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Marketing and Climate Change

Year 2 Case studies – group B

Spiders and Milk
Key learnings:

· Overcome cynicism of MD by identifying potential, suitable business opportunities presented by engagement with the climate change agenda

· Adoption of BACLIAT tool for use with clients has extended and deepened the service offering

Increased brand reputation amongst suppliers and clients experienced as a result of climate change alignment activities

Significant changes to the strategic business planning process as a result of incorporating climate change as a key assessment criteria

Company summary:

Spiders and Milk is a marketing agency, run by two directors who have been working together for years.  Andrew Morton and Matt Ryman formed the company in response to suggestions from current clients to provide creative online marketing solutions, principally in the form of on-demand video/TV and e-commerce sites.

Whilst much of the day-to-day work relates to the design, build and management on websites, a key desire is to become a manufacturer of saleable web-tools.

Delegate summary and mindset:

Both directors subscribe to the principles of Best Practice and they have considerable experience of energy efficiency/ climate change issues.  Andrew Morton, joint MD attended the course and started with a reasonably cynical mindset. 

Company starting point:

Prior to August 2007, the majority of the activities were token gestures and not of real impact.   The environmental & sustainability policies that were in place had very little substance to them and the promotion of their environmental credentials would only come into play when it assisted in “closing a sale”.

The issues of ‘management buy-in’ etc do not exist, as the company is small and flexible although there always are issues with gaining supplier and client buy-in.

Activities:

As a result of a simultaneous strategic rethink at the time of attending the course, the following actions were chosen:

· The option of opening an additional office closer to London was rejected as the carbon footprint of running another office as well as the travelling involved for both directors was considered unacceptable.

· The opening a new film studio was also rejected for the reasons listed above

· The overall business set-up was reviewed with energy efficiency and climate change in mind

· A conscious decision was made to include climate change criteria for each business decision to be made in future
Moreover there is now a shared understanding that all policies need to reviewed in a fundamental and honest way and that any new policies will be strictly adhered to rather than just stating them to please certain clients.  This was identified as one of the key issues within the business – to always deliver rather than falling into the trap of using ‘green wash’.

· All employees and sub-contractors are reviewed to ensure their behaviour and attitudes meet Spiders & Milk’s climate change criteria.

· All employees and sub-contractors are actively targeted to increase their awareness levels and encourage changes in their behaviour and services

· The company is investing in hardware and processes to ensure that home working is a viable and successful option and it is also using climate change as one of the evaluation criteria for the development of any new services.

· Every client is being made aware of the BACLIAT tool which the company now regards as a standard tool for use in strategic decision making.
· To date, the BACLIAT tool has been used with one client who asked for advice on choosing the right technology.  Spiders and Milk used the BACLIAT tool to analyse the short- and long-term impacts of using the technology .This allowed the client to make an informed decision. 

· Clients are encouraged to hold meetings via Webex, an Internet communications tool, which reduces the need for face-to-face meetings

· The same tool is being used with suppliers, freelancers and employees working from home. This activity has been shown to save time and costs and has had a positive impact on environmental behaviour, as it reduces travel mileage.  It further protects the company by avoiding potential disruptions to travel as a result of bad weather.
· Climate change assessment tools are now being incorporated at each 5-year review to become a standard tool to use for assessing the viability of the business.
· The company are evaluating an internal training programme to increase climate change knowledge amongst staff and sub-contractors to ensure equal knowledge levels throughout.

Outcomes

As a result of the above activities, Andrew noticed the following:

· Very positive feedback from clients and suppliers - Spiders and Milk’s behaviour establishes them as a company that are taking the subject of climate change seriously, thereby engendering greater respect.
· To date, there has not been an identifiable link to financial benefits,
however, Andrew expects that these activities will ultimately lead to that

· Recession proofing - there are clear indications that these activities have led to the company being more competitive and therefore potentially more resilient to economic recession.
· Travel costs are being kept low as much as possible

· Relationships with suppliers, sub-contractors and employees have been strengthened by these activities.
Personal assessment

Andrew felt that the whole experience was hugely thought provoking and whilst on occasions he was quite sceptical, he has also been able to put the whole concept of change into context.  Additionally the experience of working with people from other sectors has been a real eye-opener and as Andrew puts it, “bizarrely, this is something of a comfort – that other organisations are starting to take these issues seriously!”  Once he could see what was being achieved by other, larger companies, he began to understand the opportunities a small business like his had and instantly started advising clients informally.  Furthermore, Andrew felt that the programme demonstrated that quality data is now becoming more easily available, which has reassured him and increased his confidence in speaking and dealing with the subject.

Optimum (formerly Hama)
Key learnings:
· Risk management based investment is not yet front of mind in organisations that are focussed on grant funded carbon reduction/energy efficiency cost reduction activities.

Company summary:

During the course of the programme Hama Ltd, a specialist Project Management consultancy specialising in carbon reduction projects, amalgamated with Orchard Consulting, a firm of Chartered Quantity Surveyors to form Optimum Consultancy. 
The new company employs approximately thirty people who operate out of offices in Cheltenham, Haywards Heath and London and service both public and private sector clients.  One of the company’s three key profit centres is related to carbon reduction management and consultancy.

Delegate summary and mindset:

Stuart Hills joined the course when Hama was still operating on its own.  He is now employed as a project manager within Optimum and is responsible for all aspects of project management, including design, procurement, risk management, commercial, cost estimates, budgets, health and safety, scheduling, and control of variations.  As a Graduate Member of the CIM Stuart is also used from time to time as an internal consultant to comment on performance against plan and investigate opportunities.  He  offered to take part in the Marketing and Climate Change Programme in this role and this was actively encouraged at all levels; primarily as an opportunity to raise the profile of the organisation but also, as carbon reduction is a major part of the Optimum Consultancy service offering, to develop knowledge in this area. 
Company starting point:

The Optimum mindset derived from a desire to provide carbon reduction consultancy in its own right whilst also providing traditional professional consultancy services to customers who were themselves offering sustainability and carbon reduction as an end product. 
Optimum Consultancy can be described as environmentally ‘savvy’ having already itself achieved ISO 14001 accreditation.  The company has provided project management services to many of the Carbon Trust’s Technology Acceleration projects and research work.  More recently Optimum has joined a consortium, CRE, which is accredited by the Carbon Trust to provide carbon management services under the Carbon Management Energy Efficiency (CMEE) programme.
Activities:

At the start of the programme, because the company was already operating as an accredited ISO 14001 organisation it was putting a good deal of effort behind its own mitigation activities in the drive to make its operations as ‘environmentally friendly’ as possible. 
Stuart commented on the programme, “As an opportunity to learn more about climate change it was unlikely the programme was going to cover ground we at Optimum were not already aware of. The marketing advice was often more focused on the developing sophistication of individual consumers rather than business-to-business. I felt this then was perhaps more ‘food for thought’, rather than a spur to learn from other sources. 
The forming of interest groups1
on a regional basis was the most useful element, as it gave a chance to discuss and better understand what some of the other organisations’ motivations were in taking part in such a programme.” 

