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Bastyr Fills Niche for Naturopathic Doctors
MEDICINE: Accredited School
Is Seeing Increasing Enrollment
■ By BRITTANY MEILING

A new university in San Diego is training 
the next generation of primary care doctors 
in the state’s ! rst and only accredited natural 
medicine school — Bastyr University .

Offering education in areas such as herbal 
sciences, midwifery, nutrition and exercise, the 
university is growing in light of a substantial 
shift in the perception of natural medicine 
within the health care industry. In the past 
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Stephen Whalen

Dr. Joseph DeArmas instructs Bastyr University 
student Elly Lieppman on how to manipulate the 
spine of another student, Morgan Petersen.
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Edward J. Brown Jr., CEO of Cymer Light Source, 
stands in the company’s control room in Rancho 
Bernardo.

TOURISM: Region
Plots Ways to Woo
Film, TV Productions
■ By LOU HIRSH

Discussions are underway to replace 
what was once the San Diego Film 
Commission  — eliminated as a result 
of  2013’s tourism-related city budget 
squabbling — with a new regional or-
ganization aimed at making San Diego 
County a competitive hub for movie and 
TV production.

The region over the decades has host-
ed shoots for ! lms ranging from “Citizen 
Kane” to “Anchorman,” but has recently 
been crowded out by other U.S. venues 
offering similar visual settings, but more 
enticing ! nancial terms.

“Preliminary talks are in progress on 

Eric Januszko, of 
Review Concierge, 
says review sites are 
often manipulated. 
His company helps 
doctors manage their 
online reputations.
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Businesses Partner 
With a Cause 
GIVING: Firms’ Actions
Create Customer Loyalty
■ By EMMET PIERCE

Some San Diego companies are ! nding 
success by creating business models that are 
built around charitable giving.

The idea is to offer 
consumers the opportu-
nity to do good things for 
the community whenever 
they make a purchase. 
The payback for con-
sumers is that “feel-good 
moment” you get when 
you know you’ve helped 
someone in need, said Kath-
lyn Mead , president and CEO of the The San 
Diego Foundation , a “resource for receiving, 

Cymer Lights the Way To Smaller Microchips
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Portions of the movie Anchorman 2 were 
! lmed at SeaWorld in 2013.
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TECH: Its EUV Technology
Said to Have  Bright Future
■ By BRAD GRAVES

The huge, colorful video screens on the 
walls of Cymer ’s new, $500,000 control room 
in Rancho Bernardo tell a story. 

A sprawling world map and several types 
of charts show the health of Cymer’s laser 
light sources in microchip foundries around 
the globe. The labels interpreting the data 
have been temporarily turned off  for a photo 

session, keeping customer data con! dential, 
but Sashi Murthy  and the others in the room 
know what it all means.

Cymer uses the new room to track the be-
havior of the high-energy laser light sources 
that it builds on its factory " oor close by. The 
point? Cymer wants to maximize its machines’ 
yields for its clients, said Edward J. Brown Jr. , 
CEO of Cymer Light Source.

This is what Cymer looks like under its new 
European parent.

Netherlands-based ASML , a longtime 
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Accretive of San Diego: Corporate Savings Go to Nonpro!ts
FINANCE: Corporations
Cut Expenses, Share
Money with Charities
■ By EMMET PIERCE

Working in partnership with nonpro!t 
organizations, Accretive of San Diego 
helps corporations !nd ways to save 
money and channel a portion of the 
savings to charitable causes.

“What happens is when a nonprof-
it takes us to one 
of  their corporate 
supporters, if  that 
company engages us 
we ask the company 
if  they are willing to 
allocate a portion 
of the found money, 
whatever it may be, 
to that charity,” said 
Mark C. Neilson, managing partner of 
Accretive.

Typically, the nonpro!t ends up with 
10 percent to 20 percent of the corpora-
tion’s found money. Accretive, which is 

paid only from the money it is able to save 
for corporations, also donates a share of 
its pay to the charity, Neilson explained. 

“We are going to give 15 percent of our 
share of the fee to the same nonpro!t, 
because they brought us in.”

Typically, Accretive works out such 
agreements with between 20 and 25 
businesses each year. Neilson said the 
company, which was founded in 2011, 
began working exclusively through non-
pro!ts in July 2013. Currently, there are 
six active nonpro!t partners. 

