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Green your business for growth 3

Sustainability equals profitability

By taking steps towards greening your business, we can help you access a slice of the green
economy. Currently valued at £112 billion in the UK, this consists of between five and

ten per cent of GDP and £3.2 trillion worldwide. This guide offers practical advice, showing
you how to grow your business by taking action to improve your green credentials. By
making your business more sustainable, green growth can lead directly to business growth.

Why get involved?

¢ According to research by the British
Government, the global low-carbon and
environmental market is worth over £3.2
trillion and employs over 28 million people.

e There is huge opportunity for the UK to grow
its share of export markets. The UK exported
£10.8bn from the green sector in 2008,

a growth of 6.2% on 2007.

° 92% of UK business leaders think that
green growth presents an opportunity
for their own businesses.

All statistics on this page are from BIS industry analysis 2008.

¢ A third of businesses are already investing
in the research and development of green
products and services.

* Only 9% of business leaders think it is unlikely A

their companies will seek to benefit from N\ e
green growth. ') ;
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Greening your business is a good way of
reducing your overhead costs, but that's only
one of the benefits. Promoting your green
credentials helps you stand out against your
competitors, creating unique selling points
that will help you grow your business.

Our research shows that over 65 per cent of
consumers think it's important to buy from
environmentally responsible companies. Being
recognised as a green organisation can boost
sales, increase interest in your organisation,
improve brand awareness and build brand loyalty.

This guide will help you take advantage of the
benefits of green growth. It will help you assess
how sustainable your business currently is,

and show you how to green your products and
services and reduce the environmental impact
of your operation. It also describes how you can
publicise your green credentials to increase
your competitive advantage.

We've focused here on helping you to reduce
your energy and carbon impact, but we've also
directed you to other areas of sustainability
such as reducing waste, and improving your use
of other resources.

Green your business for growth

Case study
The Lowry Hotel

When The Lowry, a five-star hotel

in Manchester, reduced its carbon
emissions by 11 per cent, it noted an
increase in business and customer loyalty
after promoting its energy efficiency
measures.

“The entire team has been working
hard to reduce its carbon footprint,
and we have been very pleased by
how much interest our guests have
shown in becoming greener and
more environmentally friendly,” said
Jason Harding, General Manager,
The Lowry Hotel.
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Five ways to benefit from green growth

Organisations can benefit from green growth in many ways. These range from
cutting your overheads to developing new income streams, increasing your sales
and improving employee engagement.

Figure 1T How to benefit from green growth

Benefit

Plan of action

Reduce your operating costs

Increase your current sales and
develop new income streams

Strengthen your reputation and
increase loyalty of your customers

Comply with standards and
regulations

Improve effectiveness of your
employees

Re-engineering the way you manage energy consumption will directly translate into lower overhead costs and
higher profits. As energy costs continue to rise, reducing consumption and switching to renewable energy will
become increasingly important. The Carbon Trust can identify measures that will reduce your energy bills by
up to 20%, many at little or no cost.

Research by the Carbon Trust has shown that over 65% of consumers think it's important to buy from
environmentally responsible companies. You can respond to this demand by greening your current products
and services and by introducing new solutions and technologies.

Innovative companies taking positive action towards the environment are viewed more positively by their
customers, suppliers and investors. The image of the company and its products are improved because
stakeholders believe the company acts according to the principles of integrity and best practice.

Operating a versatile green growth business strategy will ensure that your company complies with increasing
regulatory pressures and limit the cost of environmental charges. The Carbon Trust can provide advice on
regulatory compliance and guide you through the support that is available.

Employee morale is directly linked to productivity, retention and recruitment. Taking action will attract new
talent and motivate your employees who will support you in driving your business in the right direction.
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The green growth cycle

Adopting green growth as a strategy can give your organisation a real competitive
edge in these economically challenging times. This guide breaks our approach down
wenu  Into easy-to-follow sections, with sample activities at every stage.

Identify opportunities Figure 2 The green growth cycle
for green growth

Each organisation will have different opportunities [
to make changes. The sustainability checklist on opportunities
page 8 will help you to identify where you are
making good progress and what to focus on next.

Re-invest
and
re-invent

Develop a
green growth
strategy

Develop your green
growth strategy

Use the opportunities identified in the
sustainability checklist to embed green growth
in your business plan. To fully achieve your

biecti a dt K h Increase Reduce your
objectives, you'll need to make sure you have competitive environmental
support at a senior level. advantage impact

\
= oy

services
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Reduce your environmental
impact

Reduce your carbon emissions and waste and

minimise your energy and water consumption.

Green your products
and services

Assess whether your current products

and services are green enough to give you

a competitive edge. Green your supply chain
and consider eco designs for new products.

Make the most of your
green credentials

Publicise and communicate your sustainability
to customers and suppliers to gain a lead over
your competition.

A ‘virtuous circle’ - look for
further opportunities and
re-develop your strategy

As you benefit from Green Growth through
winning new business and reducing operation
costs, you can re-invest in and re-invent your
Green Growth strategy to keep a step ahead
of your competitors.

Green your business for growth

Case study

Innocent

Drinks company Innocent’s proactive
engagement both up and down the
supply chain has led to material carbon
savings, as well as business benefits
derived from lower costs, enthusiastic
employees and more loyal customers.

“Qur first focus has been to reduce our
carbon footprint. We measured our
carbon footprint from farm to fridge to
the recycling bin, and are thrilled to say
that in one year we reduced the footprint
of our 250ml smoothie by 16 per cent,”
said a company spokesperson.
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Identifying opportunities for green growth

Green growth checklist

lots of opportunities you can take advantage of.

Identifying opportunities for green growth

Complete the checklist below to understand how much progress you have already made
and how ready your business is to capitalise on green growth. Answer the questions by

inserting a single point score in each of the rows. At the end calculate your total score. A
high score means that you have lots to shout about, while a low score means there are

Yes
(3 points)

'Add to plan
(0 points)

Energy and carbon reduction
We collect our energy consumption data

We set targets on our energy consumption

We have introduced lowino-cost energy efficiency measures
We have invested in energy efficiency projectsimeasures.
We have measured a reduction in our energy consumption
We report our energy consumption

We use on-site renewable energy sources

We have engaged our employees in our energy strategy
We have achieved the Carbon Trust Standard

We make use of Carbon Trust services

We have redesigned our products and services to reduce their impact on the
environment

Managing waste and water
We measure our waste and set targets for reduction

We have achieved cost savings through reduction in waste
We have installed water saving devices in our premises

We have re-designed processes to save water

We have trained our staff to treat water as a scarce resource

We communicate our sustainability commitments to our customers
We have implemented system or won d
We use Eco Labelling/Carbon Labelling

We advertise our ‘green credentials' in trade press, website or newsletter

CITTTITTTIT]

Total points

green growth strategy.

Results
36.57 points YoU have a wel estabiished carbon management programme. Your company performs very wel in some
P areas, but there s always room for improvement. Please review this guide to find relevant ac)
'You have made some good progress. Familiarise yourself with this guide and contact us to fir
2033 points
expanding on your green growth
There is much to do, butaiso lots of opportunity o capitalise on green growth n your company. | & Adobe
0-19 points Please review this guide in detail and contact us so that we can support you in developing your

Download the checklist (left) to understand how
much progress you have already made and how
ready your business is to capitalise on green

growth. Answer the questions by inserting a

single point score in each of the rows. At the end
calculate your total score. A high score means
that you have lots to shout about, while a low
score means there are lots of opportunities you
can take advantage of.

g Download

Download the appendix by opening
the attachments tab on the left of your
screen, or through the Document/File
attachments menu.
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Develop your green growth strategy

Greening your business requires senior commitment. Use your checklist results from

the previous section to help develop your strategy — aim to build on your strengths and
improve your weaker areas. Embed this change in your business plan and environmental
and energy policies, obtaining the senior level support you need to achieve the change.