Stuart also took the BACLIAT tool back to work when it was introduced to him during the programme.  He later confirmed, however that it was not being used. “Our customers are very specific about their needs. Much of our work is focussed on the driving forces of carbon and cost reduction and, importantly, is funded by specific Carbon Trust grants.”

Outcomes:
To date Optimum’s service offering for the more traditional project management, QS and management roles has been unaffected.  Its service offering in carbon reduction has also been unchanged due to participation in the programme, although other participant organisations have shown an interest in carrying out carbon reduction exercises. 
Stuart explains “Much of our work is in the property and construction sector and we do see clients, particularly in areas of south east England, who are at significant risk from increased flooding due to climate change.  However, for these clients adaptation work is perceived to be more about future risk management as opposed to the immediate elimination of direct costs. Furthermore because it isn’t directly supported by grants, it doesn’t get to be front of mind for our clients.”

Futures:
CRE the Optimum Consultancy service offering for Carbon Management and Energy Efficiency (CMee) is likely to grow, though as it is in part dependent on other organisations’ willingness to take part in a grant programme, its fortunes will be dependant on the take up by other companies and their commitment to carbon reduction.  More traditional project management roles in carbon reduction will be maintained and where possible the service increased. 

The property and construction industries are likely to continue an interest in climate change driven by users and customers.  This is only likely to be further regulated by national and international law meaning there will be an ongoing need for consultancy in this area.  Optimum has something of a decent start in this area, but the real internal question is how to maintain a competitive advantage in a market where numbers of new entrants will be high and customers likely to be increasingly well informed? 
Kohler mira
ENVIRONMENTAL MANAGER

Key learnings: 

· Use of government and internet-based sources to undertake extensive research

· Ability to assess climate change information objectively and interpret its viability

· Use of BACLIAT tool to explore market opportunities

· Use of marketing and business models to support the BACLIAT tool

· Engagement of the whole company to increase internal activities

· Staff involvement in developing new adaptation opportunities

Company summary:

Established over 80 years ago and recently acquired by Kohler Co, a leading American manufacturer of bathroom and kitchen products, Mira Showers and Rada Controls are international market leaders in their field and provide products to both the domestic and commercial shower user. The company employs around 1200 people in the UK and is based in Cheltenham, Gloucestershire. 
Delegate summary and mindset:

Kohler Mira sent three people to the programme and one of them was the Environmental Manager, Jim Lee, whose case study follows.

The Environmental Manager’s role is to manage Kohler Mira’s environmental impact and response to environmental change.  The role reports to the Operations Director and carries specific responsibilities to develop and maintain the business environmental strategy and to maintain ongoing compliance with regulation.  

Jim’s personal motivation for attending the Marketing and Climate Change programme was that he content was appropriate to his role (i.e. understanding climate change issues and how they impact Kohler Mira) and the programme was backed by respected groups- South West Climate Change Impacts Partnership and the CIM. Jim was also keen to learn more about action learning from a personal development point of view and saw the programme as an opportunity to include more people within Kohler to consider the issues of climate change.

Company starting point:

Kohler Mira has been accredited with the Environmental Management System ISO 14001 since 2001, its main aim being to ensure legal compliance and to identify cost reduction opportunities internally.

Recently, climate change has been increasing in importance for the senior management especially due to increased publicity on issues like water conservation and a decision was made to appoint a full-time Environmental Manager in August 2007.

Activities:

During the programme the most significant issues identified by Jim were:


The large gap between where the scientists are on climate change and the disproportionate size and speed of response from the Government and business. 


That interested organisations seem to be in a similar place i.e. just starting out on their journey towards sustainability.  Also it seems to be still on the fringe of business activity and not front of the business mind.  This particularly is evidenced by the relatively low level within the organisation where the environment is represented. 


Generally the advice is encouraging “everybody” to do their bit, which is probably not the most effective way forward as the overall issue is far bigger and the responses needed are far greater than businesses had believed to date.

As a result, Jim undertook the following steps:

· Extensive external research including environmental seminars books, trade journals, newspaper articles, publications and conferences 

· Internal market research - Mira Executive and senior management were asked their views on the environment. This led to the following suggestions and activities.
· A SWOT
 and PEST
 analysis was undertaken and the outcomes were presented back to the Mira Exec with a suggestion of establishing a number of teams focused on particular aspects of the environment to capitalise on both the opportunities and perceived threats.
· The following teams were then established:

· Environmental Steering Group - Three members of the executive with the most relevance to the environment including Marketing, Operations and Design and the Environmental Manager.  This team meets every four months with the focus on alignment of strategy with Kohler Co, business priorities and customer needs.
· Sustainability Group - This team is made up of three marketers from different areas of the business, approvals specialist and quality engineer.  Its focus is to take an external look at the business to review how Mira can achieve competitive advantage through sustainability.  The team used the BACLIAT/ SWOT analysis to identify issues and opportunities. One of the main opportunities identified was the Code for Sustainable Homes (see also case study B).  
· Energy Management Group, Greening the Office Team, Waste Management Team - These teams are made up from cross-functional members focused on specific resource efficiency opportunities.

· Environmental Management improvement team.  This group ensure that standards are being maintained and improved for ISO14001.

· Additional support was obtained from Government support programmes Envirowise, Carbon Trust and Wrap. 

· Some examples of the types of activities, which were organised:

· Saving Energy
· Running an eco-week

Outcomes:

· Lessons were learnt in the drive to save energy which included the identification of institutional barriers such as time and budgets. The company now recognises the need to overcome these barriers in order to take advantage of the many opportunities for savings that have been identified. 

· Many Kohler Mira staff took part in Eco week, attending the various events and more than 290 completed environmental surveys which canvassed their opinions and ideas.

· All the Environmental teams have reached a level of maturity in the way each operates.  There have been advantages to working in separate teams since it has provided focus.  The drawback is however, that the only link between each team is the Environmental manager and gaps are therefore appearing in terms of in-depth knowledge of all activities.  The intention is to overcome this by running a joint workshop for all group members to share activities to date and future plans.

