Preface

Contents

Acknowledgments

Part 1

THE BIG GREEN PICTURE

Part 11

Chapter One

THE BIG PICTURE: WHERE YOU ARE IN THE GREEN

WORLD OF BUSINESS

The globalization of greening, 4

Greening is Americanized, 4

Business owns greening, 5

Green failure has been criminalized, 6
Greening means good news, too, 7

The death of a movement, 8

Message received, 11

From top-down to bubble-up, 11

The international story so far, 12

Having writ . . ., 13

Chapter Two

HOW TO SHIFT TO A WINNING GREEN ATTITUDE
Going green is a habit, not a hormone, 16
Breaking the habit of negative mind-set, 18

Are you a “green” answer?, 19

Chapter Three

MENTAL GREENING: THE HABIT OF THINKING
LIKE A GOOD GUY

The habit of taking charge of your emotions, 22
Visualize your green success!, 22

Positive thought starters, 24

CUSTOMER-PUBLICS

Chapter Four
GET TO KNOW YOUR VITAL CUSTOMER-PUBLICS

You can’t fool—or please—everybody, 29

xii

15

21

27



Contents

Forget about publics; create customers, 30

You need sustainable customers, 31

What kind of customers will you need?, 31

Chapter Five

MAKE YOUR COMMUNICATION PROCESS-DRIVEN,

NOT PROBLEM-DRIVEN 34
You need a wellness program, not an emergency room, 35

Benefits of a process approach to communication, 35

Envirocomm is an action avenue, 36

The QUALITY model, 36

Chapter Six

THE QUALITY MODEL TO MAKE ENVIROCOMM

WORK FOR YOU 38
Quantify your “publics”, 38 '
Understand “what they want”, 39

Ask questions, 40

Listen aggressively, 41

Interpret the data, 43

Take charge, 44

You, yes you, 45

Chapter Seven

TURNING ON THE POWER OF THE EMPLOYEES 47
Part I: Why, 47

Greening, safety, and quality, 48

Benefits of education and training, 49

What the law requires you to “tell your employees”, 50

Reaching for 150 percent compliance, 54

Comprehensive program of ICI, 54

Part II: How, 56

Sideways, not down, 57

The supervisor role, 58

Means of communicating, 60

Training: Who and how much?, 63

The Doe Run example, 66

Leverage for company and planet, 66

Chapter Eight

RELATING TO GOVERNMENT 69
Relating to regulators, 69

Regulator blues, 71

Regulator green, 71

Politicians and regulators, 73

Regulatory ombudsmen, 75



Contents

“Reg-neg” instead of head-butting, 75

Government testimony, 76

Access to relationships, 77

Chapter Nine

TEN COMMON MISTAKES MANAGERS MAKE IN

WASHINGTON

Taking the “Man of La Mancha” view, 81

Detaching from “the public interest”, 85

Not following codes of conduct, 87

Not telling the whole truth, 88

Getting hung up in politics, 88

Going it alone, 89

Complicating the message, 90

Not following up, 90

Not listening, 91

Planning behind, 91

Chapter Ten

INTERACTING WITH THE NEWS MEDIA

You can choose, 92

Your turn will come, 94

Bea “3” ora “7”, 9%

Person to person, 97

Be a teacher or a coach, 98

Get personal—and know whd's interviewing you, 99

Basic interview tips, 101

Chapter Eleven

RELATING TO INVESTORS

Green heat of the '90s, 103

CERES Principles, 103

How companies have responded to CERES, 104

Why talk green to your investors?, 106

What stockholders want to know, 107

Green raters, 108

Start those green interactions yourself, 110

Envirocomm tips for investor interaction, 110

Chapter Twelve

SUPPLIERS: THE CRADLE IN “CRADLE-TO-GRAVE”
Thirteen

INSPECTING AND CORRECTING THE PROCESS

“Inspect, don't expect” is a workable motto, 117

Looking for best practices, 118

Inspection from top management, 118

That will bring you back to do, 119

81

92

102

13

117



Part 111

HOWTO. ..

Chapter Fourteen

TRAITS OF THE GREENING EXECUTIVE
Chapter Fifteen

LISTENING: BE A HEARPERSON
Reeducating your listening instincts, 129
What your customer-publics are asking, 131
They're asking: “Do you care?”, 133
Chapter Sixteen

SPEAKING ON THE GREEN

Anybody can do it, 138

Don't make a speech, give a talk, 138

. Get into their seats, 139

Get there early and stay late, 140
Write a speech that’s right for you, 141
Write 50 you can talk it, 142

Write it 50 you can read it, 142
Practice, practice, practice, 143

Use your natural ability, 144

Beware the uncaring expert, 145

Take it from Abe Lincoln, 147

Chapter Seventeen
COMMUNICATING ABOUT RISK
Cardinal rules when talking about risk, 151
Above all: Remain credible, 152

Move toward a dialogue, 153

Confessing your sins: When internal environmental audit

reports become public domain, 153
WIIFM rules, 155

Chapter Eighteen

COMMUNICATING IN CRISIS CONDITIONS:

