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1. INTRODUCTION

In 2018, the Ioan Slavici Foundation for Culture and 

Education has decided that it is time to make its mark in terms 

of helping people understand the importance of decisions made 

as individuals, but also as entrepreneurs in terms of climate 

change.. 

It was also emphasized the importance of assisting 

people in learning new things, particularly about the green 

economy, green business, and green skills, in order to provide 

them with better opportunities for finding jobs or starting green 

businesses. 

This is how the „GREEN SEED„ project was born. 

”Green Skills Platform for Sustainable Employment 

Development” (GREEN SEED) aims at increasing employment 

by improving the business environment through integrated 

development measures and supporting climate change and 

mitigation through the development of green skills and green 

employment opportunities in sectors based on local potential. 

The activities within the project started in 2019, and so 

far they have proved to be a success, despite the impediments 

caused by the COVID-19 pandemic. However, to make up for 

the deficiencies caused by the pandemic and to help as many 

people as possible, we decided to publish this workbook. 

The main purpose of the workbook is to arouse your 

curiosity about green business and it contains interesting 

information that complements the courses and materials 

developed so far within the project. (all materials are available 

for free on the project website www.greenseed.ro) 
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Also in this workbook are presented some interesting 

green strategies for businesses and also the advantages of 

acquiring green skills. 

You will read about case studies of companies from all 

over the world, but especially from the areas in Romania and 

Hungary where the project wanted to have an impact. These 

case studies are about the companies that have chosen to 

implement green strategies and have decided to use for their 

activities methods and materials as environmentally friendly as 

possible. 

At the end of some chapters, we have introduced short 

tests to make learning new things easier and more fun. Also, 

after each chapter, you will find a list of sources that we 

recommend you  access, because you will surely find out a lot 

of interesting information. 

NOTE: THIS WORKBOOK IS FREE 

TO DOWNLOAD.  

The electronic version can be 

downloaded from the project website 

www.greenseed.ro. 
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2. GREEN BUSINESS STRATEGIES 
 

Have you ever wondered why more companies are not 

more environmental? Would you like to see your company 

become more environmentally friendly? Would you like to be 

able to assess what sort of environmental strategy could work 

for a company? Or to understand if a company is using an 

environmental strategy that is likely to be successful. This 

course will help you answer these questions and more. 

Because almost all environmental harm is done through 

some form of business activity, from resource extraction 

through consumption and waste, we must train business people 

to understand why, when, and how to align their strategy with 

the environment. At this time, not all environmental activities 

will be profitable, and not all profitable firms will be 

environmentally friendly. But if a firm can be both 

environmentally and financially successful, it will inspire others 

to follow their example, so we will have more firms involved in 

reducing their environmental harm. 

 Firms worldwide are increasingly held accountable for 

their environmental actions, so we introduce a concept called 

the "social license to operate" as a way to understand how a firm 

can build trust and legitimacy. This is a very useful tool to 

understand how a firm can work with a community to build 

value, and also to understand how firms can lose value. This 

will help you understand how a firm can gain a competitive 

advantage through its environmental actions. To help you 

understand how this works in real life, we describe case studies 

of firms that are doing exactly this, being environmentally 

friendly and successful. We are in a period of great change on 



9 
 

the planet, and the relationship between business and the natural 

world is at the heart of some very serious problems. 

Whether you are an environmentalist who wishes to 

know more about business or a business person who wishes to 

know more about the environment, the content of this workbook 

will be useful to you. 

 

2.1 Social license to operate 
 

The social license to operate is an answer to the 

question, why should firms care about its environmental and 

social impacts? It’s part of the story of why many firms engage 

or fail to engage in their environmental issues. The concept of a 

social license to operate can be used to guide a firm to 

understand with whom it needs to work in order to sustain its 

license to operate and what it has to do in order to work well 

with them. 

