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Introduction
Sustainable business and corporate social impact are ever-increasingly becoming necessary
mechanisms to achieve the goals of a sustainable future tomorrow, today. With the release of the
United Nations ‘Agenda 2030’, 17 Sustainability Development Goals were created to highlight a
robust interpretation of the needs that must be met to ensure a prosperous future for mankind.
The following report is born from these notions; sustainability, the importance of empowering the
world to create impact and the future of business as a mechanism to achieve these goals. What is
hoped to be achieved by the authors of this paper is to allow the reader to obtain a
comprehensive understanding of the many facets and intricacies that sustainability has on the
impact of sustainable business.
Each author has contributed an individual piece, reflective of their line of passion, interest and
expertise - all in the aim of inspiring others to join them on their journeys as they work to create a
sustainable future.
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Understanding and Defining ‘Sustainability’
BY PETE FREEMAN

Despite the burgeoning importance of the concept of sustainability, interpreting this concept
within the framework of business and trade has merited ongoing conversation. The significance of
models and theories of sustainability often undergoes nuanced shifts when applied to for- and
non-profit contexts, civil society and the nonprofit sector. By framing this section on sustainable
business in a conversation around the meanings of “sustainability” will allow a more textured
analysis of the many ways that usinesses may act sustainably. Moreover, considering various
definitions of “sustainability” complexify otherwise superficial conversations about how to avoid
resource depletion and the ways in which this contributes toward balance. Adding layers to the
ways in which business ventures may operate, govern, and produce sustainably allows for more
helpful understandings of how business may strategically orient toward systems, structures,
resources, and relationships.
While there exist at least hundreds of particular definitions for “sustainability,” a comprehensive
overview and comparative analysis are beyond the scope of this report. Instead, this section will
offer a few guiding definitions of “sustainability,” exploring the differences and applicability for
business practices from youth perspectives.
Set forth in its 1987 Brundtland Report, one of the more commonly employed definitions of
sustainability is crafted by the United Nations World Commission on Environment and
Development (UN WCED). Sustainability, according to this UN Report, is that which “meets the
needs of the present without compromising the ability of future generations to meet their own
needs”.1 This definition employs the language of “need-meeting” in conjunction with temporal
concerns about equitable sharing of sufficient resources or need-meeting things for present and
future generations. Inherent in this definition is an economic framing of the concern. Put another
way, this definition places a premium on “intergenerational equity”.2

1

Brundtland United Nations Commission, Our Common Future, Oxford University Press,

New York (1987); For a brief overview of this definition’s subsequent trajectory and crosssector influence, see p. 2 of Robert Vos’ article “Defining Sustainability: A Conceptual
Orientation”.
2

Vos, R.O., 2007, Defining Sustainability: A Conceptual Orientation, Journal of Chemical

Technology & Biotechnology: International Research in Process, Environmental & Clean
Technology, vol. 82, no. 4, pp. 334-339.
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Though fairly well accepted across different countries and various sectors, some have sought to
challenge or nuance the UN’s conception of sustainability. In response, the UN has sought to
expand this definition to speak to non-economic perspectives such as education, health, and
well-being as they relate to the natural world. But how to bridge the apparent theoretical gap
between culture and nature?
US

American environmentalist Paul Hawken

engages this

question

in his

relational

conceptualization of sustainability. Hawken argues that “Sustainability is about stabilizing the
currently disruptive relationship between earth’s two most complex systems—human culture and
the living world.”3 Hawken’s definition emphasizes the restoration of a fractured relationship,
naming “human culture” and “the living world” as the two parties in this relatedness. In his
definition, Hawken names the problem, offers an analysis of it, and provides a solution. Curiously,
Hawken’s definition places a premium on neither the well-being of humans over the natural world,
or vice versa. Instead, Hawken emphasizes the relationship between the two, suggesting that
collective well-being is given by relatedness.
Offering a more human-centered perspective, the International Union for Conservation of Nature
(IUCN), the United Nations Environment Program (UNEP), and the World Wide Fund for Nature
(WWF) provide an explicitly ecological definition of sustainability. They define sustainability as “the
capacity to improve the quality of human life while living within the carrying capacity of the Earth’s
supporting eco-systems.”4 This definition adopts an ecological framework -- emphasizing the
necessity to live within Earth’s carrying capacity -- that is human-centric. That is, this shared
definition fronts the importance of improving human quality of life insofar as it can be done
without surpassing planetary capacity and causing environmental degradation.
The above three definitions span economic, relational, and ecological perspectives. One centered
human

well-being

in

its

conceptualization,

while

another

emphasized

the

relational,

interconnectedness between life and non-life. Still another left the question of “For whom?” in the
background while placing need-meeting in the present and future in the foreground. For
businesses, interrogating which foci are preferred and most align with organizational vision is
critical. Balancing ethical, commercial, and brand considerations in this interrogation will fall upon
3