· Measuring the shift in the organisation so far is very subjective since it suggests knowing where the company was, where it is and being able to discern the difference. A method that has been used by Jim and his manager is the “Change Management Matrix” (ref Government Office for the South West and Envirowise Managing Change Guide http://www.oursouthwest.com/SusBus/mggchange.html) which demonstrated the need for a clear, shared vision throughout the company. 
· In the main the actions to date have been about mitigation, for example improvements in waste management, recycling and energy reduction. The work on raising awareness is starting to unleash from the workforce a wide range of adaptation ideas including designing products that use less energy and water.  
Future:

Already there is a ground swell of awareness, interest and action from the grass routes of the organisation achieved from the interventions already made. The questions that arise are:

· How to record progress?

· How to maintain momentum?

· How to widen the action across the whole organisation to engage everybody?

The next step for is for Kohler Mira to achieve the “shared vision” with the whole organisation, but initially with the senior management. It’s believed that developing the vision together will achieve a broader and deeper engagement. 

Kohler mira
Gill few

Key learnings:

· Use of the BACLIAT tool to assess future market needs and opportunities

· Adaptation to new water reduction/efficiency requirements of the specifier market sector (especially stemming from the Code for Sustainable Homes) as a means both of realising an emerging business opportunity and of future proofing the company.
· Review of company communications strategy and development of coherent sustainability product messages for internal consumption (to gain buy in) and outbound communication (for proactive external promotion).
· Development of staff training plans with particular focus on sales teams to improve their understanding of sustainability and climate change issues and to enable them to communicate sustainability product messages.
Company summary: 

Established over 80 years ago and recently acquired by Kohler Co, a leading American manufacturer of bathroom and kitchen products, Mira Showers and Rada Controls are international market leaders in their field and provide products to both the domestic and commercial shower user. The company employs around 1200 people in the UK and is based in Cheltenham, Gloucestershire.  

Delegate summary and starting point:

Gill’s role as Channel Manager for the specification sectors meant that she was being approached by concerned customers to provide help and advice on product solutions that would meet the Code for Sustainable Homes.   As a result of limited available options, Gill was beginning to raise the profile of those needs within the business and was starting to develop a sustainability communications team.
Company starting point:

The appointment of an Environmental Manager heralded an attitude shift within the company.  Product-wise, attitudes are dominated by Mira, the long-established, leading UK showers brand.  Showers, by definition, are perceived to be more water efficient than baths and the Mira (domestic) brand has a long history of innovation and technical capability in developing state-of-the-art of water delivery

The Rada brand is renowned for its development of water delivery technologies to suit the rigorous demands of commercial and institutional environments.  Taps and showers are designed for consistently reliable performance and significant water savings

In November 07 the new Mira Eco Showerhead was launched, designed to significantly reduce water usage without compromising on performance. However there have been no proactive attempts to communicate any sustainability or water efficiency messages to the outside world

Activities:

Gill’s actions were informed by her experience of the programme. 
· Extracts from the presentation materials provided were used internally for presentations and training purposes

· A combination of marketing tools, such as PEST
 and the climate change BACLIAT tool were used to assess future needs and opportunities

· The buddying
 which gave Gill an additional customer insight “Of great benefit was meeting a Code for Sustainable Homes assessor (another attendee on the programme). We are now knowledge sharing, following a single meeting and we have an on-going phone / email dialogue.” 

She comments “The knowledge and tools gained gave me the confidence to drive back into the business the emerging customer needs – sometimes to an unwilling audience.” 

Gill’s detailed activities encompassed three key areas of work:

Learning and information gathering 


Learning / research to gain an in-depth understanding of the impending legislation affecting customer groups – especially the Code for Sustainable Homes and surrounding issues.  


Liaison with the parent company, Kohler Co, on the status of global communications plans and guidelines.

Collation of specific customer needs requests – product / information / service / support and compilation of information for use in handling these inbound customer requests. 

Reactive communications and gaining buy-in…….


Progressive development of response material – the start of a “story to tell” sales presentation for use by the sales teams. Training of sales teams and provision of tools and materials to enable them to deal with requests for support


Presentations delivered to key members of the UK marketing teams responsible for product management and communications – to develop their understanding and gain buy in.  Subsequently a number of new products have been launched, with many more in the pipeline, which will further help KM to meet customers’ sustainability needs.

Development of the communications strand of the Kohler Mira Strategic Plan 2009-13 for Sustainability.  


On-going dialogue developed with key specifier customer personnel responsible for or involved in sustainability, including Berkeley Homes, Stewart Milne, Lovell Homes, Bellway as well as a number of hotel specifiers and architects for other projects e.g. London 2012. Dialogue also developed with key builders merchant customer personnel responsible for or involved in sustainability e.g. Wolseley group, PTS.

Workshops held involving key internal communications colleagues as well as creative and communications agencies to benchmark Kohler Mira against current market activity and to begin to develop KM messaging.
“Good” and “bad” sustainability communications were identified – KM became aware of the need to avoid over-claiming and for humility in their statements and style of communication.

Presentation to the Kohler Mira Exec team on the need to develop and implement a Sustainability Communications plan for the business – for both marketing and corporate communications.  This gained partial approval but initiated important discussions.  Further work is being done towards drafting a sustainability statement, brand value messages, brand guidelines, Q&A of sensitive questions etc.
..…..developing into proactive outbound communications 


PR – delivery of sustainability messages

o
all new product releases now include specific references to aspects of sustainability where appropriate e.g. products which support water and / or energy efficiency;  

o
certain other long-established messages are being reiterated, but with a new sustainability slant e.g. product durability, ease of maintenance and care, and product design for longevity.  Also technical support pre, during and post-specification; after sales care (known to prolong product life). 


Created a generic house builder / hotel presentation around the Kohler Mira water efficient product proposition.  This encompasses the wider sustainability messages outlined above.

Sales pitch to Lovell Homes for showers, enclosures, trays & sanitary ware created, based entirely around the sustainability story.

On-going dialogue with "Mr Sustainability" of Berkeley Homes (and others), who now treat Kohler Mira as a consultancy on water efficiency & the Code.  Supplied 2 Eco showerheads for their "Water consumption test unit" which will give access to their research data and strengthen the on-going relationship.
Outcomes to date:

Gill explains “Our ability to demonstrate knowledge and understanding of the issues faced by our customers clearly opens doors, facilitates discussion and commands respect with major players.  It is becoming apparent that having a sustainability story to tell is fast becoming a prerequisite to do business.  Likewise, it has been proven to give competitive edge.”
The outcomes achieved to date are the following:

· Improved relationships with major players in the industry

· Increased competitive edge due to having a sustainability story

· New product development focus on water and energy-efficient products

· Establishment of Kohler Mira as experts in the field through careful and clear messaging - Kohler Mira to start to be perceived as an “expert” in the field. In some sectors they are regularly being invited to contribute to feature articles in key target publications.  
· Roll-out of those messages across all brand materials –environmental messaging is being included as standard in Mira Showers literature – it is becoming part of the brand.  The water and energy-efficiency messages are being communicated more explicitly than before at product level including a Code for Sustainable Homes water calculator tool – available and in use by sales teams and a sales team ‘leave piece’ around water efficiency products designed for house builder audiences but with much wider applications.  This will be extended to the other brands as new printed, presentational, website and exhibition material is rolled out.