One perspective of a business is that they are only out 

to make money for their shareholders. From this perspective, 

the only obligation of a corporation is to maximize profits. Any 

decision to take on activities for the public good such as 

environmentalism that might be perceived to reduce 

profitability would be considered a waste of resources and not 

in the interests of shareholders. This was an argument of 

economist Milton Friedman. He wasn’t against caring for the 

environment, he said it just wasn’t the responsibility of 

businesses to do so. However, from another perspective, a 

business operates only at the discretion of society. That it is free 

to perform its activities but has a responsibility to meet the 

demands of the society and communities in which it is 



10 
 

operating, rather than only the demands of a small number of 

shareholders. If it doesn’t perform its activities in a way that 

benefits the community and society then its license to operate 

can be revoked and the business will be no more.  

These two perspectives create tension between business 

and the environment that can be seen in numerous examples. In 

this section, we look at the social license to operate to 

understand how this concept can be used to benefit a green 

business.  

There are two cases, the first is the case of the mercury spill at 

Yanacocha mine operated by the US-based Newmont mining 

company in June 2000. Yanacocha is the most productive gold 

mine in the world covering 1380 sq km in Peru. Mercury is used 

in gold mining to separate gold from other minerals. It’s also 

highly toxic and can cause severe neurological damage. So, 

what happened when 151kg of mercury leaked from an 

unsecured tank on a truck driven by a sick driver over 43 km of 

bumpy roads through three towns? (Here’s the independent 

commission report on the details of the Yanacocha mine 

mercury spill for the online version of the workbook. You can 

also find the link at „sources„. It reads somewhat like the script 

for a movie starting on page 14.) 

The second case is the very influential case of Shell’s 

Brent Spar in 1995, a huge offshore floating storage tank near 

the Brent oil field in the North Sea. Shell decided the way to 

handle its disposal was to tow it 150 miles off the coast of 

Scotland, blow it up, and sink the remains and waste in a 2km 

deep ocean crevasse called the North Feni Ridge. That was until 

Greenpeace got wind of the idea. Shell’s Brent Spar debacle 

was a public relations disaster for the firm even though they had 

an agreement with the UK government for its disposal. 

http://www.cao-ombudsman.org/cases/document-links/documents/June2000MercurySpill.pdf
http://www.cao-ombudsman.org/cases/document-links/documents/June2000MercurySpill.pdf
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Consumers across Europe boycotted Shell with a 20% drop in 

sales in Germany and there was even a firebombing of a gas 

station near Hamburg. Explore what happened in the 

accompanying links and video for both of these cases. The 

Brent Spar story. A video about the incident told by 

Greenpeace. Wikipedia has a page describing some background 

of the Brent Spar. Ethical Corporation describes the 

significance of the incident for modern activism. 

A social license is not a formal document, it is a 

measure of the quality of the relationship between a firm and its 

community. It can’t be self-awarded, it’s earned and the firm 

has to keep earning it over time. It is granted by the community, 

not by any individual and it’s not an official license, it’s a 

concept, an informal measure of how well the firm and its 

relevant stakeholders are getting along on a specific project. 

The logic of the social license is simple. All firms operate within 

one or more communities. Firms need resources - materials, 

people, money, ideas. Resources for a project are found in the 

community. To the extent that the community is a gatekeeper to 

the resources, then having a good relationship with that 

community is going to be important for conducting business. If 

they don’t get along, where there is conflict, uncertainty, and 

risk which translates into unexpected crises, unpredictable 

costs, and potential for explosive social conflict. If social capital 

is the shared values and understandings between a firm and its 

community then how does a firm build social capital?  

By building long-term trusted ties with the stakeholders 

in their community. A low level of social capital would be at 

least having projects accepted by the community. This happens 

by listening carefully and giving the community something it 

needs. A medium level of social capital comes from a firm 

working with the community for their approval of the firm’s 

https://www.youtube.com/watch?v=KToV-c8uvPc&t=35s
https://www.youtube.com/watch?v=KToV-c8uvPc&t=35s
https://en.wikipedia.org/wiki/Brent_Spar
https://en.wikipedia.org/wiki/Brent_Spar
http://www.ethicalcorp.com/business-strategy/brent-spar-battle-launched-modern-activism
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projects. Instead of imposing the projects onto the community, 

the firm treats them fairly, delivers on its promises, and is open 

and transparent about problems. And at the highest level, there 

is strong trust, firms and communities are co-owners of projects. 

