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About Brightworks

Bancolombia Headquarters, Medellin, Colombia

Goyang Korea, 7,000-acre master plan

The OHSU Center for Health and Healing

• 400,000 sf medical office

• dry+wet lab, patient care facility 

• >60% energy savings

• Zero potable water for non-potable use

World’s first LEED® Platinum high rise building

• 400,000 sf medical office

• dry+wet lab, patient care facility 

• >60% energy savings

• Zero potable water for non-potable use

World’s first LEED® Platinum high rise building

SUSTAINABLE BUILT ENVIRONMENTSUSTAINABLE BUILT ENVIRONMENT
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About Brightworks
SUSTAINABILITY CAPACITY BUILDINGSUSTAINABILITY CAPACITY BUILDING

™
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About Brightworks
ORGANIZATIONAL SUSTAINABILITYORGANIZATIONAL SUSTAINABILITY

US Santa Barbara : Comprehensive Campus Sustainability Plan
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About Brightworks
CURRENT AND RECENT CLIENTSCURRENT AND RECENT CLIENTS

- - over 120 projects completed - -

o including over 90 LEED certified buildings

o Large organizational sustainability projects

o And hundreds of workshops

- - over 120 projects completed - -

o including over 90 LEED certified buildings

o Large organizational sustainability projects

o And hundreds of workshops
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Brightworks is a Registered Provider with The American Institute of 

Architects Continuing Education Systems.  Credit earned on completion of 

this program will be reported to CES Records for AIA members.  Certificates 

of Completion for non-AIA members are available on request. 

This program is registered with the AIA/CES for continuing professional 

education.  As such, it does not include content that may be deemed or 

construed to be an approval or endorsement by the AIA of any material of 

construction or any method or manner of handling, using, distributing, or 

dealing in any material or product.  Questions related to specific materials, 

methods, and services will be addressed at the conclusion of this 

presentation.  

AIA/CES
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Course Objectives

1. Develop understanding of the Value Proposition for Sustainability 

(The Business Case, and Beyond)

2. Deepen understanding of what is meant by “Sustainability”

3. Enhance ability to articulate the business benefits of green building 

and LEED from a tactical and prescriptive approach

4. Identify tools and techniques necessary to deliver an effective and 

compelling successful business case for sustainability



Sustainability 101
…or,”what does sustainability mean?”

12
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Sustainability 101
GROUP DISCUSSIONGROUP DISCUSSION

Define Sustainability
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‘The economy is wholly-owned
subsidiary of the environment”

-Ray Anderson, CEO, Interface

economy

environment

Which is the 
economy and 
which is the 
environment?

Sustainability 101
BASIC CONCEPTSBASIC CONCEPTS
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Sustainable Development is development which meets the 

needs of the present without compromising the ability of 

future generations to meet their own needs. 
World Commission on Environment and Development (The Bruntland Report 1987)

Sustainability 101
DEFINITIONSDEFINITIONS

“UN DEFINITION”
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Sustainability 101
DEFINITIONSDEFINITIONS

“People, Planet, Profit” or “Economy, Environment, Equity”

TRIPLE BOTTOM LINE (TBL)
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CRADLE TO CRADLE (C2C): Biological and Technical Nutrient Cycles

Sustainability 101
DEFINITIONSDEFINITIONS
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Sustainability 101
DEFINITIONSDEFINITIONS

...concentrations of substances extracted
from the Earth’s crust,

...concentrations of substances produced by
society,

...degradation by physical means,

...people are not subject to conditions that
systematically undermine their capacity to
meet their needs.

In a sustainable society, nature is not subject
to systematically increasing...

and, in that society...

THE NATURAL STEP: Four “System Conditions” of Sustainability
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60 miles per gallon

“40% better than code”

Recycling

Less toxics
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Zero emissions

100% renewable power

Zero waste

Zero pollution

Sustainability vs. Green

green sustainable
green

sustainable

V. ?

What’s the Difference?

SUSTAINABLE VERSUS GREENSUSTAINABLE VERSUS GREEN
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sustainable do no harm

Code Title 24, ASHRAE, CalGreen, etc.

Green LEED Certified/Silver, Green Globes, etc.

More Green LEED Gold/Platinum, etc.

Super Green Living Buildings, etc.