Hawken, Paul, Blessed Unrest: How the Largest Movement in the World Came into Being

and Why No One Saw it Coming, (New York: Viking, 2007), 172.
4

IUCN/UNEP/WWF, Caring for the Earth: A Strategy for Sustainable Living (Gland,

Switzerland: 1991).
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each organization as a critical task. As mentioned at the beginning of this section, this balancing
act will see the significance of theories and models of sustainability undergo nuanced pulls and
pushes, shifts and transformations. The authors of this report will give further voice to these
considerations throughout this section.
Present in most definitions of sustainability are a few common assumptions. One assumption is
the interconnectedness of ecology with economy and society. Though various interpretations and
presuppositions concerning how economy and society ought to be conceptualized in conjunction
with ecology -- and which interconnections may show up as more important or relevant in a given
organizational context than another -- are important to put into conversation with each other, this
synthesis is beyond the scope of this report. A second assumption tacit in most definitions of
sustainability is that the environment needs to be repaired, saved, or fixed. While this assumption
superficially seems patently true, a closer examination may reveal an alternative interpretation. By
problematically framing the object of brokenness as the Earth instead of human practices,
systems, structures, and relationships, many definitions conceal the need for a restructuring of
human relations and activities for the environment. Instead of operating from an other-oriented
giving or healing perspective, the majority of definitions of sustainability frame the concern along
the lines of how can we rehabilitate our environment so it can better function for our well-being?
Moving beyond definition differences and commonalities, the remainder of this section explores
the meanings of sustainable businesses. As sustainability relates to business, critical guiding
questions will include “What is being sustained?”, “For whom are we sustaining?” “What
community and organizational narratives are necessary to frame and guide our efforts in
sustainable business? “What resources, relationships, systems, and structures are necessary to
produce, reinforce, and reproduce the preferred narratives guiding sustainable business?”
Couching business in the above-outlined conceptualizations of “sustainability” will be helpful in
better understanding the myriad ways in which business organizations may lean into
sustainability. In what follows, delegates to the United Nations UNCTAD Youth Network will share
perspectives, analyses, and questions; pose problems, problematics, and solutions; and disclose
helpful frameworks and poignant insights on behalf of youth worldwide concerning sustainability
as it relates to business, trade, and development.
This section has introduced definitions of sustainability, examined differences and similarities in
scope and concern, outlined the direction and scope of the following “Sustainable Business”
subsections, and presented guiding questions. In doing so, we have attempted to give the reader
a roadmap of what is to come couched in helpful context regarding disputed definitions and
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competing conceptualizations of “sustainability.” The next section will offer youth analyses
regarding sustainable businesses.
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Ownership Over Impact: Sustainable Business and The
Value of Empowering the Indirect Bystander
BY BEAU ARNFIELD

Impactful change. We all want it, the world needs it, yet there only seems to be few of us who
champion it. This isn’t because others don’t want to create change, nor is it due to an inherent
lack of care or understanding, oftentimes it is simply because a vast majority of us seem to
always revert to the old saying, “someone should do something about that”. To those who pose
this question I simply ask this, “why is it that you are waiting for someone else?”. Let’s reimagine
this scenario, except, let’s engage the disengaged and empower the disempowered. How
much more positive change could the world see? How much more could we all accomplish
together? The answer: a lot more than we are now. So one question still remains; what is the
solution to this?