Your customers may already be asking you about
your environmental practices, and if they aren’t
yet they probably soon will. They may ask

about your environmental policy, or to see your
environmental management system. This may
be to give them insight into how well your
organisation is run, or because the companies
you sell to want to green their own supply chains.

What are energy and
environmental policies
and what should they say?

An environmental policy is a statement you
make as a company about the different ways
in which you have an impact on the environment
and how these are managed. It should be no

longer than a page, should include hard targets
and should be signed by senior management,
such as the managing director, to show that it
has senior commitment. Our guide to Making a
business case for a carbon reduction project
(CTV067) provides useful advice if achieving
senior support is a challenge.

An energy policy is a written document stating
the way the organisation will use energy and
what targets it intends to achieve. For example,
"We aim to reduce our energy consumption by
10 per cent based on 2010 levels and then by a
further 5 per cent per annum'’. Most energy
policies comprise two documents, parts A and
B. Part A is a high-level statement containing the
guidelines and principles that the business is

* Note that these policies can be downloaded and should be adapted to your own circumstances.

committing to. Part B is a more detailed
document setting out specific energy
management objectives and targets along
with the methodology for achieving these.

Publishing your environmental and energy
policy on your website and including them

in other communications will demonstrate
your commitment. It is important to regularly
revisit your policies and develop them.

See our sample environmental policy and energy
policy in the appendix.*

For more information on developing an energy
policy, please see our Energy management

guide (CTGO054).



http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTV067
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTV067
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTV067
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTG054
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTG054
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Reduce your environmental impact

When greening your business, a central priority is to reduce your energy
consumption and carbon emissions as much as possible. In most businesses,
there are obvious opportunities to do this.

Check your heating system
and its controls

“Heating costs rise by

about 8 per cent for every
1°C of overheating”

Reduce your emissions by regularly maintaining
your heating system, and heating only the areas
you need to, for the hours that they are in use.
These simple actions can significantly reduce
your heating bills. For more ideas download:

Heating, ventilation and air conditioning
technology overview (CTV046)

Heating controls (CTG065)

Check your lighting
and its controls

“Lighting in a typical office
costs about £3.75/m?
annually, but in the most
efficient office only costs
about £1.00/m?”

There are many simple and inexpensive ways
to reduce the energy consumption and costs
associated with lighting without compromising
health and safety or comfort levels. Are you
using up-to-date lighting technology? Do you
use the best type of lighting for different
environments? For more information

on carbon savings from lighting download our
Lighting overview (CTV049)

Carbon savings in your work space

Whether you have office, workshop or factory
space, there are often savings to be made

from simple actions such as switching off

IT equipment, through to improvements in
factory plant and services such as motors and
compressed air. For more information download:
Energy management guide (CTG054)
Compressed air technology overview (CTV050)
Motors and drives technology overview (CTV048).

Monitoring and targeting

Do you look at your utility invoices and check
meter readings regularly? This will help build a
picture of your energy (and water) performance.
Compare current consumption and costs with the
previous year. Identify unexpectedly high
consumption or unusual patterns of use so that
quick action can be taken. For more help download:
Monitoring and targeting guide (CTG077)



http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTV046
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTV046
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTG065
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTV049
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTG054
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTV050
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTV048
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=CTG077
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Case study
Abel & Cole

When you trade on green credentials, you
want to make sure you live up to them.
Abel & Cole is a home delivery service
supplying fresh organic vegetables,
sustainably sourced fish and other
ethically produced food. In 2005, keen to
become more environmentally friendly, it
approached the Carbon Trust for a carbon
survey, following it up with a further
survey in 2008.

As a result of the Carbon Trust
recommendations, from light motion
sensors to pipe insulation, the company
saved 70 tonnes of CO, a year, reducing
its energy bill by £39,000.

Green your business for growth 1

Minimising your waste

Minimise waste where you can. Reduce your
bill for raw materials by minimising off-cuts and
rejects in your production processes. Reduce
the amount of packaging you use. Follow the
waste hierarchy:

¢ Eliminate or reduce: You can reduce the
amount of waste you produce in a number
of ways, including simplifying and reducing
the amount of packaging you use, reducing
off-cuts and rejects, sending information
electronically, purchasing material in bulk
and using returnable containers.

* Re-use: Reduce your costs by re-using boxes
and printer toner cartridges and use misprints
and draft documents as scrap paper. Waste
furniture and textiles may be of use to
charities or to waste exchange groups.

* Recycle: Speak to your local recycling centre
or waste management contractor to find out
what materials they can recycle, and how they
should be segregated.

* Disposal: This is the last resort after the steps
above. Contact your waste management
contractor to discuss options like recycling to make
waste disposal more efficient and economic.

For more information on minimising waste
visit the Environment and Efficiency section
of the Business Link website.

Reducing your water
consumption

Most businesses now recognise that water is

a scarce resource. When you save money by
reducing your water consumption, you also
reduce your waste water charges, achieving a
financial benefit. Don't forget that there is also a
carbon cost to the supply and transfer of water.
Measure and monitor your water use, make staff
aware of the importance of water saving, and
invest in simple products to help reduce your
consumption. For further information visit the
Envirowise website

2

W

g
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http://www.businesslink.gov.uk/bdotg/action/layer?site=181&topicId=1079437989
http://www.businesslink.gov.uk/bdotg/action/layer?site=181&topicId=1079437989
http://envirowise.wrap.org.uk/
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Green your products and services

Benefit from the market for green goods and services by redesigning your products

and offerings. Ask your supply chain to do the same. Businesses which offer sustainable
products and services stand out in the marketplace — so boost your sales and achieve
green growth by responding to this demand.

Green products

have increased energy efficiency, or run
on renewable energy such as solar PV

have lower levels of embodied carbon —
they are made from materials which are
less energy intensive to produce

have a positive environmental effect in their
use against peer products — for example,
low temperature detergent

are made from less hazardous materials

are more straightforward to recycle, or are
themselves made from recycled materials.

Green services

The service industry is already embracing the
sales opportunities generated by offering green
services that can be differentiated from standard
options. Customers will often pay more for
green options, as they are seen as ‘value-added’,
even though, thanks to efficiency gains, they
may cost less to provide. Examples include:

¢ Green holidays and breaks using low-carbon
travel and accommodation.

* Food with low food miles and food packaging
using minimal and recycled/recyclable material.

* Greener printing services, using water-based
inks and recycled paper.

* Fashion, using textiles with a sustainable
supply chain.

* Recycling services for commercial customers
including waste paper and card, and batteries.

Your improvements must, of course, be genuine,
relative to the marketplace. Using recycled
packaging is not a benefit if you are using

a lot more of it than your competitors.
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Green your supply chain

To minimise carbon emissions you should

also demand the same of your suppliers. It's
important to look at your whole product supply
chain, rather than just one part, to see all the
opportunities to reduce emissions. You can
then take positive action to reduce the total
emissions, which will benefit everyone. It can
also help you develop better relationships with
your suppliers by helping them identify and
eliminate inefficiencies in their own processes.

So ask your suppliers for their green credentials
and for further information read our publication
on Carbon footprinting — the next step

to reducing your emissions (CTV043)

Green design

Green, or eco-design, takes into account the
impact of a product/packaging throughout its
lifecycle. When you're developing new products,
bear in mind that the benefits of eco-design

can include:

¢ lower production costs
* increased market share

° improved product quality and performance
in use

¢ higher environmental performance
¢ longer product life

* better relationships with customers and
suppliers

¢ continued compliance with legislation

¢ simplicity of recycling.

