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ABOUT CIRCLE
ENVIRONMENTAL
SOLUTIONS

Circle is a sustainability consulting firm based in Ottawa, Canada. We
help businesses understand and reduce their environmental impacts.
We also help our clients develop sustainability strategies,
communicate effectively to their stakeholders, implement
Environmental Management Systems, and more. 

Who We Are

If you are interested in successfully implementing this business case
and/or sustainability in your organization, please reach out! 

Contact Us

CEO
lucas@circleenv.com
514 966 4104

Lucas Fraser
COO
john@circleenv.com
514 571 8816 

John Fragos

https://www.circleenv.com/
https://www.circleenv.com/
https://www.circleenv.com/contact
https://www.circleenv.com/team/lucas-fraser
https://www.circleenv.com/team/john-fragos


We Have Entered The Climate Decade

INTRODUCTION

There has never been more
pressure from customers,
investors, or employees to
integrate sustainability
into your business strategy. 
 
Traditionally, the process of
understanding and reducing your
businesses environmental
impacts has been costly, complex,
time-consuming, and resource
intensive. Circle was founded to
address this problem. We believe
businesses can be a driving force
in the sustainability revolution,
and we constantly strive to
simplify the process of measuring
and reducing environmental
impacts.

This document is for anyone
who thinks their organization
could more effectively integrate
sustainability. You may be on an
existing green committee, starting
your own grassroots movement,
demonstrating some success, or
even on the sustainability team,
but you believe there is more to
be done. The objective of this
guide is to help you speak the
language of your leadership
teams so you can get the
resources and support you need
to fundamentally reduce your
organization’s environmental
footprint.

BUS INESS  CASE  FOR  SUSTA INAB I L I TY PAGE  02

Hav i ng  consu l ted  count l ess  bus i nesses  j us t
l i ke  you rs ,  we  can  say  w i th  ce r ta i n ty  tha t ,

even  w i th  mora l i t y  as ide ,  sus ta inab i l i t y  i s  a
ne t  bene f i t  t o  bus iness .

https://www.circleenv.com/


QUICK
FIGURES

$100+ T
Over $100 Trillion in assets under management are
committed to the PRI, TCFD, and other sustainable
investing and ESG frameworks. 

55%
increase in morale among companies with strong
sustainability programs. Employee loyalty was 38%
better. Turnover, absenteeism, and burnout were
reduced by 25-50%.

16%
more productive than companies without
environmental standards and practices.
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https://www.unpri.org/
https://www.fsb-tcfd.org/
https://www.circleenv.com/


HUMAN  RESOURCES
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Studies suggest that companies with environmental standards are 16%+
more productive than those without integrated standards (Gartner)
Morale among employees within companies with strong sustainability
programs increased by 55% and employee loyalty was 38% better; thereby
reducing turnover, absenteeism and burnout by 25% to 50% (HBR)
Forbes estimates that the ensuing decrease in turnover results in cost
replacement savings equivalent to 90% to 200% on the average employee’s
annual salary (SHRM)

The Stats

“A company is just a group of people
working toward a common goal.”

                                           - Elon Musk

There are many elements of the business case for sustainability, but
perhaps the most compelling is that having sustainability programs
significantly increases employee engagement and retention, and
decreases absenteeism, burnout, and turnover.

Articulating a “nobler mission” for a company is a big motivator for
employees and a powerful weapon in the war for talent. Recruiting new
employees is also made easier by adopting sustainability (HBR).
 
This is just a taste of the upside that arises when companies
successfully develop and implement sustainability strategies.
Employees want to work for a company that aligns with their values. By
investing time and resources in sustainability, you are demonstrating to
your employees that you have a commitment to more than the bottom
line – which in turn strengthens the bottom line.

https://www.gartner.com/smarterwithgartner/category/human-resources/
https://hbr.org/2016/10/the-comprehensive-business-case-for-sustainability
https://www.shrm.org/hr-today/trends-and-forecasting/special-reports-and-expert-views/Documents/Retaining-Talent.pdf
https://hbr.org/2013/05/sustainability-matters-in-the
https://www.circleenv.com/
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INVESTORS
& FINANCE
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More than half of global asset owners are currently
implementing or evaluating ESG considerations in their
investment strategy (HBR). With a developed sustainability
strategy and excellent ESG disclosures, your business can
become a beacon for these growing portfolios. 
 
By publicly disclosing your sustainability strategy, efforts,
and metrics, you become a much more attractive
investment. It demonstrates that you have a comprehensive
risk assessment program and that you are a well-managed,
forward-thinking business.

“The impression among business leaders is
that ESG just hasn’t gone mainstream in

the investment community.
That perception is outdated.”

