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Green Marketing Tool

Defining Green Markets and Trends in US

Market Segmentation – LOHAS consumers

The importance of Story Telling in Green 

Marketing

Branding Strategies, Labels, Certification

“Marketing is about spreading ideas and ideas are 

the single most important output of our civilization.”              

Seth Godin



Defining Green 

Markets & Trends

„Green‟ is part of 
Sustainability Movement, 
but green means different 
things to different people 

„Green‟ means attention to 
the Triple Bottom Line of 
People, Planet & Profit

Wide range of „green‟  
product attributes

Biodiversity 
conservation/Fair Trade is 
only one subset of „Green‟



Green goes from Niche to Mainstream!
Companies getting on board with Sustainability concepts & 
consumers are enthusiastic albeit a little confused – Green 
Literacy Gap

Consumers more sophisticated & alert to „greenwashing‟

But… a substantial proportion of consumers (39%) believe 
their purchasing decisions have a greater impact on society 
than voting or volunteer work. 

Experts agree 2007 was the tipping point for the 
sustainability movement: From Niche to Mainstream 
[from Whole Foods to Target & Costco]

More Good News – Green Marketing is 

within your reach & budget!



Green Marketplace will reach 

US$420 Billion by 2010 *

But what does “Green” Mean?

Organically grown

No Genetically modified 
organisms (GMOs) AND 
GMOs 

Biodegradable

Carbon footprints

Locally grown food

Sustainable seafood and 
forest products

Cruelty free

Less packaging

Recycled materials or can 
be recycled

Non-toxic

Humanely raised farm 
animals

Reducing volatile organic 
compounds

Reducing water use and 
waste water



Corporations go „Green‟ 

Trends, Terms & Opportunities

Corporate Social Responsibility
– Workers conditions and rights

– Giving back to community causes 
(education, health, environmental 
issues); philanthropy

– Sustainable supply chains

Chief Sustainability Officers
– Life of product production efficiencies 

(water, energy, wastes)

– Sustainable raw material sourcing

– Less “unsustainable supply chains”

Companies need authentic & 

compelling stories & sustainably 

produced products / raw materials!



Market Segmentation: Who are 

your Target Consumers?
LOHAS (Lifestyles of Health and 
Sustainability) Consumers 

www.lohas.com

Green shoppers (LOHAS) defy common 
stereotypes

LOHAS lead in charitable contributions 
to wildlife and humanitarian causes

LOHAS want the brands they buy to 

reflect their own values & identity

Seek to build relationships with people 
and companies they buy from



How & Where do you reach the LOHAS 

Consumer?

Consumers want word of mouth recommendations and real 

time conversations

Consumers are synthesizing information from multiple 

trusted sources [print, online, word of mouth]

Buzz about products is no longer top down one way 

transmission but bottom up from consumers themselves



Social Networking & Trusted 

Information Hubs

Twitter

YouTube

Facebook

Influential Bloggers

Trusted Product 

Reviews

Word of Mouth

Friends & Family



Importance of Story Telling

Whose Worldview are you addressing? 
Worldview refers to the rules, values, beliefs, and biases 

of a consumer. A worldview is the lens used to look at 

every decision a person is asked to make.

How will you live your story? You must be 

authentic and keep your brand’s promises.

How can you frame your story so that your 

story is easy for your fans to retell to their 

friends? The way you frame a story determines who will 

hear it & whether they retell it.*

*Adapted from Seth Godin, All Marketers are Liars







Branding Strategies: Eco –

Labels & Certification Schemes
Opportunities

Gain consumer trust & increase credibility

Easier for producers to align with a trusted 

label than reinvent the wheel

Comprehensive labels cover both 

wildlife/human issues for consumers

Challenges

Label proliferation creates consumer 

confusion – the best labels will survive

Funding, monitoring, staffing is costly



What is WFEN?

The Wildlife Friendly Enterprise Network is a consortium of 
conservationists, businesses, & agricultural producers bringing 
quality products to market in order to tell the story of human-
wildlife coexistence. 

Wildlife Friendly is the only certification label that conserves 
threatened wildlife while contributing to the economic vitality of 
rural communities.

Wildlife Friendly consolidates lessons on best enterprise 
development, wildlife protection & monitoring practices from 
around the world that are needed to successfully combine 
conservation & fair trade.

The Certified Wildlife Friendly TM label on food, apparel, 

cosmetics & other products means best practices for wildlife 
conservation, & fair wages & improved livelihoods. 



Founding Partners



WFEN Groups Certified 

or Under Review

13 Mile Wool, 

Montana

Elephant Pepper, 

Zambia

Wildlife Works, 

Kenya

HBTL, Nepal 

Anne Kent 

Taylor, Kenya

Bushblok, 

Namibia

Certified Groups are in Green, Groups in Black are Under Review

Ibis Rice, 

Cambodia

All Things 

Alpaca, Ecuador

COMACO, 

Zambia

Aroma Forest, 

Madagascar



For more information contact…

EnterpriseWorks/VITA

1825 Connecticut Avenue NW, Suite 630

Washington, DC 20009, USA

Contact: Ann Koontz

Koontzann@enterpriseworks.org

www.enterpriseworks.org


