CCTOBER 1, 2010

 ROCHESTER BUSINESS JOURNAL / 7L CIAl

PAGE 25

Going green has sellmg power, but to a limited extent

Eco-friendly advances

do not make customers’
other needs disappear

By SHEILA LIVADAS

chdrs letting potential customers

search for reclaimed and sustainable
flooring by color or by how well it
will withstand wear from poaws, claws or
heels, Proncer Millworks Inc.s website de-
tiils what the Farmington firm does inter-
nally 1o reduce its environmental impact.

e the firm, which processes more than
I million board feet of reclaimed wood
annuzlly and offers incentives to staffers
who drive fuel-efficient cars, does not rely
on environmental responsibility to be the
lone driver of its sales.

Customers typically regand the products’
greenness as an added value or among
many [actors they consider, says Jennifer
Young, a marketing manager for Pionser
Sfdilworks and s sister operation, timber-
frame builder and designer New Energy
Works of Rochester Inc.

Officials from other Rochester-area
companies with green marketing strate-
gics echo Young: Going green does not
miake customers” other wants and needs
disappear, but it can be an importani sec-
ondary selling podnt.

Denms Burdette, corporate sustainabil-
ity manager for Lilestri Foods Inc., says
customers do not buy the Fairport firm's
producis based on its green initiatives
alone. Quality and value also are key dif-
ferentiators. Lilkestrn manufactures sauces,
dips and zalsa.

Yet large food companies that have co-
packing arrangements with LiDestri of-
ten ask pointed questions about the firm's
sustainability efforts, Burdetie says. Some
of those firms even vasit the Fairport site
to pore over LiDestri's environmental ini-
tiatives in preparation for making green
claims themselves,

Urging staffers to share information
about Lilkestn's latest sustainability efforis
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do not buy the Fairport flrm's products based on iis envircnmental initistives alone.

with customers helps keep the momentum
going, Burdette says. Those goals includs
slashing water usage across the firm's fa-
cilities by at least 50 percent by 2014 and
reusing of recycling 935 percent of raw ma-
tenal waste by 2013, The firm also has an
agreement with Wyoming County-based
CH4 BioGas LLC, which will combine
LiDestri’s tomato residue with cow manure
to make renewable energy.

Companies embracing green marketing
have discoverned that its fundamentals do not
differ from these of iraditional marketing,
says George Cook, executive professor of
business administration at the University of
Rochester’s Simon Graduate School of Busi-
ness. The four p's of marketing—product,
place, price and promotion—apply, as does
the importance of answering consumers’ pe-
rennial question, “What's in it for me?™

Firms weighing whether to start green
marketing campaigns should remember
that women generally make households”
buying decisions, Cook adds. Generations
A and Y, o even YOUnger Consumers, miy
be the obvious audiences for green market-
ing, but seniors typically have more spare
time to consider purchases and reséarch
firms" green clams,

“Withowut a doubt, not all consumers are
tuned into the green marketing environ-
meent. ... Mamy are still buving 5U's amd
the so-called muscle cars,” Cook says.

Roughly three years ago, more major cus-
txmers af Hammer Packaging Corp, began
asking aboul the firm's sustainability efforts,
says James Hammer, president and CEQ.

The Henrietta firm, which focuses on
producing labels for the food and bever-
age indusiry, had offered paper containing
recycled content for many years, but cus-
tomers often refected it due to cost. Mow
fewer are backing away from it.

“So we see that the whole (green) move-
mient has got legs this time,” says Hammer,
whose clients include Mestle S.A. and Dr
Pepper Snapple Group Ing,

Internal eco-friendly efforts ai Hammer
Packaging inchide recycling 54 percent of its
waste materials and supplies companywide,
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reusing shop towels used for cleaning the
presses and reducing 100 percent of volatile
organic compounds by using ultraviolet and
electron-beam curable inks and

Still, the firm has not landed new major
clients solely becanse of ils green efforts,

First and foremost, Hammer says,
“They're looking at economics.”

To publicize its green efforts, the pack-
aging firm publishes a sustainability-
themed newsletter aimed al custorners and
urges sales and marketing staffers o stay
current on those efforts” key poinis.

“1 feel personally that if you don't have
{a sustarnability plan) going forward, it's
going to be a negative,” Hammer says.

Sometimes whal companies do not do
makes all the difference in keeping green
marketing humming along, given that
“greenwashing,” or oversiating environ-
miental commitments or efforts, can crush
cormpanies’ credibility.

To comban greenwashing, the Federal
Teade Commizzion ixsued giliﬂl.'lil‘l.:! in
1998 for green marketing, allowing the
agency to prosecuts businesses that make
false or misleading advertising claims.
Pressing companics to adopt greener prac-
tices for consumer profecion s sake is not
amang the FTC's rights.

Spelled out in four parts, the FTCs guide-
fines require that green marketing claims:
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W Adhere to a clear basis of compari-
son if such clums are made, A shampoo
bottle labeled =20 percent more recycled
content™ should detail if that is compared
to the company’s prior packaging or o a
competitor's product packaging.

The FTC's guidelines also outline pa-
rameters for using words such as bip-
degradable, compostable, refillable and
ozone-friendly,

When the FT'C releases updated green
marketing guidelines later this year, the
sgency may weigh in on words such as
“sustainable” and “carbon-neutral ” Some
envircnmenial experts predict that the up-
dated guidelines, which have been in the
works since 2007, also will strengthen
rules for carbon offsets and nullify or call
into question hundreds of environmental
certifications or scals of approval.

The FTC recently fexed its muscle in
cases involving misleading green markel-
ing. One such casc in 2009 charged four
firms with lobeling and advertizsing rayon
products as being made from bamboo fi-
ber. The firms also falsely clasmed that the
products were biodegradable and retained
antimicrobial properties from the bamboo

plant. Three of the companies agreed (o
stop making the claims, while the fourth
proceeded to litgation.

Bamboo figures in Pioncer Millworks®
green marketing, but in an unexpected way,
Young says. The company dedicates an en-
tire page on its website to the negatives of
choosing bamboo as flooring, including its
lack of durability and how it has displaced
native plants around the world. Pioneer
Millwarks also has bought online key-
words about bamboo that ultimately help
direct customers to the firm's website,

Being environmentally conscious is not
a silver buller when it comes to marketing,
Young says.

“1 still think people are buying flooring
because they're going to choose what they
like first and then feel good that it's a green
product,” she says,

LiDestri Foods' Burdette suggests that
companics on the fence about sustainabil-
ity should take the fong view and not worry
about immediate rewards. [f they ignore
the green movement, “it's just like play-
ing musical chairs.” he says. “Some (firms)
will be without a chair when it's all said
and done.™

Sheila Livadas iv a Rochester-area free-
lance wriker