What I seek to achieve in writing this piece is to challenge you. I want to challenge the way you
see your impact and show you that you don’t have to be the ‘next big thing’ to create big value,
that it is the collaborative actions of many that forge the fiercest of passions for making a
difference and that one way to drive this passion is to create the catalyst that will do so. And that
catalyst, in my opinion, is by providing those resting on the fringe of activism ‘ownership over
[their] impact’ by allowing those who perceivably feel ‘disengaged’ or ‘disempowered’
ownership over the value they are, and could be, creating. To do this, however, it is necessary
that we revolutionise the way we create ‘sustainable businesses’. No longer should companies
and corporates alike preach corporate social responsibility (CSR) through targeted marketing
tactics, but rather bolster transparency, adopt authenticity and ultimately provide people with the
knowledge that their (perceivably) small contribution is in fact creating real, tangible change.
Doing so has the potential to rid of the ‘disengaged bystander’ and inspire the countless change
makers who are currently waiting in the shadows, waiting for their time to shine. Sustainability is
indeed the goal, but having a sustainable flow of scalable impact derived from the collaborative
efforts of many is the fuel necessary to conquer the greatest of challenges our world faces
today.

To begin to understand my proposition and truly identify the power the indirect bystander has it
is first necessary to understand what these terms mean. The concept of a bystander, and
consequentially ‘Bystander Syndrome’ (also commonly referred to as Genovese Syndrome) was
first popularised by social psychologists Bibb Latané and John Darley in 1964 after the murder
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of Kitty Genovese.5 The phenomenon suggests that if a group of people are privy to an event
(or social epidemic for that matter) there is often a ‘diffusion of responsibility’6 that occurs,
resulting in a high rate of inaction.

A strong example of the bystander mentality is often found when dealing with the crisis of
homelessness. How many times have you walked past someone on the streets in your city, in
your town, and thought about doing something but never acted upon those instincts? You were
probably thinking that someone else would do something, that your intervention wasn’t required,
that your impact wouldn’t be necessary or even matter. Whether we like it or not, this behaviour
occurs far more often than most of us like to admit. Currently, a large number of companies that
work towards sustainable impact champion those who are willing to take the leap and be the
person who walks up to that someone living on the streets, those who begin the hard
conversations and start to create action based on what they have seen or what they are privy to.

Don’t get me wrong, this is great and it is this form of intervention that ignites discussions and
oftentimes proves to be the catalyst for bigger impact, however, what about the person that
wants to help but doesn’t have the resources (tangible or intangible) to create something as
large scale as the person who approached the issue firsthand? Why should they not be valued
just as much? You see, it’s the people who donate, who contribute from behind the computer
screen or via a survey who want to help but oftentimes don’t know the best way to do so.
Oftentimes they try to help but the company they support doesn’t provide a robust way to show
the value of their impact; it simply stops at the ‘thanks for your contribution’ screen and doesn’t
provide any ownership nor influence a strong sense of pride to do more, and quite often the
power of their impact isn’t resonated through what the company preaches their dollar will do. In
turn, this often inspires and creates uncertainty, leading to disempowerment of the potential
change-makers the world so desperately needs and oftentimes fails to foster the passion or
empowerment that a person’s small (but crucial) contribution can have.

This is why the indirect bystander needs ownership over their impact so they too can realise
the actual potential their impact can create and the importance of their (perceivably) small
contribution. The concept of ‘ownership’ and the power it has in ‘today’s understanding of
business’ is widely discussed; yet why can’t these principles apply to create the sustainability
metrics corporates and companies alike so desperately need? As is explained by psychologist

5

https://www.psychologytoday.com/au/basics/bystander-effect.

6

https://www.psychologytoday.com/au/basics/bystander-effect.
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Dr Shahram Heshmat,7 part of human nature is our innate instinct to develop ‘attachment to
things, we don’t like to lose things that we own’.8 In this sense he also emphasises that
‘ownership is not limited to material things’,9 it can also apply to the impact one has by simple
actions. The concept of ownership in business is often referred to as the ‘endowment effect’10
and is used as a metric to understand behaviours of the company’s customers towards the
ownership over something the company provides. This is widely used in the financial
psychology metrics of products or services an organisation offers, so why cant these learnings
and understandings also be integrated and utilised for sustainable impact? A key concept of the
endowment theory is the understanding of ‘loss aversion’,11 and the fact that the importance of
ownership is oftentimes emphasised by the fear of losing something. As it currently stands, with
lack of sustainable impact metrics and ‘ownership’ over change, what are people (the indirect
bystanders and those who want to help but don’t know how) ‘losing’? This lack of empowerment
by companies and businesses in the traditional sense is only inspiring one thing, and that is the
encouragement of those to revert to the saying, “someone should do something about that”. The
paradox of uncertainty and helplessness in a crisis climate ensues, and this needs to stop. This
is why it is vital we create system that provide ownership over impact and place the power back
into the hands of the people.