Sharing power, handling unexpected events with the best 

interests of the community at heart. 

Building social capital and gaining a social license to 

operate can be a strategic investment. Take the case of Veja 

shoes, the french shoe company that makes trendy sneakers that 

have low environmental harm. They have celebrity fans like 

Emma Watson and David Beckham wearing their sneakers. 

They source organic cotton from 320 small farming families in 

Brazil paying living wages 65% higher than market rates. They 

work closely with the farmers and stick with them in the tough 

times. When caterpillars attacked their crops in 2006, some 

farmers panicked and sprayed pesticide. But instead of walking 

away or rejecting their harvest, they kept their promise to 

purchase the harvest, found alternative uses for the cotton in 

their products, and then worked with an organization to educate 

the farmers to prevent it from happening again. They also use 

an organization, Atelier Sans Frontière, Workshop without 

Borders, which helps marginalized people to find work, to do 

their logistics in Europe. It’s not charity work or CSR for Veja, 

they have embedded Atelier Sans Frontiere deep inside their 

logistics chain making them responsible for a key activity in 

their business model. Organic cotton, fair trade, and ethical 

behavior are key to Vega’s success as an ethical and 

environmental brand. So is their social license to operate. 

 By building strong trusted relationships with their 

suppliers, they have access to the materials they need, they have 

a great story that enhances their reputation, and they can merit 

a higher than average price for their sneakers. How can we use 
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the concept of social license in a green business? Where we 

need strategic resources, like Veja’s natural rubber or its 

organic cotton, building social capital is part of the creation of 

value. This high level of co-ownership of the product is 

hardwired into their business model. It protects the 

environment, treats the workers fairly and it adds to consumer 

willingness to pay. 

Building a high level of social capital can be useful to 

raise the bar and make it difficult for competitors to easily copy. 

So in some cases, doing the right thing can be good for business. 

Like most firms, Newmont and Shell didn’t pay attention to 

their social license to operate until it was threatened. The deep 

distrust in Newmont by the community of indigenous peoples 

restricted its access to further mining in the region, particularly 

a gold deposit lying under a mountain considered sacred by the 

Quechua-speaking people. Of course, there are many places in 

the world where the quality of life is so low that any mining 

development is welcomed despite the environmental and social 

consequences. But mining operates in both the developed 

world, where the resources end up going, and in the developing 

world, where the resources are mined. Consider the concern 

over conflict minerals in smartphones. 

 Minerals such as coltan and tantalum can be mined 

safely and healthily, but they are also mined in corrupt military-

controlled regimes with inhumane practices. While there is not 

an uproar about conflict minerals in the developed world, social 

media, direct video accounts, have helped to create a problem 

for companies who use those mines as suppliers. So firms like 

Apple try to secure their supply chains from conflict minerals 

and protect their social license to operate. It also creates 

opportunities for companies like Fairphone who build a conflict 

mineral-free modular phone that has a positive social and 
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environmental impact. Depending on where you live in the 

world there will be less or more emphasis on the value of the 

social license. Firms can ignore their communities, 

governments can devalue social and environmental issues, 

consumers may be unable or unwilling to care about issues. But 

that doesn’t mean there is not a social license.  

There is always a social license to operate for a firm, 

and while there will be differences in the degree to which it 

matters, the concept is another valuable lens through which we 

can examine the relationship between a firm, society, and the 

natural environment. 