Green your business for growth 13

Case study

Wiles Greenworld

Wiles Greenworld has seen an escalating
appetite for sustainable goods. It
increased its sales by 7 per cent even
while industry benchmarks were down
by 20 per cent. However, to protect
further growth it needed independent
verification from a credible body to vouch
for its actions and achievements in
cutting carbon.

“As an independent certification, the
Carbon Trust Standard validates our
sustainability claims and proves that we
are genuinely committed to addressing
our environmental impact. It provides
both a focus and recognition for our
efforts,” said Toby Robins, Sustainable
Development Director.



http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=ctv043
http://www.carbontrust.co.uk/publications/pages/publicationdetail.aspx?id=ctv043
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Green design considerations

If your organisation has recognised the benefits of green design and you would like to take advantage of this opportunity, here are some considerations
you should bear in mind which reflect the various stages of a product’s life.

Figure 3 Key considerations for green design of products and services

Materials

Reduce your raw
materials where
possible and look for
more environmentally
friendly options.

Manufacturing

Where possible, change
the manufacturing process
to reduce energy and
water use. Simplify the
product packaging design
to reduce the number

and volume of materials.
Cut out waste from
production processes
where you can.

Redesign packaging
where possible. Can your
products be distributed

in a more environmentally
friendly way?

Product in use

Think about your product
life cycle —can it be
extended by making the
product easier to repair?
Can the life of any
wearing parts be
extended to reduce

the environmental
footprint of your
product? This is likely

to be appealing in an
environmentally
conscious market.

Product end
of life

Reuse: Encourage the
re-use of the product

Re-cycle: Redesign the

product and its packaging
to maximise what can be
recycled at the end of life

Disposal: Minimise
packaging, especially
if it can’t be recycled
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Increasing your competitive advantage

You have recognised the benefits of green growth for your organisation, acted on the
opportunities and greened your operation, products and services. But to gain a competitive
advantage, you need to make sure people know about it.

Publicise your achievements

Make your business, goods and services stand
out from your competitors by exploiting the
power of your sustainable business credentials.

Your business is a part of the green
economy. Communicate it.
External communications

¢ Develop your branding to reflect the
‘greenness’ of your organisation and
your products and services.

* Promote your green products/credentials

through adverts, press releases or interviews.

* Write articles for green market focused
publications and give presentations at
conferences.

* Make sure that key sustainability information
is clearly visible on your company website.
This should contain your environmental policy,
your targets for energy, carbon, waste,
and water, and related achievements against
these, compliance with any environmental
management system, and any awards won.

¢ Highlight your organisation’s achievements so
far —any improvements in emissions data,
investment plans, environmental features of
your products and services that contribute
to your unique selling points.

* Promote any recognised green/carbon
accreditations you have gained. Many
allow you to use their logos in your
marketing materials.

Bidding for work

* Train your staff how to sell your sustainable
business credentials.

Have a well-rehearsed elevator pitch: a
one-minute summary of the company’s
achievements, products and services, plans,
and why you are a part of the green economy.

Develop two or three PowerPoint slides
covering environmental commitments to be
used in presentations if bidding for work.
These should include a brief summary of your
environmental policy, targets, achievements
and future plans.

Consider putting information about your
environmental achievements in your
quotations and invoices. For example,

‘did you know we have successfully reduced
our carbon emissions and have achieved the
Carbon Trust Standard?’
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Publicity: getting it right

Your business’ credibility counts, so make the
changes real before you publicise them —
don’t be accused of ‘green-wash’. DEFRA has
published a guide specifically aimed at anyone
producing, selling, marketing or advertising
products or services in the UK who:

e currently makes environmental claims about
their products, services or organisation

® is considering how to market their
environmental attributes

© receives queries from customers about the
environmental attributes of their products,
services or organisation and is considering
how to respond.

Gaining an accreditation sector organisations are now asking for
environmental policies and accreditations during
procurement processes —don’t be left behind.
BS8555 is particularly useful for smaller
businesses, as the EMS can be built up

and accredited in a series of phases over

time. To learn more, visit Environmental

management systems (EMS) — the basics

Implementing an Environmental
Management System (EMS)

An EMS can help you manage your resources,
but it also demonstrates to your customers
that you are committed to achieving high
environmental standards. An EMS is a
structured framework for managing an
organisation’s environmental impact. It helps
to make sure that you meet your overall
environmental objectives, as set out in your
environmental policy, and that employees,
contractors and suppliers know their roles and
responsibilities in helping to achieve them.

on the Business Link website.

By having your EMS certified through either
ISO14001 or BS8555 it shows that you have
adopted an industry standard approach and,
importantly, that you are prepared to be
independently audited as proof of this
commitment. Many large private and public



http://www.defra.gov.uk/publications/files/pb13453-green-claims-quick-guide-110124.pdf 
http://www.businesslink.gov.uk/bdotg/action/detail?itemId=1079427342&type=RESOURCES
http://www.businesslink.gov.uk/bdotg/action/detail?itemId=1079427342&type=RESOURCES
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The Carbon Trust Standard

As an additional form of accreditation,

the Carbon Trust Standard is awarded to
organisations that measure, manage and reduce
their carbon footprint. It gives a clear message
that action is being taken to reduce carbon
emissions year on year. This is a strong sign

of ongoing commitment, a clear sustainability
credential and green growth driver.

Over 500 organisations have achieved the
Carbon Trust Standard, with a total carbon
footprint of nearly 42 million tonnes of CO,e.
Organisations awarded the Carbon Trust
Standard include household names such as
first direct, Tesco and 02, and public sector
organisations such as HM Treasury, London
Fire Brigade and Manchester University.

Benefits of achieving the Carbon Trust Standard
include:

¢ Trusted, independent endorsement of your
environmental credentials.

* Proof of your ability to meet environmental
procurement requirements.

¢ The chance to improve investors' view of
your organisation’s future.

 Itincreases your ability to retain and attract an

increasingly environmentally-aware workforce.

¢ |t reduces the cost of compliance under the
Carbon Reduction Commitment Energy
Efficiency Scheme (CRC).

To achieve certification against the Carbon Trust
Standard, your organisation will need to:

* Measure your carbon footprint over two to
three years.

* Demonstrate a reduction in carbon emissions.

* Provide evidence of good carbon
management.

Applications are assessed by independent
assessors. Certification must be renewed
every two years.

Please visit the Carbon Trust Standard website.

Green your business for growth 17

Case study

Benchmark Software Ltd

In September 2010, Benchmark Software
became one of the first software businesses
in the UK to achieve certification with the
Carbon Trust Standard. The business case
for attaining this is two-fold: to support its
claims to sustainable business practices,
which is crucial to winning and maintaining
new business, and to enhance its business
proposition.

“Although we're a small operation we
believe we can set a positive example for
others to follow. While taking action on
climate change is absolutely the right thing
to do, we saw an opportunity to
incorporate the expertise and intellectual
property that we've gained from the
process into our customer offering. In
short, we're lowering our emissions while
advancing our business,” said Simon
Harvey, Managing Director.



http://www.carbontruststandard.com/pages/home
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Carbon Trust Footprinting Company

Working with the Carbon Trust Footprinting
Company is another very visible demonstration
of commitment to sustainable business practice
and green growth. It has been developed to help
organisations understand the carbon footprints
of the products and services that they provide.
The Carbon Trust Footprinting Company has
developed a unique and comprehensive toolkit,
Footprint Expert, that allows organisations to
produce a reliable, consistent and certifiable
carbon footprint in accordance with the
published product Carbon Footprinting Standard
PAS 2050. For more information please visit the
Carbon Trust Footprinting Company website.

Green or eco-labelling

There are a number of voluntary labelling
schemes which use labels and logos to show
that products have a green claim. These range
from the recyclability of the packaging to the
carbon footprint of the entire product. By
adopting good green practices, organisations
can seek the right to use these indicators of
their high environmental standards.

