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PROFITING FROM GREEN BUSINESS

The ROI of Going Green:
A CEQ’s Rationale for Adopting Sustainability

By Anna Clark, President of EarthPeople

f you think your business is too small or too 5. Use of clean energy (wind, solar, biomass)
| service-based to benefit from going green, 6. Carbon emissions offset programs

or you're waiting for the hype about green 7. Management of upstream environmental
and sustainability to die down, then you're impact by greening supply chain

missing an opportunity to chart an upward
course for your company. The green movement Sustainability strategies vary from business to
has transitioned from a cause to save our business, so there is no universal approach to

environment into a full-fledged, vetted going green. But the approach may vary based
economy. This new economy is projected on size and industry type; companies across
to be larger than the Internet-related the board are finding that being friendly to the
economy by orders of magnitude. planet can also lead to profits.
What is sustainability? Why consider going green?
While many interest groups define the Consumers increasingly prefer to purchase
term “sustainability” differently, the products that are free of toxins, produced with
term, as it relates to business, means: a minimum of pollution, and that that have a
conducting business to meet human needs  minimal environmental impact. Opportunity
without rapidly depleting resources, degrading in the emerging eco-economy is not narrowly
the environment, or compromising nature limited to consumer products or certain
conservation efforts. In this article | use the terms  industry sectors.
“sustainable” and “green” interchangeably.
Companies that successfully adopt a
The concept of sustainability is broad, pro-environment policy can generate
but the bottom-line goal is to balance a profits, provide positive social impact, and
company’s financial objectives with social and reduce environmental impact. This trinity of
environmental considerations. effects is known as the triple bottom line--a
paradigm that weighs a company’s social and
Some strategies that companies use to reduce environmental contributions along with its
their environmental footprint include: financials as a measure of success.
1. Conservation of energy and resources in Companies that look out for the triple bottom
the workplace line position themselves as sector leaders, lower
2. Conservation of energy and resources in operating costs and increase revenues.
_ the lifecycle of product manufacturing
“ - 3. Compliance (and exceeding compliance) of Where are you now?
.. mandated environmental regulations
4. Sustainable harvesting/mining of Companies today can be classified in one of five
V l STAG E natural resources stages as corporate culture advances toward
o LA sustainability. Those stages are:

COPYRIGHT 2008 © VISTAGE INTERNATIONAL. ALL RIGHTS RESERVED.


http://www.earthpeopleco.com/

The ROI of Going Green: A CEQ’s Rationale for Adopting Sustainability

3

VISTAGE

better leaders = decisions = results

Awareness

Company becomes aware that environmental
concerns are permeating discourse, though
sustainability as a value is absent from
corporate culture.

Resistive

Company becomes aware of its own
environmental impact of doing business, but
demonstrates no commitment to environmental
responsibility and possibly some reaction
against it.

Legalistic

Company strictly focuses on compliance to
minimum environmental regulations, with
no commitment to raising standards for
conservation or energy efficiency.

Reactive

Company recognizes strategic value of
sustainability opportunities, but pursues only
opportunities that do not create new risks.

Strategic

Company uses proactive approach to
sustainability opportunities and evaluates the
impact of sustainability initiatives on the long-
term value of the enterprise.

In spite of the payoffs that some big businesses
have received from going green, many
companies still view a sustainability commitment
through the lens of compliance. When
companies progress beyond compliance and
extend their sustainability actions strategically,
they become more nimble, and better equipped
to meet the rapidly changing demands of

the marketplace.

Steps toward sustainability for service
or office-based companies

Sustainable practices are not limited to high-
energy, high-resource enterprises. As many

PROFITING FROM GREEN BUSINESS

Vistage members are aware, small and mid-sized
businesses represent 85 percent of the U.S.
economy. In fact, 99.9 percent of businesses in
the U.S. contain 500 employees or less. Many

of these businesses are office-based, service-
based or non-manufacturing enterprises. A
well-conceived green strategy is based on certain
fundamentals, and small, non-resource intensive
firms can customize these fundamentals to
achieve highly specific growth results.

There is no one-size-fits-all approach to
sustainability, but here is a good plan of action:

e Investigate where your company can
conserve resources.

¢ Engage your employees as champions of
the effort.

® Implement conservation measures
throughout operations and facilities.

e Communicate your green efforts
to stakeholders.

e Seek ways to integrate a strategic
approach to sustainability in other areas of
your enterprise.

e Support industry and community
sustainability initiatives.

For more information on sustainability steps
that a company can take see the comprehensive
article "How to Green Your Business.”

Rewards of going green

Companies that adopt a pro-environment
policy will see numerous positive results, both
tangible and intangible. Early adopters of
environmental strategies:

¢ Earn publicity with the local, regional or even
national media

¢ Uniquely differentiate themselves
from competitors

e Attract the interest of top job candidates

e Attract consumers in the rapidly-growing
green marketplace
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e Transform their companies into
industry leaders
® Reduce operating costs
* Create brand distinction and recognition
¢ Create significant competitive advantage
¢ Enhance employee satisfaction
¢ Become preferred vendors in green
supply chains
e Attract top job candidates
e Build credibility with stakeholders
e Attract investors

The media notices companies that show their
green stripes. For example, when Aspen Ski
Company switched to green power, it was
featured in Newsweek and made the front page
of Fast Company. Positive publicity for going
green is not reserved for large companies. When
Dallas-based law firm Gardere completed its
first sustainability report and became an EPA
partner, it was recognized by the American

Bar Association and featured in a half dozen
articles that reached key audiences in Texas and
around the nation. Companies taking voluntary
steps to become greener will gain visibility, earn
credibility, and develop a reputation

for leadership.

Employee loyalty and retention are less tangible,
but equally important benefits to going green.
A sincere sustainability strategy will help your
company attract top talent. A recent survey
revealed that 81 percent of MBA students polled
said that business should work toward “the
betterment of society.” In a Stanford University
survey, MBA students who were polled across
North America were willing to forgo an average
of $13,700 to work for a company with a better
environmental reputation than most. Attracting
competitive candidates without raising starting
salaries directly enhances your company’s
bottom line.

Companies that market consumer products
or provide consumer services can tap into the
emerging Lifestyles of Health and Sustainability

(LOHAS) market, which includes more than 35
million adult consumers putting some $209
billion into the economy each year. Those figures
are expected to grow as more Americans identify
with the goals of oil independence and seek
ways to minimize climate change.

The cost of sustainability

There is no easy way to quantify the cost of
going green. Companies should look at the cost
of sustainability initiatives as an investment.
Hiring a consultant or an energy auditor may
require an initial outlay of funds, but this

can lead to exponential returns, saving your
company tens or hundreds of thousands

in savings.

Bank of America has committed $20 billion to
green lending and clean technology projects.
Small businesses considering energy-efficiency
projects could easily get funding through a
traditional small-business loan. The cost is

not what keeps more business owners from
investing in sustainability; rather it lack of
knowledge or mere complacency. The fact

is, when you sit down to do the math, most
initiatives will yield profits or savings far beyond
the cost of implementing them.

The bottom line

The ROI of going green can be more sales,
increased market share, enhanced visibility,
happier employees, and a better brand.
Cleaner air, a healthier climate, and a better
future for your kids are not bad benefits,
either.