 

2.2 What does it mean for a firm to be “green”? 

 

A lot of firms claim to be green and depending on 

where you are in the world being “green” might mean different 

things to different people. Green is about authentically reducing 

the environmental impact of a business. A green business might 

have low-harm products, materials sourcing, logistics, 

operations and processes, post-consumer waste reduction, 

reuse, and recycling. Our ideal green company might be a firm 

that is not only just low-harm but also environmentally neutral 

or even green-positive. It doesn’t do any harm today that will 

disadvantage future generations. Even better, it leaves the next 

generation environmentally better off than it is today. If this 

were the case, then green businesses could be better for the 

planet than conventional businesses. And it would mean we 

could still have economic growth without increasing 

environmental harm, as is the case right now. 
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 A green firm is also a socially responsible firm. If 

business activities leave society in a mess, then most likely the 

environment will also be a mess. This is because if people don’t 

care about each other or their quality of life, they are not likely 

to care about the environment either. So our ideal green firm 

treats people well and the people treat their environment well. 

Every business can find some way to reduce it’s environmental 

impact. And it would be great if every firm voluntarily decided 

to lower their environmental harm. But they aren’t. So our goal 

is to understand when, where and how a firm can use 

environmental activities to improve its positioning against other 

firms. If firms can do this, then being green could be more 

profitable than conventional firms. Which would be good for 

the environment, overcome wrong beliefs in environment and 

business, and allow environmentally positive growth for our 

economies.  

Strategy is about having a plan of action to meet some 

objective, usually to be one step ahead of other firms. If you’re 

ahead of the competition you won’t get drawn into price wars 

or so easily out-competed by other firms. They’ll be the ones 

trying to catch up to you. So where does environmental thinking 

fit into classic strategic thinking? Mintzberg, perhaps the father 

of modern strategy, talks about strategy as plan, process, ploy, 

position, and perspective. So a green plan could be a plan to 

intentionally use the environment in the business model of a 

firm to gain an advantage over other competing businesses. It 

could also be a ploy to use an environmental standard to a firm’s 

advantage. It could be deeply embedding environmentally 

sustainable thinking into a firm’s processes in a way that 

motivates initiatives that create advantages. It could be 

positioning a firm to cater to highly green target consumers, or 

a specific location, or changing the position of a firm differently 
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within an industry. It could be a green perspective that shapes 

the worldview of the firm and all its interactions with its 

stakeholders which creates activities and emergent strategies 

that build advantage. If we can understand how some firms 

succeed in being environmentally sustainable as well as 

profitable or even more successful than conventional firms, then 

we have some inspiration for other firms to do the same.  

Harvard professor Michael Porter wants us to be sure 

we understand that strategy, in our case green strategy, is not 

just about operational effectiveness. Being effective is about 

being efficient and using resources carefully. This is always a 

good thing - as it reduces unnecessary use of resources - but he 

wants to remind us that this is not strategic thinking. Strategic 

thinking is about doing something different from your 

competitors. In our case, green strategy is about choosing to use 

environmental thinking to find activities that differentiate a firm 

from its competitors. If we’re successful we can find a way for 

a green business to be both profitable and sustainable. 

 

2.3 Why do firms decide to go green? 
 

We often think of firms going green in a really limited 

sense. Firms go green because they are good and a firm is 

successful if it is rich. We love stories of people doing good 

becoming rich. We want to explore this a bit more because we 

need a richer understanding of what is behind the environmental 

movement. We are only at the early stages of this environmental 

wave, and how it evolves will shape the opportunities for 

businesses not to mention how much environmental harm can 

actually be reduced through business actions.  
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A crisis can be one powerful motivator for a firm to go 

green. It could be public outrage at an oil spill pushing change 

in the oil and gas sector, or species depletion pushing fisheries, 

or deforestation pushing furniture retailers, or climate change 

creating systemic risks to industries, or a pandemic like the 

COVID-19 one. Crises can change consumer behavior, it can 

increase political pressure on an industry, it can tarnish the 

image and reputation of a company which translates into real 

money.  