Examples include:

* The Carbon Trust Carbon Reduction Label,
which shows the carbon footprint of a
product or service. It acts as a visual symbol
of a brand'’s solid commitment to reduce their
impact on the environment and reduce their
carbon footprint over time.

WRAP (Waste & Resources Action
Programme). The on-pack recycling labelling
has been developed by WRAP in response to
a need to communicate better to consumers
about what can be recycled.

* To see more examples view Defra’s guide to
green labels which helps explain different
environmental labels on products.

Environmental awards

Environmental Awards demonstrate to

your customers that your organisation is
committed to the green agenda (see www.
environmentawards.net). There may also be
specific awards for your business sector, such
as those run by the trade press or trade
associations, that include an environmental
category. If you achieve an award you will be
able to publicise that fact, and also take
advantage of any free press coverage that
may accompany the award ceremony.



www.environmentawards.net
www.environmentawards.net
http://www.defra.gov.uk/environment/economy/products-consumers/green-claims-labels/
http://www.defra.gov.uk/environment/economy/products-consumers/green-claims-labels/
http://www.carbontrust.co.uk/cut-carbon-reduce-costs/promote/carbon-trust-footprinting-company/pages/default.aspx
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Evolve and grow greener

Follow this guide and the green growth cycle, and by re-investing the savings you make you
can become more sustainable and more profitable. Green growth is good for your business,
your employees, your customers and your future as well as being great for the environment.

Grow yourself a greener and more successful organisation by taking full advantage of this
exciting opportunity.
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Appendix 1: Appendix 2: Appendix 3: Appendix 3 part B:
MENU Green growth Example environmental = Example energy policy Example energy policy
checklist policy

Identifying opportunities for green growth Appendix 2: Example environmental policy
Environmental policy

Appendix 1: Example energy policy
—partB

IO [0 COOOOCTD 6
0 OO

0 OO

This checklist will help you identify This is an example environmental This is a sample statement of the This is a sample statement setting
opportunities for green growth in policy for you to adapt so it's principles and guidelines that your out specific energy management
your organisation and assess your suitable for your organisation. company could commit to. targets and objectives, along with
current performance. a methodology for achieving them.

g Download g Download g Download g Download

Download the appendices by opening the attachments tab on the left of your screen, or through the Document/File attachments menu.
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Further services from the Carbon Trust

‘The Carbon Trust advises businesses and public sector organisations on their opportunities in
a sustainable, low carbon world. We offer a range of information, tools and services including:

Website - Visit us at www.carbontrust.co.uk for our full range of advice
and services.

N www.carbontrust.co.uk

Publications — We have a library of publications detailing energy saving
techniques for a range of sectors and technologies.

N www.carbontrust.co.uk/publications

Carbon Trust Advisory — Delivers strategic and operational advice on
sustainable business value to large organisations.

N www.carbontrust.co.uk/advisory

Carbon Trust Certification — Delivers certification and verification services to
companies and runs the Carbon Trust Standard and Carbon Reduction Label.

A www.carbontrust.co.uk/certification

Case Studies — Our case studies show that it's often easier and less expensive
than you might think to bring about real change.

N www.carbontrust.co.uk/casestudies

Carbon Trust Implementation — Delivers services to business in support of
implementation of energy efficient equipment and energy efficiency financing.

A www.carbontrust.co.uk/implementation




The Carbon Trust is a not-for-profit company with the mission to accelerate the move to a low carbon economy.
We provide specialist support to business and the public sector to help cut carbon emissions, save energy and
commercialise low carbon technologies. By stimulating low carbon action we contribute to key UK goals of lower
carbon emissions, the development of low carbon businesses, increased energy security and associated jobs.
We help to cut carbon emissions now by:

providing specialist advice and finance to help organisations cut carbon

setting standards for carbon reduction.

We reduce potential future carbon emissions by:
opening markets for low carbon technologies
leading industry collaborations to commercialise technologies

investing in early-stage low carbon companies.

www.carbontrust.co.uk

The Carbon Trust receives funding from Government, including the Department of Energy and
Climate Change, the Scottish Government, the Welsh Government and Invest Northern Ireland.

Whilst reasonable steps have been taken to ensure that the information contained within this
publication is correct, the authors, the Carbon Trust, its agents, contractors and sub-contractors

give no warranty and make no representation as to its accuracy and accept no liability for any errors

or omissions. All trademarks, service marks and logos in this publication, and copyright in it, are the
property of the Carbon Trust (or its licensors). Nothing in this publication shall be construed as granting
any licence or right to use or reproduce any of the trademarks, services marks, logos, copyright or

any proprietary information in any way without the Carbon Trust's prior written permission. The Carbon
Trust enforces infringements of its intellectual property rights to the full extent permitted by law.

The Carbon Trust is a company limited by guarantee and registered in England and Wales under
company number 4190230 with its registered office at 4th Floor Dorset House, Stamford Street,
London SE1 9PY.

Published in the UK: March 2012.
© The Carbon Trust 2012. All rights reserved. CTG039 v2
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Identifying opportunities for green growth

Complete the checklist below to understand how much progress you have already made
and how ready your business is to capitalise on green growth. Answer the questions by
inserting a single point score in each of the rows. At the end calculate your total score. A
high score means that you have lots to shout about, while a low score means there are

lots of opportunities you can take advantage of.

S ——— )

“ARBON
TRUST

Making business sense
of climate change

Yes Partially
(3 points) (1 point)

Add to plan
(0 points)

Energy and carbon reduction

We collect our energy consumption data

We set targets on our energy consumption

We have introduced low/no-cost energy efficiency measures
We have invested in energy efficiency projects/measures
We have measured a reduction in our energy consumption
We report our energy consumption

We use on-site renewable energy sources

We have engaged our employees in our energy strategy
We have achieved the Carbon Trust Standard

We make use of Carbon Trust services

We have redesigned our products and services to reduce their impact on the
environment

Managing waste and water

We measure our waste and set targets for reduction

We have achieved cost savings through reduction in waste
We have installed water saving devices in our premises

We have re-designed processes to save water

We have trained our staff to treat water as a scarce resource

We communicate our sustainability commitments to our customers

We have implemented a management system or won an environmental award
We use Eco Labelling/Carbon Labelling

We advertise our ‘green credentials’ in trade press, website or newsletter

Total points

Results

36-57 points

20-33 points expanding on your green growth.

green growth strategy.

You have a well established carbon management programme. Your company performs very well in some
areas, but there is always room for improvement. Please review this guide to find relevant advice.

You have made some good progress. Familiarise yourself with this guide and contact us to find ways of

There is much to do, but also lots of opportunity to capitalise on green growth in your company.
0-19 points Please review this guide in detail and contact us so that we can support you in developing your
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Appendix 2: Example environmental policy
Environmental policy

Date:

[Insert company name] recognises that sound business management must take into account the effects of its
business on the environment and we are committed to conducting our business in an environmentally
responsible manner. We accept that we have a responsibility for the environment and sustainability, which

should be influenced, incorporated and promoted within our operations and the services we provide.

We have a system in place which manages the environmental impacts associated with our operations and

services we provide. Senior management is fully committed to this policy and supports this commitment by:

e [Insert company name] its directors and employees at all times complying with all applicable laws and regulations
relating to the environment.

e  Our senior management being responsible for ensuring compliance with this policy, including the establishment of
programmes and reporting requirements.

e Developing, maintaining and implement policies, procedures and management systems to assess and monitor, on a

continuous basis, the environmental impact of our operations.
e  Setting targets annually in order to achieve continuous improvement.
e  Providing sufficient resources and appropriate training to manage our impacts effectively.
e Incorporating in our environmental practices the best available technology that is economically available.

e Minimising the use of all materials, energy, travel, water and waste and not using any materials derived from

endangered species.

e Specifically targeting reductions in our carbon emissions associated with energy consumption and business travel.