Anna Clark is President of EarthPeople, (www.
earthpeopleco.com) a consulting firm that helps
companies of all sizes save money and bolster
their brand through the leading-edge principle
of sustainability.
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How to Green Your Business

By Anna Clark, President of EarthPeople, with Paul Diamond, Vistage Web Editor

means conserving resources and reducing

waste and pollution. The specific steps of
taking a company green will vary widely based
on factors such as geographic location, industry
type and the attitudes and demands of your
employees, customers and community.

B roadly speaking, adopting green practices

VISTAGE
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Here are specific areas where your
company can take action:

Reduce energy use and increase
energy efficiency

Energy and resource efficiency lightens
your environmental footprint while
reducing your operating costs.

CFO magazine reports that 75 percent of
business leaders believe that energy costs are the
least controllable cost in business. While energy
prices may be fixed, the cost can be controlled
by adopting efficiency measures. Small changes
can lead to significant dollar savings. To save
money on energy costs, green companies:

e Turn off lights and computers when the
office is not in use

® Replace incandescent bulbs with high-
efficiency bulbs

¢ |nstall sensor-activated lights and
thermostats in break rooms, restrooms and
conference rooms

¢ Lower the thermostat in winter, raise it
in summer

¢ Replace older appliances, AC and heating
units with high-efficiency products

¢ Maintain company vehicles with frequent oil
changes and properly inflated tires

¢ Get an energy audit of facilities to identify
ways to improve energy efficiency

e Seek Energy Star or LEED-certified buildings
when the time comes to find new space

Small businesses often recoup the costs of
green facility upgrades within two to three years
and then see annual utility savings after the
breakeven point. One client of mine, a law firm
occupying 200,000 square feet in a downtown
office building, discovered it could save $87,000
per year in energy costs by installing lighting
retrofits and motion sensors. With eight years
remaining on their lease, and a payback period
of only three years, the company will save more
than $400,000 for the term of the lease.

For larger companies, savings can be more
dramatic. For example, IBM saved $17.8 million
worldwide in one year just by encouraging
employees to turn out the lights when not using
their workspace.

"Most power utilities offer grants to upgrade
to energy-efficient lighting equipment,” notes
Vistage member Tim O’Neill, President/Owner
of Engineered Compost Systems. “Lighting
typically accounts for 30 percent of energy
use in commercial buildings. Reducing power
consumption for lighting provides a double
benefit because this energy adds to the

heat load that has to be cooled by the air-
conditioning system.”

Energy savings don't stop inside the building;
parking lot and perimeter lighting adds a hefty
amount to energy bills. Vistage member Kai
Wenk-Wolff, President & CEQ, SOL, Inc, says
“Solar lights are a great option. They are more
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expensive than conventional lighting, but
installation is cheaper. With solar lighting, there
is no trenching to lay cables and no wiring. Most
importantly, you save electricity and reduce
carbon emissions.”

Companies that take energy-saving measures
can also earn recognition from EPA programs
such as Climate Leaders and Energy Star
Partners. Both programs offer secondary
opportunities and programs for publicity,
promotion and marketing by enabling a
company to promote energy efficiency to its
stakeholders and customers.

Want more information? See the Department
of Energy’s report “Energy Saving Tips for
Small Businesses.”

Engage Your People

After taking measures to conserve energy in
your operations and facilities, the next step is to
engage employees. To get your employees to
back a green initiative, take these steps:

e Ask an enthusiastic employee to convene a
“green team” to brainstorm ideas.

e Empower your green team to evaluate and
implement sustainability opportunities.

¢ Motivate your entire workforce to adopt the
new practices.

e Enlist a sustainability consultant to equip staff
with skills and information.

The idea is to build a consensus among your
employees, as they are the ones to carry out
the day-to-day initiatives of sustainability. Our
firm, EarthPeople, offers customized employee
motivation seminars as well as management
workshops. A professional seminar by a
sustainability consultant gives employees a
framework to integrate sustainability into every
aspect of the company and an understanding
of why this path was choosen. Motivated
employees begin as participants in recycling

and conservation efforts and often go on to
spearhead green marketing strategies and
product development.

“Involve your employees in energy and resource-
use discussions,” says Vistage member Allan
Blanchard, whose company EMS Environmental
has a green solutions group. “There is a
tremendous amount of waste that your
employees know about or is at their discretion,
but issuing mandates will not discover it.”

Green Your Workplace

Business can reduce costs by assessing the waste
stream of their operations. Evaluating what

gets disposed of each day can help businesses
pinpoint inefficiencies that cost money and
waste valuable resources.

Here’s how green companies reduce
waste and operating costs and their
environmental footprint:

¢ Switch from disposable paper and plastic
plates, cups and utensils to ceramic mugs
and dinnerware

¢ Distribute memos, reports and other
documents in electronic rather than
paper format

e Use cotton hand towels in break rooms
and restrooms

e Provide recycling bins for paper, plastics
and glass

e Buy recycled products when appropriate

e Hiring a professional to make space more
worker-friendly with natural light and fresh
air, which, studies show, improves
worker productivity

Reducing what goes into garbage creates
savings. Gardere Wynne Sewell, LLP, a

large Texas law firm, determined that non-
biodegradable Styrofoam cups, which cost them
$20,000 per year, could be replaced with semi-
permanent ceramic mugs and plastic drinking
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glasses at a net savings of $14,000 per year. The
firm also found that reducing its paper usage by
10 percent would result in a savings of $10,000
per year. The changes created a culture of
conservation in their workplace, which will likely
lead to future savings.

Automating your paper procedures can save
your employees hundreds of hours handling
paper files and save money on purchasing paper.
And the practice preserves clean-air-producing
forests and reduces landfill contributions.

Learn more about paper recycling in this

Vistage article.

These changes appear simple, but are not always
easy to implement; they require the backing and
commitment of your employees.

Measure your footprint

Companies can quantify their environmental
performance both to gain recognition and to
chart progress. The World Resources Institute
has created a complete do-it-yourself manual
for this purpose. The guide, called “Hot Climate,
Cool Commerce: A Service Sector Guide to
Greenhouse Gas Management,” is one of a
number of credible tools your company can use
to evaluate its environmental footprint.

Offset your carbon output

Companies that measure their footprint

will be able to see how much CO2 they are
emitting through their facilities, operations,
employee commutes, business travel, IT systems,
manufacturing and other areas. After taking all
possible measures to increase energy efficiency,
conserve resources and minimize the waste
stream, businesses may choose to offset some or
all of their remaining emissions.

Carbon offsetting aims to mitigate greenhouse
gas emissions by funding projects such as tree
planting, renewable energy development and

PROFITING FROM GREEN BUSINESS

methane-capture facilities attached to farms. Six
to 20 dollars can offset one ton of carbon that
a business produces. A wide variety of offset
methods are in use.

Here are some Websites that offer carbon
calculation and offset programs:

e Carbon Fund www.carbonfund.org

* Green Mountain www.emissionsolutions.biz
¢ Terra Pass www.terrapass.com

¢ Native Energy: www.NativeEnergy.com

When a company offsets all of the carbon
it emits into the atmosphere, it becomes a
“carbon-neutral” businesses.

Green Your Supply Chain

Wal-Mart and Home Depot have adopted green
supply chain initiatives. Wal-Mart pressured

its suppliers to reduce packaging, and last

year launched a Living Better Index that tracks
purchasing of specific green products. Wal-
Mart’s research indicates that 11 percent of
Americans classify themselves as extremely green
today and 43 percent will in the next five years.

