy-startup-50cc72f2e37b
https://www.nytimes.com/2010/06/12/business/energy-environment/12sustain.html
https://assets.kpmg/content/dam/kpmg/xx/pdf/2017/10/kpmg-survey-of-corporate-responsibility-reporting-2017.pdf
https://assets.kpmg/content/dam/kpmg/xx/pdf/2017/10/kpmg-survey-of-corporate-responsibility-reporting-2017.pdf
https://www.mckinsey.com/business-functions/sustainability/our-insights/the-business-of-sustainability-mckinsey-global-survey-results#putting
https://www.mckinsey.com/business-functions/sustainability/our-insights/the-business-of-sustainability-mckinsey-global-survey-results#putting
https://www.bcg.com/publications/collections/your-strategy-needs-strategy/adaptive.aspx
https://www.mckinsey.com/business-functions/sustainability/our-insights/sustainabilitys-deepening-imprint
https://www.mckinsey.com/business-functions/sustainability/our-insights/sustainabilitys-deepening-imprint
http://www.businessdictionary.com/definition/value-creation.html


Valuing Sustainability To Create Value | 39 

Chen, J. (2020, January 22). Return on Investment (ROI). Investopedia. 

https://www.investopedia.com/terms/r/returnoninvestment.asp 

Clarke, R. A., Stavins, R. N., Greeno, J. L., Bavaria, J. L., Cairncross, F., Esty, D. C., Smart, B., 

Piet, J., Wells, R. P., Gray R., Fischer, K., & Schot, J. (1994). The Challenge of Going 

Green. Harvard Business Review. https://hbr.org/1994/07/the-challenge-of-going-green 

Comere, E. (2015, August 17). Why Your Sustainability Strategy Can Be Pivotal to Employee 

Engagement. TriplePundit. 

https://www.triplepundit.com/story/2015/why-your-sustainability-strategy-can-be-pivotal-e

mployee-engagement/32561 

Corporate Finance Institute. (n.d.). ROI Formula (Return on Investment). 

https://corporatefinanceinstitute.com/resources/knowledge/finance/return-on-investment-

roi-formula/ 

Davis, J. (2011, March 7). Diversey’s Portfolio Approach Toward Sustainability ROI. GreenBiz. 

https://www.greenbiz.com/blog/2011/03/07/diverseys-portfolio-approach-toward-sustaina

bility-roi  

D’heur M. (2015, August 20). 5 companies show how to reduce cost through sustainability. 

LinkedIn. 

https://www.linkedin.com/pulse/5-companies-show-how-reduce-cost-through-michael-d-

heur 

Global Reporting Initiative. (2013). Sustainability Topics for Sectors: What do stakeholders want 

to know? [PDF File]. 

https://www.globalreporting.org/resourcelibrary/sustainability-topics.pdf 

Global Reporting Initiative. (2015). Defining Materiality: What Matters to Reporters and Investors 

[PDF File]. 

https://www.globalreporting.org/resourcelibrary/Defining-Materiality-What-Matters-to-Rep

orters-and-Investors.pdf 

GPA Consulting. (2017, August 15). Five Benefits of Being a Sustainable Business. 

https://gpaconsulting-us.com/blog/five-benefits-being-sustainable-business 

 

https://www.investopedia.com/terms/r/returnoninvestment.asp
https://hbr.org/1994/07/the-challenge-of-going-green
https://www.triplepundit.com/story/2015/why-your-sustainability-strategy-can-be-pivotal-employee-engagement/32561
https://www.triplepundit.com/story/2015/why-your-sustainability-strategy-can-be-pivotal-employee-engagement/32561
https://corporatefinanceinstitute.com/resources/knowledge/finance/return-on-investment-roi-formula/
https://corporatefinanceinstitute.com/resources/knowledge/finance/return-on-investment-roi-formula/
https://www.greenbiz.com/blog/2011/03/07/diverseys-portfolio-approach-toward-sustainability-roi
https://www.greenbiz.com/blog/2011/03/07/diverseys-portfolio-approach-toward-sustainability-roi
https://www.linkedin.com/pulse/5-companies-show-how-reduce-cost-through-michael-d-heur
https://www.linkedin.com/pulse/5-companies-show-how-reduce-cost-through-michael-d-heur
https://www.globalreporting.org/resourcelibrary/sustainability-topics.pdf
https://www.globalreporting.org/resourcelibrary/Defining-Materiality-What-Matters-to-Reporters-and-Investors.pdf
https://www.globalreporting.org/resourcelibrary/Defining-Materiality-What-Matters-to-Reporters-and-Investors.pdf
https://gpaconsulting-us.com/blog/five-benefits-being-sustainable-business


