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It's Not Easy Selling Green
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Canadian retailers have the potential to play
a key role in building a sustainable future, but
even they admit they aren’t yet living up to
that potential, The reason lies in a lot of
confusion, both among shoppers and store
owners, about exactly what green retail might
look like.

Cynics say retail’s role is irrelevant, claiming that 7
rnanufacturers and others in the supply chain will CGAjObS,Org
tackle the majority of problems and retailers will Jise

simply line up behind these solutions, But retailers

have a real opportunity to help shape sustainable CGﬂjobS-Ufg
irmage/phota:leremy Brunesl behaviours amang consumers. s hire p i
Big Idea Examples of leadership in sustainability are already
ermerging in Mountain Equipment Co-op, Home Depot,
Thrifty Foods Inc and others, Such leadership takes long-termn strategic planning, and retail tends to be CGAjobs.org
driven by short-term thinking, However, global competition and technology innovations have forced Discover a hire power.

previously commplacent retailers to begin to plan strategi-cally, Sustainability will have a similar impact

Small business, big

concerns Strategy, though, requires business end goals, Initiatives by Canadian retailers have been rostly driven by
Surviving the Boom a moaral belief that it is simply “the right thing to do.” This thinking is noble, but it will only get us so far. CGAiobs.or
We need proper business cases and drivers. b j L g

Delay Planning at your erah

Peril Reliance on the much-touted “green consurmer” as a key driver is the biggest mizconception, Experts warn CG

that consurners will abandeon stores that don’t go green, but current experience dossn't support thiz
Are Canadians getting generalization.
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ripped off?
Retailers get mixed rmessages: The sarme shoppers seeking organic foods are also driving SUVs,

................................................... Dizposable fashion iz hoty witness the media frenzy around the recent apening of 2 Lower Mainland H2M
store, Even leaders such as Mountain Equipment Co-op are not seeing green demand reach the grand scale

- rnany claim exists, Lower prices, increased convenience, improved quality, brand prestige: those are what
'D i e rmost shoppers want, and they want it now, Sure they also want green products - so long as they meet
3

1 these other criteria, This reality can distract retailers from the many other excellent reasons to develop a
-t
Ve & sustainability strategy.
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Haow to look more FPerhaps a few “green” retailers can focus on what is today a market niche, while athers can hasten a
successful than you are greener rmajority thraugh education. For those who excel at retail fundamentals, “green® can elevate them
Gaoing lang in a noisy market, In addition to profit-driven waste-reduction, retailers can better compete through
Organizational Scarrin advantageous relationships with like-minded suppliers and buy public geodwill to buoy thern through crises,
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et the most compelling reazon today for a sustainability strategy is the intense competition to hire and
retain good staff in the tight labour market, While not all shop sustainably, many do aspire to work for an
organization that is seen to do good things,

Retail executives not always used to long-terrn, holistic planning muost understand that, while waste
reduction iz a great start, innovative vision and strategy are moare critical,

The entire Canadian sector must build its momenturm to avoid falling behind global counterparts and being
tagged a lagging industry at home, Retailers can help tiemselves by incubating goaod ideas, fostering
creative start-ups and sharing practices, But a made-for-retail definition of sustainability requires
boardroom priority, not off-loading to a junior level,

January, 2008 (24) Help will be needed, az chainz in Canada cannot fiscally match the investrent by environmental leaders in
other zectors, Yet the merchant’s connection to the cansumer makes it a prime influencer, And retailers are Enro!’
well suited for co-creation with suppliers, landlords and innovative sustainability companies, toda

Septernber, 2007 (25) approaches to suit budgets, decizion-making procezses and business drivers that may be quite different OLR GUARANTEE

December, 2007 (£2)
Movember, 2007 (48]
Cctober, 2007 (43) For their part, sustainability experts must develop a better understanding of the retail buziness and adapt
MORE from that of utilities or resource companies, Finally, consumers who lament inaction must acknowledge their We'll exceed your business
irmpact on the retail system; their perceptions of "value” should incarporate the retailers’ values around the class expecranions, or we'll
environment to support change. upgrade you to FIRST on
your next flight to London
Opportunities exist for Canadian retail, but we need improved fact-based dialogus inside and outzide of our Legister now. b
shops and stores to get there, Tarms and canditionz 3pply.
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