Home Depot has an “Eco Options” program,
which enables customers to easily identify
environmentally-friendly products.

Supply-chain consultants see this trend growing,
as companies of all sizes begin to demand green
manufacturing components, supplies and office
products. Staples offers a private-label line of
office products with enough recycled content to
meet the standards of EPA programs.

What can you do to green your supply chain?
Work with your existing suppliers to secure the
best pricing on recycled products such as paper
and packing materials. Communicate to your
vendors and outsource partners that you are
greening your supply chain and ask them about
the options they offer.
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Communicate your commitment

Communicating your sustainability commitment
often leads to publicity and media exposure,
enhancing your brand and reputation. The value
of this exposure is the monetary equivalent

of the cost of advertising in each newspaper,
magazine, Web site, radio or television that
carries the story.

To effectively communicate your sustainability
commitment to stakeholders, consider taking
these steps:

e Draft a sustainability report

e Publish your sustainability report or mission
statement on your company Web site

e Distribute reports to investors, clients,
vendors and other stakeholders

e Submit your sustainability report or green
announcements to the media

e Support green initiatives in your city
or community

Drafting a sustainability report gives you a
tool to communicate your achievements

to stakeholders, investors, the media and
ultimately, the public. According to a KPMG
survey of corporate responsibility reporting, 64
percent of the Fortune 500 companies issued
corporate social sustainability reports in 2005,
and the trend is catching on among smaller
companies. Sites like www.reportalert.com
and www.globalreporting.com can guide you
through the process.

If your company is considering this practice for
the first time, a sustainability consultant can
advise you on the communications strategy most
suitable for your particular company.

Green steps for manufacturers
Manufacturers, companies involved in chain of

custody, growers, miners and other resource-
intense businesses require additional steps

to reduce the environmental footprint of

their operations. These steps vary widely, but
usually begin with a “cradle to grave” lifecycle
assessment. Such an assessment investigates
and values the environmental impacts of all the
steps that go into the creation of an end product
or service. Consulting firms can help create
methodical, rational environmental processes for
the design, production and disposal of products.

Lessen employee carbon emissions

“Personal transportation is responsible for 30
to 50 percent of greenhouse gas emissions and
air pollution,” according to a report issued by
Global Green USA, a national environmental
organization, as well as “33 percent of toxic
water pollution, and over 45 percent of toxic air
emissions.” Taking all of your employees off the
road one day per week or encouraging them to
commute together can make a difference in

air quality.

Companies can offer telecommuting, flex-
schedule options and carpooling. These options
help employees use fewer resources and spend
less time in traffic. Many companies allow
work-at-home days or set up optional four-
day/10-hour schedules. These options show your
employees you trust them. In return, they tend
to work harder to maintain the program. Your
employees will save money on gasoline and auto
maintenance; they’ll get more out of their day,
and they'll be less likely to leave your company
for a competitor. Bicycle and mass transit
commuting can also be encouraged.

Provide employees volunteer days

One benefit that green companies offer is
volunteer days for employees to spend working
for a nonprofit organizations dedicated to
helping the environment. Some companies
match volunteer hours with dollars to donate to
the cause.
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More Resources

e LEED Certification:
http://www.nrdc.org/buildinggreen/leed.asp

® Energy Audit Worksheet:
https://view.vistage.com/portal/library/article.hntml?id=2636

e Commercial Case Studies:
http://Awww.fypower.org

e | ocate Business Recycling Programs:
http://www.earth911.org

® Recycling Electronics:
http://www.nrc-recycle.org/resources/electronics/index.htm

¢ National Recycling Coalition:
http:/Awww.nrc-recycle.org/default.htm

* Database of US State Incentives:
http://www.dsireusa.org/

Anna Clark is President of EarthPeople, (www.
earthpeopleco.com) a consulting firm that helps
companies of all sizes save money and bolster
their brand through the leading-edge principle
of sustainability.
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Making Sense of Green Business

By Carol McClelland, Founder of Green Career Central

[though there is no generally accepted Management District has proposed a fine of
definition of “green business,” green 4.3 cents per metric ton of carbon dioxide to
businesses have the following characteristics. be used to fund emission-reduction programs

throughout the area.
e The company minimizes its carbon footprint

by restructuring its operations, including Attracting and retaining employees
updating computer/IT systems, ¢ An increasing number of people want to
reducing and recycling waste, greening work for green companies. To retain green
distribution channels, increasing energy employees, companies must communicate
efficiency, finding renewable power their environmental policies and create a
sources and sourcing green supplies. culture that is environmentally conscious.

e The company has a triple bottom In a 2007 Harris interactive poll 33 percent
line with an equal focus on people of employees said they want to work
(customers, employees and neighbors), for a green employer and 52 percent of
the planet and profits. employees want their companies to be more

e The company offers products/services environmentally friendly.
that have a positive impact on * In a recent survey by employment site
the planet. MonsterTrak, 80 percent of younger

employees surveyed said they want to have
What are the benefits of a job that has a positive impact on the
becoming a green business? environment and 92 percent want to work
for an environmentally friendly company.
In addition to minimizing global warming * Another study by Kenexa Research Institute
emissions, efforts to reduce the environmental indicates that employees are likely to stay at
footprint of your company will lead to: jobs longer and are generally more content

in companies with a strong corporate

Cost savings responsibility program.

¢ Implementing energy efficiency measures,

finding renewable energy sources and Attracting and retaining customers
recycling waste will lead to considerable * Your customers are becoming more
financial savings after an initial investment. environmentally savvy. Whether they are

e Although it's not yet clear how, carbon ready to pay more for green products
emissions will be regulated in the future. depends in part on the industry you are in
By taking a proactive role in reducing your and the mindset they have. A recent

-_ company’s carbon emissions, you'll save survey of 5,000 Americans by Forrester
= - untold expense. Power plants, factories and Research found:
S even small businesses in the San Francisco ,
Bay Area are currently facing the possibility of Forty-one percent of Americans are-
V l STACI E this very situation. The Bay Area Quality Air concerned with the state of the environment,

better leaders = decisions = results
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but aren’t willing to spend more on
green products.

Twelve percent of Americans are ready
to spend more for green products that
they perceive have a positive impact on
the environment.

¢ The Hartman Group recently released a report
on sustainability entitled “Understanding
the Consumer Perspective.” The report
found that a growing number of consumers
are changing their personal habits by
purchasing green products (personal care,
cleaning products and appliances), changing
transportation behaviors and recycling in
a committed way. As awareness of global
warming grows, these purchasing patterns
are likely to gain traction with
more consumers.

Top practices of green businesses

“Green business has shifted from a movement
to a market.” That was the conclusion of the
first annual State of Green Business 2008. The
report issued by Greener World Media examined
the most common green practices among U.S.
companies. The study assesses these practices to
measure the state of green business as a whole.

The report highlights the top practices that small
and mid-size green businesses implement. Here’s
a description of those practices with the

report’s advice:

Energy efficiency

Search for ways to make your products and
processes more energy efficient. Depending on
your industry, you may see great opportunities
here. Check with your local utility company to
see if it has audit programs to help you assess
your business’s energy usage.