Valuing Sustainability To Create Value | 40 

Haanaes, K. (2016, November). Why all businesses should embrace sustainability. International 

Institute for Management Development. 

https://www.imd.org/research-knowledge/articles/why-all-businesses-should-embrace-su

stainability/ 

HP. (2019, April). HP Workforce Sustainability Survey Global Insights Report [PDF File]. 

https://press.ext.hp.com/content/dam/hpi/press/press-kits/2019/earth-day-2019/HP%20

Workforce%20Sustainability%20Survey.pdf 

Investopedia. (n.d.). Triple Bottom Line (TBL). 

http://www.businessdictionary.com/definition/value-creation.html 

Irfan, U. (2019, May 24). One of the largest environmental protests ever is underway. It’s led by 

children. Vox. 

https://www.vox.com/2019/5/24/18637552/youth-climate-strike-greta-thunberg 

Kenton, W. (2020, March 20). Hurdle Rate. Investopedia. 

https://www.investopedia.com/terms/h/hurdlerate.asp 

Kering. (2019, June). EP&L Methodology Paper [PDF File]. 

https://keringcorporate.dam.kering.com/m/696b4ae960166525/original/Kering-EP-L-met

hodology-and-2013-Group-results.pdf 

Mars. (2018). Sustainability In A Generation Report September 2017-2018 [PDF File]. 

https://gateway.mars.com/m/45f64dd4411a8c82/original/Mars-Sustainability-Report-Engl

ish.pdf  

McElroy, M. W. (2015, May 25). Science- vs. Context-Based Metrics – What’s the Difference? 

Sustainable Brands. 

https://sustainablebrands.com/read/new-metrics/science-vs-context-based-metrics-what-

s-the-difference 

McElroy, M. W. (2020, January). The Essence of Context-Based Sustainability [PDF File]. 

Centre For Sustainable Organisations. 

https://www.sustainableorganizations.org/Essence_of_CBS.pdf 

 

https://www.imd.org/research-knowledge/articles/why-all-businesses-should-embrace-sustainability/
https://www.imd.org/research-knowledge/articles/why-all-businesses-should-embrace-sustainability/
https://press.ext.hp.com/content/dam/hpi/press/press-kits/2019/earth-day-2019/HP%20Workforce%20Sustainability%20Survey.pdf
https://press.ext.hp.com/content/dam/hpi/press/press-kits/2019/earth-day-2019/HP%20Workforce%20Sustainability%20Survey.pdf
http://www.businessdictionary.com/definition/value-creation.html
https://www.vox.com/2019/5/24/18637552/youth-climate-strike-greta-thunberg
https://www.investopedia.com/terms/h/hurdlerate.asp
https://keringcorporate.dam.kering.com/m/696b4ae960166525/original/Kering-EP-L-methodology-and-2013-Group-results.pdf
https://keringcorporate.dam.kering.com/m/696b4ae960166525/original/Kering-EP-L-methodology-and-2013-Group-results.pdf
https://gateway.mars.com/m/45f64dd4411a8c82/original/Mars-Sustainability-Report-English.pdf
https://gateway.mars.com/m/45f64dd4411a8c82/original/Mars-Sustainability-Report-English.pdf
https://sustainablebrands.com/read/new-metrics/science-vs-context-based-metrics-what-s-the-difference
https://sustainablebrands.com/read/new-metrics/science-vs-context-based-metrics-what-s-the-difference
https://www.sustainableorganizations.org/Essence_of_CBS.pdf


Valuing Sustainability To Create Value | 41 

Natura. (n.d.). Natura 2016 Annual Report [PDF File]. 