                       - Harvard Business Review

https://hbr.org/2019/05/the-investor-revolution
https://hbr.org/2019/05/the-investor-revolution
https://www.circleenv.com/


“2020 is increasingly
looking like it may be
the ‘t ipping point’  year
for ESG investing.”
- Adena Friedman
   CEO, Nasdaq

Access  ESG  Investors

Environmental & Social Governance (ESG)
assets under management are growing at
~40% per year (GSIA)
More than half of global asset owners are
currently implementing or evaluating ESG
considerations in their investment strategy
(HBR)
As of writing this, the PRI has $86T in AUM
from 2372 signatories and the TCFD has $11T
from 930 signatories

More  Stats

Effective ESG Practices can reduce the cost
of debt by 40-45 points (CD)
In 2018, Bank of America Merrill Lynch found
that firms with a better ESG record than their
peers produced higher three-year returns,
were more likely to become high-quality
stocks, were less likely to have large price
declines, and were less likely to go bankrupt
(HBR)
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http://www.gsi-alliance.org/wp-content/uploads/2019/03/GSIR_Review2018.3.28.pdf?utm_source=The+IIG+Community&utm_campaign=60a39c9e1c-EMAIL_CAMPAIGN_11_30_2018_11_56_COPY_01&utm_medium=email&utm_term=0_4b03177e81-60a39c9e1c-71997937
https://hbr.org/2019/05/the-investor-revolution
https://www.communitybusiness.org/latest-news-publications/unlocking-value-sustainability
https://hbr.org/2019/05/the-investor-revolution
https://www.circleenv.com/


“This is the biggest business
opportunity  in the history of
the world”
Al Gore, Former US Vice President
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MARKETING
& SALES

20%
possible increase in sales revenue due to corporate
responsibility practices (HBR)
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The  Stats

Consumers are 50% more likely to switch brands to
a purpose-driven company (CONE)
76% of Americans say supporting companies that
are addressing social and environmental issues
helps them feel they are doing their part (CONE)
79% would be more loyal to a purpose driven
company (CONE)
70% would be proud to be associated with a
purpose-driven company (CONE)

The marketing advantages of sustainable products
have long been known, and are continuing to get
stronger. 87% of customers are concerned about the
environmental and social impacts of the products
they buy and 54% are willing to pay a premium for
products that are sustainably manufactured
(McKinsey).

https://hbr.org/2016/10/the-comprehensive-business-case-for-sustainability
https://www.conecomm.com/research
https://www.conecomm.com/research
https://www.conecomm.com/research
https://www.conecomm.com/research
https://ssir.org/articles/entry/cultivating_the_green_consumer


RETURN ON
INVESTMENT (ROI)
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Corporations that are actively managing and planning for climate
change secure an 18% higher ROI than companies that aren’t – and 67%
higher than companies who refuse to disclose their emissions (Guardian)
Companies engaged in cost saving measures through environmentally-
pioneered enhancements see, on average, a 27% to 80% internal return on
their low carbon investments (CLG)
80% of companies managing reputation for sustainability are
outperforming their direct competitors (McKinsey)

The Stats

Companies that invest in sustainability generate consistently high
returns. This occurs for a variety of reasons, including but not limited
to discovered efficiencies, reduced risks, and higher sales. 

https://www.theguardian.com/sustainable-business/2014/sep/23/business-companies-profit-cdp-report-climate-change-sustainability
https://www.corporateleadersgroup.com/reports-evidence-and-insights/publications/publications-pdfs/we-mean-business-the-climate-has-changed.pdf
https://www.mckinsey.com/business-functions/sustainability/our-insights/the-business-of-sustainability-mckinsey-global-survey-results


RISK MITIGATION
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Supply  Chain  Risk

As climate change increases the frequency and severity of extreme
weather events and unexpected changes, your supply chain is likely
exposed to risks. The primary risk is to continuity of business, but may
also include commodity price changes or shortages, power or resource
shortages, or other risks. 

Reputational  Risk

As more of the global governments and businesses take action on
sustainability and climate change, a business that neglects to act
will face reputational risks. Consumers are voting with their wallets,
and companies with no sustainability strategy risk being left behind.

Opportunity  Cost

One of the most critical risks is that by the time you act, it is already
too late. The market is placing a premium on sustainable businesses,
but by the time the majority has joined the movement, the premium
will have dissolved. 



Nike's Flyknit l ine, a $1 bi l l ion dollar success story,  
not only caused Nike’s net income to spike by
40% in the three months after it  was released but
also helped to reduce waste by 80%  compared with
regular footwear.

Business of Fashion
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Unilever's most sustainable brands grew
46% faster than the rest of the business and
delivered 70% of its turnover growth.

Unilever News

IKEA’s Sustainable Life at Home range -
items which enable customers to save
energy, water,  waste and money - has
generated €1.7 bi l l ion for the company.

Ikea Sustainability Report

QUICK  CASES

https://www.circleenv.com/
https://www.businessoffashion.com/articles/news-analysis/nike-profit-tops-analysts-estimates-as-new-products-help-sales
https://www.unilever.com/news/Press-releases/2018/unilevers-sustainable-living-plan-continues-to-fuel-growth.html
https://preview.thenewsmarket.com/Previews/IKEA/DocumentAssets/535135.pdf