PROFITING FROM GREEN BUSINESS

Green office space

Buildings are responsible for 40 percent

of greenhouse gas emissions worldwide.
Leadership in Energy and Environmental Design
(LEED) certified engineers can assess the

energy efficiency of an existing building and
determine which retrofitting projects would
lead to substantial cost savings. Rebates and tax
incentives may be available to make the initial
investment more reasonable.

Paper use and recycling

Train your employees to pay attention to the
amount of paper they use and how they dispose
of paper. Implementing standards for purchasing
recycled paper, using paper and recycling will
have a positive impact on your bottom line.

Toxic emissions

If your company'’s facility emits toxins into the
air, water or land, you are most likely familiar
with federal and state Toxics Release Inventory
(TRI) mandates. Consider evaluating your TRI to
set specific goals for improvement in this area.

Quality of management

How well does your management take the
environment into account as they lead your
company? Are your company’s environmental
policies published? Does your company have a
senior environmental officer or environmental
staff members? Have you conducted lifecycle
analyses of your products and materials to
understand their full impact on

the environment?

Alternative fuel vehicles
If you have fleet vehicles, consider transitioning
to alternative-fuel or hybrid vehicles.

Employee commuting

Examine your employees’ commute habits to
determine whether the company can provide
benefits to encourage employees to carpool or
take alternative transportation to work. Some
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cities have established programs that companies
can offer their employees.

Employee telecommuting

Allowing employees to telecommute can
reduce a company’s environmental footprint,
greenhouse gas emissions and travel-related
emissions. Studies show teleworkers tend to be
more productive and have less absenteeism and
turnover than those required to work from

an office.

Green power use
Many local utility companies have renewable
energy options that companies can request.

Packaging intensity

Excessive product packaging has a detrimental
impact on the planet. Can your business change
how it makes and packages products to help
decrease the amount of waste that is produced?

Corporate reporting

Customers, investors and stakeholders are
becoming more interested in understanding
what companies are doing and not doing for the
environment. Companies that use a lot of fossil
fuel may soon see pressure to report on their
carbon emissions.

Environmental management systems
What systems can you put in place to reduce
waste, energy consumption and raw materials?
ISO 14001 certification is available to
companies that identify and control the
environmental impact of their activities. The
certification program establishes methods

to measure and improve a company’s
environmental performance.

Pesticide use

Landscape and agricultural businesses can phase
out pesticide use to decrease ecosystem impact.

Organic produce, plants, flowers and landscape

services reduce impact and tend to fetch higher
prices than conventional options.

E-waste

Any discarded device with an electric cord

is termed “e-waste.” These devices can be
recycled. Although most federal and state laws
do not yet enforce such recycling, some large
electronic companies have instituted take-back
programs. To ensure your equipment waste
does not end up in a landfill, look into take-
back programs.

Carbon neutrality

Companies that measure their carbon output
and then purchase carbon offsets are considered
“carbon neutral.” In the future, the U.S. may
establish a cap or tax on carbon emissions that
compels companies to buy and sell emission
rights. If these policies take effect, carbon-
neutral companies will be positioned to take
advantage of unaware competitors.

Carbon transparency

Large companies can publicly disclose their
greenhouse gas emissions to investors and other
interested parties. This information can lead to

a continuous improvement process to reduce
company inefficiencies.

Going green is an ongoing process of
improvement that takes time to implement. Start
with the “low-hanging fruit,” and then advance
to the long-term challenges.

Carol McClelland, PhD, author of Your Dream
Career for Dummies, is the founder and
managing editor of GreenCareerCentral.com,
a membership site to help people transform
their passion for the environment into a
prosperous career.
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Free Hybrids for Employees?
The Future of Green Benefits

By Carol McClelland, Founder of Green Career Central
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an article about small firms offering

employees new incentives to be more
environmentally friendly inside and outside the
office. The article highlighted Greg James, a
Renton, Wash., business owner who recently
offered his employees $2,500 each if they
traded in their current ride for a hybrid or
bio-diesel vehicle.

Recently, the Wall Street Journal published

This incentive is just one example of a new
office perk known as a “green benefit.”

Types of Green Benefits

Green employment benefits generally
fall into six categories: work space,
transportation, residential, personal/
well being, financial, and educational. Here
are examples of benefits that companies are
currently offering:

Work Space
Modifications that add a healthy, more natural
feeling to the workplace help employees feel

more comfortable and focus better on their jobs.

Workplace changes aligned with sustainability
include adding:

¢ More natural light to work areas
¢ More window views to work areas
¢ Improved air quality

Numerous studies show that workers have
higher productivity under natural light than
under artificial lighting. Window views and fresh
air tend to increase employee satisfaction.

Transportation

A multitude of commuting benefits have been
used by companies for years. Here are some
conventional and progressive options:

* Mass transit subsidies

® Free commuting bicycles

e Gift certificates or raffle prizes for car pooling

¢ Credit toward the purchase of a hybrid car

e Preferred parking for fuel efficient vehicles

* Telecommuting, flex-time or
four-day/10-hour weeks

e Company-purchased carbon offsets for
employees who travel

These benefits help employees stay off the road
during peak commuting hours, save money

on gas, and gives them more time to dedicate
towards their lives.

Residential

Some companies offer stipends or free sessions
with “eco-coaches” to help employees learn
how to green their homes. These stipends may
be used toward the purchase of energy-efficient
light blubs and windows, solar panels, energy
efficient appliances and furnaces, compost kits,
or a wind turbine. Many cities and states have
programs that offer rebates or discounts on
these products. When employers offer incentives
on top of local or state rebates, significant
savings add up for employees.

Personal/Well Being

Companies can value environmental stewardship
and personal health by giving employees special
breaks to be used specifically for exercise or
health-improving recreation. Some companies
offer a couple of days of paid time off each
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year for volunteering for social or
environmental causes.

Financial

Socially responsible investments are now
showing up on more investment menus of
retirement and 401(k) plans. Some companies
are beginning to match donations to local
conservation groups paid through payroll
deductions up to a certain amount per

pay period.

Education

A number of companies organize monthly
meetings to explore and discuss green

issues. Some host fairly elaborate Earth Day
celebrations, including forums, healthy food,
and a local hike. Employees tend to take what
they learn and apply it in their personal habits as
well. Having a newsletter that continues to share
green tips can be helpful.

The payback

Green benefits engage employees in the goals
of reducing waste and energy use while at
the same time offering tangible value to the
companies that offer them. Offering green
benefits helps to:

¢ Recruit and retain top talent, attracted to or
aligned with sustainable values
¢ Increase employee morale by aligning with
their personal values
e Energize the current initiatives of
the company
¢ Motivate employees to become greener in
their own behaviors at work and at home
e Further company-wide sustainability efforts
¢ Bring good publicity to the company as
a whole

The best way to achieve these benefits is to
ensure the company’s benefits match what the
employees value.

PROFITING FROM GREEN BUSINESS

Determining your firm’s green benefits

To identify valuable green benefits, engage

your employees in a discussion to find the

most appealing and motivating benefits. This
discussion can be used to further entrench your
firm’s green commitment. Here are some tips for
the discussion:

* Bring in a credible expert to show employees
the impact their actions have. Solid education
increases the likelihood that team members
taking advantage of benefits will be
motivated to continue to make progress.