LESSONS OF THE EXXON VALDEZ

You don't have to be Exxon to have a Valdez, 158
It can hit your fan at any time, 159

You've got to have a plan, 160

The plan must be accessible, 162

People want to hear from the top, 163

The longer you wait, the less your opportunity, 165
Your short-term hesitation can have long-term impact, 166

Chapter Nineteen

DOS AND DON'TS OF CRISIS COMMUNICATION

If you're in charge, here are suggested steps, 168

Contents

121

123

129

137

148

158

168



Part IV

Communication basics, 169

Crisis first-aid kit, 170

Prepare your own crisis communication profile, 172
Crisis planning questionnaire, 179

Chapter Twenty

WHAT TO DO WHEN YOU'RE ATTACKED BY
AN ACTIVIST GROUP 180
Know your attacker’s motives, 181

Why me?, 183

Know yourself: Organize your information, 184

Talk to them if you can, 185

Get third parties involved, 185

Take control of news, 186

Inform your critical 20 percent publics, 186
Principles of confrontation, 188

A note on where activism is headed, 189

Chapter Twenty-One

CHOOSE YOUR GREEN PARTNERS 190
Partnering is required and desirable, 190

Examine your relationships, 191

Identifying partner candidates, 192

Who are the “leaders?”, 193

Quantifying the leadership structure, 194

Relating to the “active opposition”, 195

“Inspect, don't expect” is the guideline, 197

Open dialogue, with media coverage, 198

MODELS OF SUCCESS 201

Chapter Twenty-Two

POLICY STATEMENTS: PUT IT IN WRITING 203
Intent: Statement with an attitude, 204

Content, 205

Implement: Take it to your customer-publics, 206

Highlights of environmental policy statements by leading
corporations, 208

Chapter Twenty-Three

BEST PRACTICES OF PARTNERING 216
McDonald’s and EDE 216

First Brands Corporation’s Glad Bag-based system, 220

Clean Sites, Inc., 223

The Nature Conservancy’s “Last Great Places”, 227

Chapter Twenty-Four

MORE GOOD NEWS STORIES 231



x Contents

Chapter Twenty-Five
ENVIRONMENTAL AWARDS: MORE THAN JusTt

“GOOD PR” 242
Chapter Twenty-Six

CMA's RESPONSIBLE CARE PROGRAM 257

Reason for this program, 257

How the industry responded, 258

How it works, 260

The codes of Responsible Care, 260

Examples of company programs, 263

Chapter Twenty-Seven

HOW A CORPORATION COMMUNICATED A
NEW ENVIRONMENTAL ETHIC 266
Chapter Twenty-Eight

GETTING WITH THE PROGRAM: A SUSTAINABLE
DEVELOPMENT CHECKLIST FOR YOUR

ORGANIZATION 269
Part v
ISSUES AHEAD 273
Chapter Twenty-Nine
GREEN TRENDS POINT TO PRESSURES ON EVERY
BUSINESS 275

Greening is highly politicized, 275

No one is unplugged from greenism, 276

Green claims and “openness” can entrap business, 276

The “AMP” syndrome is in high gear, 277

Consumers and communities ask others first, 277

Increase in citizen suits, 278

Criminal penalties for company executives, 278

Rising stockholder activism, 279

Media coverage will intensify, 279

Chapter Thirty

HOW IT ALL STARTS: A GUIDE TO GREEN CRIME’S
HUMBLE ORIGINS 281
Raising the green-crime ante, 282

How green problems start, 286

Case A: The creative consultant, 287

Case B: The stumbling start-up, 288

Case C: Hidden discrepancies, 289

Case D: Technical creativity, 289



Contents xi

Chapter Thirty-One

ENVIRONMENTAL EDUCATION IS A KEY TO

YOUR FUTURE 292
Scares that shouldn’t have been, 293

Envirocomm education, 295

Questions to address, 296

Environmentalism goes to college, 297

Chapter Thirty-Two

MARKET ENVIRONMENTALISM: BETTER FOR

BUSINESS, BETTER FOR THE ENVIRONMENT 301
The Austrian connection, 302

Environmental regs: Less is more, 302

Market options, 303

Communication via the market, 304

Chapter Thirty-Three

RELATING TO GREEN CONSUMERS: THE

MARKETING MINEFIELD 306
Shades of green consumerism, 307

Take my definition, please, 309

The G-men’s green guide, 310

The benefits of clean language, 311

Chapter Thirty-Four

GREEN GOSPEL: THE INDUSTRY DILEMMA OVER
RELIGION, SCIENCE, AND THE ENVIRONMENT 313
Spiritual crisis?, 313

Science vs. policy, 314

Bridges, not moats, 315

Part VI
CONCLUSION 317
Chapter Thirty-Five
SUSTAINABLE COMMUNICATION: GOING
GREEN, WITH GUSTO! 319

Starting over, and winning, 320
Three steps to the green, 324
Key ideas of this book, 325

Footnotes 329
Index 334



