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I
n 2012, when London hosts the first
“ green” Oly m p i c s, wh at will yo u r
brand be doing to safeg u a rd the

e nv i ronment? Climate ch a n ge is
re l evant for marketers because it can
spearhead brand innovation and
ge n e r ate diff e re n t i ation. It is re l eva n t
because consumers think it should
be. Even if you don’t want to worry
about how cl i m ate ch a n ge is re l eva n t
to your brand, soon you may have to.

A raft of legislation is set to rail-
road companies into ove r h a u l i n g
business practices to safeg u a rd the
e nv i ronment. Brands are re c og n i s-
ing that pro a c t ive ly inve s t i gating and
i nvesting in this issue can cre at e
o p p o rtunities in brand rep u t at i o n ,
d i ff e re n t i ation and new pro d u c t
development.

Consider Toyota. When asked why
the car company developed the Prius,
the answer from executive vice-pres-
ident Jim Lenz was simple: “First of
all, long term, is fuel going to ge t
ch e aper or more expensive? Is oil
going to become more plentiful or less
plentiful? Is the air going to become
cleaner or more polluted? And so, do
you do something pro a c t ive and inno-
vative, to be in tune with where soci-
ety is going? Or do you hold on to
where it has been, and don't let go, to
the bitter end?” 

Toyota embraced the issue of cli-
mate change to create opportunities.
It has led the brand to gr ab first-
mover advantage, market share and
profit growth with sales of the Prius
outstripping supply.

So wh at will potential cl i m at e
ch a n ge leg i s l ation look like? Four ke y
a reas could engender a new dire c t i o n
for innovation – pack aging taxe s,
responsibility for recycling, sustain-
able design and responsibility fo r
energy efficiency.

Pa ck aging taxes could be levied on
m a nu fa c t u rers who waste re s o u rc e s.
A precedent has been set in the
c o n s t ruction industry, wh i ch is taxe d
on virgin materials used in primary
c o n s t ruction materials as we l l
as disposal through landfill. Both
t a xes have successfully drive n
re cycling in this industry, with 
the waste of demolished bu i l d i n g s

being re-used in some concretes and
roads.

So what would the implications of
p a ck aging taxes for marketers be?
Pa ck aged brands will have to meet
s t r i n gent reg u l ations on the per-
c e n t age of p a ck aging versus pro d u c t
weight and size. It may become too
e x p e n s ive for brands to have outer
packaging purely to stand out on the
s u p e rm a rket shelf. Without the
reliance on packaging, how will you
brand your product? 

Second, manu fa c t u rers and re t a i l-
ers across all sectors will become
re s p o n s i ble for re cycling their ow n
g o o d s. In Ju ly, the electrical and elec-
tronic industry will become respon-
s i ble for the cost of c o l l e c t i o n ,
t re atment and re cycling of t h e i r
equipment. We are likely to see this
spread to other sectors.

PRODUCT LIFECYCLE

B e fo re leg i s l ation fo rces them, brands
should investigate substituting non-
recyclable ingredients for more suit-
able elements. Can you overhaul yo u r
s u p p ly chain to deliver re cycl abl e
items? Can your product lifecycle be
extended? It’s a huge undertaking so
perhaps we will see industry collab-
o r ation to cre ate re cycl able raw mat e-
rials or even joint manu fa c t u r i n g
plants. This in turn presents a huge
marketing opportunity to break our
l ove affair with the new. Th e re is a
n ew breed of consumers intere s t e d
in refurbished and refreshed goods.
This trend is not pure ly driven by
va l u e, but by a desire to protect the
environment. 

S i m i l a rly, the inexo r able rise of

e B ay (with its 200 million users wo rl d-
wide) reflects the growth of the recy-
cled goods market. EBay sells one car
and one laptop every two minu t e s,
while an item of women’s cl o t h i n g
sells every seven seconds.

In the retail sector there’s clearly
an opportunity to sell secondhand,
reconditioned products alongside
n ew ones. We see this in car show-
rooms so why not in superm a rkets or
high street stores? White goods man-
ufacturers could sell reconditioned,
re t ro fridges alongside newer mod-
e l s, neat ly accepting re s p o n s i b i l i t y
for recycling as well as answering a
consumer demand. 

High street furn i t u re and cl o t h i n g
s t o res could offer a similar service by
refurbishing or even re d e s i g n i n g
items to be exch a n ged or resold. Th at
celebrities are happy to be seen for-
aging in charity shops reflects this.

Online initiat ives are also tap p i n g
into the growth of re cycled goods.
Fre e cycle is a gr a s s ro o t s, not-fo r-
p rofit movement that sw aps goods
within communities. Online services
such as Cahooting and People’s Web
enable consumers to rent or borrow
items from one another.

Th i rd, there is an opportunity to
design products and brands to be kep t
rather than replaced. In technology,
we need to break the “upgrade cul-
t u re”, wh i ch sees phones and PCs
replaced fre q u e n t ly. The same is tru e
in fashion, wh e re the likes of P r i m a rk
and superm a rket chains have
s p awned a culture of fast, throw - aw ay
fashion.

Instead, marketers should con-
sider product innovation with a

“Design for Life” approach to extend
your product lifecycl e. Could yo u r
product evolve to become something
else of value? Could your pro d u c t s
be made more durable to last longer
with built-in rep a i r / s e r v i c i n g
programmes?

On an emotional level, marketers
need to find ways of c re ating emo-
tional connections with objects so we
keep them for longer. Walter Stahel,
visiting Professor of the University
o f S u rrey calls this the “teddy bear
factor”: no matter how wo rn out, yo u
don’t throw your teddy bear out as it
is an emotional link to childhood. Th e
“ I ke a - i s ation” of the home furn i s h-
ings sector means that we no longer
hand down tre a s u red pieces of f u r-
niture to our children.

ENERGY EFFICIENCY

E n e r gy eff i c i e n cy is like ly to become
regulated to combat climate change.
When you said goodbye to your old
a n a l ogue TV did you know that its
digital replacement consumed up to
twice as much energy? The Energy
Pe r fo rmance Cert i f i c ate (EPC), wh i ch
will be included in the Home Info r-
m ation Pa ck s, will become a Euro-
pean requirement by 2009 – after all,
our homes account for 27% of U K ’ s
carbon emissions.

Consumers will expect to see a
wider choice of e n e r gy - e fficient pro d-
ucts to meet EPC re q u i re m e n t s, so
within five years, similar legislation
is undoubtedly going to hit other
industries. Companies that are well-
p rep a red could use energy eff i c i e n cy
as a stepping stone for product inno-
vation. For instance, one Califo rn i a n
gym is running a pilot to power light-
ing with generators made from recy-
cled washing machine parts that
c ap t u re the fitness fa n atics’ energy
as they pound the treadmill. 

Th e re are many potential oppor-
tunities with cl i m ate ch a n ge. Yo u ’ l l
d i s c over that the env i ronment isn’t
just re l evant to brands because of t h e
costs of future legislation. It offers a
springboard for innovation. v
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