¢ Engage employees in the process of not just
creating green benefits but also creating
the company’s green goals and initiatives.
Working from a shared vision is far more
effective than trying to engage people with
top-down tactic.

* Create competition through contests and
progress charts to reach greater involvement.

A company that offers generous benefits such
as health and life insurance, paid time off,
retirement plans can extend those offerings

to foster and encourage environmental
stewardship. The cost of these benefits is a small
price to gain high employee satisfaction and
help the environment.

Carol McClelland, PhD, author of Your Dream
Career for Dummies, is the founder and
managing editor of GreenCareerCentral.com,
a membership site to help people transform
their passion for the environment into a
prosperous career.
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You’re Green. Now Market It.

By Philippe Cesson, President and CEO of CESSON

0, your business has gone green? You're Some existing social networking sites let
S recycling more, your IT systems have been you post information about your business.

updated and the light bulbs are energy Dotherightthing.com is a site committed
efficient. You're even selling environmentally to showcasing socially and environmentally
safe products. Now what? If your business has aware companies with the “core mission to
made the green commitment, you should have a  help drive more sales, talented employees,

marketing plan in place to take advantage  and investments in companies that do the

of the added value you've given to your right thing.” Submitting information to sites

products and services. like dotherightthing.com helps to make those
already concerned about green topics aware of

Studies show that over 30% of consumers  your company.

and clients value green products and

services higher than conventional ones. Change.org is an example of a successful
This is a significant market to tap into, but  environmentally focused social networking
your marketing must be innovative and site. People gather on this site and find others
involved to tap into it. concerned about the same issues they are. Non
profit organizations raise awareness by signing
Your marketing tactics should include up on the site and building online communities
campaigns and methods of communication that  around them, where people can chat about
involve and empower individuals. Campaigns causes, donate money and be actively supportive
that spark emotion and activism from your from their computers.
target market generate a deeper connection
between customers and your brand. Here are Blogging
some specific ideas on how your company can
best showcase your greenness while making a Blogging directly involves your clients and
lasting impact on your clients and consumers. potential clients in your brand. Create a blog
that centers solely on going green, and assign
Social networking the employee who has headed your green
movement to maintain the blog. For blogging
Regardless of size, your business can create a to be effective, it must be fluid and continuously

social networking area to serve as an important  updated. You must take an aggressive approach
component of your website. Social networking to promoting the blog via your website, email

areas provide a forum for employees, and online campaigns and setting up reciprocal
customers and citizens to discuss your products,  links with other green blogs.
_ environmental issues, and what your company
“ - is specifically doing about them. This gives your  With a blog, your company creates a personal tie
N green community the opportunity to be involved  with the readers and participants, who then feel
- and a part of your company, creating a stronger like they are connecting with the company, the
V l STACI E attachment between them and the brand. author and the other bloggers. This connection

better leaders = decisions = results
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gives the participants a reason to use your
product or services (other than lowest price or
convenience). Your blog posts communicate that
your business believes in what it is doing. Simply
put, blogs build company loyalty and a desire to
use your product or service.

Short Message Service (SMS)

Chances are everyone you know over the age of
10 has a mobile device. Short message service,
also known as text messages or SMS, is a tool
that keeps your company on the minds of your
target market.

Once you have a mobile phone number
database established, you can involve those
individuals by sending out monthly tips on

how to stay green, conduct polls and present
special offers to the green SMS subscribers. Text
messages, with coupons attached to them can
be sent out, requiring recipients to only bring in
their phones, show the text message and get a
deal. SMS serves as a company reminder every
time a message is received that your company
is green, and recipients are more likely to think
of and use your business when appropriate.
Additionally, SMS lets your customers know you
care and appreciate their dedication to the cause
and loyalty.

Special offers

Build campaigns that reward individuals for
being green. MAC Cosmetics rewards customers
by giving them a free lipstick with the return of
six empty primary packing containers to recycle.
Every time a MAC customer uses up a product,
he or she thinks green and sets aside the waste
rather than throwing it away. This conscious
effort reminds customers that MAC cares about
the environment and is willing to reward them
for also caring. This simple gesture costs MAC
little, yet it builds brand equity and creates

an emotional attachment to the brand, as
customers feel that their purchases and product
usage ultimately help the environment.

Consider creating similar campaigns within your
own company. When green events are going on,
ask customers to show a ticket from the event
and then give them 10% off in return. Trade a
certain amount of recyclables for a free product
or service. Special offers and rewards are a
double whammy, with clients and consumers
feeling good because they are saving money and
helping the environment.

Warning: Be credible

The green consumer is knowledgeable and
sensitive and will react negatively if he or she
feels green claims are inaccurate. Be sure

to explain the value of your green products
and services. (Does is save energy? Is it
biodegradable?) Explanations can be put on
packaging, on the website or be done in
person. If your product is more expensive is
there a reason for it? If so, let the consumer
know. Energy saver light bulbs, for example,
are more expensive, but their life expectancy
is significantly longer than typical light bulbs.
Ultimately the cost is lower.

There are official guidelines and stamps of
approval available for being green. Use these

to your highlight your benefits. You don’t want
to be accused of “greenwashing” (misleading
consumers about the environmental practices of
your company or the environmental aspects of
a product or service). Use third-party certifiers
to increase your credibility. Look for stamps of
approval from EnergyStar and the Federal Trade
Commission. Follow the guidelines of groups
such as Friends of the Earth. The approval of
these organizations lends authenticity to your
company’s greenness, an important factor when
dealing with as passionate a crowd as the

green one.

Start internally

Commit yourself and your employees to going
green, not just in products or services, but
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in internal practices as well. If you sell green
products and services but don't implement green
business practices internally, you risk losing
credibility. Look at your company and ask if the
products you use or the companies you work
with are green. If not, could they be?

It's also important for your staff to be excited
about the green movement. Sponsor in-house
promotions and events dedicated to boosting
the green morale. Host an office-wide “Bring
Your Old Batteries to Work Day” and hold a
friendly competition to see which department
brings in the most. Create an office carpool.
Be sure to clearly post why certain changes are
taking place, in order to keep your

staff informed.

As your workforce gets more excited about
helping the environment, not only will they be
more motivated and have more respect for the
company, but they will show their excitement
when pitching or discussing green products and
services with current or potential consumers.

What marketing greenness
means for You

The marketing strategies presented in this article
are intended to involve your target market and
create an emotional and legitimate connection
between your company and them. This is a
group of “do-ers,” and the presented tactics tap
into this by requiring action. By creating a more
environmentally responsible and active client and
internal base, these individuals are more likely to
be loyal to the brand and the company.

Philippe Cesson is President and CEO of CESSON,

a full-service marketing agency that helps small

to mid-size businesses realize and market their

- core identities. Philippe can be reached at phil@
- cesson.com.
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Closing the Green Gap

By Jamie Wimberly, CEO of EcoAlign
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companies and their customers with regard

to climate change and environmental
concerns. Many companies have been treating
these business risks as something to be
managed by public relations and lobbying. In
turn, consumers are increasingly stating
that environmental issues are important
to them, that they are looking for ways to
be more environmentally-conscious. Yet
consumers’ actual purchasing behavior and
lifestyle decisions dictate otherwise.