Futures:

The timing of the Marketing and Climate Change Programme coincided well with other developments within the Kohler organisation.  The Chairman is signing off the first Strategic Plan for Sustainability.  A global Kohler Environment Leadership Team is in the process of rolling out a 17 point key performance indicator (KPI) plan relating to varying aspects of business climate adaptation and mitigation.  Meanwhile, every employee will have a new “core competence” relating to sustainability added to their “Maximising Performance” performance review from January 2009 onwards. 

It is evident that the business is becoming much more receptive to proposals for initiatives relating to aspects of sustainability because they can be seen to be future proofing the business and giving competitive edge. The new product development schedules for the next 5 years already include many water and energy efficient product initiatives.

The “customer need” and communications work to date will form a key part of the roll out to the Kohler Mira senior management team, currently being planned by Jim Lee.  Following roll out, a detailed communications plan will be developed and implemented across the business.

Kohler mira
Chris Clarke
Key learnings: 
· Embedding water and energy efficiency design imperatives into global new product development schedule. 

· Repositioning of some of current products to promote existing eco-efficient features to the growing niche market for water reduction /efficiency bathroom equipment. 
· Good environmental practices can reduce waste and at the same time save money or provide competitive advantage or act as a brand halo which can ultimately transfer into incremental sales or share gains.
Company summary 
Established over 80 years ago and recently acquired by Kohler Co, a leading American manufacturer of bathroom and kitchen products, Mira Showers and Rada Controls are international market leaders in their field and provide products to both the domestic and commercial shower user. The company employs around 1200 people in the UK and is based in Cheltenham, Gloucestershire.  

Delegate summary and mindset

Chris Clarke is Product Manager (Marketing) for Electric Showers at Kohler Mira. The key focus of his role is to work closely with the New Product Development team on the scoping and development of new product ranges, to introduce these products to market and manage them from ‘cradle to grave’. He also manages the existing portfolio of products with the objective of ensuring that they achieve their budgeted targets. 
Company starting point:

Chris was chosen to attend the programme because he has an influence on the products that the company brings to the market in the future. He explains “as an organisation we are committed to reducing the impact we make on the environment as a manufacturer but we are also committed to reducing the impact that the products that we bring to market make on the environment. It is for the latter that I can have the biggest influence. Every year the Mira Marketing and NPD teams work together to produce a 5 year road map or new product schedule (NPS) as we call it. This details all the new product ranges that we are planning to introduce to the market in the next 5 years as well as products that will be launched further into the future but require development within the next 5 years.”

The Marketing and Climate Change programme coincided with the development of the 2008 NPS and so this provided a perfect opportunity to recommend products which have a positive impact on the environment by reducing energy and water consumption.
Activities

Chris had a basic understanding of climate change before attending the programme but said “perhaps the biggest surprise to me was the severity of the situation, the realisation that the damage is done and this now it becomes a case of reducing further damage but also adapting to the challenges that climate change WILL present. I previously thought that we were still in control of the situation but gaining a better understanding of the science behind climate change has helped me to become better informed.

From a business perspective it was also encouraging to note that climate change not only represents a challenge but also an opportunity. If there is commercial justification for an eco product or communication campaign then it is more likely to gain business acceptance. This was a key learning point for me personally… that good environmental practices can reduce waste and at the same time save money or provide competitive advantage or act as a brand halo which can ultimately transfer into incremental sales or share gains.”

Product marketing and NPD are the business areas which Chris could influence and this was his key focus. “When I agreed to participate in the programme I really wanted to be able to produce something tangible. I wanted to deliver a product proposition or product feature which could make a significant and positive environmental impact.
Chris’ original objectives were:
1. To achieve a listing on the Kohler Mira roadmap (new product schedule) for an eco electric shower.

2. To better communicate the eco credentials of Mira’s existing shower products in order to change consumer behaviour.
Objective 1

The course timings worked in Chris’ favour as they coincided with the timescales for completion of the company’s 5 year new product schedule. The course made Chris more aware of the environmental impacts of the company’s products which prompted him to recommend that they develop an electric shower which is specifically designed to use less energy and less water. In order to obtain a listing on the NPS Chris had to build a financial case along with an overview of the market need and product proposition.

The first barrier was overcome when the product made it onto the schedule, however at the first internal review it was moved into advanced development. “This was a bit of a blow, albeit not a killer one.” says Chris “Advanced development means that the product proposition is a good one but one that needs more development time, it also normally means that other products are deemed a higher priority and this pushes products deemed less of a priority further down the schedule. The fact that the product made it onto the schedule at all was a small success though.”
The key barrier Chris has to face however is that any eco shower, although a great idea in principle will be perceived as one which will struggle to make as much profit as a conventional product because the market opportunity is currently more niche. As Chris explains “When resource (both financial and human resource) is limited, the mass market, mainstream products will always be deemed a higher priority.” 
The solution, as had become apparent to Chris from some of the case studies that were studied on the course, is to “incorporate eco features into mass market products or in Kohler Mira’s  case better market the eco features that already exist in our products!”
Kohler Mira continues to explore the opportunity for eco products and has recently launched a brand new mixer shower (Mira Minilite Eco) which uses only half the water of a typical 12 l/min mixer shower whilst still providing a decent shower. “We are also continuing to push our eco shower handset which uses up to 75% less water than a conventional handset.” says Chris.
For electric showers, in the short term the company has decided to focus more on the eco benefits that are already inherent in the product:

· 100% efficient – they only heat the water they use

· Low water consumption – a typical electric shower will use less than half the amount of water that a typical mixer shower uses (5.5 l/min for a 9.0kW electric shower compared to 11 l/min for a mixed shower).

· All Mira showers have the option to select the Eco or Medium power setting which halves energy and water consumption. 

In the longer term the company will continue to explore potential eco features to add to its mass market product offerings as well as adding eco specific stock keeping units to its product portfolio.  The inspiration for these new products will come through forums such as brain storming days like the one that Chris recently participated in with members of NPD, marketing and external eco design consultants.

The objective of the session was to look at all aspects of product design and how  eco features can be incorporated into mainstream product, this session delivered a number of new ideas which will be developed further.

