Green means Green: Turning pollution into profit; cutting waste & inefficiency to make more money
By Jim Harris

Leading corporations are discovering that going green is driving significant bottom line benefits. In short green is green. 

· Wal-Mart is spending $500 million on sustainability projects with paybacks of four years or less. Given that Wal-Mart operates on three per cent net margins, the company would have to increase sales by $17 billion to get the same bottom line benefit. Put simply – it’s easier and cheaper to save money and increase profit than to make money and waste it through inefficiency. 

· Big Blue has launched Big Green, taking 3,900 distributed servers and virtualizing their  applications on just 33 servers, cutting electricity consumption by 80%, and saving IBM a projected $450 million over five years. 
· HSBC went carbon neutral in 2005. HSBC wants to be the market share leader in the explosive growth market of green power financing, with an estimated investment of $1 trillion by 2030. Barclays bank followed suit, because it wants be the pre-eminent carbon trading firm. The carbon market had tripled year over year for the last three years hitting $70 billion in 2007 and is predicted to grow to $2 trillion a year by 2019.  

· A McKinsey study highlighting hundreds of strategies to significantly reduce CO2 reductions at a profit.
 It’s important to stress that McKinsey isn’t an environmental group, one of the pre-eminent management consulting firms worldwide. 

Fundamental Drivers 

Fundamental drivers ensure the trend of corporations going green will not only continue but accelerate: 

· Oil has hit $140 a barrel – and peak oil is here to stay. Oil prices will continue to rise – making energy efficiency more and more profitable. 

· The green consumer segment has exploded from 3% in 2005 to 43% in 2007. Green corporate leaders are being rewarded with market share growth, while laggards are being punished with share loss. 
· The popularity of Al Gore’s An Inconvenient Truth (the 3rd highest grossing documentary ever) and media coverage of the climate crisis will continue to drive awareness and increase consumer insistence on dealing with green companies.
· Planetary Imperative: Here’s a stark fact: if everyone on the planet consumed as much as we do in North America we’d need another three planets to provide! So the way our society operates, the way companies operate and the way we consume as individuals in this society is clearly unsustainable. Here’s the good news: Amory Lovins of the Rocky Mountain Institute has documented how we can reduce energy usage by 75-90% using existing proven, practical technology without having to change our lifestyle. 
Leader or Laggard? 
GM, Ford are two car companies that have steadfastly refused to produce more fuel efficient vehicles. In turn their sales have plummeted as the price of oil has risen dramatically. Detroit automakers have laid off 100,000 people in North America. By contrast Toyota is the global leader in hybrids and produces vehicles with the best average fuel efficiency of any major car company in the world – has seen its’ market cap rise to a point where it’s greater than the value of Ford, GM and Chrysler added together. So going green – radically improving energy efficiency is good not just for ecological imperatives but economic ones. In other words, green is green.
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