There is a growing “green gap” between

Internally, the green gap is manifested

in the oftentimes conflicting directives
from the executive team, instructing
purchasing agents and energy managers
to reduce costs even while the company
is being pressured to invest in green or
renewable technologies that sometimes have
longer payback times. In an informal Vistage
poll of 275 CEOs and senior executives, 31
percent of the respondents said that a vendor’s
"eco-friendliness” was a moderately or highly
important factor in purchasing decisions.

Our firm has conducted numerous market
research surveys on business and consumer
feelings toward green products and services.

In general, we have found that a majority of
consumers consider a company’s environmental
track record to be important. However, this
finding becomes difficult to translate into an
offering that can work for all customers.

Our research has shown that some customer
segments are relatively more willing and able
to pay higher prices than other segments,
and sometimes the differences between

customer segments can be significant and pose
generational or demographic conflicts. Seniors
(over 55) have been more active in their efforts
to buy green products and services; the young
(18 — 35) are apt to be louder about their
concerns in regard to the environment yet to
do less about those concerns.

While consumers look for ways to become

more environmentally-conscious, our research
(conducted over three extensive surveys)
demonstrates that actual purchasing behavior
and lifestyle decisions dictate otherwise. For
example, in one survey 80 percent of consumers
indicated that they would like to buy energy-
efficient compact fluorescent light bulbs, yet
only six percent of consumers actually bought
these bulbs in the preceding year.

As noted, many companies have thus far
treated activist and climate change pressures as
something to be managed by PR and lobbying,
i.e., BP's efforts to brand itself as being “Beyond
Petroleum.” Yet, when asked how committed BP
is to using or providing renewable energy, only
50 percent of Americans thought the company
was actually committed. Public relations and
lobbying put a bandage over the green gap;
they do not necessarily meet

customer expectations.

So what is the best way for companies to align
their offerings with their customers’ green value
proposition? The solution is a five-step process
outlined below:
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1. Determine your client’s
value proposition

Full-page ads run everyday in major newspapers
trumpeting green and environmental messages,
but most of these messages miss the mark,

as many customers lack a fundamental
understanding of terms such as “energy
conservation,” “smart energy,” “clean energy,”
“sustainable,” and other terms. Not only does
messaging with these catch phrases fail to
resonate with many consumers, it goes against
over 100 years of accumulated behavior and
attitudes around consumption. In our society,
consumption and waste are oftentimes

equated to wealth and personal worth, while
environmental stewardship is still associated with
business restrictions, cost increases and the so
called “counter-culture.”

i

Spending the necessary money to conduct
market research is the foundation for creating
memorable, measurable campaigns that are
grounded in core business and customer
expectations around the company’s brand and
the value created.

2. Meet the value proposition

Once you've done your market research, fill the
green gap with a focused business strategy.
That strategy should aim to reduce carbon
output and/or promote sustainability and
provide significant customer benefits, including
increased performance, aesthetics, functionality,
solutions and value.

A lot of money is waiting to be made by
companies that figure out how to solve the
green gap before their competitors do, either
through cost efficiencies, improved processes,
better employee morale and retention, higher
brand value, or a premium for their offering.
Moreover, with the expectation that the U.S. will
soon have a “cap” or “trade” system for carbon
credits, everything companies do that impacts

PROFITING FROM GREEN BUSINESS

their carbon footprint will be monetized in the
future, meaning there will be a discernible cost
and/or bonus for company actions in this space.

In today’s market, value creation is not about
building scale and competing on price. It's
about optimizing assets and business practices
that, in turn, wholly engage the customer in a
relationship over time. Customers increasingly
contend that stewardship of the environment
is important to them. To be of increased value,
offerings need to reflect customer wants.

3. Integrate your messaging

Corporate communications, public relations,
investor relations, and marketing departments
need to coordinate and integrate messaging
around environmental objectives that
consumers and stakeholders will believe. Most
advertisements with environmental messaging
look and feel like public relations efforts.

Environmental goals and sustainable

offerings can't just reside in annual reports,
advertisements, committee notes and the mind
of the CEQ. To benefit from sustainable efforts,
a company’'s employees enterprise-wide need to
understand and accept those goals and become
ambassadors to the market and society. If your
front-line workers and call center employees
don’t understand or accept the environmental
goals set, you have already lost your

marketing campaign.

4. Act what you preach

In our last EcoPinion survey (March 2008), we
asked what a company would need to do to be
considered an “environmental leader.” More
than 75 percent of Americans polled think

that a company needs to first strive to become
more energy efficient or greener with their
own operations and facilities. In other words,
companies must provide tangible evidence of
their commitment to reducing their carbon
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footprint before they will be viewed credibly as
an environmental leader. Without this evidence,
green marketing and advocacy efforts won't be
taken seriously by consumers.

5. Communicate the value

There is an old marketing mantra: “If it is not
communicated, then it is not valued.”

Companies that offer sustainable products and
services must do two things: 1) communicate
the value proposition that their clients want,

2) communicate the proposition in terms that
the client can understand. While it may be
scientifically accurate to describe the benefit

of a new product by citing its per-ton carbon
reductions, customers don’t have a sense

of what that means to society or to them
personally. Companies can translate their green
initiatives to customers by showing a value chain
around comfort, convenience, aesthetics and
lifestyle, to name a few attributes of value.

Closing the green gap must be tied to value
creation. Corporate environmental strategy
must move beyond a defensive management

of risk to a two-part plan of proactively cutting
costs through efficiency gains and bringing

new products and services to market. The

new offerings should intersect with consumer
perceptions and attitudes toward value, on their
terms and not simply by corporate fiat.

Jamie Wimberly is the CEO of EcoAlign, a
strategic marketing agency focused on energy
and the environment. EcoAlign’s mission is

to align consumer behavior with energy and
environmental needs for products, services, and
programs. For more information on EcoAlign

or to obtain the EcoPinion survey reports at no

- charge, visit www.ecoalign.com. EcoAlign is
- an affiliate of the Distributed Energy Financial
-
- Group LLC.
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Earth and Earnings:
Sustainabllity in the Vistage Community

By Anne Saita, Vistage Corporate Communications Writer

for Scotland-based City Information Services
(CitylS) Ltd., stood on stage at his company’s
annual meeting in Amsterdam and braced
for boos.

J im de Poortere, CEO of U.S. headquarters

The audience dinged him for driving a six-

cylinder, gas-guzzling Volvo, not a hybrid
or even a diesel.

And for using energy inefficient appliances
at his northern New Jersey home.

And for traveling so much to, ironically,
evangelize the cost and carbon

savings using his company’s video
conferencing technology.

VISTAGE
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The public shaming was done in jest, but de
Poortere admits it also was justified. There was
a lot more he could do to personally reduce his
carbon footprint, and in the process put more
conviction behind his company’s message that
video conferencing helps achieve

carbon neutrality.

“We've been promoting the green aspect of
video conferencing for awhile,” de Poortere
says. “The biggest cost justifier for adopting
video is reducing travel, and we all know the air
traffic and auto driving add tremendous carbon
to the atmosphere.”

Like CitylS, many companies are adjusting
marketing strategies to play up environmental
savings as businesses look for ways to reduce
and reuse natural and manmade resources.
And it's paying off with lucrative contracts,
lower energy bills, less employee turnover

and improved public relations. Some are even
opening new revenue streams as consultants or
green product and service producers.