A Unique Business Model
“Our business model is unique,” Neil-

son said. “We are ‘resultants.’ What it 
means is we are former executives, mostly 
recovering CFOs. Rather than charge for 
our time, we charge for results. We get 
paid out of the savings and only if  there 
are any. We take all the risks.”

Neilson said what Accretive provides 
to corporations is a CFO-level expert 
who has experience in trimming expenses.

“We are not proclaiming to be the 
experts on cost reduction,” Neilson 
said. “We are facilitating the process. We 

provide the bandwidth in the form of a 
CFO-level person. We have organized the 
cost reduction so we don’t have to trial 
and error our way through it.”

While Accretive takes a broad view 
of company operations in order to iden-
tify areas of potential savings, it doesn’t 
eliminate jobs. Neilson said he and his 
partners don’t like the idea of getting 
paid from the savings that are realized 
when people leave the workplace.

“We don’t touch jobs,” Neilson said. 
“No one ever loses a job because of 
anything we have done.”

Kudos From the Community
One of the bene!ts of contributing 

money to nonpro!ts is that corporations 
gain status and a reputation for giving 
back to the community, Neilson said.

“The company writes those checks, so 
they get the kudos,” he said.

He noted that Accretive has been able 
to save Century 21 Award $150,000 so far, 
through improved ef!ciencies. A total of 
$17,000 of that money has been committed 
to Easter Seals Southern California, he said. 

Neilson said cause-based businesses 

ACCRETIVE OF  
SAN DIEGO

Managing partner: Mark C. Neilson

Revenue: Undisclosed

No. of local employees: There are eight 
partners, four in San Diego and four in Indiana

Investors: Undisclosed

Headquarters: University Towne Center 
area; there is a sister branch in Notre Dame, 
Ind.

What makes the company innovative: 
It identi!es savings in for-pro!t businesses, 
then channels part of the savings to local 
nonpro!ts

Key factors for success: The partners 
bring many years of experience and business 
contacts to the company

that work with charities are part of a 
growing trend. Even so, the need for 
charitable giving remains strong in the 
San Diego region.

“Everyone knows nonprofits are 
scrambling, looking for ways to raise new 
money,” he said.

Mark C. Neilson

Cubic Announces Restructuring of its Defense Segments
DEFENSE: Company  
Expects to Lay Off
Less than 2% of Staff
■ By BRAD GRAVES

Cubic Corp. announced Feb. 18 that it 
was restructuring, saying that it will fold 
together its two defense segments and lay 

off  less than 2 percent of its worldwide 
staff, all in an effort to improve pro!t-
ability and competitiveness.

Going forward, Defense Services and 
Mission Support Services will be part 
of one segment, Cubic Global Defense. 

William Toti, former president of Mis-
sion Support Services at Cubic (NYSE: 
CUB), will lead the new segment. The 
corporation will take a pre-tax charge of 

$6 million to complete the transaction.
The moves ought to save the company 

$15 million to $16 million, pre-tax, in its 
2016 !scal year. 

Cubic’s defense businesses produce 
roughly $800 million in revenue annually. 
Cubic also operates Cubic Transporta-
tion Systems, which produces mass-tran-
sit fare-collection equipment and had 
revenue of about $600 million last year.

Separately, Cubic told securities regu-
lators Feb. 9 that it will not be able to !le 
its next quarterly !nancial report on time.

Cubic told regulators that “an issue 
was raised late in the review process of 
the company’s !nancial statements for the 
quarter ended Dec. 31, 2014, and diligence 
is being undertaken to determine what, 
if any, impact the issue may have on the 
company’s historical !nancial statements.”
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Cupio: Saving Endangered Rainforests One Square Meter at a Time
GREEN: Program
Develops Bonds Between
Consumers, Businesses

■ By EMMET PIERCE

Solana Beach-based Cupio  enables 
consumers to buy products that fund the 
preservation of endangered rainforest 
and then go online to locate the land 
they’ve helped to preserve.

“Our model is basically a way for com-
panies to create awareness of their brands 
by relating to a very important cause, 
which is saving rainforest,” said CEO and 
Principal Tom Murray . “We were able to 
get a patent on this process of allocating 
a square meter of rainforest land.”