“h
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l th

e
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rth
”

“d
e
stro

y
 th
e
 p
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Sustainability 101
“BEYOND SUSTAINABILITY”“BEYOND SUSTAINABILITY”
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REGENERATIVE DESIGN - EXAMPLEREGENERATIVE DESIGN - EXAMPLE

Portland’s South Waterfront Redevelopment 2002

Sustainability 101
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Sustainability 101
REGENERATIVE DESIGN - EXAMPLEREGENERATIVE DESIGN - EXAMPLE

Portland’s South Waterfront Redevelopment 2010



The Sustainability Value 
Proposition

The Business Case and Beyond

23
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The Business Case
BREAKOUT EXERCISEBREAKOUT EXERCISE

INSTRUCTIONS

� Groups of 4-5

� Designate a group ‘scribe’

� Make your “most compelling argument” for sustainability

� Discuss your reactions with each other

� 25 minutes

� Then Group “Report Out”
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“more than 70 percent of survey 

respondents said that their company has 

not developed a clear business case for 

sustainability.”

Whereas 50 percent of the experts we 

surveyed said that their company had a 

compelling business case for 

sustainability, only 10 percent of the 

novices we surveyed did. Further, when 

asked about the logic underlyiing their 

organization’s investments (or lack 

thereof) in sustainability initiatives, 68 

percent of experts cited improved fi 

nancial returns compared with only 32 

percent of novices.

The Business Case
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case
THE “BUSINESS CASE SIX”THE “BUSINESS CASE SIX”

1
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3

4

5

6
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

Brand Enhancement

Cost Savings

Risk Mitigation

Asset Value Improvement

Innovation Driver

Market Opportunity

THE SIX DON’T CHANGE, BUT THEIR RELATIVE IMPORTANCE VARIES `

The Business Case

• OWNER-OCCUPIED BUILDING, OR

• MANUFACTURING COMPANY WITH

LARGE OR COSTLY WASTE STREAM

• OWNER-OCCUPIED BUILDING, OR

• MANUFACTURING COMPANY WITH

LARGE OR COSTLY WASTE STREAM

• SPEC BUILDING

• RETAIL PRODUCT VENDOR

• COMPANY IN HIGHLY COMPETITIVE

TALENT MARKET

• SPEC BUILDING

• RETAIL PRODUCT VENDOR

• COMPANY IN HIGHLY COMPETITIVE

TALENT MARKET
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Risk Mitigation Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

2

3

4

5

6

Cost Savings1

Cost Savings11 Cost Savings1
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

OHSU 

CENTER FOR HEALTH AND HEALING

Portland, Oregon

$140 million construction cost

$2 premium for sustainable features

• 5 gas-fired microturbines

• massive PV array on S. façade

• membrane bio-reactor, on-site waste 

treatement

• eco-roof

$500k SDC charge offset

$1.3m tax credits (state + federal)

$600,000 annual operating cost savings

$500k SDC charge offset

$1.3m tax credits (state + federal)

$600,000 annual operating cost savings

Cost Savings11 Cost Savings1
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Cost Savings1

LEED EBOMTM Economics 

Buildings Under 200,000 Square Feet

City State SF Cost Savings Payback (Years) ROI LEED LEVEL

Sacramento CA 68,786 $55,653 $23,000 2.42 41.33% Gold

San Francisco CA 199,487 $58,004 $17,540 3.31 30.24% Silver

Sacramento CA 75,000 $121,536 $19,295 6.30 15.88% Silver

Rancho Cordova CA 113,845 $80,133 $17,000 4.71 21.00% Silver

Irvine CA 50,000 $132,770 $50,000 2.66 37.66% Silver

Rancho Cordova CA 110,845 $67,050 $17,000 3.94 25.35% Silver

AVERAGES (multiple projects in SF)

SF Cost Savings Payback ROI

109,835 $91,899 $24,167 3.80 26.03%

*Cost includes registration, certification, and consulting fees in addition to required retrofits. 
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

425 MARKET STREET
San Francisco, CA

LEED-EBOM Gold Certified

Square Footage: 980,000

LEED-EBOM Costs: $157,130

Annual Net Savings: $105,383

Savings Per Square Foot: $0.11

Payback: 1.5 years

Return on Investment: 67%

CLOROX HEADQUARTERS

Oakland, CA

LEED-EBOM Platinum

Square Footage: 547,024

LEED-EBOM Costs: $412,358

Annual Net Savings: 

$122,190

Savings Per Square Foot: 

$0.22

Payback: 3.4 years

Return on Investment: 30%

Cost Savings11 Cost Savings1
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

“Interface began its journey to sustainability by focusing 

on the elimination of waste. At Interface, we define 

waste as anything that does not provide value to the 

customer. This includes traditional forms of waste such 

as off-quality and scrap, as well as nontraditional forms 

of waste such as overuse of materials, inventory losses, 

etc.