“A lot of times companies are focused on the
business at hand and not their uses of energy
or other resources,” explains Phil Jones, the vice
president of the Green Solutions Group at EMS
Environmental Inc. in Bethlehem, Penn. The
company’s president is Vistage member Allan
Blanchard, who notes that “when we talk to
clients, we want to make sure they are going
green because it makes economic sense versus
just looks good.”

EMS analyzes each client’s environmental
footprint to find ways to reduce usage — and
therefore costs — for energy, water, fuel,
transportation and waste disposal. Energy
audits generally lead not only to reduced energy
consumption but other reductions as well,
including water and a company’s waste stream.

That's where the concept of sustainability
(reusing and reducing resources rather than
immediately replacing them) comes into play. For
instance, EMS helped a mattress manufacturer,
not only to save 25 percent of their heating cost
but also to change their practices to repetitively
reuse mattress packaging material, rather than
leaving it at the customer’s site. This reduced
both waste for their customer and packaging
costs for them.

More companies are putting pressure on their
suppliers to comply with more eco-friendly
practices. The Philadelphia Eagles football team,
for instance, negotiated with its vendor to use
biodegradable cups and plates at home games,
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and without a price increase. That meant the
vendor had to come up with more cost-effective
production or lose the lucrative contract.

Smaller companies don't always have that kind
of buying power. But as Springwood Real Estate
Services in York, Penn., proved, employing green
technologies and practices can win a company
big contracts over larger competitors.

Springwood landed a highly competitive,
contract from the Pennsylvania Housing Finance
Agency by building beyond baseline green
standards on an 84-unit apartment community
for senior citizens.

It planted drought-resistant plants as
landscaping and limited “volatile organic
compounds,” harmful chemicals, by using
more eco-friendly paints, caulking and sealants
inside the building. More importantly, the
company spent more than $300,000 creating a
groundwater-source, geothermal energy system
using 64 on-site, yet out of sight, wells to heat
and cool the entire building.

In addition, each unit has vents with
electronically operated dampers to monitor
ventilation and ensure optimal fresh air, if
residents don't wish to open windows. The
small firm took a gamble and declared the entire
facility smoke-free — a groundbreaking move in
that part of the country.

The geothermal wells “are outperforming

even our optimistic expectations,” says Shawn
Colbert, vice president and chief operating
officer. She and Springwood Real Estate Services
President David Hogg are Vistage members.

“The positive publicity the project generated
was a nice addition to the millions of dollars our
company received in tax credits,” said Colbert.
States commonly use tax credits to promote
green public works projects.

PROFITING FROM GREEN BUSINESS

"We're definitely becoming better known,”
Colbert says. “We're a smaller company. We've
only been around for 10 years and have less
than 25 employees and this green building helps
us gain name recognition in the area. People are
now coming to us because they want to work
for us.”

Las Vegas-based General Contractor Burke &
Associates has been helping to develop and
build LEED-certified structures for several years
—giving it an edge over other builders just
entering the increasingly competitive commercial
construction industry.

lts newest project is a $70 million Caterpillar
dealership that is working to achieve LEED Gold
Certification. Burke & Associates are employing
many sustainable practices including generating
building material onsite by pulverizing unearthed
boulders with a crusher. “As we ripped up
ground, there was a lot of material that could
have been exported off site and crushed and
sold back to us as sub-base, instead, we have
set up crusher operations on our 55 acre site to
generate usable materials associated with the
project needs such as Type Il compactable sub-
base materials and sand” Matthew Boyd, vice
president of operations, explains. He estimates
the company saved $600,000 to $700,000
through this method — and even had excess sand
and filler to sell.

Burke & Associates also drilled 400 geothermal
wells some 200 to 300 feet into the ground,

as part of a geothermal cooling system for

the building. Additionally they built a five-acre
Retention Pond to capture water. “We're in the
desert, but we do get rain,” he says. “We're
trying to capture as much water as we can and
recycle it through our Landscaping systems and
also on site Equipment Washing Stations.” In
addition, heat-reflective paving and roofing
helps eliminate Heat Island effects and keep
energy costs down. These are only a few of the
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LEED Credits we will achieve on this project from
a list of numerous items we are doing.

As the company noticed more RPFs with a LEED
component, Burke and Associates knew it had
found a new niche — promoting its state-of-the-
art sustainability practices. “This has opened up
another market for us — one which we're able to
take advantage of.”

In addition to winning construction bids and
their accompanying tax incentives for Owners,
Burke & Associates is quickly becoming known
for green practices. “It brings a component

to the table that a lot of people are dealing
with now. We're seeing that Gen X and Gen Y
are more environmentally minded and have a
lot of concern about this, and it's getting our
name out there with them. Also it's given us

a healthy office morale boost since we have
begun exercising Green Practices in our office
environment such as recycling efforts, setting
up ergonomically efficient work stations and
installing programmable thermostats and motion
sensor light switches.”

Washington, D.C., real estate marketing firm
Delucchi Plus LLC vowed to become carbon
neutral by 2010. To achieve this it moved
from its Georgetown location into a “greener
building” downtown owned by its client The
Towers Group. The 5,600-square-foot office
space, like the building itself, is 100 percent
wind-powered. All materials are non-toxic, such
as carpet tiles with recycled backing, recycled
cotton insulation, Energy Star appliances, low
mercury lighting and Teknion office furnishing
made of recycled metal and fabric.

Delucchi provides Metro cards to employees who
can now conveniently take the subway to work,
keeping cars and emissions off roadways.

“There is a direct correlation between how you
feel and the space in which you work,” explains
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President Christine L. Delucchi. “My hope is that
the money, time and effort Delucchi Plus invests
in our green space and on becoming carbon
neutral will foster a team of happy, productive
and inspired employees.”

The printing and publishing industry’s been on
the vanguard of sustainability, mainly because

it was among the first to come under intense
scrutiny by environmentalists for its use of fibers
from old growth forest and environmentally
sensitive ecosystems as well as some of the
chemical processes it used..

Daily Printing saw an opportunity to get ahead
of the curve when customers began inquiring
about recycling and sustainability. Like many
commercial printers, the Plymouth, Minn.,
company for years sought alternatives to the
potentially hazardous chemicals it used as part
of the prepress and printing process. Over time
it began to replace these chemicals with benign
ones and recently they partnered with the Forest
Stewardship Council to certify that they are able
to assure customers they are using papers that
are only manufactured using sustainable
forestry techniques.

That led the company to become consultants
for clients also seeking a kinder, gentler way to
produce their catalogs and other print-based
materials. “Consumers will spend a little more
money if you can prove you're a good corporate
citizen,” says Tom Moe, vice president of sales
and marketing for Daily Printing. Peter Jacobson,
the company’s president and CEQ, is a longtime
Vistage member. “Trying to reduce emissions,
trying to reduce greenhouse gas — people have
become more interested in that than what your
stock price is today.”

Moe, like the others, warns not to pay lip service
to sustainability or over promote corporate
responsibility—a practice known as green
washing. Consumers will smell a false campaign
in an instant and call a company on it.

COPYRIGHT 2008 © VISTAGE INTERNATIONAL. ALL RIGHTS RESERVED.


https://view.vistage.com/portal/community/view_profile.html?id=1903428
https://view.vistage.com/portal/community/view_profile.html?id=400533

VISTAGE

better leaders = decisions = results

COPYRIGHT 2008 © VISTAGE INTERNATIONAL. ALL RIGHTS RESERVED.