Objective 2:
All the company’s electric showers offer 3 x different power settings, low medium and high:

High power = the whole heating element is switched on eg a 9.5kW electric shower is using the whole 9.5kW

Medium power = only half the element is switched on eg a 9.5kW electric shower is using only 4.75kW

Low power = the heating element is switched off, only cold water is coming out of the shower

Chris feels that Kohler Mira currently doesn’t make enough of the fact that the user can select different power settings and more specifically use less energy and water by selecting the medium power setting. “Most end users will leave their electric shower on high power all the time even in the warmer summer months when the incoming cold water mains supply (which feeds the majority of electric showers) is much warmer and thus doesn’t need to be heated for as long.”
“On all new electric shower product launches we have started to call the Medium setting Eco or, in situations where we use graphics, we have specified that the icon should be green. To support this we are also planning communication activity which will focus on the fact that the end user can halve the energy and halve the water during the warmer summer months by switching to Eco setting.” Chris says that the inspiration for this comes from the Ariel “do a good turn” (http://www.doagoodturn.co.uk) campaign which is encouraging the end user to switch to 30 deg C on their washing machines and in doing so reduce energy consumption by up to 40% per wash.

The “shower at half power” campaign will be rolled out in 2009.
Outcomes to date

From a product point of view Kohler Mira is much more focussed on introducing eco products or features into the market. Chris says “We are adapting to the challenge of climate change by looking upon it as an opportunity. If we can produce products or features which help customers to use less water and energy we will be helping them to reduce their household environmental impact but also will be helping them financially. Reduced energy and water consumption means reduced utility bills which is particularly relevant now in the difficult economic conditions that we face.”

By creating products or product features which satisfy the needs of the end user there is a great opportunity to gain competitive advantage, share gains and positive PR. Chris feels that the opportunity is there and it could be a “win win” scenario; the end users gain products which can save them money, the environment gains through reduced energy and water consumption and Kohler Mira as an organisation stays one step ahead of the competition.
Futures

The “shower at half power” campaign will happen in 2009 as the company knows it already has a number of eco benefits inherent in its electric shower products but at present it doesn’t effectively communicate these benefits to its target audience. “We need to run campaigns such as this in order to change consumer showering behaviour, which will in turn have a positive impact on the environment.” explains Chris.
In terms of future product development there are a number of ideas for eco products and eco features which will be further developed with a view to introducing them into the UK market.

According to Chris “The key challenge for the organisation, which has yet to be fully evaluated, is the environmental impact and associated carbon footprint of our supply chain for both complete product and component parts.”
MK Associates
Key learnings:

· Development of ambassadorial role to improve reputation and positioning of the company as market leader on the subject of climate change.
· Provision of training on climate change adaptation and mitigation to tourism businesses.

· Greater understanding of the diversity and complexity of the issue.
· Increased awareness of identifying the appropriate sources for research.
Company summary:

MK Associates is a marketing and training business, which was founded in May 1997 and is run by Malcolm Castelow, a sole trader and a Chartered Marketer.  The company ethos is to give high value support at affordable prices.  

Delegate summary and mindset:

Malcolm as the owner operator of MK Associates was the person attending and he comes from a tourism and hospitality background.  He is a former company hotel director and general manager and a lecturer in tourism and hospitality.  His intentions were to broaden the knowledge and understanding of the issues and consequences and to formulate his own views on what might lead to a differentiating offer.

Company starting point:

Malcolm realised that climate change was rising up the agenda in terms of influencing business performance, as customers and clients are becoming more aware of the impacts on their lives.  As a member of COAST, the sustainable tourism forum, it was clear that MK Associates needed to know more about the subject and fully understand its impacts.

The credit crunch is seen as causing a temporary veneer on the mindset of customers, but MK Associates felt that climate change will come back on the agenda in a much stronger way after this period is over.

It became clear that the mitigative actions taken by the company through recycling and re-using were the right thing to do, but there was a lack of planning around the business impacts.  The company has no issue with engaging in and embracing change, as it realised that small companies are reliant on continuous change to remain competitive.

Activities:

MK Associates identified some key opportunities:

· The provision of climate change seminars that promote this particular issue and Malcolm’s intention is to become an ambassador and advocate for good practice within the COAST network

· Utilising Malcolm’s greater understanding of the different impacts for different businesses

· Continuously identifying marketing opportunities for businesses

· Internal behavioural changes to mirror attitudes by ‘practicing what is being preached’ and continuously increase mitigative action

· Claiming the ‘expert’ role or ambassadorial role by promoting the benefits of sustainability and best practice

· Joining COAST, utilising his 23 years of experience in sustainability in this area from an operations’ point of view and as an educator at the university.

· Aiming to become an ambassador for COAST

· Developing a ‘practical master class’’ training course in marketing and sales, to be promoted throughout Cornwall
All courses to include section on climate change and sustainability

· Continuous research into specific marketing activities and services that will allow the promotion of the subject to create competitive advantage

· Utilisation of knowledge and skill-set to work with individual clients who want to benefit from a particular viewpoint

While Malcolm himself always felt comfortable with the subject matter, he feels that the time now has come to ‘just get on with it and make it happen’.

stroud district council
Key learnings:

· Using BACLIAT tool for local authority managers to explore policy development implications and also with local businesses.
· Increased awareness of other organisations’ viewpoints and attitudes.
· Greater understanding of the potential climate change communications strategies and approaches.
The programme was assessed and "…I found hearing the other companies' case studies particularly interesting and very useful to hear about the difficulties and how simple tweaks can have a huge impact.  The last session in particular brought out a lot of relevant information to feed back into the council, which will help for future analyses of impact assessment.  On a personal note, it was a great opportunity to take a step back by being off-site for a whole day, as it allowed me to stop and think about our issues in a broader context and develop ideas and plans I otherwise never have the time for." Kam Mistry, Principal Marketing Officer

Company summary:

Stroud District Council is a local authority in Gloucestershire.  They provide a wide range of services including recycling and waste collection, environmental health, housing, neighbourhood wardens, elections and sport and leisure facilities.  The council employs around 450 employees.

Delegate summary and mindset:

The person attending the programme was the Principal Marketing Officer (Corporate), Kam Mistry.  Kam’s role requires looking after the general PR/ reputation management and communications for the organisation.  This work requires involvement at all levels and includes attending the most senior board meetings weekly and working closely with the CEO and Council Leaders as well as other senior and junior officers in the organisation.  Kam was encouraged to participate in the programme by his director, who had himself attended a CIM evening seminar on the subject the previous year and who suggested it as part of the council’s environment focus.  
Company starting point:

This particular council is very ‘green’ with the environment being a main priority, something that is also evidenced more generally in the Stroud area by both resident and business surveys.  A 20-year Environment Strategy is in place, which was produced about 15 months ago following extensive pubic consultation.  This means that there is an extremely strong focus on this area and therefore a reasonably high awareness and knowledge level throughout the council.

