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Helping North America’s most sustainable companies 
succeed. Companies like ...

… and hundreds of others.



Pollution Prevention 
Spending
(Rates of Change)
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$1.4 billion (capital)

$542 million (operating)

(2002 Actual Expenditures)

Adapted from: Statistics Canada, 2004



EcoMarkets 2005

Half of those also have a “green” procurement policy.

63% of companies have an env/sustainability policy.

Canadian Procurement Professionals

Adapted from: EcoMarketsTM B2B, 2005
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Adapted from: EcoMarketsTM B2B, 2005

(Among those companies that do'buy' green)
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Green Buying By Category
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The average result for a strong predisposition to 
environmental behaviour is a steady 20%.

A Spectrum of Interest



Myth: 
green people and brown people

My position in this community is a result of my 
culture, values, and attitudes. These give rise to my 

behaviours.

Reality:
shades of green (but lots of different reasons)

Eco-centric Anthropocentric



Communicating the EVP
Who are you trying to reach, 
and what language do they 

speak?

Challenge:
“Environment” is too big.
What dialect do they speak?
What are there issues of concern?
More specific, more focussed.

Challenge:
“Environment” isn’t their vocabulary.
What language do they speak?
Use an Esperanto
Less specific, more universal.



What’s My Dialect?
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Dial the Dialect

• Third-party 
endorsement combats 
perceptions of 
‘greenwashing’

• Communication that is 
customized to the 
issue of the day - the 
“dialect”



Quantitative benefits for a variety of issues ...

… and personal control/responsibility.

Build a Babblefish



Universal a-peel!

An environmental 
theme communicated 
in non-environmental 

language.



• Universal appeal to 
family, children

• “Environment” in 
universal language



Conclusions

• B2B markets are large and growing
• B2C stratigraphy is unchanging, but only 

limited by skill at communicating
• In both markets, the key to marketing 

communication is language - their 
language, not yours
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