[Select the most appropriate]

e [Large firms] Our Environmental Management System (EMS) will comply with recognised environmental standards
including the International Standard ISO 14001:2004 and will be externally audited

or

e  [Smaller firms] Our Environmental Management System (EMS) will comply with recognised standards including
BS:8555 and will be externally audited

or

e We are currently working towards achieving a recognised environmental management system that complies with the
International Standard 1ISO 14001:2004 or BS:8555.

We look to our employees’ support and professionalism in making this policy truly effective on behalf of

[insert company name].
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Appendix 1: Example energy policy

Sample energy policy — Part A
Corporate policy statement

Our long and medium-term* corporate goals are:

Commit organisational resources to energy management
Reduce our energy costs

Give high priority to energy efficiency investments
Consider life-cycle energy costs for all new projects
Minimise CO, emissions

Minimise environmental impact

Where possible, to use energy from sustainable sources.

Our short-term objectives are:

Publish a corporate energy policy

Reduce environmental impact of fuels used by reducing our emissions of a tonnes of CO; by x% over y years
Reduce consumption of energy by x% of z units of energy delivered over (say) y years
Reduce energy consumption to typical/good practice benchmark levels within y years
Achieve accreditation under the Energy Efficiency Accreditation Scheme

Achieve the emissions reduction target set in our climate change agreement
Implement a regular programme of energy audits

Set and publish performance improvement targets

Report performance changes and improvements annually

Increase staff awareness

Nominate employees to act as departmental energy champions

Seek competitive tenders for gas and electricity supplies

Identify all cost-effective energy efficiency measures

Establish a monitoring and targeting system

Provide regular management reports on costs and consumption

Establish a budget for investing in energy efficiency

Specify energy efficient design of new buildings, and procure energy efficient plant and equipment.

/_...——---_"\\
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1 Typically, long-term goals may be the outcome of a three to five-year strategic plan. Medium-term goals are considered to

be achievable in the timeframe of a year, while short-term goals should be aimed for over a few months.
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Appendix 1: Example energy policy

Sample energy policy — Part B
Statement of commitment

We are committed to:

Purchasing energy at the most cost-effective price

Increasing energy efficiency in terms of, for example, energy consumed per unit of production (for industry)
Reducing CO2 emissions

Investing in new technology where this meets investment criteria (including renewable energy sources)
Considering life cycle energy costs when procuring hew projects

Purchasing energy-efficient plant and equipment (including office equipment)

Reducing environmental emissions associated with travel (including employee travel to work, business travel and
distribution of goods)

Entering into a climate change agreement via our trade association

Investing in energy-saving technologies that are eligible for enhanced capital allowances.

We will address energy efficiency in all areas of our business including:

Management issues

— Define roles and responsibilities for energy

— Educate and raise awareness among staff

— Encourage continual professional development (CPD) for technical staff involved in energy
— Establish clear reporting procedures

— Publicise our performance and report areas for improvement.

Procurement issues

— Procure equipment with low energy ratings

— Consider life-cycle energy costs for new projects and modifications to existing plant
— Establish technical guidelines for new projects and refurbishment.

Financial issues
— Establish ownership of energy costs at departmental level
— Establish ownership for invoice verification.

Technical issues
— Establish procedures for operation of plant and equipment.

We will improve on past performance.
Over the past y years:

— Our energy costs have increased/decreased by x%

— Our energy efficiency has increased/decreased by x%

— Our emissions of CO2 have increased/decreased by x%

— Our consumption of fossil fuels has increased/decreased by x%

— Our consumption of renewable energy has increased/decreased by x%

— Our investment in clean, energy-efficient technologies has increased/decreased by x%.

We are committed to reversing/reinforcing/accelerating this trend/these trends through a strategic action plan
which will be reviewed for progress and updated each year.
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Sustainability equals profitability

By taking steps towards greening your business, we can help you access a slice of the green
economy. Currently valued at £112 billion in the UK, this consists of between five and

ten per cent of GDP and £3.2 trillion worldwide. This guide offers practical advice, showing
you how to grow your business by taking action to improve your green credentials. By
making your business more sustainable, green growth can lead directly to business growth.

Why get involved?

¢ According to research by the British
Government, the global low-carbon and
environmental market is worth over £3.2
trillion and employs over 28 million people.

¢ There is huge opportunity for the UK to grow
its share of export markets. The UK exported
£10.8bn from the green sector in 2008,
a growth of 6.2% on 2007.

° 92% of UK business leaders think that
green growth presents an opportunity
for their own businesses.

All statistics on this page are from BIS industry analysis 2008.

¢ A third of businesses are already investing
in the research and development of green
products and services.

» Only 9% of business leaders think it is unlikely A
their companies will seek to benefit from

green growth.






Greening your business is a good way of
reducing your overhead costs, but that's only
one of the benefits. Promoting your green
credentials helps you stand out against your
competitors, creating unique selling points
that will help you grow your business.

Our research shows that over 65 per cent of
consumers think it's important to buy from
environmentally responsible companies. Being
recognised as a green organisation can boost
sales, increase interest in your organisation,
improve brand awareness and build brand loyalty.

This guide will help you take advantage of the
benefits of green growth. It will help you assess
how sustainable your business currently is,

and show you how to green your products and
services and reduce the environmental impact
of your operation. It also describes how you can
publicise your green credentials to increase
your competitive advantage.

We've focused here on helping you to reduce
your energy and carbon impact, but we've also
directed you to other areas of sustainability
such as reducing waste, and improving your use
of other resources.

Green your business for growth

Case study
The Lowry Hotel

When The Lowry, a five-star hotel

in Manchester, reduced its carbon
emissions by 11 per cent, it noted an
increase in business and customer loyalty
after promoting its energy efficiency
measures.

“The entire team has been working
hard to reduce its carbon footprint,
and we have been very pleased by
how much interest our guests have
shown in becoming greener and
more environmentally friendly,” said
Jason Harding, General Manager,
The Lowry Hotel.
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Five ways to benefit from green growth

Organisations can benefit from green growth in many ways. These range from
cutting your overheads to developing new income streams, increasing your sales
and improving employee engagement.

Figure 1 How to benefit from green growth

Benefit

Plan of action

Reduce your operating costs

Increase your current sales and
develop new income streams

Strengthen your reputation and
increase loyalty of your customers

Comply with standards and
regulations

Improve effectiveness of your
employees

Re-engineering the way you manage energy consumption will directly translate into lower overhead costs and
higher profits. As energy costs continue to rise, reducing consumption and switching to renewable energy will
become increasingly important. The Carbon Trust can identify measures that will reduce your energy bills by
up to 20%, many at little or no cost.

Research by the Carbon Trust has shown that over 65% of consumers think it's important to buy from
environmentally responsible companies. You can respond to this demand by greening your current products
and services and by introducing new solutions and technologies.

Innovative companies taking positive action towards the environment are viewed more positively by their
customers, suppliers and investors. The image of the company and its products are improved because
stakeholders believe the company acts according to the principles of integrity and best practice.

Operating a versatile green growth business strategy will ensure that your company complies with increasing
regulatory pressures and limit the cost of environmental charges. The Carbon Trust can provide advice on
regulatory compliance and guide you through the support that is available.

Employee morale is directly linked to productivity, retention and recruitment. Taking action will attract new
talent and motivate your employees who will support you in driving your business in the right direction.
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The green growth cycle

Adopting green growth as a strategy can give your organisation a real competitive
edge in these economically challenging times. This guide breaks our approach down
into easy-to-follow sections, with sample activities at every stage.