Activities:

Due to the high awareness within the council, most of the climate change related content of the programme was already familiar to Kam.  The BACLIAT tool however was new and he identified this as having the most potential. During the course of the programme the council gave consideration to using the BACLIAT tool as an exercise across the board and a commitment was made to this.

Outcomes:
What came out of the course was the realisation of the potential of activities.  As a council, it is expected that activities will be a combination of some mitigative action as well as some adaptation and using the BACLIAT as a tool will support the focus on adaptation.  The council is facing a different set of issues to those faced by business. They do not sell a product or a service although they provide many services and so they recognise the need to adapt their activities to the changing climate.

Some of the areas that the council are now considering include the following:


While there is legislation for buildings not to get too cold; there is no legislation in place for buildings being too hot.  The council are therefore considering looking at their own building as well as setting some strategies in place for the region to aid businesses and buildings be able to deal with rising temperatures.


Neighbourhood wardens training might need to change to include abilities for them to deal with flooding and heat related incidences.


The council are reviewing whether environmental health training will need to be updated in line with new vermin appearing due to climate change


The council is reviewing whether public transport and cycle paths need to be increased and expanded to help people with increased fuel bills and the resulting reduction in people driving or being able to drive.


The increase in energy costs means a large increase in costs for the council on an already large bill, so they are looking at energy saving options for themselves as well as for other people in the district.

Futures:

These ideas were sparked by attending the course and have been brought to the attention of the Strategic Manager who is second in command.  The plan now is:

· To run the BACLIAT tool with the 50 key Managers.
They get together for the Manager’s event to include everyone’s opinions and inputs.

· Identify options on how to offer the BACLIAT tool to local businesses by running sessions for them as part of the ‘Proud of Stroud’ programme.

meterological and climatological 
specialist advisory organisation
(NB this case study cannot be attributed):

Key learnings:

· Assessment of organisation’s own vulnerability to climate change and also integration of adaptation issues into customer product offerings.
· Greater understanding of the similarity of issues regardless of company sizes.
· Deeper realisation of other people’s views of identifiable opportunities or threats.
It was felt that “the programme worked hard to change thinking and challenge the perceptions of the delegates which are always difficult but ultimately rewarding.  From conversations with several of other delegates I was fascinated at the varying levels of knowledge and detail of climate change from an individual to an organisational level. The learning curve for most was very steep. “  Ross, Marketing Manager

Company summary: 

The organisation is related to and funded by some government organisations and is involved with public weather services, services for Government and bespoke services for commercial clients. Customers are at the heart of the organisation and its focus is to meet the needs of customers in relation to weather and climate change.

Delegate summary and mindset:

The first delegate the organisation sent was the Marketing Manager, Ross, whose role within the organisation is “to help drive forward the commercial area of the office through knowledge and understanding of markets, business drivers and customer models that will assist this.”  Working within the consultancy sector of the office Ross has regular contact with large organisations that struggle to articulate their needs within the ‘climate change market’.

The organisation is always looking for new and innovative ways to market and communicate and Ross strongly felt that the marketing and climate change workshops would help him to “consolidate my knowledge and learn some new ideas and thinking through interactive and thought provoking workshops.” 
Company starting point:

The organisation is at the forefront of global climate change research and part funded by public bodies.  Its technical skills and world-leading science capability make it uniquely positioned to understand how climate change affects government and business – now and in the future. 

The organisation offers expert advice on a regional, national and global scale to help governments, businesses and society make better informed decisions on the control of harmful emissions and how to adapt to the effects of climate change. 

Its scientists have made a substantial contribution to the Intergovernmental Panel on Climate Change (IPCC), a scientific body tasked to evaluate the risk of climate change, which won the Nobel Peace Prize.  Climate scientists from the organisation not only further the world’s understanding of the science of climate change, but also help inform government policy, as demonstrated at the UN Climate Change Conference in Bali in December 2007.

The organisation’s consultants inform a wide range of customers about the likely risks and opportunities that climate change will bring so they can act now to mitigate, adapt to or exploit them. For example, consultants are currently working with the UK’s leading energy companies to identify the impacts of climate change on their industry and to develop plans to ensure the future of energy provision in the UK.

Activities:

Since beginning the course, within marketing Ross has:


Had a positive and proactive response to attendance from the course and the feedback provided by it helping to develop his engagement strategies with organisations on the science of Climate Change – i.e. what more do people need to know?


Grasped an opportunity during the lifetime of the workshops to apply as a staff representative to the CSR committee, in which he was successful. He was able to bring with him examples and thinking that would improve the organisation’s environmental credentials


Internally the new CSR committee is helping to focus effort and resources into a pragmatic strategy to deliver agreed carbon objectives through a variety of different mechanisms. Until this point most mitigation has been done on an ad hoc basis. 


Ross has now finished writing the corporate plans for the various different programmes within the organisation. During the programme he was able to implement an additional agenda into the corporate strategy, which required different programmes from across the office to take committed actions with milestones and deliverables to achieve the office mitigation plan. This was the first time it had been included in the corporate plan (which sets out organisational strategy over the next 4 years)

Outcomes to date

· To develop a more joined up approach to adaptation and mitigation.  Although there had been a lot of individual activity and enthusiasm towards environmental responsibility but it had not been coordinated and successfully communicated, both internally and externally.
According to Ross “The workshops have allowed us to bring back and adopt some ideas, knowledge and focus to help us develop our Corporate Social Responsibility, and our Environmental policy. “

· Development of pragmatic communications plan integrating both quick wins and longer term solutions to minimise the impacts
Ross believes that effective and integrated communications have been critical to the organisation developing its strategy to its wider stakeholders and customers.  Taking a leading position within the industry is seen as a viable approach to differentiation and thought leadership in these areas. 

· Adaptation issues identified as a key opportunistic approach
Ross comments “Adaptation has provided us with a significant opportunity with regard to our offering and product developments. These will continue to be developed as our (relatively new) market begins to become increasingly competitive.”

· Internal adaptation, such as

· Asset management and building efficiency

· Operational and business continuity
“Internally our vulnerability to weather and climate change is currently under investigation. Some important points that are being covered are: asset management and building efficiency, operational and business continuity, whether our growth strategy over the next 5 years will be affected physically and energy alternatives.”

· Ross taken over the role of staff representative onto organisation’s Corporate Social Responsibility Committee, which was set up to provide leadership and support of CSR best practises

Futures

While the organisation is keen to adopt new practises and reduce its environmental impact Ross says that the changes will take time to implement because of the complexity that exists across the office. An example is the organisation’s energy needs which, to grow inline with corporate strategy, will require significant investment in new technology. Although this technology will be sourced with environmental impact as a buying factor it will not limit the purchase. 