Crises often shock firms into reconsidering their 

environmental practices. However, once shocks are gone, 

behaviors can return to old practices. Another powerful 

motivator is an external force. Like regulators imposing a 

carbon tax, or water regulation, or pollution control limits. Or 

higher insurance costs for firms that don’t have a climate change 

plan. Or higher employee health costs for firms because of air 

pollution. These forces can change industry and market rules, 

and push firms to consider lowering their risks by engaging 

environmentalism. These first two reasons for going green 

sound rather negative, don’t they. Because firms have to get into 

trouble before they consider doing something positive for the 

environment. Is fear the only motivator?  

Many firms go green because they see new market 

segments that can be created. Many consumers would prefer to 

purchase greener products, some are willing to pay more for 

green products or less harmful processes. Firms see this and try 

to provide new green alternatives for consumers. They also see 

that there are opportunities in being more efficient and using 

fewer resources, which lowers costs, which increases profits. 

Waste is a sign of inefficiency, so lower waste, lower harm, 

lower costs. 
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 Amor Lovins of the RMI talks about this. So they can 

be driven to be green by the logic of saving money. One of the 

biggest green drivers are people who look at the world and 

saying, hey, I want to do something meaningful with my life. I 

want to make this company count for something more than just 

profits. I want to make people proud of what we do at this 

company. That’s the story of Interface carpets, Patagonia 

clothing company, Walmart, seventh generation, Veja shoes, 

and thousands and thousands of small companies. It’s the story 

of people just like you and me who want to do the right thing 

but also want to make a good living.  

There is the story of Apple’s CEO Tim Cook at a 

shareholder meeting being pushed by an anti-climate change 

activist who was arguing that Apple’s climate change 

investments were lowering the firm’s profitability. Tim Cook’s 

response was classic: “If you want me to do things only for ROI 

reasons, you should get out of this stock.” So yeah, green 

business is about doing good and being profitable but is also a 

lot more. So what does it mean to succeed in a green business? 

You make the green investments, create a green product, you 

do all the green marketing. So how do you know when you’re 

successful? Is it all about the bottom line? Of course, there are 

many reasons why firms go into green investments, so there are 

going to be different measures of success. But here are a few 

that you might not think of right away.  

You can learn new competencies that make it harder for 

other firms to compete with you. Esp, skills that are difficult to 

copy. These skills become a barrier that is hard for competition 

to overcome and give you a head start. It can build you a strong 

reputation which can translate into trust and sales. A good 

reputation can make you a desired partner, a preferred brand, 

even bring you support in difficult times. Being a green firm can 
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instill employee pride and loyalty and make your firm a place 

where people feel good about what they do. I remember reading 

Ray Anderson’s talking about the story of Interface carpet 

company. Anderson tells the story of a forklift driver who, when 

asked what his role was by a visitor, told her “Ma’am, I come 

to work every day to help save the earth.” Now that’s a 

meaningful job. Being green can change the rules of the game. 

Putting in place rigorous environmental systems can create 

challenges for your competition by putting them on a steep 

learning curve. It will take some time for them to catch up, and 

more room for you to move ahead. And of course, success can 

mean profitability. Profitability from lowering costs, increasing 

revenues, opening new markets, gaining market share, positive 

branding, all these and more. 

 There are many other quantitative and qualitative 

measures of success, but the point is that being a successful firm 

is so much more than just the bottom line of the income 

statement. We’ve looked at the motivations for going green and 

what it means to be a successful green business. It is naive to 

think that companies go green because it is the right thing to do. 

If we are going to make positive change, we need to have a 

much broader understanding of motivations and success. 

 

2.4 Five green strategies 
 

In this part, we introduce you to a useful environmental 

strategy framework by Renato Orsato. He’s a Senior Research 

Fellow at the INSEAD Social Innovation Centre, 

Fontainebleau, France, and author of Competitive 

Environmental Strategies. His book tries to answer the question, 
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when does it pay to be green? Orsato describes the problem that 

companies face with a simple graph. There are two dimensions 

- public benefit and private profits. 

