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Welcome 

• Transitioning to Green, LLC  
– Help organizations determine where they are, where they want to go 

and how they can get there in the green economy 

– We do this through, consulting, training and LeaderShip for 
Sustainability. 

 

• Our promise is simple… by applying “holistic 
sustainability” perspectives and best practices, we 
assist every organization we partner with to:  

– Engage Your People to Thrive! 

– Manage resources so the Planet Flourishes 

– Align your Purpose for Prosperity.  

 



Presentation Overview 

                 Communications Tips & Common Mistakes 

The Business Case for Material Efficiency 

                    Tell Your Inspirational Sustainability Story     

    



How Are You Listening? 

Listening for the Gold 

Listening with empathy, put 
yourself in their shoes 

Open listening, with respect, no 
judgment 

Agree or disagree 

Not Listening 



No  

Flavor 
 

Companies 

produce  

materials with no 

personality.  



When you infuse 

your content with 

your brand’s flavor 

the people who 

resonate with your 

brand will be happy 

to consume it. 



To communicate, you first have to 

engage. 
With the sea of information on 

the Internet, you’ve got 

seconds before the next wave 

hits. 



So 

make it  

clear. 

And provide  

    value. 



Report 
(the dreaded) 

Speak 

*Also known 

as using a lot 

of words to 

say very little. 

* 



That thing about a picture being 

worth a 1000 words is true. 

Images engage imagination and 

are retained longer. 

So examine your text - where you 

can replace it with images?  

 

Visualize  



No 

We connect and care through 

our emotions; if there’s no 

emotional connection, there’ll be 

little engagement. 
 

A good way to create connection 

and personality is by expressing 

your values. 

Heart 



Use emotions like amazement, wonder, 

surprise, awe, triumph and joy to your 

heart’s content.  

Emotions aren’t equal 

Use anger and fear judiciously.  

Avoid sadness, guilt and gloom. 

They make people tune-out and 

become apathetic. 



Puffery  
 Beware the ‘we’re 

so wonderful’ 
talk.   
 

As far as any real 
sustainability is 
concerned, our 
actions are in the 
early stages. 
 

 

Photo Credit: Chris CjVision Flickr 

Be humble 
 

and avoid 

puffing 

yourself up. 



Instead, consider 

how you can 

make your 

stakeholders 

the heroes. 
 

Humanize your  

content 



Stakeholder engagements and materiality 
assessments should be used to help you 
understand your stakeholders interests, the 
language they use and the problems they face 
daily, so you can better engage them.   

Middle of the road 
communications are 
reactive. You spend 
your time trying not 
to be run over. 



• Financial “metrics” are the primary 
drivers of business and consumer 
decisions. 

 

 

• New metrics will align economic, 
science and context-based limits and 
ethical, just and fair human 
decisions. 

 

The Business Case “Story” 



Materiality 



 

 

     Bottom Line  

     Business Case 

Profit could  

drop by  16-36% 

“Expect the Unexpected: Building business value in a changing world,” KPMG, 2012 

Profit could  

increase by 51-81% 



Revenue 

PROFIT 

4. Reduced materials 

1. Increased revenue 

2. Reduced energy 

6. Reduced employee turnover 

expenses 

5. Increased employee productivity / 

innovation 
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3. Reduced waste 

Opportunities  Risks Income Statement 

10% 

9% 

75% 

25% 

2% 

20% 

+51 to +81% -16 to -36% 
E
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SUSTAINABILITY CAPITAL 
RESERVE 

The Business Case “Story” 



Cost of materials purchased but later 

wasted 

Cost of waste treatment and 

disposal 

Cost of waste prevention and 

environmental management 

Cost of processing materials 

before they are wasted 

Materials 

and Water  

Waste 

Product 

Company 

Present the Full Cost of Waste  

Based on Environmental Management Accounting Procedures and Principles,  

United Nations Division for Sustainable Development, 2001 



Materials 

and Water  

Waste 

Product 

Company 

Reduced waste expenses from on-site reuse / recycling  

Revenue  

from 

selling  

waste 

$1B/year 

3. REDUCED WASTE EXPENSES 

Zero-waste-to-landfill goals  



Recycle and reuse onsite waste 

Product take-back / cradle-to-cradle / closed loop 

Materials 

and Water  

Waste 

Product 

Company 

4. REDUCED MATERIALS 

EXPENSES 



Example: Rudolph Technologies 



Example: Rudolph Technologies 



Inspiration is good. Lead with a positive view 

of the future that gets people excited to make 

change. 

