
How green are your solutions?

First make sure that you’re not vulnerable to  
the accusation of “greenwashing.” Nothing will 

thwart your green marketing strategy faster than 

attempting to distribute a product that doesn’t live 

up to your claims. The 2011 Trend Tracker study by 

Cone, Inc. reveals that Americans value honesty 

over perfection in environmental marketing, and 

71 percent said they would stop buying a product  

if they felt misled by environmental claims. 

Although eco-friendly signage products have 

improved tremendously, none of them are  

perfect, and here the study produces some good 

news: 75 percent said it’s okay if a company isn’t  

environmentally perfect, as long as it’s honest and 

transparent about its efforts. Clearly you should  

be prepared to back up any of your marketing 

claims with documentation that explains how  

the solutions you’re offering qualify as “green.” 

When challenged, the best way to do this is to  

provide documentation and offer a comparison 

with conventional materials so your client can 

judge the relative merits of the product. 

Certification influences sales

How important is certification? In Cone’s Trend 

Tracker study, 51 percent chose products that 

carried a seal of certification. That was by far 

the most important factor in their choice. Most 

manufacturers are conscious of the rising desir-

ability of green products, so most are providing at 

least some information about why and how their 

products are more or less green

What business owners need 
to know about GREEN MARKETING

It’s not difficult to find green-conscious customers these days, but it can be very difficult  

to capture their business on that basis without a solid marketing strategy targeted to  

their interest. To effectively translate prospects into sales, you must provide a focus on  

demonstrable eco-friendly benefits and live up to your claims as a green business.

Shedding light provides opportunity

Paradoxically, as interest in green business increases, there’s growing  

confusion among consumers about what many common marketing claims 

such as “green” or “environmentally friendly” actually mean. Of those surveyed 

in 97 percent believed that they know what those terms mean, compared to 

90 percent in 2008. Yet their interpretations are often inaccurate.

“More than two-in-five Americans (41 percent) erroneously believe these 

terms mean a product has a positive impact on the environment. Only 29  

percent understand that these terms more accurately describe products with 

less environmental impact than previous versions or competing products,” 

reports Cone, Inc.

But at the same time, 79 percent of them want detailed information readily 

accessible — and 75 percent say they wish companies would do a better job 

helping them understand the environmental terms they use. Those desires 

contain the seeds of a powerful marketing strategy that apparently is going 

begging in today’s marketplace. 

Choosing green suppliers and products

Careful selection of the companies that supply your needs will go a long 

way toward building your image as a “green” company. For example, most 

of the manufacturing methods for producing fade resistant outdoor images 

and graphics generate pollution in the form of volatile organic components 

(VOCs) from the inks and solvents used, and from substrates that cannot 

effectively be recycled. These are not healthy for the environment or for the 

people who work with them. For that reason, Signs Now adopted new printing 

technologies based on materials that can be recycled, using inks that  

effectively eliminate VOCs. Environmentally friendly solutions are available  

for most indoor and outdoor graphics applications.

If green marketing matters to you, be sure to ask many questions, and expect 

many questions in return. A collaborative supplier will be interested in learn-

ing a wide range of details about your company and its marketing plans in 

order to most efficiently provide the materials you seek and help you obtain 

the documentation that your customers need. Making the effort to educate 

your team and prepare them to explain the degree and benefits of the “green” 

solutions you offer will position you as the green “go-to” experts in your local 

marketing area. And that’s a very good position in today’s marketplace!
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