Imagine a world where everyone was empowered to do good. Where even the smallest of
positive contributions done within the collaboration of many where valued just as much as the
large contributions championed by few. We would inherently create a society where doing good
was seen as the norm and those who may feel marginalised by their inability to maybe provide
as much as others were still valued the same and become champions for change in their own
right. To be sustainable is to maintain the ability to provide output at a certain rate. As we move
towards a society where sustainability becomes an integral part of the fabric of what we
currently know as business sustainable metrics, ownership over impact and empowerment are
ever-increasingly becoming vital. There are so many of us that want to do good and create
impact, we just need the support and reassurance that our contributions (whether big or small)
7

https://www.psychologytoday.com/us/blog/science-choice/201506/how-the-ownership-

something-increases-our-valuations.
8

Ibid.

9

Ibid.

10

Ericson, K M M, Fuster, A, 2014, ‘The Endowment Effect’, Annual Review of Economics

Journal, vol. 6, pp. 555-579, <https://www.annualreviews.org/doi/full/10.1146/annurev-economics-080213-041320>.
11

Kahneman D, Tversky A, 1979, ‘Proespect Theory: An Analysis of Decision Under Risk’,

Econometrica, vol. 47, no. 2, pp. 263-291.
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are actually creating change. Ownership over impact is essential, let’s empower the
disempowered, engage the disengaged and build a global community of change makers that
are proud, collaborative and motivated to continue to do more - whether big or small.
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Keys for a Successful Sustainable Business Model
Canvas
BY DANIELE GUADAGNOLO

Introduction
The goal of a sustainable business model is to create an economic value in order to have a benefit
both under the socio-environmental aspect.
It is without double that it’s harder, for any kind of business, to generate a profit following the
rules of sustainability instead of taking shortcuts. Customers are happy, the firm flourish,
everything is perfect, right? Not exactly.
Customers are becoming more and more interested in sustainability.
Right now, on the global market, what really matter is the ethical and sustainable attitude of the
goods. People prefer to buy an ethical good instead of a common one, even if it is more
expensive, because it generates a sense of accomplishment.
“Buying this good you are doing something great, you are saving the earth”, this is what,
according to the consumer behaviour, people believe when they buy something ethic.
This is why all the global firms should switch to business models based on sustainability. It
refreshes the images of the company, augments brand awareness among customers and
provides even a better return on investment (ROI). It is a win-win situation.
One of the greatest issues with that proposal is that, in most cases, CFOs or board management
people in general, seem not understanding it.
We can arrange meetings and talk about sustainable development goals, how to tackle climate
change, loss of biodiversity, and other huge issues that afflict the whole world. We can try to
convince people that reducing carbon emissions is important, and nothing of this seems relevant
to their businesses.
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The Importance of Understanding
Having a full knowledge of business models is the best way to understand the language of the
business industry.
In this specific case, we will get through the Sustainable Business Model Canvas.12 A version of
the Alexander Osterwalder’s Business Model Canvas applicated to sustainable businesses.
We will analyse each sector in order to generate a better understanding of it, allowing us to
present our ideas in the best possible way, to start businesses, get funds and have a real impact
on our reality.
A sustainable business model is based on nine key points, pooled in four categories:
1.  

Value Proposition – Customer Segments – Channels – Customer Relationships

2.  

Key Partners – Key Activities – Key Resources

3.  

Cost Structure – Revenue Streams

4.  

Eco-Social Costs – Eco-Social Benefits

Value Proposition - Customer Segments - Channels - Customer Relationships
The value proposition summarises one of the main concepts of a firm and its goods/services:
“why the customers should buy your product?”
In order to explain this, we move to the second step of this business model: customer segments.
“which category of consumers will be more inclined to buy your goods?”
Various sets of customers are segmented based on their needs and characteristics; From mass
markets to niches, passing through engineering departments and the finance sector.

12

http://www.ecommerce-digest.com/strategic-management.html; http://blutribe.com/11-steps-to-creating-a-sustainable-

business-model-that-works/; https://www.cleverism.com/key-activities-block-business-model-canvas/;

https://www.case-ka.eu/knowledge-platform/support/sustainable-business-modelcanvas/.
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Channel is the way in which your firm will be able to deliver your products or services to your
designed customer segments.
Last but not least, customer relationship describes how you keep in contact and engage with your
customers. It includes assistance post selling, social media, customer care and, in general, all the
communications between your business and your customers.