Under its business model, Cupio, a 
for-pro! t company, purchases endan-
gered rainforest that otherwise might 
be developed. Af! liated companies then 
are able to advertise that each purchase 
saves a square meter of land in Brazil or 
Panama. This approach has great appeal 
to young, environmentally conscious 
adults, Murray said.

“We are a brand licensor,” said Mur-
ray. “Today there are companies that sell 
bottles of water with Cupio on them. 
On the back there is a redemption code. 
When you buy one of these bottles of 
water, you go home, go onto the website, 
pop in the code and see the square meter 
of rainforest that you have just saved.” 

The idea behind Cuipo is to encourage 
consumer spending, attract sale-generat-
ing publicity, and develop social bonds 
between business and their customers. 
The company was named after an endan-

gered tree found in Central and South 
America. 

The company generates revenue by 
collecting licensing fees from each part-
ner, often as a percentage of each sale. 
Products that give back to the commu-
nity have a special appeal to the 20- and 
30-somethings known as millennials, the 
children of the baby boomers, Murray 
said. 

Many cause-based companies are 
supported by the millennials, said Andrea 
Yoder Clark , chief  data analytics of! cer 
for LiveGoode , a mobile application that 
helps nonpro! ts and corporate social re-
sponsibly programs measure the impact 
of volunteers and employees.

Clark said millennials often are the 
children of parents who grew up during 
the 1960s, when social activism was high. 
They inherited a desire to give back 

something to the community.
“The social consciousness of  their 

parents’ generation is being expressed 
through their buying power.”

Once consumers log onto the Cupio 
website to ! nd the parcel of land they 
saved, participating businesses can access 
their data to determine who is using their 
products and where their customers live.

Part of a Community
“That is the real value of the consum-

er-speci! c data you get by engaging with 
us,” Murray said. “Whether you bought a 
bottle of water or a T-shirt, now you have 
become part of their community and you 

have given us a lot of data on who you 
are. Most people engage through Face-
book. Because the cause is something 
that resonates, people are happy to be 
involved in this community.”

One square meter of rainforest (the 
equivalent of roughly 10 square feet) may 
not seem like much, but according to Cu-
pio each such parcel equals one monkey, 
10 plants and hundreds of insects.

Cupio got under way in 2011. After 
securing trademarks, patents and rain-
forest, it began launching products in 
2013. Partners include appliance man-
ufacturer Fisher-Paykel , Gund , which 
makes stuffed animal toys, Whole Foods , 
hotel chains, alcohol brands, and even 
musical groups.

CUPIO

Managing partner: CEO and Principal Tom 
Murray

Revenue: More than $500,000 in total 
revenue in 2014

Investors: Key investors Include 
Dave Erickson, founder and owner for 
FreeConferenceCall.com, and Todd Buchholz, 
White House director of economic policy under 
George H.W. Bush

Headquarters: Solana Beach and Newport 
Beach

No. of local employees: Two

What makes the company innovative: 
Each time a product is purchased, funds are 
directed to preserve endangered rainforest

Key factors for success: Retailers who 
partner with Cupio gain recognition for their 
efforts to protect the environment

Andrea Yoder Clark, chief data analytics 
officer for LiveGoode, says many cause-based 
companies are supported by millennials.

Photo Courtesy of Cupio

Cupio CEO Tom Murray says the company 
is named after an endangered tree found in 
Central and South America.

Hahn Loeser & Parks LLP is pleased to welcome

hahnlaw.com  
One America Plaza  600 West Broadway, Suite 1500  San Diego, CA  619.810.4300

San Diego  Cleveland  Columbus  Akron  Naples  Fort Myers  Indianapolis

Dr. Hunt and Ms. Gibson are excited to return to the San Diego area
and will continue their respective practices in Intellectual Property 

with a focus on the Bio Sciences.

as partners in our San Diego office.

Sheila R. GibsonDale C. Hunt, Ph.D.
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Give the Change Makes it Easy to Be a Philanthropist
TRANSACTIONS: 
Debit Card Allows 
Consumers to Donate 
Change to Charity
■ By EMMET PIERCE

The goal of Give the Change , a San 
Diego cause-based company, is to make 
charitable giving simple and convenient 
through the use of debit cards.

