
A
s every marketer worth their salt knows, repetition even-
tually desensitises the human nervous system. But we still
overuse words to the point where they threaten to
become meaningless. We’ve seen it happen to the word
‘community’ in the internet age, ‘contemporary’ (hijacked

to describe groovy inner city apartments) and ‘partner’ (an attempt to
elevate the perceived position of a mere client that nobody really buys
anymore).

It seems, however, that Australian consumers can’t get enough of the
word ‘green’. From carbon credits to sustainable production, green mar-
keting is a must-have strategy you need just to get on the consumer’s
radar, let alone to succeed.

It’s one of the fastest marketing revolutions of recent times. A few
years of horrific drought and killer storms – to say nothing of an Oscar-
winning documentary starring a former US vice president – have been a

combined slap in the face and call to action for humanity. Green 
marketing isn’t about trying to look more environmentally friendly than
your competitor; it’s using your presence in the business world to make
a difference and shouting it from the rooftops to encourage others to do
the same.

Green marketing’s already had its own ‘old days’. The early 90s saw
the rise of guilt marketing – putting a dolphin logo on a can of tuna to
show no driftnets were involved, or a rainbow on your washing powder
because it wouldn’t poison waterways downstream. Now, green market-
ing must encompass principles that run a lot deeper than the public face
of your service or product and, for that reason, it’s a far cry from the old
bandwagon-hopping.

“I’d rather describe it as ‘authentic marketing’ because I think ‘green
marketing’ sounds as though there’s some sort of spin to it,” says Sophie
Bartho, director of Brandswell, a marketing agency founded – in the
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company’s own words – to effect positive change through design. “You
only ‘get on board’ if you have a credible and real story to tell.”

Assuming you’re authentic, what exactly is green marketing? Having
an environmentally friendly product to sell is only the beginning and, in
many cases, need not even be your starting point. “Green marketing is
the sale of products and services that appeal to a green consumer, that is,
a values-based buyer who buys for environmental impact or other ethical
considerations,” suggests Anna Bowden, marketing and communications
manager of Planet Ark Environmental Solutions.

BROADCASTING THE REVOLUTION 
You might be informed enough to know the statistics: since 1995 we’ve
produced more greenhouse gases than in the entire course of human his-
tory previously; 2005 was the warmest year on record; CO2 has risen 30
percent since the Industrial Revolution. Or maybe you’re just a casual con-
sumer of current affairs, in which case you saw pictures of New Orleans
looking not unlike the shores around the Indian Ocean on Boxing Day
2004. Maybe you watched Al Gore storm the late 2005 box office and the
abrupt turnarounds from politicians and industrialists in his wake.

If you’re not thinking about marketing your green credentials, your
customers are already asking themselves why. US brand-building agency
Cone Inc revealed in a study that 86 percent of consumers would change
brands to support a cause, and that was in 2004, before climate was on
everyone’s mind.

And in this age of urgency to change our behaviour, green credentials
are a precise science. Corporate social responsibility (CSR) is not one of
those toothless voluntary charters, but a set of solid criteria against which
businesses can report on their social and environmental impact. Under
bodies such as the International Standards organisation, some countries
are writing CSR principles into corporate law.

“All of this is actually being measured so an informed consumer or
investor can ask questions that can confirm or destroy their credibility,”
says Brandswell’s Bartho. “If you’re not getting answers, you know it’s just
spin.”

THE MEANS JUSTIFIES THE END
In the 1960s, Harvard professor Theodore Levitt coined the term ‘market-
ing myopia’ in a landmark Harvard Business Review article. The myopia,
he believed, came from focusing on products and not consumer needs,
the result of which was a lot of products with amazing features nobody
bought.

A report by US market researcher Roper’s Green Gauge found 80 per-
cent of consumers don’t believe green products work as well – perhaps a
holdover from the days when washing powder with pictures of whales and
rainforests made you feel better, but didn’t wash your clothes as well. That
was green marketing myopia in action – create an inferior product and
watch your consumers stay away in droves despite green appeal.

To succeed in green marketing, you can’t forget the goals of marketing in
general – your product has to perform. Do this right and you could
motivate consumers to switch brands and even pay a premium for your
green alternative.

Sound good from a marketing perspective? Sure, but from an envi-
ronmental perspective we still need behavioural change. And where
marketing can be as simple as crowing about your green product or mes-
sage, to Katie Patrick it means educating the consumer about the
short-term sacrifices needed. “It’s got more to do with the environmental
will of the buyer,” says Patrick, executive director of the Green Pages
directory, a green products and services guide. “If it’s detergent and it
works a little less effectively, it just means I have to scrub a bit harder. It
wouldn’t bother me in the slightest because I know the product I’m using
is sustainable.”

Of course, in many market sectors environmentally friendly no
longer means lower quality. Choosing the green option doesn’t have to be
done out of a sense of begrudged guilt while everyone you know enjoys
high performance from their unsustainable buying choices. “I don’t think
the issue is sacrificing quality,” says Patrick. “The Toyota Prius is the most
energy-efficient car on the market and it’s a great quality car. If you talk
to the marketing managers of Toyota they’ll tell you how sales of the
Prius blew them out of the water.”

