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[12's small busrne.sses coLtld lead real global environmental change, end lng
"greenwashtng".
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Ncw Zcaland is uniqueLy u",ell placed to Lead thc worid in the mLrch-n..eded process of

genuine[ytryingtosav.^lheenvironrnent by heiptng to end tae damaging tr:nd of

greenr,vas h in g'l accordirg lo Dr Joya Kem per of ihe Uriversity ol Arckia nC BL,siness

G'eertvaslring rs tlre nrlsleading cia i,r rby i-o rrpa;res iirat t reir pr oclucrs c :e viies a te

cnvironrr,..ntalLi'friend[y, a business pLoy sce king short-t-.rm profits urh ch olten uLiimately

ends u p damaging the vcry th lng the p rod uct is claimed to pror."ct.

Kempcr, a lecturer in market irg, says the ihree way enrrlronmentaL gridlock involving

consumcrs, governrnents and corporaiions rs preventing rcaI bchavlouralchangc and

may on[y be solved by rackIing the problem at com mLr nity IeveL.

New ZeaIand's ecorom)/ is LargeLy made up (97 per cenr) of about 480,000 smaI to

medlum buslnesses (-SN4Es) ,,vhich empLoy about a third ol aIL r,vorkers and prcduc." a bout a

q L,arler of ou r GDP, but have fev,,er than 20 peop Le on staff.

LocaL ccmmun tles nnay be the r,vay to go, she says. LocaL people, IocaI busrnesses and

LocaI courcils aLi iu'orklng together; and N err"i ZeaLarc] is quite a good exampIe of hov', rh at

m ghtr,vorkfrom the bottom up, startingr,vith Si\,1Es.

There's a Iot ro be said for IocaL ccnpan es implem."nting reaI change ever'y'thing starts

smalL and bring rhat hopc and drivc to consumcrs to make th," right chorces as thcy lind

somethingthey can beL eve in, month after mcnth, and then see that messagr: spread,

a Lm ost vi ra L[;r.'

Kemper says the problcm of achic'; ng that changc ls illusiratcd b_v thc growtl ol

grccnr,vash ng globa [y.

G nger grou: TerraChoice sald ihe huge increase in green prcducts up 75 per cent n 2009

to 2010 alone r,vas rempered b,v:he fact that up to 95 pcrccni o1 ticse prodr-cis rna) nJt

b.^ as'green' as claimed. Too many products clarmed to be 'green", eco fr endLy" and

r-arried labeLs proc[aiming enrrironrnentaI care not nreasured nor ce rt fied.

And it is notlLrst consurxer prcducts capabte of being carried n shopping caa-s tliat ar."

cLa ming greenness. VoIksrrvagen rouied clean diesei cars but ts englneers lvere instead

finding $/ays to pass emlssions lests. Th is N1ay, Warren Buffet's N4 icAmerica n E nergy Co

saiC it r,vas abour to become rhe 1..1S's ilrst 100 per c-.nt rene,,vab.e energy u: Iity providing

aLIth!o porver it n..ed..d for its consunrers through a big winri farm. OnLy prob[,:m was, thar

\,vas lrue only wh en the r,vind blew. \,!hen it d id n't, coaL flrcd po,,vcr took over.

Such exampLes can cause reaI embarrassment and Drand dan:age but Kernper says ihe

vrorld rcmalns locked in a <.apitaIist tangle of compcting ]ntcrcsts. n fact, man1, buslnesses

often sperd moTe on m a rketin g the r green cla rms tha n they do in m a king the prod uct

green in the irrst place.
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"lt's a dilemma and we are at a realcrossroads," she says. "Governments may wanttO pass

punitive legislation requiring companies to clean up their act - but there is no way to do

that which does not affect citizens who are also consumers...and voters.

"lf they try to institute real change - let's take an extreme example of banning cars on

Mondays and Wednesdays to reduce fueL use - they risk annoying the electorate and being

voted out of power. Even minor changes in regulations can cause political and pu blic

u pset."

Corporations had similar problems with boards, shareholders and the never-ceasing drive

for more profits. So the finger of change had pointed to consu rners.

" But the reaIity is that while consu mers say they want to buy green, they often ca n't afford

to - and that is shown in surveys where the number of peopte wanting green is way above

those actually buying green.

"That s because most genuinety green products are moTe expensive than their
\-- conventional counterparts because they have to factor lnto their products the cost of

looking after the environment - and most consumers have had reaI wages stagnating for

yea rs."

ReaI environmental and sociaI change has to be a three-way coItaboration between

government, business and consumers, she says. But it is a question of who makes the first

step: "We stilI have that tangte of conflicted interests and u ntil the interests of those three

groups are aligned, change will be difficult."

But that ls where sm a [ler communities and com pa nies, like those in New Zea la n d, may be

able to show the way and bu i[d an interdependent cha in of poticymakers, businesses and

consumers who can show how planet-friendly commerce works and slowly begin to _.:rr.-.d16"
change perception and behaviour. :P" '-'
One such exampIe was Eat lt/ y Lu n ch, the b u sln ess ma king Iu nches lor bus ness peop Ie

but, for every Iunch sold, anotherwas donated to a needy ch Id in a school an exampIe,

Kemper says, of basing a business on sociaL enterprise and not just on profii but which

succeeds because of the r ition of the ereater

Govern ments needed to take real action to force com pa n tes to take responsibiLity for the

full tife cycle of their product, incIud lng the impact of use and d isposa [: "We need products

that are cradLe io cradle, not crad le-to-grave, so alI products can decompose into soilor
be continually re-used."

ConsumeTs needed education to know more about what was genuinely green and what

wasn't but it also had to be acknowledged that soclaI marketing around desirable goa[s

like reducing greenhouse gases had not been as successful as hoped.
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The predominant thinking up until now has been that if peopLe know more about

something, they wiLl act on it but the reatity is there is stiLl a huge attitude-behaviour gap

where knowledge has not been transtated into action. Consumers are constrained by

contextualfactors such as habitual (routine) buying, social norms, product price and

ava ila bility.

"lf we do not have a mentality which revolves around zero waste, then producing 'green'

shampoo or'green'clothing while generic, unsustainabte products are still avallable

hard ly responds to the caltfor reaI action.
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