Other areas of the office will need to offset any additional carbon emissions in their strategy to grow profitably and remain ahead of their competitors. 

meterological and climatological 
specialist advisory organisation
(NB this case study cannot be attributed):

Key learnings:

· Full understanding of the impact of communications programme on the internal team.
· Greater identification of both mitigative and adaptive approaches and the variation between the two.
Company summary:
The organisation is related to and funded by some government organisations and is involved with  public weather services, services for Government and bespoke services for commercial clients. Customers are at the heart of the organisation and its focus is to meet the needs of customers in relation to weather and climate change.
Delegate summary and mindset:

Alison’s job title is Communications Co-ordinator and she works within the communications team to develop and implement successful integrated communications campaigns, which raise awareness of the organisation’s work. She plans and co-ordinates a range of communications activities, which help the organisation’s business, teams to win and retain contracts with commercial and government customers. 

Her manager was supportive of her attending the workshop programme, but wanted to ensure that it would be beneficial not only to her but to bring something to the team. Alison was invited to attend the programme by Ross, the Marketing Manager.

Company starting point:

The organisation is at the forefront of global climate change research and part funded by public bodies.  Its technical skills and world-leading science capability make it uniquely positioned to understand how climate change affects government and business – now and in the future. 

The organisation offers expert advice on a regional, national and global scale to help governments, businesses and society make better informed decisions on the control of harmful emissions and how to adapt to the effects of climate change. 

Activities:
Alison reports that the organisation as a whole is committed to minimising its impact on the environment. In the last year it has:


Achieved an “Excellent” rating in the Building Research Establishment Environmental Assessment Method (BREEAM) for the third consecutive year. BREEAM is recognised as the world’s leading assessment method for the environmental performance of office buildings.


Retained an environmental management system for our Exeter site that is certified to the internationally recognised ISO14001 standard of excellence.


Developed a procurement process committed, to the purchasing and use of sustainable resources.


Replaced current fleet of pool cars and commercial vehicles with a more environmentally-friendly diesel fleet to further reduce our CO2 emissions.


Installed a borehole to provide a sustainable source of water and alleviate the strain on the water utilities infrastructure.


Increased the total waste recycled by 27.2% compared to 2006/7.


Reduced the total waste disposed of by 17.8% compared to 2006/7.


Committed to the long-term target of reducing CO2 emissions by 12.5% in 2009/10 from a 2004/5 baseline, calculated as the level of emissions per square metre of the Exeter site of 0.31 tonnes CO2/m2.

Since undertaking the programme, Alison has specifically influenced the Communications Team in a number of ways:


Encouraged the in-house catering team to source local food and drink for events.


To switch from plastic bottled water to re-usable glass bottles refilled with tap water for meetings, (but they do take time to fill).


Use electronic delegate packs, supplying presentations etc on USBs, avoiding courier costs and excessive printing.


Use electronic invitations to invite delegates to events avoiding excessive printing with a link to an online registration page.


Highlight greener travel links for visitors to site (list public transport first, car-parking last).


Source promotional gifts made of reusable/recycled material.


When printing promotional literature, encourage business programmes to consider switching to pdfs instead.

Although Alison had a good understanding of climate change as part of her role, she said about the programme “I was interested in the research commissioned and published by the programme and found the session by Futerra really engaging.”

Outcomes:
Alison’s understanding of the changes taken by her team describes both responses to climate change. “The actions to date are a combination of both mitigation and adaptation, principally trying to minimise the impact our actions have on climate change and work as a team to adapt our processes to help the changing climate.”

Futures:
Alison anticipates that the communications team will continue to make improvements and implement the new processes and guidelines put in place.

YEOVIL COLLEGE

Key learnings:

· Greater awareness of the scientific facts behind climate change.
· Increased sensitivity to the information provided through media on an ongoing basis.
· Strategic review of all of the colleges’ products and services.
· Re-ordering of the priorities in future-proofing the college to include climate change and the environment.
Company summary:

Yeovil College is a tertiary college serving the communities of South Somerset and North West Dorset.  A wide range of qualifications are offered from traditional academic routes such as A/AS levels, vocational work based routes and bespoke short courses.   Core target markets consist of 14-19 year olds on full time programmes including apprenticeships, part time leisure and professional adults, local employers and individuals aged over 18 looking for higher education opportunities. There are currently around 550 staff employed at the College and around 9000 students across all areas.  The College also operates a number of outreach centres across the county as well as a University Centre partnership with Bournemouth University and the University of Exeter.

Delegate summary and mindset:

Lisa Pyrke, Marketing & Events Manager at the college, works closely with the senior management team and middle managers across the college, responsible for the creation, implementation and evaluation of marketing strategy and activities across 4 very diverse and increasingly competitive markets.

Lisa and her team are responsible for a wide range of marketing and PR activities, research and Lisa also has involvement in setting the strategic direction. 

From a personal point of view, the themes of corporate social responsibility and green/environmental issues had always been an interest of Lisa’s and knowing that she worked in an educational institution, she “always felt we should be more aware of the growing issues associated with climate change and use the opportunity to communicate our changing company ethos to all our stakeholders”. 

Company starting point:

Climate change had little coverage in the College previously, some students had greater awareness, but little was done to promote or consider the college’s position on climate change and green issues.

Activities:

Lisa commented, “I learnt a lot about the true situation that we will all face with climate change, away from the green wash!  The sessions allowed me time away from a very hectic working situation to consider in a range of different ways the changing environment that I will be working in over the next 30 years.  I found that I was much more aware of information through a variety of local media, marketing magazines, courses and research and that I wanted to find out more. “

As a result, activities included:

· Encouraging other team members to review the information provided during the course

· Reviewing their role in raising awareness leading to greater mitigative action to combat climate change

· Various small, mitigative changes
Lisa admits “There is much left to do but just achieving a few small steps helps to change the way that the organisation thinks and functions.”

Lisa and her team have instigated the following:

· Use of recycled corporate stationery, 30% target to reduce hard copies and encourage use of the internet, 

· Launch of new e-prospectuses and reduction in printed copies, core publications printed on FSC recognised paper along with a new environmental statement “Yeovil College is committed to supporting the environment.  Our 2008/09 prospectus launches a new sustainable approach to marketing and communications. A full electronic version of the prospectus is now available at www.yeovil.ac.uk.  We have also printed a limited number of printed copies on paper from sustainable forests.  Please help us to help the environment and share this copy with friends, family and colleagues”    
· Launch of a new top up degree in sustainable graphics and packaging this year on which 2 students achieved First class honours Degrees, for which will be looking to gain maximum PR and encourage the development of new environmentally focussed courses and any student projects that tie into climate change themes.  