https://www.rspo.org/acop/2017/natura-logistica-e-servios-ltda/M-GHG-Emissions-Repor

t.pdf 

Natura. (n.d.). Natura Ekos. https://www.naturabrasil.fr/en-us/about-us/our-lines/ekos 

Natura Campus. (n.d.) http://www.naturacampus.com.br/cs/naturacampus/sobre?lang=en_US 

NEF Consulting. GRI Guidelines. (n.d.). 

https://www.nefconsulting.com/our-services/evaluation-impact-assessment/prove-and-im

prove-toolkits/gri-guidelines/ 

Network for Business Sustainability. (2011, July 19). Executive Report: Measuring & Valuing 

Environmental Impacts [PDF File]. 

https://www.nbs.net/articles/executive-report-measuring-valuing-environmental-impacts 

Nielsen. (2015, June). Global New Product Innovation Survey [PDF File]. 

https://www.nielsen.com/wp-content/uploads/sites/3/2019/04/nielsen-global-new-product

-innovation-report-june-2015.pdf 

O’Neill R., & McElroy S. (2017, December 5). Targeting Value: Setting, Tracking & Integrating 

High-Impact Sustainability Goals [PDF File]. SustainAbility. 

https://sustainability.com/wp-content/uploads/2017/12/sa-es-targeting-value.pdf 

PepsiCo. (2019, September). PepsiCo Sustainability Report 2018 [PDF File]. 

https://www.pepsico.com/docs/album/sustainability-report/2018-csr/pepsico_2018_csr.p

df?sfvrsn=b23814c0_6 

PepsiCo. (n.d.). Circular Future for Packaging. 

https://www.pepsico.com/sustainability/sustainable-food-system/packaging 

Perera, A., Putt del Pino, S., Oliveira, B. (2013, February). Aligning Profit and Environmental 

Sustainability: Stories from Industry. Working Paper. World Resources Institute. 

https://www.wri.org/publication/aligning-profit-and-environmental-sustainability 

  

 

https://www.rspo.org/acop/2017/natura-logistica-e-servios-ltda/M-GHG-Emissions-Report.pdf
https://www.rspo.org/acop/2017/natura-logistica-e-servios-ltda/M-GHG-Emissions-Report.pdf
https://www.naturabrasil.fr/en-us/about-us/our-lines/ekos
http://www.naturacampus.com.br/cs/naturacampus/sobre?lang=en_US
https://www.nefconsulting.com/our-services/evaluation-impact-assessment/prove-and-improve-toolkits/gri-guidelines/
https://www.nefconsulting.com/our-services/evaluation-impact-assessment/prove-and-improve-toolkits/gri-guidelines/
https://www.nbs.net/articles/executive-report-measuring-valuing-environmental-impacts
https://www.nielsen.com/wp-content/uploads/sites/3/2019/04/nielsen-global-new-product-innovation-report-june-2015.pdf
https://www.nielsen.com/wp-content/uploads/sites/3/2019/04/nielsen-global-new-product-innovation-report-june-2015.pdf
https://sustainability.com/wp-content/uploads/2017/12/sa-es-targeting-value.pdf
https://www.pepsico.com/docs/album/sustainability-report/2018-csr/pepsico_2018_csr.pdf?sfvrsn=b23814c0_6
https://www.pepsico.com/docs/album/sustainability-report/2018-csr/pepsico_2018_csr.pdf?sfvrsn=b23814c0_6
https://www.pepsico.com/sustainability/sustainable-food-system/packaging
https://www.wri.org/publication/aligning-profit-and-environmental-sustainability


Valuing Sustainability To Create Value | 42 

Rassier, S. (2017, February 24). Tracking progress toward environmental sustainability goals. 