Key Partners - Key Activities - Key Resources
Key partners, also called key partnerships, are the kind of deals that will help your business to
become successful. It is a mutual agreement between two or more parts in order to work together
and accomplish a common goal.
Before creating a partnership, it is important to keep in mind few principles:
1.  

Define expectations: it is better to be clear since the beginning, otherwise the risk of
failure increases.

2.  

Impact on your field of expertise: do you want to act locally or internationally? Are you
sure that your customers will react positively to it? These are only few examples, what
really counts is to create a win-win situation.

3.  

Risk evaluation: according to your goals and your financial situation, is this partnership
worth?

Key activities are all the actions and processes that you implement in order to create an added
value.
In this specific business model, a key activity is customer care. It increases the awareness of the
brand and keep the customers closer. It also enhances the chances to increase the “sustainable
effect” on your market.
Key resources are all the means required to execute a strategy and, also, to contribute to the
creation of an added value.
Those can be categorised in:
1.  

Physical: buildings., machines, vehicles and similar.
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2.  

Human: skilled employees and, in general, smart coworkers.

3.  

Intellectual: copyright, partnerships, data.

4.  

Financial: lines of credit, stock options, cash.

Cost Structure - Revenue Streams
Cost structure summarises all the costs behind the business while, on the other hand, revenue
streams summarises the cash generated from all the customer segments.
Having a clear view of these two aspects if fundamental in order to have a clear picture of your
future business and to fix potential issues that, at this point of the business model, could affect it.
Eco-social Costs - Eco-social Benefits
Eco-social costs answers to three questions:
•  

What ecological / social costs is this business model causing?

•  

Which key resources are non-renewable?

•  

Which key activities use a lot of resources?

While, on the other hand, eco-social benefits answers to:
•  

What ecological / social costs is this business model causing?

•  

Who are the beneficiaries? Are they potential customers?

•  

Is it possible to transform the benefits into a value proposition?

Conclusions
Creating a business from zero is not easy. It has a lot of variables and issues that cannot be
summarised in a business model. The ability of an entrepreneur that aims to create a sustainable
business model is to improvise solutions, adapt them according to his needs and fix the issue.
Even if it requires an extra effort.
The goal of is model is to create solid businesses aimed not only to create profit, bus maily to
create a social impact. This is why having a basic knowledge of it could make the difference.

Page 17

(Sustainable) Businesses: Now and Then
BY KANIKA SAHIJWANI

There are various ways to define what is ‘sustainable’ while it is certain that the definition of
‘business’ is indisputable-it refers to a commercial activity that is profitable. For the scope of this
paper, let us set precedence over referring to ‘Sustainable development’ as “the development
that meets the needs of the present without compromising the ability of future generations to
meet their own needs.”13 History is resplendent with anecdotes and fables that preach learning
from one’s mistakes from the past, saving now to experience comfort later and planning for the
future. It becomes imperative to note that while enough emphasis is laid on erudition of history, its
application in our day to day lives is what creates a difference. Are businesses today sustainable?
Are businesses striving for sustainability? Are the future stakeholders being trained to meet the
unseen challenges the future beholds? Is populace ready to embrace problems with tangible and
intangible solutions when the creators and contributors of the same cannot hold back from
eradicating its very cause? These are some of the questions that should be kept in mind while
analyzing businesses now and then.
History has taught us that time and again businesses have been warned to “be responsible for
their actions”. Issues such as Climate Change, Gender Inequality, Unemployment, Food Security
amongst many others have been in discussion since time immemorial while they continue to
affect the present and haunt the future. What, then, are the root causes of these problems and
why aren’t these very roots destroyed? Realizing that commercial activities have often been called
out or emerged as ‘solutions to existing problems’ becomes the very question we must ask to
ourselves repeatedly- How far is this solution to an existing problem viable when it births five
more evils that put the future in grave danger? Learning from the past becomes meaningless
when it finds no real value in applying that knowledge to the present, all this while keeping
prospective effects on the future cause as a steady background. The cause and effect theory
hereby must be reversed in order to analyze the situation.
Disasters such as the Bhopal gas tragedy in India (1984), the Chernobyl nuclear disaster (1986)
and the Exxon Valdez oil spill (1989) re-emphasised the potentially catastrophic impacts of
industry. Elsewhere, the push to promote free trade opened up resources and markets to
business but also raised serious concerns about the mass exploitation of people and resources in