Identify opportunities Figure 2 The green growth cycle
for green growth

Each organisation will have different opportunities [
to make changes. The sustainability checklist on opportunities
page 8 will help you to identify where you are
making good progress and what to focus on next.

Re-invest
and
re-invent

Develop a
green growth
strategy

Develop your green
growth strategy

Use the opportunities identified in the
sustainability checklist to embed green growth
in your business plan. To fully achieve your

biecti 0 dt K h Increase Reduce your
objectives, you'll need to make sure you have competitive environmental
support at a senior level. advantage impact

\ Green your

products and
services






Reduce your environmental
impact

Reduce your carbon emissions and waste and

minimise your energy and water consumption.

Green your products
and services

Assess whether your current products

and services are green enough to give you

a competitive edge. Green your supply chain
and consider eco designs for new products.

Make the most of your
green credentials

Publicise and communicate your sustainability
to customers and suppliers to gain a lead over
your competition.

A ‘virtuous circle’ - look for
further opportunities and
re-develop your strategy

As you benefit from Green Growth through
winning new business and reducing operation
costs, you can re-invest in and re-invent your
Green Growth strategy to keep a step ahead
of your competitors.

Green your business for growth

Case study

Innocent

Drinks company Innocent’s proactive
engagement both up and down the
supply chain has led to material carbon
savings, as well as business benefits
derived from lower costs, enthusiastic
employees and more loyal customers.

“Qur first focus has been to reduce our
carbon footprint. We measured our
carbon footprint from farm to fridge to
the recycling bin, and are thrilled to say
that in one year we reduced the footprint
of our 250ml smoothie by 16 per cent,”
said a company spokesperson.
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Identifying opportunities for green growth

Green growth checklist

Identifying opportunities for green growth

high score means that you have lots to shout about, while a low score means there are
lots of opportunities you can take advantage of.

Complete the checklist below to understand how much progress you have already made
and how ready your business is to capitalise on green growth. Answer the questions by
inserting a single point score in each of the rows. At the end calculate your total score. A

Partially
(1 point)

'Add to plan
(0 points)

Energy and carbon reduction
We collect our energy consumption data

We set targets on our energy consumption

We have introduced lowino-cost energy efficiency measures
We have invested in energy efficiency projectsimeasures
We have measured a reduction in our energy consumption
We report our energy consumption

We use on-site renewable energy sources

We have engaged our employees in our energy strategy

We have achieved the Carbon Trust Standard

We make use of Carbon Trust services

We have redesigned our products and services to reduce their impact on the
environment

Managing waste and water

We measure our waste and set targets for reduction

We have achieved cost savings through reduction in waste
We have installed water saving devices in our premises

We have re-designed processes to save water

We have trained our staff to treat water as a scarce resource

g
(LT CITTITTITTTT g

We communicate our sustainability commitments to our customers
We have implemented a management system or won an environmental award
We use Eco Labelling/Carbon Labelling

We advertise our ‘green credentials' in trade press, website or newsletter

CITTTITTTIT]

Total points +

Results
36-57 points

20-33points o panding on your green growth

green growth strategy.

You have made some good progress. Familiarise yourself with this guide and contact us to fir

There is much to do, but also lots of opportunity to capitalise on green growth in your compar
0-19 points Please review this guide in detail and contact us so that we can sUpport you in developing yo

You have a well established carbon management programme. Your company performs very well in some
areas, but there is always room for improvement. Please review this guide to find relevant ad

Download the checklist (left) to understand how
much progress you have already made and how
ready your business is to capitalise on green
growth. Answer the questions by inserting a
single point score in each of the rows. At the end
calculate your total score. A high score means
that you have lots to shout about, while a low
score means there are lots of opportunities you
can take advantage of.

Download

Download the appendix by opening
the attachments tab on the left of your
screen, or through the Document/File
attachments menu.
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Develop your green growth strategy

Greening your business requires senior commitment. Use your checklist results from

the previous section to help develop your strategy — aim to build on your strengths and
improve your weaker areas. Embed this change in your business plan and environmental
and energy policies, obtaining the senior level support you need to achieve the change.

Your customers may already be asking you about
your environmental practices, and if they aren’t
yet they probably soon will. They may ask

about your environmental policy, or to see your
environmental management system. This may
be to give them insight into how well your
organisation is run, or because the companies
you sell to want to green their own supply chains.

What are energy and
environmental policies
and what should they say?

An environmental policy is a statement you
make as a company about the different ways
in which you have an impact on the environment
and how these are managed. It should be no

longer than a page, should include hard targets
and should be signed by senior management,
such as the managing director, to show that it
has senior commitment. Our guide to Making a
business case for a carbon reduction project
(CTV067) provides useful advice if achieving
senior support is a challenge.

An energy policy is a written document stating
the way the organisation will use energy and
what targets it intends to achieve. For example,
"We aim to reduce our energy consumption by
10 per cent based on 2010 levels and then by a
further 5 per cent per annum’. Most energy
policies comprise two documents, parts A and
B. Part A is a high-level statement containing the
guidelines and principles that the business is

* Note that these policies can be downloaded and should be adapted to your own circumstances.

committing to. Part B is a more detailed
document setting out specific energy
management objectives and targets along
with the methodology for achieving these.

Publishing your environmental and energy
policy on your website and including them

in other communications will demonstrate
your commitment. It is important to regularly
revisit your policies and develop them.

See our sample environmental policy and energy
policy in the appendix.*

For more information on developing an energy
policy, please see our Energy management

guide (CTGO054).
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Reduce your environmental impact

When greening your business, a central priority is to reduce your energy
consumption and carbon emissions as much as possible. In most businesses,
there are obvious opportunities to do this.

Check your heating system
and its controls

“Heating costs rise by

about 8 per cent for every
1°C of overheating”

Reduce your emissions by regularly maintaining
your heating system, and heating only the areas
you need to, for the hours that they are in use.
These simple actions can significantly reduce
your heating bills. For more ideas download:

Heating, ventilation and air conditioning
technology overview (CTV046)

Heating controls (CTG065)

Check your lighting
and its controls

“Lighting in a typical office
costs about £3.75/m?
annually, but in the most
efficient office only costs
about £1.00/m?”

There are many simple and inexpensive ways
to reduce the energy consumption and costs
associated with lighting without compromising
health and safety or comfort levels. Are you
using up-to-date lighting technology? Do you
use the best type of lighting for different
environments? For more information

on carbon savings from lighting download our
Lighting overview (CTV049)

Carbon savings in your work space

Whether you have office, workshop or factory
space, there are often savings to be made

from simple actions such as switching off

IT equipment, through to improvements in
factory plant and services such as motors and
compressed air. For more information download:
Energy management guide (CTG054)
Compressed air technology overview (CTV050)
Motors and drives technology overview (CTV048).

Monitoring and targeting

Do you look at your utility invoices and check
meter readings regularly? This will help build a
picture of your energy (and water) performance.
Compare current consumption and costs with the
previous year. ldentify unexpectedly high
consumption or unusual patterns of use so that
quick action can be taken. For more help download:
Monitoring and targeting guide (CTG077)






Case study
Abel & Cole

When you trade on green credentials, you
want to make sure you live up to them.
Abel & Cole is a home delivery service
supplying fresh organic vegetables,
sustainably sourced fish and other
ethically produced food. In 2005, keen to
become more environmentally friendly, it
approached the Carbon Trust for a carbon
survey, following it up with a further
survey in 2008.

As a result of the Carbon Trust
recommendations, from light motion
sensors to pipe insulation, the company
saved 70 tonnes of CO, a year, reducing
its energy bill by £39,000.