Boston College Centre for Corporate Citizenship. 

https://ccc.bc.edu/content/ccc/blog-home/2017/02/tracking-progress-toward-environment

al-sustainability-goals.html 

Stones, M. (2015, December 8). Nestlé reaches 100% sustainable cocoa target. 

https://www.foodmanufacture.co.uk/Article/2015/12/08/Nestle-hits-100-sustainable-coco

a-target 

Taneva, R., & Bergkamp, T. (2018, April 19). Introduction to the GRI Standards [PDF File]. 

https://www.globalreporting.org/SiteCollectionDocuments/2018/GSIP%20Webinar%201

%20Introduction%20to%20the%20GRI%20Standards.pdf 

The Beauty of Crowdsourcing. (n.d.). HBS Digital Initiative. 

https://digital.hbs.edu/platform-rctom/submission/the-beauty-of-crowdsourcing/ 

Thomas, M., & McElroy, M. W. (2017, October 25). A Better Scorecard for Your Company's 

Sustainability Efforts. 

https://hbr.org/2015/12/a-better-scorecard-for-your-companys-sustainability-efforts 

United Nations Environment Programme. (2019, January). Environmental Rule of Law: First 

Global Report [PDF File]. 

https://wedocs.unep.org/bitstream/handle/20.500.11822/27279/Environmental_rule_of_l

aw.pdf?sequence=1&isAllowed=y 

Walmart Stores. (2016). 2016 Global Responsibility Report [PDF File]. 

https://cdn.corporate.walmart.com/a4/32/d7eb7ffa416c951694eb95099953/grr-12-zero-

waste-future.pdf 

Whelan, T., Fink, C. (2016, October 21). The Comprehensive Business Case For Sustainability. 

Harvard Business Review. 

https://hbr.org/2016/10/the-comprehensive-business-case-for-sustainability  

 

https://ccc.bc.edu/content/ccc/blog-home/2017/02/tracking-progress-toward-environmental-sustainability-goals.html
https://ccc.bc.edu/content/ccc/blog-home/2017/02/tracking-progress-toward-environmental-sustainability-goals.html
https://www.foodmanufacture.co.uk/Article/2015/12/08/Nestle-hits-100-sustainable-cocoa-target
https://www.foodmanufacture.co.uk/Article/2015/12/08/Nestle-hits-100-sustainable-cocoa-target
https://www.globalreporting.org/SiteCollectionDocuments/2018/GSIP%20Webinar%201%20Introduction%20to%20the%20GRI%20Standards.pdf
https://www.globalreporting.org/SiteCollectionDocuments/2018/GSIP%20Webinar%201%20Introduction%20to%20the%20GRI%20Standards.pdf
https://digital.hbs.edu/platform-rctom/submission/the-beauty-of-crowdsourcing/
https://hbr.org/2015/12/a-better-scorecard-for-your-companys-sustainability-efforts
https://wedocs.unep.org/bitstream/handle/20.500.11822/27279/Environmental_rule_of_law.pdf?sequence=1&isAllowed=y
https://wedocs.unep.org/bitstream/handle/20.500.11822/27279/Environmental_rule_of_law.pdf?sequence=1&isAllowed=y
https://cdn.corporate.walmart.com/a4/32/d7eb7ffa416c951694eb95099953/grr-12-zero-waste-future.pdf
https://cdn.corporate.walmart.com/a4/32/d7eb7ffa416c951694eb95099953/grr-12-zero-waste-future.pdf
https://hbr.org/2016/10/the-comprehensive-business-case-for-sustainability


Valuing Sustainability To Create Value | 43 

Woetzel, J., Pinner, D., Samandari, H., Engel, H., Krishnan, M., Boland, B. & Powis C. (2020, 

January). Climate risk and response: Physical hazards and socioeconomic impacts. 

McKinsey Global Institute. 

https://www.mckinsey.com/business-functions/sustainability/our-insights/climate-risk-and

-response-physical-hazards-and-socioeconomic-impacts 

Woolworths Group. (2019). Woolworths Group 2019 Sustainability Report [PDF File]. 

https://www.woolworthsgroup.com.au/icms_docs/195583_2019-sustainability-report.pdf 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Special Thanks: 
Ooi Chu Han - Logo design. 

 

https://www.mckinsey.com/business-functions/sustainability/our-insights/climate-risk-and-response-physical-hazards-and-socioeconomic-impacts
https://www.mckinsey.com/business-functions/sustainability/our-insights/climate-risk-and-response-physical-hazards-and-socioeconomic-impacts
https://www.woolworthsgroup.com.au/icms_docs/195583_2019-sustainability-report.pdf

