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WORKPLACE LEARNING AND PERFORMANCE
PROFESSIONALS ARE HELPING EMPLOYEES
LEAP ONTO THE GREEN BANDWAGON.

What a decade ago was merely an
environmentalist’s daydream is now
slowly becoming reality: Think-

ing green is becoming mainstream.
Thanks in part to the public awareness
campaign by former Vice President

Al Gore and to the manifest signs of
changing weather patterns, the need
to protect the planet’s natural resourc-
es is on the agendas of governments
and businesses alike.

The current green movement'’s
agenda is calling for tougher action
and developing practical ways, such as
carbon-neutral products and services,
to initiate change. Many corporations
are extending their green policies be-
yond operations to influence suppliers
and consumers.

In the absence of strict govern-
ment mandates regulating emissions
and other hazards, many organiza-
tions have begun their own training
and educational campaigns to reduce
damage to the environment.

Skeptics may dismiss the corporate
green wave as Inllere “green washing,”

but signs indicate that the phenom-
enon will bring about real changes.
During the last three years, green busi-
nesses have been growing at a rate of 5
percent annually, according to Green
Economy, a Boston-based workforce
development firm.

In the United States, there are now
1,000 office buildings that have been
certified “green,” and the list grows
by 100 a week. The number of “green-
collar jobs,” such as installing solar
panels, weatherizing buildings, and
farming organic products, is grow-
ing. Environmental consulting firms
are competing fiercely for engineers,
information technology professionals,
and environmental scientists.

Organizations are finding that sus-
tainable practices not only enhance
their reputations, but can act as new,
lucrative business opportunities. As
General Electric CEO Jeffrey Immelt
has put it, “Green is green.”

Whatever their motivation, an
increasing number of corporations
are not only implélmenting more
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environmentally sound business prac-
tices, but also are developing training
programs to get their employees on
the environmental bandwagon.

Making the business case
Until recently, sustainable develop-
ment initiatives, common in Western
Europe and many other parts of the
world, were often dismissed as hope-
lessly quixotic ventures in corporate
America. For years, environmental
proponents discussed the frustration of
trying to “make the business case,” notes
Meredith Armstrong Whiting, senior
research fellow at the Conference Board
and co-author of a recent study, “Man-
aging for a Carbon-Concerned Future.”
“The good news is that the busi-
ness case is now much easier to make,
Whiting says. “For instance, energy
costs used to be strictly operational;
they never made it into the overall
budget. Now, more and more com-
panies are looking at energy costs as
potential cost-saving opportunities.”
CEOs are paying attention to sus-
tainability because they realize that
there are limitations to the amount
of raw materials available, and be-
cause financial institutions are ques-
tioning them about their contingency
plans in face of climate change,
according to Carol Singer Neuvelt,
executive director of NAEM, a
Washington, D.C.-based not-for-
profit consortium of environmental,
health, and safety managers.
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Through her work with NAEM, for-
merly known as the National Associa-
tion for Environmental Management,
Neuvelt witnessed a dramatic increase
in the amount of communication and
training activities that focus on organi-
zations’ environmental goals. Corpora-
tions are now aware that they are not
only responsible for what comes out of
their factories, but that the activities of
all employees contribute to the organi-
zations’ environmental footprints.

“We see a lot of programs that are
based on sharing rides, working from
home, recycling, community activism,
and the like,” Neuvelt says. “There is a
concept now that employees are vest-
ed stakeholders in the organization,
and they are concerned about having a
progressive company that cares for its
environmental stewardship.”

A survey conducted in March by
Adecco USA attests to the phenom-
enon. Out of more than 2,400 U.S.
workers surveyed, 52 percent thought
their company should do more to
be environmentally friendly while
only 22 percent thought their com-
pany already does enough or too
much. Thirty-three percent of those
surveyed considered an employer’s
eco-friendliness to be an important
distinction when looking for work.

Riding the green wave

Driven by strict environmental regula-
tions, Western and Northern European
companies have so far been a few

steps ahead of their global peers in
both developing green products and
involving their employees in environ-
mental programs.

DHL Express Europe, which has
operations in 28 countries, has run
a six-step environmental program
across Europe with local officials and
environmental managers since 2002.
In December 2006, the company
launched a carbon-neutral product
line called GoGreen. The GoGreen
shipments are carried out as normal,
but after delivery, their environmen-
tal impact—the car transport, sorting,
long-distance flights, and distribu-
tion—is calculated with a software
program that takes into account all
emissions released during the ship-
ments. The customer can then offset
the emissions with a fee that will help
fund internal and external carbon
reduction projects such as alternative
fuel vehicles, solar cells, and reforesta-
tion projects.

To market GoGreen, the company
has designed various training pro-
grams, including web-based training,
for its salespeople. The training starts
with facts about global warming, why
itis a concern for the company, and
what programs the company has in
place to fight it. It also distributes
information on carbon neutrality and
the Kyoto protocol, the international
treaty on climate change.

“We think it’s extremely important
to show that we have done our