Green your business for growth 1

Minimising your waste

Minimise waste where you can. Reduce your
bill for raw materials by minimising off-cuts and
rejects in your production processes. Reduce
the amount of packaging you use. Follow the
waste hierarchy:

¢ Eliminate or reduce: You can reduce the
amount of waste you produce in a number
of ways, including simplifying and reducing
the amount of packaging you use, reducing
off-cuts and rejects, sending information
electronically, purchasing material in bulk
and using returnable containers.

* Re-use: Reduce your costs by re-using boxes
and printer toner cartridges and use misprints
and draft documents as scrap paper. Waste
furniture and textiles may be of use to
charities or to waste exchange groups.

* Recycle: Speak to your local recycling centre
or waste management contractor to find out
what materials they can recycle, and how they
should be segregated.

* Disposal: This is the last resort after the steps
above. Contact your waste management
contractor to discuss options like recycling to make
waste disposal more efficient and economic.

For more information on minimising waste
visit the Environment and Efficiency section
of the Business Link website.

Reducing your water
consumption

Most businesses now recognise that water is

a scarce resource. WWhen you save money by
reducing your water consumption, you also
reduce your waste water charges, achieving a
financial benefit. Don't forget that there is also a
carbon cost to the supply and transfer of water.
Measure and monitor your water use, make staff
aware of the importance of water saving, and
invest in simple products to help reduce your
consumption. For further information visit the
Envirowise website
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Green your products and services

Benefit from the market for green goods and services by redesigning your products

and offerings. Ask your supply chain to do the same. Businesses which offer sustainable
products and services stand out in the marketplace — so boost your sales and achieve
green growth by responding to this demand.

Green products

have increased energy efficiency, or run
on renewable energy such as solar PV

have lower levels of embodied carbon —
they are made from materials which are
less energy intensive to produce

have a positive environmental effect in their
use against peer products — for example,
low temperature detergent

are made from less hazardous materials

are more straightforward to recycle, or are
themselves made from recycled materials.

Green services

The service industry is already embracing the
sales opportunities generated by offering green
services that can be differentiated from standard
options. Customers will often pay more for
green options, as they are seen as ‘value-added’,
even though, thanks to efficiency gains, they
may cost less to provide. Examples include:

¢ Green holidays and breaks using low-carbon
travel and accommmodation.

* Food with low food miles and food packaging
using minimal and recycled/recyclable material.

e Greener printing services, using water-based
inks and recycled paper.

» Fashion, using textiles with a sustainable
supply chain.

* Recycling services for commercial customers
including waste paper and card, and batteries.

Your improvements must, of course, be genuine,
relative to the marketplace. Using recycled
packaging is not a benefit if you are using

a lot more of it than your competitors.





Green your supply chain

To minimise carbon emissions you should

also demand the same of your suppliers. It's
important to look at your whole product supply
chain, rather than just one part, to see all the
opportunities to reduce emissions. You can
then take positive action to reduce the total
emissions, which will benefit everyone. It can
also help you develop better relationships with
your suppliers by helping them identify and
eliminate inefficiencies in their own processes.

So ask your suppliers for their green credentials
and for further information read our publication
on Carbon footprinting — the next step

to reducing your emissions (CTV043)

Green design

Green, or eco-design, takes into account the
impact of a product/packaging throughout its
lifecycle. When you're developing new products,
bear in mind that the benefits of eco-design

can include:

* lower production costs
* increased market share

° improved product quality and performance
in use

¢ higher environmental performance
¢ longer product life

® better relationships with customers and
suppliers

¢ continued compliance with legislation

¢ simplicity of recycling.

Green your business for growth 13

Case study

Wiles Greenworld

Wiles Greenworld has seen an escalating
appetite for sustainable goods. It
increased its sales by 7 per cent even
while industry benchmarks were down
by 20 per cent. However, to protect
further growth it needed independent
verification from a credible body to vouch
for its actions and achievements in
cutting carbon.

“As an independent certification, the
Carbon Trust Standard validates our
sustainability claims and proves that we
are genuinely committed to addressing
our environmental impact. It provides
both a focus and recognition for our
efforts,” said Toby Robins, Sustainable
Development Director.
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Green design considerations

If your organisation has recognised the benefits of green design and you would like to take advantage of this opportunity, here are some considerations
you should bear in mind which reflect the various stages of a product’s life.

Figure 3 Key considerations for green design of products and services

Materials

Manufacturing

Product in use

Product end
of life

Reduce your raw
materials where
possible and look for
more environmentally
friendly options.

Where possible, change
the manufacturing process
to reduce energy and
water use. Simplify the
product packaging design
to reduce the number

and volume of materials.
Cut out waste from
production processes
where you can.

Redesign packaging
where possible. Can your
products be distributed

in a more environmentally
friendly way?

Think about your product
life cycle —can it be
extended by making the
product easier to repair?
Can the life of any
wearing parts be
extended to reduce

the environmental
footprint of your
product? This is likely

to be appealing in an
environmentally
conscious market.

Reuse: Encourage the
re-use of the product

Re-cycle: Redesign the

product and its packaging
to maximise what can be
recycled at the end of life

Disposal: Minimise
packaging, especially
if it can’t be recycled
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Increasing your competitive advantage

You have recognised the benefits of green growth for your organisation, acted on the
opportunities and greened your operation, products and services. But to gain a competitive
advantage, you need to make sure people know about it.

Publicise your achievements

Make your business, goods and services stand
out from your competitors by exploiting the
power of your sustainable business credentials.

Your business is a part of the green
economy. Communicate it.
External communications

¢ Develop your branding to reflect the
‘greenness’ of your organisation and
your products and services.

* Promote your green products/credentials

through adverts, press releases or interviews.

* Write articles for green market focused
publications and give presentations at
conferences.

* Make sure that key sustainability information
is clearly visible on your company website.
This should contain your environmental policy,
your targets for energy, carbon, waste,
and water, and related achievements against
these, compliance with any environmental
management system, and any awards won.

¢ Highlight your organisation’s achievements so
far —any improvements in emissions data,
investment plans, environmental features of
your products and services that contribute
to your unique selling points.

* Promote any recognised green/carbon
accreditations you have gained. Many
allow you to use their logos in your
marketing materials.

Bidding for work

* Train your staff how to sell your sustainable
business credentials.

Have a well-rehearsed elevator pitch: a
one-minute summary of the company’s
achievements, products and services, plans,
and why you are a part of the green economy.

Develop two or three PowerPoint slides
covering environmental commitments to be
used in presentations if bidding for work.
These should include a brief summary of your
environmental policy, targets, achievements
and future plans.

Consider putting information about your
environmental achievements in your
quotations and invoices. For example,

'did you know we have successfully reduced
our carbon emissions and have achieved the
Carbon Trust Standard?’
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Publicity: getting it right

Your business’ credibility counts, so make the
changes real before you publicise them —
don't be accused of ‘green-wash’. DEFRA has
published a guide specifically aimed at anyone
producing, selling, marketing or advertising
products or services in the UK who:

e currently makes environmental claims about
their products, services or organisation

® is considering how to market their
environmental attributes

© receives queries from customers about the
environmental attributes of their products,
services or organisation and is considering
how to respond.

Gaining an accreditation sector organisations are now asking for
environmental policies and accreditations during
procurement processes —don’t be left behind.
BS8555 is particularly useful for smaller
businesses, as the EMS can be built up

and accredited in a series of phases over

time. To learn more, visit Environmental

management systems (EMS) — the basics

Implementing an Environmental
Management System (EMS)

An EMS can help you manage your resources,
but it also demonstrates to your customers
that you are committed to achieving high
environmental standards. An EMS is a
structured framework for managing an
organisation’s environmental impact. It helps
to make sure that you meet your overall
environmental objectives, as set out in your
environmental policy, and that employees,
contractors and suppliers know their roles and
responsibilities in helping to achieve them.

on the Business Link website.