13

“What is Sustainability”, www.globalfootprints.org.
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developing countries.”14 These are no hidden stories and nor are their catalogues. The question
again circumvents to the fact that companies continue to make the same mistakes when they
could learn from someone else’s, hedge their risks and maximize their profits and continue their
growth; thereby fulfilling the very cause of their existence. On the other hand, companies such as
Nike and Levis Strauss have acted upon the water scarcity prediction for 2050 and changed their
entire reliance on water-based cloth dyeing techniques to produce their products more efficiently.
Philips is championing the circular economy and Ikea plans to become a net exporter of
renewable energy by 2020. It cannot be denied that companies are waking up from their
hibernation of getting acquainted with the problems that surround us and the ones that may
emerge. It would be in the world’s best interest if farsightedness can be developed with an ability
to think on the feet and take speedy actions to remedy forthcoming tribulations.
Sustainability has been regarded as the business challenge for the twenty-first century. How are
companies then future-proofing their businesses? “In the future, people won’t buy products.
People will buy impact.” said Felipe Villela, co-founder of reNature Foundation. Noise about the
world’s changing demographics and the increasing proportion of youth has been prevalent for a
while. 1.8 billion people fall under the bracket of ‘young population’. Why then are companies
taking years to act and grasp the potential the youngsters personify? Majority of the jobs available
today require certain years of work experience to be eligible to apply. How are graduates going to
get that work experience when nobody is willing to take the risk and invest in the time and energy
to train them? Besides, corporate also blatantly disregard entrepreneurial experience while
gauging the total work experience of a candidate, while it is entrepreneurship that teaches them
more valuable lessons with a 360-degree approach than does an entry-level position at a firm
during a specified period of time. It becomes necessary that the outlook of senior level
management change if they are to secure the company’s future and welcome the ingenuity,
impatience and hunger to create an impact the youngsters bring to the table.
“Sustainable business is reaching the limits of what it can accomplish in its present form. It is
slowing the velocity at which we are approaching a crisis, but we are not changing course.
Instead of tinkering around the edges of the market with new products and services, business
must now transform it. That is the focus of the next phase of business sustainability, and we can
see signs that it is emerging.”15 Transformation can arrive in a day or a year or ten; however, it is
in everyone’s best interest to act immediately, starting now. The youth is the solution to all our
14

https://www.theguardian.com/innovative-sustainability/2017/oct/31/charting-the-course-of-sustainability-in-business-

from-the-1960s-to-today.
15

https://ssir.org/articles/entry/the_next_phase_of_business_sustainability.
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forthcoming problems. They have to be trained to be ready to phase what lies ahead of them and
the training has to begin now. Grave emphasis must be laid on educating the youth. While there is
a stark difference between education and literacy, it is the latter that supersedes the former and
the courses must reverse if a contrast is to be noticed. It is imperative to change the mundane
course syllabus students have been taught since centuries not only because it is redundant in the
present time frame, but also because the bridge between theoretical knowledge and practical
application is hanging by a thread. New courses such as Entrepreneurship, Sustainability, Equality
and Community Citizenship should be taught since early years to help students achieve the latent
potential they possess. The power of thinking rather than rote learning should be a primary
indicator of assessment for examinations. Mentorship must be made a compulsory practice for all
institutions- educational or businesses. Each employee and student must train a junior to help
them go the extra mile.
The future of human workforce being eliminated by robots hover as dark clouds over humanity as
companies are increasingly investing in modern technology to replace manpower. This again calls
for changing the skill-set of our future generations to fill in the loopholes machines cannot. Early
realization and prompt redirection of practices in the business to mould the system that is fluid
and undergoes constant change mirroring external effects is what makes a business sustainable.
“Companies continually face the need to trade off what they would ‘like’ to do and what they
‘must’ do in pursuit of financial survival.”16 What businesses take too long to realize is that the
‘must do’ and ‘like to do’ are the two-way street they run on- one can simply not exist
independently. To elucidate, facing trade-offs while transitioning to a sustainable model of
business might be time-consuming and in the interest of time, management may postpone ‘must
do’ list until they are at crossroads where they have no choice; but, in this regard, they are only
postponing their profit potential. In the future, there will be no businesses without sustainability.