“Give the change is a way for nonprof-
its to open up sources of donations and 
to better engage with their supporters,” 
said CEO Stephen Statler . “We basically 
enable charities to give supporters a debit 
card link to their bank account. 

“It rounds up everything you buy to the 
next dollar and gives 100 percent of the 
change to the charity. Basically, you give the 
change to the charity that you care about.”

The average donation is 50 cents per 
transaction, and the average debit card 
is used 14 times per month, he said. 
The $7 per month that is contributed 
each month typically goes unnoticed by 
the cardholder. Although the amount 
is small, it adds up over time, allowing 
anyone to become a philanthropist.

“You feel good every time you shop,” 
he said. “You feel connected with some-
thing that is larger than yourself.”

Statler said he worked at Qualcomm  as 
the head of strategies for retail solutions 
when he got the idea for Give the Change. 
He left the company to launch the project 
in mid-2014.

“It struck me that the people with the 
least amount of money were the most 
generous,” he said. “If  [the contribu-

*$4,339 due at signing includes $3,125 down, $0 security deposit, $795 acquisition fee and first month’s payment, 
excludes retailer fees, taxes, title and registration fees. 32,500 miles at $0.30/mile in excess. **Eligible for subvened 
lease contracts up to 48 months offered through Jaguar’s private label lender where first month’s payment up to $1,200 
is waived at the time of contract funding. The remaining amount in excess of $1,200 is the responsibility of the customer 
and due at signing. Single payment leases are not eligible. Offer expires 3/31/15.
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newmanwindows.com
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Carlsbad, CA 92011
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tion] were a dollar or less, they would be 
willing if  it was a chance to help people. 
I wanted to be able to make our mission 
to democratize philanthropy. When you 
give money, you feel good.”

His company now is “up and running” 
and working with several nonpro! ts, 
he said. “We have con! rmation for our 
fourth charity.” 

Give the Change earns its money 
through the “swipe fees” that merchants 
pay when there is a debit card transac-
tion. He said his company receives 6 cents 
per transaction. 

Swipe fees for debit cards “are less 
than typically a merchant would pay to 
Visa  or American Express ,” he said. “If  
you use a credit card to pay for your gas, 
the merchant can be paying 2 percent or 
3 percent of the cost of the transaction 
to a credit card company.

Unlike credit cards, which allow con-
sumers to build up debt that requires them 
to pay interest, debit cards take money di-
rectly out of checking accounts, he noted.

“You are not going to get hit with a big 
bill you may or may not be able to pay.”

Statler said that with more than a 

GIVE THE CHANGE

Managing partner: CEO Stephen Statler

Revenue: Undisclosed 

No. of local employees: Four

Investors: Self-funded company

Headquarters: San Diego 

What makes the company innovative: 
The company provides a low-cost method for 
nonpro! ts to create new revenue streams.

Key factors for success: It relies on 
the “viral effect” of cause-based marketing 
to change the way people make donations. 
Rather than advertising, it depends on word of 
mouth.

Melissa Jacobs

Stephen Statler, CEO of Give the Change, says the cause-based company makes its money 
through “swipe fees” merchants pay when there is a debit card transaction.

Melissa Jacobs

People can help a charity by agreeing to 
donate the change from a transaction to that 
cause.

million charities in the U.S. the potential 
market for Give the Change is huge. His 
plan for 2015 is to focus on working with 
local charities and growing awareness 
through public radio stations.
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Optimal Giving: Helping Nonpro!ts Keep More of the Money 
TECH: Direct Debit
Payments Eliminate
Processing Fees
■ By EMMET PIERCE

By teaching nonpro!ts about cost-sav-
ing payment-processing practices, San 
Diego-based Optimal Giving helps them 
keep more of the money they raise.

“We’re not just another credit card 
processing company,” said President Jeff 
Dowler.”Our objective is to eliminate 
unnecessary credit card fees. It’s about 
educating nonprofits and educating 
donors so more of the donation can go 
directly to the front line.

“We take existing technology and help 
nonprofits understand it, implement 
it, and optimize it to the maximum 
potential. We try to take a consultative 
approach to sales. We’re not there to talk 
anybody into anything.”