Earth and Earnings: Sustainability in the Vistage Community

“First thing to do, no matter what industry you
are in, is sit down with your top vendors and
ask, ‘What opportunities do we have to work on
sustainability issue?’” Moe advises. That includes
talking with power companies, transportation
centers and major suppliers.

Moe and Boyd also suggest joining a local
association to become better schooled in
sustainable practices and green technologies.
For instance, a store owner might join a local
retail organization to learn strategies and

their effectiveness. Boyd suggested joining a
mainstream environmental group to stay on top
of the green movement. The USGBC (United
States Green Building Counsel), has local
Chapters throughout the nation and becoming a
part of this movement is relatively easy.

That investment will pay off, possibly quickly.

"] think the benefits are there, and the increased
costs are incremental. Everything costs more, but
you make that up in the operating efficiencies
over the long haul,” Springwood's Colbert says.

“There's money out there to go green and to
stay green,” she adds. “It's good will; it's good
PR. It's good business.”

Which brings us back to CitylS's de Poortere,
who says he's made changes since being

booed by his European colleagues. He's limited
his travel, doing more demos remotely. He's
modified home appliances to make them more
efficient. He's even schooled his three young
children on being more energy-conscious. “I'll
ask them in the morning, "You guys green
today?’ and they'll run back up to their rooms to
turn off lights and close doors."”
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He still drives that Volvo, but not as often.

Business is good, he says, despite a slowing
economy. In fact, one of his most recent demos
was for an electric power plant operator that
wants to cut costs and raise its green profile.
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Green to Gold:

How Smart Companies Use Environmental Strategy to
Innovate, Create Value, and Build Competitive Advantage

by Daniel C. Esty and Andrew S. Winston
Reviewed by Paul Diamond, Vistage Web Editor

ndrew Winston and Daniel Esty offer a
Aprimer on the factors that have created

the green economy and a rationale
for joining that economy in this bottom-line-
oriented book. Geared for business owners
and top managers who are looking to find
opportunities in the coming business
sea change, this book is concise, well-
organized, and easy to read.

After covering the environmental, historical
and financial drivers of the green economy,
the authors argue that the green wave

is fueled by two forces—environmental
stresses and a world of people who are
insisting that the business community take
action in response. The winners in this race
will be the early adopters--those businesses
that figure out how to make green

change profitable.

Early adopters will view this green wave not as
a difficult challenge, but instead as a moment
of opportunity to gain a competitive edge.
The gold that companies can realize from
having a workable, practical environmental
strategy include:

* Innovative, breakthrough products that drive
customer loyalty and higher revenues

¢ New-found eco-efficiency that slashes
operational costs

¢ Anticipation and management of serious
business risks

¢ Higher “intangible” value of soft benefits

- such as innovative culture, increased brand

- credibility and trust

Green to Gold explores eight detailed “Green to

V l STACI E Gold” plays that resource intensive companies
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such as BP, IKEA, Toyota, Ford, McDonald’s, 3M,
Chiquita and GE used to save money, create

a new image, and reduce their environmental
impact. It examines Toyota’s meticulous
development of the hybrid Prius automobile
and how it transformed the brand; how 3M
made a pact to cut pollution, a decision that
initially cost millions but in the end generated far
more than that in profit; and how McDonald's
successfully changed their packaging to limit
environmental impact.

“There is a shift happening and it's being
accelerated by the business community,” said
Winston in a recent interview with United Press
International. “We're seeing more people take it
on in their personal lives in part because of what
they're doing at work. A value shift will come,
not from consumers asking companies, but
more from companies teaching their employees
and teaching consumers. The ripple from

big companies asking other companies, their
suppliers, to be greener is one of the

critical forces.”

“Companies using the environmental lens are
generally more innovative and entrepreneurial
than their competitors,” write the authors.
“They see emerging issues ahead of the

pack. And, they are better at finding new
opportunities to increase sales by helping
customers lower their costs and their
environmental burden.

“As the business world wakes up to the fact
that many natural resources are finite, a second
reality is emerging in parallel: Limits can create
opportunities. Companies that manage nature’s
bounty and boundaries best will minimize
vulnerabilities and move ahead of

their competitors.”
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Natural Capitalism:
Creating the Next Industrial Revolution

Book authors: Paul Hawken, Amory B. Lovins, and L. Hunter Lovins

or decades, environmentalists have been inefficient use of energy, materials, water, fiber,
Fwarning that human economic activity is topsoil and other resources.
exceeding the planet’s limits. Of course we
keep pushing those limits back with clever new Natural Capitalism presents four
technologies; yet living systems are undeniably interlinked principles:
in decline.

1. Increasing resource productivity

These trends need not be in conflict. In (Implementing this first principle can
fact, there are fortunes to be made in significantly improve a firm's bottom line,
reconciling them. and can also help finance the other three.)
2. Redesigning industry on biological models
Natural Capitalism: Creating the Next with closed loops and zero waste
Industrial Revolution, by Paul Hawken, 3. Shifting from the sale of goods (for
Amory Lovins, and L. Hunter Lovins, is example, light bulbs) to the provision of
the first book to explore the lucrative services (illumination)
opportunities for businesses in an era of 4. Reinvesting in the natural capital that is the
approaching environmental limits. basis of future prosperity
In this blueprint for a new economy, three Citing hundreds of compelling stories from a
business visionaries explain how the world is wide array of sectors, Natural Capitalism shows
on the verge of a new industrial revolution-one how these four principle enable businesses to
that promises to transform our notions about properly value natural capital, without waiting
commerce and its role in shaping our future. for consensus on what that value should be.
Natural Capitalism describes a future in which
business and environmental interests overlap, Even today, when natural capital is hardly
and in which businesses can better satisfy their accounted for on corporate balance sheets,
customers’ needs, increase profits, and help these four principles are so profitable that firms
solve environmental problems all at the adopting them can gain striking competitive
same time. advantage, as early adopters are already doing.
These innovators are also discovering that by
The term “natural capital” refers to the natural downsizing their unproductive tons, gallons and
resources and ecosystem services that make kilowatt-hours, they can keep more people, who
possible all economic activity, indeed all life. will foster the innovation that drives
These services are of immense economic value; future improvement.
some are priceless, since they have no known
T - - substitutes. Yet current business practices Natural Capitalism's preface states: “Although
- typically fail to take into account the value of [this] is a book abounding in solutions, it is
- these assets. Current business models degrade not about ‘fixes.” Nor is it a how-to manual. It
V l STACI E and liquidate natural capital with wasteful or is a portrayal of opportunities that if captured
better leaders = decisions = results
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will lead to no less than a transformation

of commerce and of all societal institutions.
Natural capitalism maps the general direction

of a journey that requires overturning long-held
assumptions, even questioning what we value
and how we are to live. Yet the early stages in
the decades-long odyssey are turning out to
release extraordinary benefits. Among these

are what business innovator Peter Senge calls
‘hidden reserves within the enterprise’--lost
energy, trapped in stale employee and customer
relationships, that can be channeled into
success for both today’s shareholders and future
generations. All three of us have witnessed

this excitement and enhanced total factor
productivity in many of the businesses we have
counseled. It is real; it is replicable...”

The next Industrial Revolution has already
started. Natural Capitalism will prepare you to
be a part of it. Find excerpts on this book at
www.natcap.org.
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