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CONTINUED DEPLETION OF NATURAL RESOURCES
HAS LED MANY BUSINESSES TO search for ways
to be more environmentally friendly
#ZEROWASTE

# SUSTAINABLELIVING

#SAVETHEPLANET

These movements are having their moment reaching from
Wall Street to Main Street. Green initiatives save on costs, reuse resources
and meet compliance requirements, but they also help to create brand
recognition among customers and show that companies care.

THE LINE BETWEEN GOING green AND
all green IS BLURRED
environmentally friendly > environmentally sustainable > environmentally neutral

#purposedriven

“

“

Amazon has made a commitment to be
net-zero carbon by 2040. In addition,
we are on a path to powering our
operations with 100% renewable
energy by 2025. We are committed to
and invested in sustainability because
it’s a win all around—it’s good for the
planet, for business, for our customers,
and for our communities.
- THE CLIMATE PLEDGE
AMAZON

“

Amazon plans to cut waste after the
backlash over the destruction of unsold
or returned products. The so-called
Fulfillment by Amazon programs, will
help build a circular economy, the
company said. British broadcaster ITV
reported Amazon was destroying
millions of items of stock at one of its 24
U.K. warehouses every year. Third-party
businesses on Amazon can now resell
returned items as “used” products or
use their wholesale business to
liquidate backstock.

“

- AMAZON waste program
CNBC

BRANDS THAT HAVE CHOSEN TO WORK ON
BEING MORE SUSTAINABLE GROW.
THOSE WHO DO NOT, WITHER.

SOCIAL
RESPONSIBILITY
CONTINUES
to attract
consumer
spending

“

…with double-digit market growth in
sustainability-marketed consumer
packaged goods. When the NYU
Stern Center for Sustainable
Business and IRI looked at CPG
growth from 2015 to 2020, they
found that sustainability-marketed
goods are responsible for more
than half of the growth. The mic
drop came when their research
found that this growth is continuing
despite the COVID-19 pandemic.

“

SOURCE BPX Magazine

SUSTAINABILITY IS NOW A
DIRECT WAY TO IMPROVE
YOUR BOTTOM LINE
ASK YOURSELF THIS—CAN
YOU REALLY AFFORD NOT
TO ADD THIS INTO YOUR
MARKETING MIX?

It all starts with small steps:
§ Look at what you can do short term
versus long term
§ Make a commitment to constantly do
better and optimize where you can
§ Track your efforts and results equally
—share your successes as well as
how you handled obstacles—it will
humanize your brand

SOURCE IBM Institute for Business Value and NRF

62%
of respondents would be
willing to change purchasing
habits to REDUCE
ENVIRONMENTAL
IMPACT UP FROM
57%two years ago

50%
of respondents said they
would be willing to pay a
premium for sustainability
AN AVERAGE OF
70% MORE, 2X
the premium amount
from two years ago

PURPOSE-DRIVEN SHOPPERS
ARE ON THE RISE
THEY HAVE OVERTAKEN
VALUE DRIVEN SHOPPERS
AND ARE NOW THE
LARGEST SEGMENT
2020

40%
PURPOSE
DRIVEN

41%
VALUE
DRIVEN

14%
BRAND
DRIVEN

6%
PRODUCT
DRIVEN

2022

§

Purpose-driven consumers (44%)
seek products and brands that align with their values and
provide health and wellness benefits. They’re willing to change
their shopping habits to reduce environmental impact and they
care about sustainability and recycling.

§

Value-driven consumers (37%)
want value, convenience, and products and services that will
simplify their lives. They’re less inclined to switch habits to
reduce negative environmental impact.

§

Brand-driven consumers (15%)
trust brands and prioritize the brand when making purchasing
decisions. Compared to other groups, they have the highest
average income, and they love staying on top of new trends.

§

Product-driven consumers (4%)
are focused primarily on product functionality and value for
price. They aren’t tied to any brand or product attribute and are
the least engaged shoppers.

44%
PURPOSE
DRIVEN

37%
VALUE
DRIVEN
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BRAND
DRIVEN

4%
PRODUCT
DRIVEN

NOTE Totals may not add to 100% due to rounding

$

SOURCE IBM Institute for Business Value and NRF

DOING EVERYTHING
WITH A PURPOSE
To provide an environmentally friendly and inspiring workplace,
Arthur Elliott invested in the Charlotte Community of
South End by purchasing a beautiful barrel-vaulted longstanding
warehouse. We chose the neighborhood because of its proximity
to the light rail to support cycling, carpooling and public
transportation. The adaptive reuse building allowed us to reclaim
the timber and bricks to upcycle throughout the space. We
reinvigorated the building by allowing in more natural light,
installed LED fixtures and a lighting control panel to reduce
energy use. We installed all new plumbing and electrical system
for even greater energy efficiency and have added ionizers in the
HVAC system to prevent the spread of harmful germs. As a
practice, we discourage printing and do our utmost to recycle
everything we can. And we will continue to encourage our clients
with sustainable ideas that lead to results.

BECAUSE TO US,
HOW WE MAKE
THE MAGIC
MATTERS.
CONSCIOUS HUMANS + IDEAS SEEKING RESULTS

SOME INSPIRING WORDS
TO INSPIRE CHANGE
“Humankind has not woven the web of life. We are but one thread within
it. Whatever we do to the web, we do to ourselves. All things are bound together.
All things connect.” – Chief Seattle, 1854
“There is a great need for the introduction of new values in our society, where
bigger is not necessarily better, where slower can be faster, and where less
can be more.” – Gaylord Nelson
“Do your little bit of good where you are; it’s those little bits of good put together
that overwhelm the world.” – Archbishop Desmond Tutu
“Where the quality of life goes down for the environment, the quality of life
goes down for humans.” – George Holland
“Problems cannot be solved at the same level of awareness that created them.”
– Albert Einstein
“Be the change you wish to see in the world.”
– Mahatma Gandhi

S U S TA I N A B L E
THINKING IS
D OA B L E . T O DAY.

t’s connect: rob@arthurelliott.com
W e L ce a
n help you grow greener.