Change does not have to be extraordinary in its magnitude. Change can be a small step that
positively affects one person at a time. If only individuals stop relying on external forces or bodies
and keep taking the small steps to what sustainable is, they’ve won. Companies must also not
defer in practicing the same. Start by eliminating the excess and unnecessary usage of paper or
install lights with motion sensors in the office that would reduce electricity wastage. If the future is
to be made sustainable in time, it is the present that has to be strategically acted upon to witness
the change we wish to seek.

16

https://www.iisd.org/business/pdf/business_strategy.pdf.
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There is an atmosphere of shifting from traditional paradigms to one that guarantees prosperity
and abundance. Being a Billionaire no longer holds only the definition: “a person possessing
assets worth at least a billion dollars," Jason Silvia defines “billionaire” as: He who positively
affects the lives of a billion people. We must focus on the new definition and create a legacy of
millionaires and billionaires. Companies seeking this paradigm shift will follow the realization that
sustainability is the only future and the tools to achieve the goal lay in their very offices- they must
unleash the power of human capital.
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Sustainable Supply Chain Development
BY ALENA DIQUE

More than 155 Youth delegates participated in the UNCTAD Youth Forum 2018 from over 80
countries on the week of 22nd October 2018 in Geneva, Switzerland to discuss the issues
pertaining to the global Youth communities and the attainment of the Sustainable Development
goals objective of 2030.
The forum left Millennials with a rather strong shift in mindset of the current world or rather
viewing the world through the glasses of the goals for sustainable development. With around 70%
of the current workforce below the age of 35 (OECD, 2018) it becomes an utmost challenge to
access how do we change or incorporate the sustainable development goals (SDGs) into
businesses, goods produced and services distributed around the planet. How do we start small,
think big and eventually create a ripple effect that meets the challenges of today and the demand
of future.
The idea of challenges being transformed into business opportunities via emergence of new
markets has seen a rise in interest levels of every business community worldwide (Uzunidis,
2009). This interest level stems from the vast growth of capital pouring into sustainable
innovations. In the period of 2007 to 2011, it was reported that $2.4 trillion (Herrera, 2011) was
invested into sustainable innovation globally, whereas, $12 trillion was the predicted investment
worldwide by 2020 (ATKearney, 2018).
The idea of sustainable business models is to create a measurable transformation at any
country’s level starting with companies in it. This concept is receiving a large amount interest
from decision makers, entrepreneurs and researchers (Bocken, 2014).
The question that arises is, does adapting of sustainable business models create a link between
the implementation of the sustainable development goals of a country via sustainable innovations
and the achievement of high economic performance plus where should a country first start to
imply the SDGs models and be committed to continue innovated research?
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Linking sustainable Innovation to Supply Chains
As known there are a number of business models that one can apply to their businesses. Authors
like Tukker and Tishner (2006), Okkonen and Suhonen (2010) and Boons and Leudeke-Freund
(2013) have contributed to a larger research that links sustainable innovation to traditional
business models. Each of the mentioned stated three vital elements to comprise a sustainable
innovation.
•  

In terms of the business, the relationship between any organization and its customers
should be built on the exchange of value rather than a product or a service. Hence it
becomes absolutely essential to assess the value being offered by any business.

•  

In terms of sustainability, it simply means that the value offered should be a balanced
offering between the economic, ecological and social realms (Basiago, 1999).
In terms of sustainable innovation, we need to carefully look into the satisfaction of end
consumer needs that is fulfilled by the product or service delivered by the
manufacturer or producer. Once both needs and delivery are at optimum levels the
sustainability function would have been met.

•  

In terms of the business, all the activities related to its running has a larger impact on
the society and economy.

•  

In terms of sustainability, the creation of value implies that the organization is part of
the technical and social growth of the country’s economy (DFID, 2018).
In terms of sustainable innovation, we need to analyze the two large parts of the value
creation system, Consumer interface and the management of supply chain.

•  

In terms of the business, the measurement of value in terms of cost demanded and
rewards gained should be balanced (Ruch, 1994).
In terms of sustainability, all participants involved between the costs and benefits of
the business model should have a balanced involvement.

•  

In terms of sustainable innovation, to establish a concrete definition of value in a
business both the value created and value distributed needs to be critically analyzed to
provide sustainability.
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Therefore, sustainable innovation in any economy can be achieved through their business by
careful planning and implementation of a layer of sustainability governed by the 17 SDGs.