The cumulative avoided costs from waste elimination 

activities since 1995 are calculated to be over $433 

million…”

source: www.interfaceglobal.com

Cost Savings11 Cost Savings1
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Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

1

3

4
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Risk Mitigation22 Risk Mitigation2

Risk Mitigation2
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Risk Mitigation22 Risk Mitigation2
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Risk Mitigation22 Risk Mitigation2
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Risk Mitigation22 Risk Mitigation2
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• Coal prices have nearly tripled over the 
past five years
• Coal power plants face increasing project 
uncertainty due to carbon and siting 
concerns

• Natural gas prices have more than 
doubled during the same time period

• Nuclear industry groups estimate the next generation nuclear 
plants will not be online until 2015
• Non-nuclear generation additions of 386 GW are required prior 
to 2015 to meet anticipated U.S. electricity demand

Source: COE, Solar Energy Industry Forecast: Perspectives on U.S. Solar Market Trajectory
www.eere.energy.gov/solar/solar_america/solar@ee.doe.gov
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Risk Mitigation22 Risk Mitigation2

Source: COE, Solar Energy Industry Forecast: Perspectives on U.S. Solar Market Trajectory www.eere.energy.gov/solar/solar_america/solar@ee.doe.gov
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Risk Mitigation22 Risk Mitigation2
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Risk Mitigation22 Risk Mitigation2
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Risk Mitigation

Cost Savings

Asset Value Improvement

Market Opportunity

Brand Enhancement

The Business Case
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Innovation Driver33 Innovation Driver3
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Innovation Driver33 Innovation Driver3

“In 2005 Cisco designated the recycling group 

as a business unit, set clear objectives for it, 

and drew up a notional P&L account. As a 

result, the reuse of equipment rose from 5% in 

2004 to 45% in 2008, and Cisco’s recycling 

costs fell by 40%. 

“The unit has become a profit center that 

contributed $100 million to Cisco’s bottom 

line in 2008.”  (p.6)
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Innovation Driver33 Innovation Driver3
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver Brand Enhancement

The Business Case
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Market Opportunity44 Market Opportunity4
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Market Opportunity44 Market Opportunity4

= REQUIREMENT IN MANY MUNICIPALITIES= REQUIREMENT IN MANY MUNICIPALITIES
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Market Opportunity44 Market Opportunity4
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Market Opportunity44 Market Opportunity4

AIM Environmental Technology Program
CalPERS $600 million Environmental Technology 
Program Board targets investments in 
environmental technology solutions that are 
more efficient and less polluting than existing 
technologies…
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Risk Mitigation

Cost Savings

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Asset Value Improvement55 Asset Value Improvement5

THE COSTAR STUDYTHE COSTAR STUDY
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Asset Value Improvement55 Asset Value Improvement5

THE COSTAR STUDYTHE COSTAR STUDY
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity
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The Business Case

Asset Value Improvement55 Asset Value Improvement5
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Asset Value Improvement55 Asset Value Improvement5

Non-Green Office Buildings Sacrifice 8% in Rent Revenues
Dutch economist Nils Kok has published the most 
comprehensive statistical analysis to date on the relative 
value of green and conventional buildings. The results show 
that U.S. buildings labeled under the LEED or Energy Star 
programs charge 3% higher rent, have greater occupancy 
rates, and sell for 13% more than comparable properties. 
“Labeled buildings have effective rents [rent multiplied by 
occupancy rate] that are almost 8% higher than those of 
otherwise identical nearby non-rated buildings,” the study 
reports.
~~ Enviromental Building News 11/2010
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver
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The Business Case
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Market Opportunity

Brand Enhancement

The Business Case

Brand Enhancement66 Brand Enhancement6

“EXTERNAL” BRAND“EXTERNAL” BRAND
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Cost Savings
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The Business Case

