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Notice to Readers

Laws are constantly changing. Every effort is made to keep this 
publication as current as possible. However, the authors, the pub-
lisher, and the vendor of this book make no representations or 
warranties regarding the outcome or the use to which the informa-
tion in this book is put and are not assuming any liability for any 
claims, losses, or damages arising out of the use of this book. The 
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1
Why Go Green at the Office?

More than 7 billion people exist on this planet. Innovations in tech-
nology, energy production, medicine, and education have taken 
us to great heights, but our demand for resources has severe con-
sequences. Since the industrial revolution, we have seen millions 
of hectares of forest converted to crops, ocean acidification due to 
global warming, and the permanent loss of many species includ-
ing birds, frogs, and dolphins. Without a doubt, we are in need of 
change towards a more sustainable future for all generations.

Major environmental issues we face today can be tackled in the 
way we live, play, and work. The planet needs leaders. Your office 
is a great place to make changes and start leading. 

1. What Is a Green Office?
A green office is one that seeks to limit the amount of environmen-
tal resources that are used to conduct business. In the process of 
reducing its environmental impact, a business can reduce costs, 
increase staff morale, and enhance brand image. No matter what 
your organization, business, or group is, there are many easy and 
affordable ways your office can go green. 
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The office has become a common work environment. We are 
all familiar with its basic composition: computers, lighting, paper, 
printers, desks, and coffee (lots and lots of coffee). Think of the 
vast amount of offices in the world, or even your city. If every office 
printed less, reduced energy use, and bought fair-trade coffee, the 
global impact would be massive! 

Moving towards a green office starts with perspective. Looking 
at your office from a triple-bottom-line framework of People, Plan-
et, and Profit can help you discover opportunities to make positive 
changes that benefit your business, the community, and the envi-
ronment. This framework will be discussed in detail in Chapter 2.

Often the most effective way to kick off the green initiative is 
by designating a green champion within your office to facilitate the 
process and find solutions that are the best fit for your workplace 
and budget. You can then create a set of common goals for going 
green in your office. Goal setting can come in many forms, from 
general office staff who want to see the office’s operational practic-
es change to the management level which may be a part of a larger 
initiative. Improving your office’s environmental performance can 
help your organization become an environmental leader.

There is no cookie-cutter solution for creating a green office, but 
there is a general approach that we offer, which has worked for offic-
es with 5 employees and offices with 300 employees. The approach 
developed by Synergy Enterprises includes four phases of greening 
a business: Assess, Engage, Implement, and Market. We will explain 
the details of these phases in Chapter 5.

This book will provide you with a simple and straightforward 
guide for greening your office, interlaced with real case studies 
and examples from other offices. You will find that there is a great 
business case for greening your office and many simple actions 
that can lead to big impacts. 

2. Why Should Your Office Go Green?
Leading businesses and organizations are pursuing green office ef-
forts because it can help them identify cost savings, build employee 
morale, and help them reduce their environmental footprint (a 
measure of the environmental impact that a defined organization 
has based on the natural resources that it uses and the amount 
of harmful gases that they produce as a result of its operations). 
Over the past ten years business practices have shifted focus by 



Why Go Green at the Office?   3

balancing social, economic, and environmental performance while 
maintaining and often improving the businesses’ bottom line. Not 
all efforts in going green will result in an immediate cash payback; 
however, some efforts will help you reduce the amount of goods 
that you consume (e.g., products, energy, and water) which will 
reduce your operating costs and, if marketed correctly, can help 
raise consumer awareness about the actions your office is taking. 

When we consider the amount of energy, water, paper, statio-
nery, and other products that an office can consume as well as 
the impact of creating, transporting, using, and disposing of these 
goods, it is easy to see that offices play a major role in reducing the 
impact on the environment. Reducing the amount of waste that 
your office generates need not be consuming or difficult. Often 
all it takes is an education program that seeks to change office 
behaviors. These programs should be made fun, inclusive, and in-
volve some friendly competition to keep things interesting. Offices 
can also help reduce their environmental impact by selecting office 
equipment and products that have improved performance (more 
on this in Chapter 8). 

3. What Are the Benefits?
The main reason to go green in your office is to help improve the 
state of the environment. Whether your motivation comes as a re-
sult of a local initiative or global incident, we hope this book will 
inspire you with a set of quick and easy solutions and some ways 
to tackle the bigger issues that you may be facing in your organiza-
tion’s quest to save the planet!

There are many positive spin-offs that can follow a green initia-
tive, which includes improving your bottom line and your brand 
image as well as giving back to your community. While we will go 
into more detail in Chapter 4, here is a quick overview of benefits 
in the following sections.