· The role of marketing is beginning to change and is now fully integrated into the business planning process where it can supply research, feedback and LMI to assist the portfolio analysis and the function of informed course product decisions.  Facts about the impact of climate change and the changing environment are included within this. 
· A new section will shortly be added to the website – ‘Yeovil College going green! ‘– which will detail all the ways in which the college and its staff and students are taking steps to help the environment.
Outcomes:

Lisa believes that the college is beginning to shift quite dramatically, some of the mitigating changes have been instigated by herself and colleagues above, others are as a result of changing government initiatives/ funding methodology that the College has to comply with.  Lisa concludes “We now understand that to survive we must fully evaluate the course and products that we offer and how we may offer them in the future.  We are currently involved in the potential planning of a complete new campus of around £60 million – climate change and environmental issues have been able to be pushed to the top of the agenda and staff are very welcoming that we are considering how we will adapt in the future – this means not only how our new buildings are constructed, powered etc, but how or what we will be teaching in the next 50 years.”

SERVICED APARTMENT COMPANY (SACO)

Key learnings:

· Greater awareness of the need for co-ordinated climate change action in-house.

· Coherence in development and roll-out of internal and external communications messages including environmental induction training.

· Avoiding the potential dangers of ‘greenwash’

Company summary:

The Serviced Apartment Company (SACO) operates a worldwide serviced apartment network, providing accommodation that is somewhere between home and hotel, for longer-stay business and leisure travellers.  SACO has a UK staff of around 70 headquartered in Bristol.

The company is committed to customer service to maintain loyalty and repeat business especially from its (core) corporate clients. Lesley Freed, SACO Chief Executive says "Our ethos is simple: we treat people as we would like to be treated ourselves." 
Delegate summary and mindset:

Both of the company’s two marketing staff, Matt and Sarah, who work in the Bristol head office, took part in the programme. Marketing Manager Matt has control over all the company’s different marketing channels, although his prime focus is online marketing as it is both easier to track and the most effective for his marketplace. Matt is responsible for the interpretation of the  business strategy which comes from his line manager, the sales director, and for organising the resulting tasks which he undertakes with Sarah. 
Matt and Sarah were ‘volunteered’ to undertake the programme jointly by both the operations and sales directors although, as they both held an interest in the issues, they felt motivated to do it. In fact Matt believes he was volunteered because he was known for trying to introduce green measures into the office. Sarah was new to the company at the time and so it was seen as a good opportunity for her to learn about what others were doing. The clear support at director level was felt to be very important although few other staff in the company were aware of Matt and Sarah’s involvement.
Company starting point:

Everyone at SACO was aware that climate change is an issue but the awareness tended to be on a personal level rather than a company one. Some people had been doing little bits in their own departments. Nothing had been organised or co-ordinated on a company wide scale although the operations director had been working on developing an environmental policy and researching the possibilities of working towards an environmental standard like BS8555, ISO14001 or the Green Tourism Business Scheme (GTBS).

In terms of communicating environmental issues, there had been little consistency with this. A few emails had been sent around internally to staff but little or nothing had gone out to customers.
Activities

During the course of the programme, Matt decided he wanted to change all the light bulbs in the head office over to energy efficient ones. Recognising the need to make a sound business case for the management, he calculated that the annual saving would be in the order of £1000/year. Matt also researched making a reduction in the number of printers used in the offices. He calculated the cost savings involved with removing everyone’s personal printers and changing them for 2 multi-functional devices that would take the place of all the faxes and copying machines (a reduction of some 18 machines overall per building).  The 2 central devices were a costly initial investment however and questions were asked about the sense of replacing existing working printers. Matt calculated the cost savings involved with both the reduction in toner cartridges required and overall energy use and was able to present the business case to management for the investment.        

With regard to pushing environmental marketing messages out to clients, Matt felt reluctant to move this forward until SACO had a ‘bullet proof environmental policy’ and the stories to back it up. He was concerned that they had not yet done enough to warrant talking about it to gain competitive advantage. “Until we gain a green award we can’t push this into our clients.” 
For Sarah, one of the barriers she perceived for the company was the internal communication of the environmental policy which she felt was being distorted by department managers on external locations. Along with the operations manager she created a green team to create an environmental induction process for all new employees going forward so that they will have a clear and distinct idea of the environmental messages that need to be used during their day to day operation of the apartments.  This induction would also be applied to head office employees as well. 
Outcomes:

Awareness within the company is on the increase. In mitigation terms, energy efficiency measures have been implemented in SACO’s office headquarters and are now also being introduced into the company’s apartments in the form of energy efficient lighting and appliances. In addition recycling facilities are now being introduced to all apartment locations. 
From the point of view of SACO’s adaptation to changing market demands  buy-in is now definitely being seen from the MD who is experiencing first hand some of the pull through from the market. Customers are beginning to ask questions about SACO’s environmental policy and requesting copies. This is particularly true of SACO’s larger corporate clients who themselves have CSR policies which require them to work with suppliers of group purchases. The specification procedures of these companies mean that they demand more information – like how SACO is implementing the company’s environmental policy for example. With this in mind the MD is now keen to get on with the changes and for the company to ‘set out its stall’ on environment. Matt is aware that the operations director is still moving towards achieving a GTBS award although major progress has yet to be made on this front
Both Matt and Sarah found the programme useful in terms of seeing what others were doing, mixing with others from a marketing background and learning about the tools. What they were particularly interested in finding was a framework for developing environmental messages – basically how to market these issues to their audiences. 
Futures:
Matt feels that SACO needs to continue to adapt what they doing as a company “to give ourselves an edge that we can market.” He also feels the need to achieve better buy in from the whole management team although they are a “step further than they were before”. There is a lack of budget in current prevailing conditions to make any significant changes at present. Low cost options are ideal, finding finance is more difficult.

According to Matt it is “down to getting the GTBS recognition and then seeing what else we can use as a benchmark. That’s the ultimate goal, to achieve competitive advantage from green positioning now. He sees that ultimately environmental best practice will become the industry standard at which point it could be an opportunity or an obstacle to achieving market share. Either way it will need to be considered – which is a good motivation to get it done.”







� Particpants were encouraged to continue discussions between workshops by teaming up with others closest to them in geographical ‘buddy’ groups.


� SWOT analysis stands for Strengths, Weaknesses, Opportunities and Threats


� PEST analysis stands for "Political, Economic, Social, and Technological analysis" and describes a framework of macroenvironmental factors used in the external environment scanning component of strategic management.


� PEST analysis stands for "Political, Economic, Social, and Technological analysis" and describes a framework of macro environmental factors used in the external environment scanning component of strategic management.


� Participants were encouraged to continue discussions between workshops by teaming up with others closest to them in geographical ‘buddy’ groups.





Marketing and Climate Change Programme, Year 2: Group B Full Case Studies

(January 2009)