Create positive feelings about the behaviours 

you want to inspire. 

Inspire  



 

“The possibility that human 
 and other forms of  life on earth 

 will flourish forever.” 

 Dr. John Ehrenfeld 

Sustainability as Flourishing 



Business 
Prospers 

Innovative 
Products 

Accounting for 
a Green 
Economy 

Radical 
Collaborations 

Sustainability as Flourishing 



This shows 
the way. 

Products 
should make a 

positive mark on 
the world. 



Biological 

Metabolism 
Technical 

Metabolism 

© 2008  MBDC 

 



People 
Thrive! 

Corporate 
Purpose 

New Kinds of 
Leadership 

Employee 
development 
& well being 

Personal 
Health & 
Consciousness 

Sustainability as Flourishing 



Trust  among people and institutions in a  

flourishing, resilient, sustainable Society   

must not be degraded by systemic barriers to 

people’s … 
• Wellness: physical, mental, and emotional health; safety   

• Influence: participation in decision making; voice; democracy     

• Competence: knowledge; learning; growth; ability to adapt 

• Equity: impartiality; fairness; justice; respect; diversity 

• Meaning: purpose; caring; making a difference 

Five Social System Conditions 

Merlina Missimer, “The Social Dimension of Strategic Sustainable Development,”  

Department of Strategic Sustainable Development, Blekinge Institute of Technology, Karlskrona, Sweden, pp. 31-33. 

Well-being /  
Quality of  Life /  

Genuine Happiness  



LEAD IN 

ECO-SUSTAINABLE  

INNOVATION 

Our Priorities 
COMMITMENT TO ECO-SUSTAINABILITY 

Developing eco-sustainable networks 
• Innovative products that contribute to environmentally responsible end-to-end 

networks and enhance network performance 

• Holistic lifecycle approach (do more with less, from design to end of life)  

• Breakthrough energy efficient solutions: lightRadio™, FP3, Extensible Routing System 

• Bell Labs’ green research, involving scientists worldwide and collaborations with 

other companies, research institutes  & universities 

Enabling low carbon solutions 
• Energy  with smart grid technologies 

• Efficient transportation and logistics 

• Dematerialization 

• Smart cities 

Reducing our carbon footprint 
• Carbon emissions tracking & reporting 

• Reducing electricity consumption 

• Reinforcing tele-working and commuting 

• Dematerializing business travel 

• Managing resources : protecting biodiversity, paper, water and waste management 

• Raising employee awareness 

LEVERAGING BELL LABS AND PLAYING A PROACTIVE ROLE GLOBALLY 

 

Alcatel-Lucent 



Water & Zero Waste 

Procter & Gamble Long-Term Vision 
 

 

 Using 100% renewable or recycled materials for all products and packaging 

 Having zero consumer waste go to landfills 

 Designing products to delight consumers while maximizing the conservation of 

resources 

 

 

 Powering our plants with 100% renewable energy 

 Emitting no fossil-based CO2 or toxic emissions 

 Delivering effluent water quality that is as good as or better than influent water quality 

with no contribution to water scarcity 

 Having zero manufacturing waste go to landfills 



Unilever Vision / Goals 

“Sustainable Living Plan” Goals by 2020 

1. Improve Health and Well-Being 

• Improve health and hygiene of  1B people 

• Zero workplace injuries 

• 100% of  suppliers promote human rights 

2. Enhance Livelihoods 

• Improve quality of  livelihoods of  500K small farmers in supply chain 

• Empower 5M women 

• Improve incomes of  5M SMEs in distribution network 

3. Reduce Environmental Impact 

• 50% of  environmental impact, while 200% revenue increase.  

• Buy 100% of  its agricultural raw materials from sustainable sources 

• 100% renewable energy at U.S. sites by 2020; partner with NRG Energy 

www.unilever.com/sustainable-living-2014/ 



Future-Fit Business Benchmarks 

X 1 

Baseline  

year 

Other companies 

Performance 

Today 

2 

Company 

Goal 

3 
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Company X 



Thank You for Listening! 

William G. Russell 
Principal, Transitioning to Green, LLC 

Phone: 1-201-592-0055 
wgrussell@transitioningtogreen.com  

www.transitioningtogreen.com 

mailto:wgrussell@prodigy.net
http://www.transitioningtogreen.com/