Brand Enhancement66 Brand Enhancement6
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Brand Enhancement66 Brand Enhancement6

“INTERNAL” BRAND“INTERNAL” BRAND

To sustain high levels of performance

Requires high levels of well-being

- Peter Senge
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The Business Case

Brand Enhancement66 Brand Enhancement6
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

The Business Case

Brand Enhancement66 Brand Enhancement6

“INTERNAL” BRAND“INTERNAL” BRAND

Respondents Cited–by a Large Margin–an Improved Ima ge as the 
Principal Benefit of Addressing Sustainability
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Risk Mitigation

Cost Savings

Asset Value Improvement

Innovation Driver

Market Opportunity

Brand Enhancement

Brand Enhancement

Cost Savings

Risk Mitigation

Asset Value Improvement

Innovation Driver

Market Opportunity

THE SIX DON’T CHANGE, BUT THEIR RELATIVE IMPORTANCE VARIES

The Business Case



Beyond the Business Case
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Beyond the Business Case

� Positive change motivators (opportunity) are much m ore powerful 
than negative ones (fear). i.e. business opportunity, competitive 
advantage, helping save the earth, etc. are better messages than “if we 
don’t do this bad things will happen”.

� Sometimes large, dramatic change is easier to imple ment than 
incremental change because incremental change just doesn’t get enough 
attention in the fray of competing priorities, while dramatic change leads to 
big shifts in priorities, resource allocation, etc.

Q.: How Do People Make Decisions?
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Beyond the Business Case

Conventional change management emphasizes the importance of 
reinforcing and embedding desired changes in structures, processes, 
systems, target setting, and incentives. 

We agree with this, and it is core to our work. But, to be effective, 
these mechanisms must take into account that people don’t always 
behave rationally. In fact, they most often don’t behave rationally –
they are motivated by emotion (positively and negatively).

Q.: How Do People Make Decisions?
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Beyond the Business CaseQ.: How Do People Make Decisions?
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Beyond the Business Case

When managers and employees are asked what motivates them the 
most in their work they are equally split among five forms of impact—

1. impact on society (for instance, building the community and 
stewarding resources), 

2. impact on the customer (for example, providing superior 
service), 

3. impact on the company and its shareholders, 
4. impact on the working team (for example, creating a caring 

environment), and 
5. impact on “me” personally (my development, paycheck, and 

bonus). 

“Change leaders need to be able to tell a change story that covers all 
five things that motivate employees. In doing so, they can unleash 
tremendous amounts of energy that would otherwise remain latent in 
the organization.”

Q.: How Do People Make Decisions?
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Beyond the Business CaseWhere is the LEVERAGE?

Technical | Tactical

Personal | Organizational
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Beyond the Business Case
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“…2009 was tied for the second warmest year 
in the modern record, a new NASA analysis of 
global surface temperature shows. 

…in the Southern Hemisphere, 2009 was the 
warmest year since modern records began in 
1880.

…when we average temperature over five or 
ten years to minimize that variability, we find 
that global warming is continuing 
unabated,“said James Hansen, the director of 
GISS

Global Ecological Crises

Beyond the Business Case

The Ethical Case = 

“We CAN make a difference, 

therefore we MUST try”

The Ethical Case = 

“We CAN make a difference, 

therefore we MUST try”
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The Sustainability Value Proposition 
=

The Business Case
+

The Ethical Case

67

The Big Picture
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Resources

NEED LINK !!!

McKinsey, Irrational Side of Change Management

www.mitsmr-ezine.com/busofsustainability/2009

MIT Slone Rerport : The Business of Sustianability

hbr.org/2009/09/why-sustainability-is-now-the-key-driver-of-innovation/ar/1

HRB: Sustainability as A Key Driver of Innovation

www.costar.com/josre/doesGreenPayOff.htm

CoStar Report: Value of Green Building

www.fastcompany.com/node/52717/print

Fast Company, Change or Die:

ARTICLES

SUSTAINABILITY FRAMEWORKS

en.wikipedia.org/wiki/Sustainability

General Sustainability

en.wikipedia.org/wiki/Triple_bottom_line

Triple Bottom Line

www.mcdonough.com/cradle_to_cradle.htm

Cradle to Cradle

www.naturalstep.org/

The Natural Step



Questions/Comments?



Thank You

Scott Lewis
Brightworks

www.brightworks.net