THE LATEST FASHION
There’s another aspect to the green marketing scene – could it just be a
trend running its course? It seems unthinkable at this stage with climate
change filling column centimetres and the airwaves, but could green
really be another viral trend to be digested and abandoned when there’s
no money or X-factor in it anymore? “We certainly don’t sell the green
aspect as our main thing,” says Flexicar CEO, Monique Conheady. “It’s
part of our overall message.”

Flexicar, which operates a fleet of cars in the Sydney and Melbourne
CBD for members on a when-needed basis, is a green business in that it
results in a smaller number of cars on the road for a given group of peo-
ple. But to Conheady, the company has a more effective message for its
customers than ‘going green’. “In certain approaches we’ll push some
aspects stronger than others,” she says. “We did one on public transport
that was more about the cost saving and convenience aspects, and I’m
pleased our product is positioned that way because I think the green mar-
keting thing is possibly a trend. There might be challenges for business
models that are only hanging themselves on a green value proposition.”

Not that Flexicar thinks concern for the environment will die out, but
puffing your chest up about how great you are at it won’t mean as much
when thinking green is second nature to us all. “Certain things will
become more ‘inbuilt’ into the way people live and work,” Conheady
believes. “At the moment there’s a real opportunity to capitalise on those
changes, but eventually they’ll become part and parcel of our lives.”
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CASE STUDY 1
BUILDING THE ECOMASTER BRAND
CLIENT: ECOMASTER
AGENCY: BLUE SQUARE DESIGN

BACKGROUND: ecoMaster specialises in providing climate change solu-
tions for new and existing homes by improving buildings’ thermal
performances. This is achieved through the use of specially developed
products and the application of new and traditional building techniques.

The business was started in 2004 by Maurice and Lyn Beinat, and, as
little information about creating a sustainable home was available at the
time, months of research went into the invention of several product lines.
They launched the business in a controlled fashion to allow them to per-
fect their products.

Being at the forefront of a new industry means no one knew what
ecoMaster did. The main objectives were to create awareness and educate
consumers as to the options available to improve a home’s thermal per-
formance and the benefits that it can deliver both in terms of occupant
comfort, and cost and energy reductions.
STRATEGY: Awareness and education have been the focus of the 
marketing strategy for ecoMaster. The marketing channels it has
employed to date include online, sponsorship, promotional material,
exhibitions and PR.

The most productive strategy has been face-to-face contact and pre-
sentations at events such as the Sustainable Living Festival in Melbourne,
local business associations, council and environmental groups etc.

The ecoMaster website, www.ecomaster.com.au, provides a useful
source of information for potential customers and has proven the most
effective way to keep them informed about how to increase a home’s
thermal performance, products available, advice and energy ratings.
However, with new product lines constantly being developed along with
the rapid growth the company has experienced, keeping the site up-to-
date has presented a challenge.

A major advantage of the ecoMaster website is the ability to track
customer visitation trends to the site. The company has noticed
peaks in inquiry rates to the website after attending expos or follow-
ing on from exposure in mainstream media. Based on the website
statistics, the company has been able to make better informed mar-
keting decisions.

Sponsorship of projects such as the Green Home Project by the
Australian Conservation Foundation have provided ecoMaster with 
exposure to a wider audience. The sponsorship was in the form of a free

home assessment. This has typically led on to future work for ecoMaster
once the assessment has been given to the participant.

Developing case studies of homes that have undergone an ecoMaster
makeover has proven invaluable for educating customers. Showing real
life examples of a product’s application with documented results enables
customers to gain a much better understanding of the benefits they can
expect. Examples of these case studies can be seen on the website.

With the rise in mainstream awareness of the need to reduce global
warming, the media has become hungry for information from authori-
ties on the subject. Large media outlets, such as The Age in January 2007,
have picked up several press releases written by ecoMaster and the
inquiry rate rose immediately after the articles were published.
RESULTS: The result from these marketing activities has been massive
expansion of the business in a short period of time:
✒ business growth – ecoMaster has achieved 500 percent increase over

the revenue forecast done in November 2006
✒ the company’s staff has grown from two to nine since January 2007
✒ the inquiry rate has increased more than 600 percent in the past six

months alone, and
✒ the company is 18 months ahead of original revenue projections.

Flexicar is a good example of a green product without a green face. (“I
can’t stand green,” Conheady says. “The space has become overwhelmed
with green as a branding colour.”) With a website and branding that
avoids green, the service is thriving because of its convenience. “A purely
green campaign wouldn’t get the results we want because people make
purchasing decisions for different reasons,” she adds. “It would limit our
capacity to reach people who’ll take us up for the convenience.”

WHEN IT’S NOT EASY BEING GREEN
Of course, if you produce t-shirts and decide to use fibres that are grown
sustainably or run a paper mill that switches to recycled pulp instead of
woodchip stock, the power of green marketing is there for the taking. But
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what if your product or service just can’t be produced or delivered in an
environmentally friendlier way?

The answer is to think outside the box. If one staff member asks for a
recycling bin under their desk or leaves the washing up until the next day
when there are more dishes to save water, you’re on the road to a sustain-
able business. Westpac has been winning accolades for being the greenest
bank in Australia – despite selling something as intangible as finance.
Gaining this sort of environmental kudos is the essence of green market-
ing. “They’re not actually green products, but Westpac is doing a lot of
green things to differentiate itself from its competitors,” says Green Pages’
Patrick. “More customers will come to them because of their green
image, so it’s not necessarily a green product; it’s brand management.”
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