By having your EMS certified through either
ISO14001 or BS8555 it shows that you have
adopted an industry standard approach and,
importantly, that you are prepared to be
independently audited as proof of this
commitment. Many large private and public






The Carbon Trust Standard

As an additional form of accreditation,

the Carbon Trust Standard is awarded to
organisations that measure, manage and reduce
their carbon footprint. It gives a clear message
that action is being taken to reduce carbon
emissions year on year. This is a strong sign

of ongoing commitment, a clear sustainability
credential and green growth driver.

Over 500 organisations have achieved the
Carbon Trust Standard, with a total carbon
footprint of nearly 42 million tonnes of CO,e.
Organisations awarded the Carbon Trust
Standard include household names such as
first direct, Tesco and 02, and public sector
organisations such as HM Treasury, London
Fire Brigade and Manchester University.

Benefits of achieving the Carbon Trust Standard
include:

¢ Trusted, independent endorsement of your
environmental credentials.

* Proof of your ability to meet environmental
procurement requirements.

¢ The chance to improve investors' view of
your organisation’s future.

* |tincreases your ability to retain and attract an

increasingly environmentally-aware workforce.

¢ |t reduces the cost of compliance under the
Carbon Reduction Commitment Energy
Efficiency Scheme (CRC).

To achieve certification against the Carbon Trust
Standard, your organisation will need to:

* Measure your carbon footprint over two to
three years.

* Demonstrate a reduction in carbon emissions.

* Provide evidence of good carbon
management.

Applications are assessed by independent
assessors. Certification must be renewed
every two years.

Please visit the Carbon Trust Standard website.
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Case study

Benchmark Software Ltd

In September 2010, Benchmark Software
became one of the first software businesses
in the UK to achieve certification with the
Carbon Trust Standard. The business case
for attaining this is two-fold: to support its
claims to sustainable business practices,
which is crucial to winning and maintaining
new business, and to enhance its business
proposition.

“Although we're a small operation we
believe we can set a positive example for
others to follow. While taking action on
climate change is absolutely the right thing
to do, we saw an opportunity to
incorporate the expertise and intellectual
property that we've gained from the
process into our customer offering. In
short, we're lowering our emissions while
advancing our business,” said Simon
Harvey, Managing Director.
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Carbon Trust Footprinting Company

Working with the Carbon Trust Footprinting
Company is another very visible demonstration
of commitment to sustainable business practice
and green growth. It has been developed to help
organisations understand the carbon footprints
of the products and services that they provide.
The Carbon Trust Footprinting Company has
developed a unique and comprehensive toolkit,
Footprint Expert, that allows organisations to
produce a reliable, consistent and certifiable
carbon footprint in accordance with the
published product Carbon Footprinting Standard
PAS 2050. For more information please visit the
Carbon Trust Footprinting Company website.

Green or eco-labelling

There are a number of voluntary labelling
schemes which use labels and logos to show
that products have a green claim. These range
from the recyclability of the packaging to the
carbon footprint of the entire product. By
adopting good green practices, organisations
can seek the right to use these indicators of
their high environmental standards.

Examples include:

¢ The Carbon Trust Carbon Reduction Label,
which shows the carbon footprint of a
product or service. It acts as a visual symbol
of a brand'’s solid commitment to reduce their
impact on the environment and reduce their
carbon footprint over time.

* WRAP (Waste & Resources Action
Programme). The on-pack recycling labelling
has been developed by WRAP in response to
a need to communicate better to consumers
about what can be recycled.

* To see more examples view Defra’s guide to
green labels which helps explain different
environmental labels on products.

Environmental awards

Environmental Awards demonstrate to

your customers that your organisation is
committed to the green agenda (see www.
environmentawards.net). There may also be
specific awards for your business sector, such
as those run by the trade press or trade
associations, that include an environmental
category. If you achieve an award you will be
able to publicise that fact, and also take
advantage of any free press coverage that
may accompany the award ceremony.
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Evolve and grow greener

Follow this guide and the green growth cycle, and by re-investing the savings you make you
can become more sustainable and more profitable. Green growth is good for your business,
your employees, your customers and your future as well as being great for the environment.

Grow yourself a greener and more successful organisation by taking full advantage of this
exciting opportunity.
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Appendices

Appendix 1: Appendix 2: Appendix 3: Appendix 3 part B:
Green growth Example environmental Example energy policy Example energy policy
checklist policy

..................

rrrrr

Identifying opportunities for green growth

Appendix 2: Example environmental policy
Environmental policy

Appendix 1: Example energy policy
a

This checklist will help you identify This is an example environmental This is a sample statement of the This is a sample statement setting

opportunities for green growth in policy for you to adapt so it's principles and guidelines that your out specific energy management

your organisation and assess your suitable for your organisation. company could commit to. targets and objectives, along with

current performance. a methodology for achieving them.
Download Download Download Download

Download the appendices by opening the attachments tab on the left of your screen, or through the Document/File attachments menu.
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Further services from the Carbon Trust

‘The Carbon Trust advises businesses and public sector organisations on their opportunities in
a sustainable, low carbon world. We offer a range of information, tools and services including:

Website - Visit us at www.carbontrust.co.uk for our full range of advice
and services.

N www.carbontrust.co.uk

Publications — We have a library of publications detailing energy saving
techniques for a range of sectors and technologies.

N www.carbontrust.co.uk/publications

Carbon Trust Advisory — Delivers strategic and operational advice on
sustainable business value to large organisations.

N www.carbontrust.co.uk/advisory

Carbon Trust Certification — Delivers certification and verification services to
companies and runs the Carbon Trust Standard and Carbon Reduction Label.

A www.carbontrust.co.uk/certification

Case Studies — Our case studies show that it's often easier and less expensive
than you might think to bring about real change.

N www.carbontrust.co.uk/casestudies

Carbon Trust Implementation — Delivers services to business in support of
implementation of energy efficient equipment and energy efficiency financing.

A www.carbontrust.co.uk/implementation






The Carbon Trust is a not-for-profit company with the mission to accelerate the move to a low carbon economy.
We provide specialist support to business and the public sector to help cut carbon emissions, save energy and
commercialise low carbon technologies. By stimulating low carbon action we contribute to key UK goals of lower
carbon emissions, the development of low carbon businesses, increased energy security and associated jobs.
We help to cut carbon emissions now by:

* providing specialist advice and finance to help organisations cut carbon

° setting standards for carbon reduction.

We reduce potential future carbon emissions by:

* opening markets for low carbon technologies

 leading industry collaborations to commercialise technologies
* investing in early-stage low carbon companies.

www.carbontrust.co.uk

The Carbon Trust receives funding from Government, including the Department of Energy and
Climate Change, the Scottish Government, the Welsh Government and Invest Northern Ireland.

Whilst reasonable steps have been taken to ensure that the information contained within this
publication is correct, the authors, the Carbon Trust, its agents, contractors and sub-contractors

give no warranty and make no representation as to its accuracy and accept no liability for any errors

or omissions. All trademarks, service marks and logos in this publication, and copyright in it, are the
property of the Carbon Trust (or its licensors). Nothing in this publication shall be construed as granting
any licence or right to use or reproduce any of the trademarks, services marks, logos, copyright or

any proprietary information in any way without the Carbon Trust's prior written permission. The Carbon
Trust enforces infringements of its intellectual property rights to the full extent permitted by law.

The Carbon Trust is a company limited by guarantee and registered in England and Wales under
company number 4190230 with its registered office at 4th Floor Dorset House, Stamford Street,
London SE1 9PY.

Published in the UK: March 2012.
© The Carbon Trust 2012. All rights reserved. CTG039 v2
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