One of  the best ways to eliminate 
fees is to encourage donors to have 
money transferred directly from their 
bank accounts as 
electronic checks or 
debits, said Dowler, 
who formed Opti-
mal Giving in 2013. 
Dowler supports 
use of the Automat-
ed Clearing House 
(ACH), the bank-
ing system’s way of 
moving money. 

“We are an ACH-!rst company,” he 
said. “I am not saying get rid of credit 
cards... just give them another option so 
you don’t have to pay the fees.”

Dowler has been working in the pay-
ment-processing industry for 15 years. He 
says he has worked with local nonpro!ts 
as a board member and volunteer for 30 
years. He urges nonpro!ts to give donors 
an option to avoid using credit cards.

Direct debit transactions avoid costly 
processing fees because the funds are 
withdrawn directly from the donor’s 
bank account. Credit card processing 
fees often amount to 2.5 percent to 3.5 
percent of donations, Dowler said. 

In contrast, “direct debit or electronic 
check donations cost less than the price of 
a stamp for donations of any size,” he said.

Dowler noted that the San Diego Res-
cue Mission offers its donors a choice of 
using direct debit payments or credit cards. 
“They explain why they prefer direct debit 
in a concise and compelling way,” he said. 

Dowler said his company makes just 
pennies on each donation that is made to 
the nonpro!ts he works with.

“We have a big vision,” he said. “We’re 
more mission-driven than money-driven. 
We’ll make plenty of money because 
pennies add up.”

Dowler noted that his company also 
encourages nonpro!ts to use mobile texts 
to solicit funding. Optimal Giving has 

managing, and distributing charitable 
funds.” 

“You can purchase the product or ser-
vice you need and do good at the time,” 
she said. If  you want to make the world 
a better place, “the cause-based model 
makes it easy to do.”

For example, some businesses offer debit 
cards that enable people to make a small 
contribution to the cause of their choice 
each time they make a purchase. The 
amount donated may be less than a dollar 

¨from page 1

Cause-based: for each purchase, but it adds up over time.
“Every one of us can be philanthro-

pists every day,” Mead said.
Jennifer Borba von Stauffenberg, pres-

ident of Olive PR Solutions Inc., said 
consumers are hungry for ways to make 
contributions to charitable causes. This 
bene!ts businesses that partner with 
nonpro!ts.

“Consumers will choose a company 
that is cause-based over another,” she said.

When the public discovers a company 
that has successfully partnered with a 
worthwhile charitable group, “everyone 
wins,” she added. The charity is enriched 
and the company gets an opportunity to 

publicize itself  as a caring member of the 
community.

Passion for Giving
Brian Hawkins, who teaches cause 

marketing at the University of Califor-
nia, San Diego Extension program, said 
companies can gain loyal followings by 
helping their customers connect with 
worthwhile charities. 

“Typically, companies compete on the 
classic four P’s: product, price, place and 
promotion,” Hawkins said. “In terms of 
cause marketing, I add a !fth, which is pas-
sion. The consumer feels great. They realize 
that in consuming they also are giving.”

Hawkins traces cause-based market-
ing in the U.S. back to World War II. 
Car production was stopped in order to 
allow automakers such as General Mo-
tors, Chrysler and Ford to concentrate 
on the war effort. During the years they 
weren’t allowed to make cars, Detroit 
automakers kept a high public pro!le 
by throwing themselves behind the effort 
to create trucks, tanks and airplanes for 
military use. 

The result was an enhanced public 
image. President Franklin D. Roosevelt 
gave automakers a boost by calling 
America’s weapons makers “the arsenal 
of democracy.” 

Jeff Dowler

licensed technology from Mobile Cause, 
a fund-raising platform, to help them 
accomplish this. 

“Ninety-nine percent of  texts get 
opened,” he said. “Mobile is a great way 
to communicate.” 

OPTIMAL GIVING

Managing partner: President Jeff Dowler

Revenue: Undisclosed

Headquarters: San Diego

No. of local employees: Six

Investors: Undisclosed

What makes the company innovative: 
It helps nonpro!t businesses minimize credit 
card fees to increase revenues

Key factors for success: A commitment 
to educating the nonpro!t community about 
best business practices. 