3.1 Saving money
In many ways, going green is about gaining efficiencies and using 
resources wisely. Even the smallest behavior change in the of-
fice, such as turning off lights and computers, can reduce your 
annual energy costs. Video conferencing is an easy way to save 
time, money, and the environment because globally air travel is the 
largest source of greenhouse gas (GHG) emissions for office-based 
businesses (Source: Climate Smart, “Offices and Carbon  Emissions: 
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A Climate Smart Industry Brief”). You can also save money with 
green office products that are durable, refillable, and repairable.

Many businesses are already taking advantage of cost savings 
such as these. For your endeavor to go green and be sustainable, it 
is key to find opportunities to reduce costs. Some businesses calcu-
late these savings and create a green fund to pay for future green 
initiatives that may come at a premium, or have a slow return on 
investment.

3.2 Improving your brand image 
Businesses that want to make meaningful connections with their 
clients and consumers are looking for ways to go green and im-
prove their public image. A growing base of consumers resonate 
with businesses that are conscious of their environmental footprint. 
Having your organizational values align with those of your clients 
and consumers will help build your brand and increase your mar-
keting reach. Strong environmental values have also been found to 
attract skilled employees and improve their commitment to being 
a part of your workplace.

3.3 Giving back to your community
Going green in the office can help support local nonprofits and or-
ganizations that are working on environmental conservation and 
social well-being. Whether you want to give directly to an environ-
mental organization or support a local event, you will help build 
awareness about these groups while supporting and connecting to 
their causes. Community events and organizations not only have a 
direct impact in your community but they can also be very effective 
in generating positive news articles and stories with which your 
business will be associated.
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2
People, Planet, Profit:  
Balancing the Triple- 
Bottom-Line

In the conventional capitalism model, businesses care about the 
environment and society only to  the degree in which they may im-
pact profits. Today, a great awareness of the interconnected global 
marketplace, finite natural resources, and the role businesses can 
play in making positive change in our world has given rise to new 
business models. A triple-bottom-line approach to business not 
only considers profit, but society and the natural environment as 
well. This approach seeks to account for all of the impacts that 
result from your office, beyond (but inclusive of) maximizing prof-
its. This places equal weight on environmental and social impacts, 
which can be built into your decision making and accounting. 

It may seem difficult to balance all of these additional consider-
ations and still be profitable but in many cases working to balance 
People, Profit, and the Planet can simplify your decision making by 
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providing a guideline for operations, purchasing, hiring, and other 
changes within your business. 

To keep accountable to the triple-bottom-line, you will need to 
determine your key performance indicators for the three categories 
in said triple-bottom-line: People, Planet, and Profit. Likely, you al-
ready have this sorted for the Profit category: gross revenue, gross 
profit, net profit, and year-end balance — these are all key perfor-
mance indicators in the profit category. For the People and Planet 
categories, you will need to choose which indicators will work best 
for your company. Use and track these metrics in your year-end 
accounting, as you would track your profits and retained earnings. 
We recommend starting with a few simple measures and adding 
more over time to get a complete picture of your triple-bottom-line. 
Deciding to incorporate environmental and social metrics and put-
ting them on the same pedestal as profits is a critical step towards 
shifting from a profit-driven business to one that is responsible for 
your a triple-bottom-line.

Once you have determined your triple-bottom-line metrics, 
your office can create a baseline from which to benchmark future 
performance. With a solid baseline, you will be able to better un-
derstand the impact of the changes made in your office. A base-
line will include measures on how your operations impact water 
and air quality, the amount of energy consumed, the products you 
purchase, and the waste that is generated over time. Creating a 
baseline may seem daunting at first but it is instrumental in deter-
mining the results of your hard work, and there are simple ways to 
do it. First, let’s look at the different metrics that are possible for 
People, Planet, and Profit.   

1. People
When considering how your operations affect people in your com-
munity or workplace there are many high-level measures that are 
used in governments to understand the overall health of the social 
system within which your organization is located. Although many 
of these variables and measures are found at the national, state or 
provincial, and regional levels it is helpful to know these for your 
region. Some examples of the high-level indicators of social well-
being for the society surrounding your business include:
 • Participation in social activities.
 • Charitable donations.
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 • Volunteering.
 • Unemployment rate.
 • Education.
 • Median household income.
 • Life expectancy.
 • Average commute time.