Supply Chain Management (SCM) - The first step for a sustainable economy?
The main task for any country to be sustainably developed is attaining the balance between
economic, social and environmental aspects of their community. From the perspective of a

traditional supply chain, all three these aspects can be attained through SCM (Figure 1).
Supply chain takes into consideration of logistics, supply functions and principles and flow of
material and information. Currently, concepts and parts of this model have already been
implemented in USA, Europe and a few Asian countries (Sundarakani, 2006) . As a matter of fact,
the implementation of a sustainable supply chain system plays a vital role in altering environment
issues especially in megacities. Theoretically this new approach to achieve the sustainable
development goals through supply chains will also better the logistics and transportation systems
in a county (Rao, 2008).
The idea behind investing in sustainable supply chain systems has a guaranteed trickle down
reward system. It is essential to harmonize the sustainable development goals and the workings
that apply to supply chain management. With the efficient and effective utilization of country’s
resources within all supply chain methodology, functions and all parties involved, it reduces the
expenses and utilization of resources that eventually lowers the harmful impact caused on
environment and lowers unnecessary expenses through applying sustainable technologies. The
effective utilization of the supply chain resources used at the input stage within sustainable
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logistics framework improves the traditional output created by the logistics model plus satisfies
the socio- environmental needs of the community. These simple and necessary improvements of
the supply chain management to promote sustainable development implementation has two
immediate rewards.
Firstly, the supply into any system, quality of production, transportation mechanisms,
warehousing and waste systems plus distribution or output of products, services or cash gets
transformed into mediums to achieve sustainable development goals (DESA, 2013). Most of the
businesses require supply chains in one form or the other and thus we start changing the base of
any kind of operation to be carried out nationally. The reward system then has an immediate
effect into raw materials and supplier processes, creating job opportunities in the industries
related to delivering better working environments that support training, production chains and
infrastructure becomes innovated due to need to faster and digitized technology, energy being
consumed in this process opens ways to use resources fairly and also promote alternative and
affordable energy options, employees promotion of fair wages and processes gives rise to
reduced inequalities and well as gender equality finally environment friendly methods of disposal
and usage take into consideration of the climate, life below water, life on land and responsible
consumption and production (Eleni, 2012) .
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Secondly, for any sustainable supply chain concept to be workable and implementable it has to
interact with strong institutions and be supported by partnerships, two core elements of the SDG
2030 agenda. This include a two tier approach of organization and government policy. In the
organizational approach, firms focus on building a strong Corporate Social Responsibility system
(CSR) system, an environmental friendly audit system and supplier pre requisites to manage the
input and production cycles of any supply chain.
On the other hand, government policy for logistics, waste and output from the supply chain ought
to be based on the application of economic and social protection criteria and regulations.
The above two approaches for sustainable supply chains and consistent overlap of sustainable
development goals with the supply chain principles will create a new management system that

integrates the SDGs in its very core (Table 1).
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Future of Sustainable Supply Chain Management
As the sustainable development goals are an ongoing practice since 2015 to accomplish the 17
global goals of the United Nations 2030 Agenda. Similarly Sustainable practices implemented
globally will also require the continuity in implementation to create a noticeable global impact.
Sustainable Supply models will become more important for the environment as well as
profitability. The newer model will adopt the “closed loop” or circular framework for production,
distribution and consumption chains (Kalmykova, 2018).
The words reduce, reuse and recycle will become sustainable approaches and discarded or
returned products will find its way back into the supply chain circle.
Reduction and elimination of waste will have new approaches such as emergence of lean and
sustainable processes to optimize resource allocation. This opportunity would not only allow
companies to save money on materials but also reduce negative impacts on the environment. The
annual worth of products recycled back into the production cycle in U.S alone is estimated to be
$20 billion (Biddle, 2018).
As digitization and technologies advance to the next stage, energy sources and efficient
equipment will be a call for investment. The initial investment may be pricey but the long term
benefits would be worth it. Sustainable businesses have more than 50% of the consumers willing
to pay much more because they include environmentally friendly aspects to the end product
(Polonsky, 1994).
Imagine the untapped sustainable market that could potentially be rewarding business by
increased sales, more return on investment and a continuous system that betters every aspect of
the world. A totally win-win situation that could start with the development and implementation of
Sustainable Supply Chains globally.
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