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Green is an interesting phe-
nomenon. I’ve been in green 
and LOHAS (Lifestyles of 
Health and Sustainability) mar-
keting for close to 10 years and 
remember when green was not 
too hip. Obviously, times have 
changed. But to be effective in 
reaching and communicating to 
these green and LOHAS con-
sumers, you need to understand 
who the drivers are of the green 
trends—the LOHAS consum-
ers. These are the consumers 
who concentrate on making 
decisions based on planetary 
well-being, social issues and 
health and wellness. They are 
the ones that infl uence others 
to buy.  Yet, they are some of 
the hardest to reach.  I’ve been 
working with The Cleveland 
Women’s Journal to help cre-
ate their green section of their 
newspaper with real, authentic 

green content that readers want 
and with information on re-
sources that are actually green 
and healthy.  

I see many companies spend 
time training their staff on 
how to best represent a green 
brand. As a matter-of-fact, I 
train many of the people on 
their staff. Who wants to walk 
into a green hotel and be told 
by the staff that they do not 
have any local, organic cuisine 
at their restaurant and they have 
no idea if they recycle?  It could 
make the green brand seem less 
authentic.

After the staff is trained on 
how to better understand the 
green and LOHAS consum-
ers, it’s time to communicate 
it to your customers. It’s ironic 
that you can come this far, then 
forget or neglect to effectively 
communicate to your custom-
ers your green essence. I often 
asked myself, “how could this 
happen?” I often found that 
companies fell into one of these 
categories:

A. They assumed that their 
customers already knew what 
they were doing.

B. They were doing it because 
it was part of their value system 
and thought communicating it 
was too showy.

C. They incorporated green 
practices out of necessity—
pushed by a vendor, supplier, 
corporate offi ce, marketplace, 
etc., and didn’t feel customers 
really cared about this.

Regardless of how you as a 
company fell into this, it’s criti-
cal that companies effectively 
communicate what you are 
doing to your customers—this 
starts with your staff. So now 
that your staff understands who 
these consumers are, how do 
you effectively disseminate this 
information to your customers?

You need a plan, a strategy, to 
effectively communicate in the 
most environmentally friendly 
manner as possible? You need 
to ask yourself these same ques-
tions when you consider your 
external communication meth-
ods to ensure you’re not saying 
you are green and then prac-
ticing something else. We call 
that greenwashing and there are 
many awards you can win for 
it. 

When your staff knows what 
you are doing, it makes it a lot 
easier to more effectively com-
municate to your customers 
how green you really are or 
striving to be. So how do you 
effectively do this?

First, you want to develop a 

process of communicating this 
information to your customers. 
Here are some ways to do this:

•When you make the changes 
to a greener facility or greener 
products and services, fi nd ways 
to allow your customers to get 
involved and make a difference. 
If you are in the hospitality in-
dustry, this could mean asking 
guests to throw things away in 
the recycling bins, asking them 
not to have their linens changed 
every day, etc. Think about 
what other ways you could get 
your guests involved in your ef-
forts.

•Explain what you are doing 
or about to do and why you are 
doing it. This information can 
easily be posted on your web-
site, be sent via email, in guest 
rooms, posted in your offi ce, 
etc.

•Every time you make a 
change, build into the process 
the method you will use to dis-
perse the information to cus-
tomers and when you will do 
this. Your customers will get 
used to the methods you use 
and know to expect new up-
dates in 3 weeks on your web-
site or via email. Keep a “green 
or LOHAS” section on your 
website with updates if you are 
undergoing a lot of changes 
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that will impact how they buy, 
use, etc. your products and ser-
vices.

•Allow your customers to 
see a before and after and show 
them how things have changed, 
don’t just tell them. Show them 
some proof by measuring en-
ergy usage, waste reduction, 
etc.  They’ll be impressed to be 
a customer of such a good envi-
ronmental steward.

Here are some things to keep 
in mind when you are dissemi-
nating this type of information:

•Consider how you will dis-
seminate it in an environmen-
tally friendly manner. Use less 
paper, make sure it is post con-
sumer waste content, and con-
sider using soy-based inks.

•When you send any type of 
gifts to customers, press, etc., 
consider how you send it and 
what you send. One company 
thanked a reporter for writing 
an article on how they were 
becoming carbon neutral by 
sending a package from Fed-Ex 
when the offi ce was practically 
down the road.

Spend time effectively com-
municating your green efforts 
and you’ll be more likely to 
connect with green consumers 
who care about what you are 
doing.  