This is by no means a complete list but it should give you a bet-
ter sense of how social well-being in your community can be mea-
sured. How does this relate to your office? An office can help facili-
tate social well-being amongst its staff and customers in a variety 
of ways. One example is by encouraging your staff to volunteer a 
certain amount of time annually. Maybe you want to hold a day of 
litter pick-up on your local waterway, or spend time volunteering 
in your local soup kitchen. Regardless of which activity you pick, 
you can help incentivize volunteering by providing staff with the 
opportunity to do so on staff time, or by making it simple for them 
to get involved by organizing a team event. 

Another example is supporting staff education and training 
which can have a positive impact on the employability of your staff 
in the future, median household income, and much more. It is also 
well acknowledged that workplaces that are committed to balanc-
ing their triple-bottom-line improve staff morale, productivity, and 
engagement. Some simplified measures of social performance in 
your office may be the following:
 • Annual volunteer hours.
 • Corporate charity cash donations.
 • In-kind or pro bono services and/or products.
 • Professional development and/or education hours.
 • Internal promotions. 
 • Nonprofit memberships or partnerships. 
 • Average employee wages.
 • Survey results of employee satisfaction and teamwork. 

Decide which measures are appropriate for your company and 
make a plan to assess your office’s performance on an annual basis, 
as you would assess your year-end or tax payments. 
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2. Planet
There is an abundance of measures that can help you better un-
derstand the amount of natural resources that your organization 
uses in its operations. A typical office requires transportation to 
work and meetings, electronics, a space that is heated and cooled, 
plumbing as well as paper, stationery, and other office products. 

Your organization can start small or in targeted areas to take 
action. For example, your business could aim to increase water 
conservation by 50 percent and focus on reducing water used in 
toilets, kitchen and bathroom sinks, dishwashers, and outdoor wa-
tering. Here are some examples of a green office’s key environmen-
tal performance indicators: 
 • Energy consumption. 
 • Water consumption.
 • Fuel use for business travel. 
 • Paper purchased.
 • Total garbage, recyclables, and composted waste. 
 • Percentage of ENERGY STAR®-rated electronics and appliances.
 • Percentage of green-certified office products. 

Thinking “bigger picture,” you may want to calculate your car-
bon footprint to measure the greenhouse-gas emissions that enter 
the atmosphere as a result of your office’s operations. These will 
likely include carbon, methane, and nitrogen oxides. The most 
common air pollutant that is responsible for climate change comes 
from human emissions of carbon dioxide. Carbon dioxide is gener-
ated from most forms of electricity generation and the combustion 
of fossil fuels. There are even carbon dioxide emissions embed-
ded in the products you purchase as the manufacturing process 
consumes electricity and the transportation of these goods to your 
office. You can read more about calculating your carbon footprint 
in Chapter 9. 

3. Profit
One of our goals is to dispel the myth that a green office will cost 
more to operate. In fact, the opposite is possible. Your business 
can considerably reduce costs by going green. Businesses we have 
worked with have reduce expenses up to 20 percent by reducing 
energy, moving to digital record keeping, and reducing waste. The 
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cost of fuel and electricity is not going to go down in the foresee-
able future and as such, the changes you make now can result in 
even greater savings in the future. 

Regardless of where you want to start your efforts, it is im-
portant to complete a scan of your existing operations to iden-
tify the inefficiencies that may exist. This will also help you find 
those that require simple solutions that can be implemented im-
mediately. Let’s say that your office has ten staff members and you 
spend $10,000 annually on print paper. You may see this expense 
as a necessary cost of doing business. However, if you are trying 
to reduce your environmental impact, you will want to look at us-
ing less paper and sourcing paper with recycled content. You may 
decide to make two changes: 
 1. Start purchasing 30 percent post-consumer recycled paper, 

which costs 20 percent more per ream. (You will now pay 
$12,000 annually for the same amount of paper.)

 2. You are going to require all printers default to double-sided. 
(This will reduce the amount of paper you need to use by a 
third, or $3,300.) The change to 30 percent post-consumer 
recycled paper can be paid for by the savings from making 
the print settings default to double-sided, and still save the 
office $1,300 annually.

Early adopters of green practices will enjoy the added bene-
fit of changing their operations in advance of any existing envi-
ronmental legislation which may also put them at a competitive  
advantage. 

If you continually make smart financial decisions on your road 
to becoming a green company, your office will have the resources 
to maintain and grow your green program. 

There is much to consider when beginning to integrate a triple-
bottom-line, and this book will help you understand practical ways 
to move your business down this path. Next, let’s look at some of 
the barriers you may encounter as your office goes green and dis-
cuss strategies to overcome them. 
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