 

Source: www.coursera.com 

If a firm has a strategy that pursues only the vertical 

axis, it might provide a public benefit and do good for the world, 

but it may not be profitable and not satisfy shareholder 

expectations. This is because it will prioritize protecting the 

environment over investments that might make more money. If 

a firm pursues a strategy only on the horizontal axis [highlight 

horizontal], it might be highly profitable but face future risks 

from doing environmental harm. [Shell - gulf spill] This is 

because it prioritizes making money over the environment. This 

has been the dominant perspective for well over 100 years, but 

now we are seeing that in some places regulators and consumers 

are punishing firms that harm, and some consumers are willing 

to reward firms that reduce harm.  

Orsato argues that there is a sweet spot in the middle 

where a firm can pursue a profit-making strategy and also do 

environmental good.  

This is where we will find green profitable businesses. 
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Source: www.coursera.com 

In his book, Orsato describes 5 environmental 

strategies that firms can use to create a competitive advantage. 

There are two dimensions to his framework. 

On the vertical axis, we find Michael Porter’s generic 

competitive strategies of low cost and differentiation. Firms 

either produce similar products at a lower cost. [Generic bottled 

water] Or they create products with unique qualities that 

consumers are willing to pay a premium for. One thing we know 

for sure is that the most dangerous thing is to try to be 

everything to everybody. That is a strategy doomed to fail. 

The horizontal axis captures the thinking of the 

Resource-Based View of the firm. From this perspective, the 

sources of competitive advantage lie within the firm and the 

firm should learn how to use its tangible and intangible 

resources to create opportunities. So if it has green resources, 

they should be used to create value, otherwise, they are being 

wasted. 
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Source: www.coursera.com 

Putting these together, Orsato offers four competitive 

environmental strategies: 

1. eco-efficiency, 

2. beyond compliance leadership, 

3. eco-branding, 

4. environmental cost leadership. 

Eco-efficiency is about doing more with less and with 

lower environmental impact. A firm in this quadrant might push 

for eco-innovations that radically reduce the amount of 

resources it uses, or trim out all the waste in product, or bring 

back downstream waste back into the system for reuse. 

Consumers are not willing to pay more for these internal 

efficiencies, they may not even be aware of the eco-efficiency, 

they’re just buying a low-cost product. But, the extreme 

efficiency keeps the prices low and the customers happy. This 

is where we can also see factor 10 thinking like that of Amory 
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Lovins of the RMI, where firms make radical improvements in 

resource efficiency. 

In Beyond Compliance Leadership we find firms that 

go above and beyond the environmental activities of their 

competitors. They might use an environmental management 

system or voluntarily meet strict environmental standards while 

their peers are just meeting compliance. While consumers might 

not pay for these things, these investments can reduce the firm’s 

reputational risk, reduce its cost of capital, or generate goodwill. 

In the eco-branding quadrant, firms sell products and 

services that are differentiated based on their environmental 

qualities. Consumers are willing to pay for these environmental 

features. This is the quadrant that most people think of when 

they think of green business because you can see the green 

products, but as you can see there are many other ways to have 

an environmental strategy. 

 Firms in the Environmental cost leadership quadrant 

sell products and services that are both low harm and low cost. 

Consumers are paying for both of these qualities. You can think 

of Ecolean packaging for example. Ecolean is a B2B business 

that sells lightweight aseptic packaging. This is good for a drink 

company that wants to have both good quality low-cost 

packaging but with less environmental impact than other forms 

of packaging which may make them preferable to consumers. 

The fifth strategy is a very special one, the Blue Ocean 

strategy, drawing from the work of INSEAD profs Kim and 

Mauborgne. Here a firm moves past competition altogether to 

create a new unexplored market space in which it is 

unchallenged. Rather than trying to have an environmental 

product fight it out with traditional products and create a bloody 
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red ocean, find an ocean that is empty, where you are satisfying 

consumer needs and you have room to grow without 

competition for a while. In the future, we might find AI-guided 

self-driving cars using this strategy or the sharing economy, or 

3D printing. 

Like the famous quote says, “All models are wrong, but 

some are useful”. Orsato’s framework is a thinking tool, not a 

recipe. You need to learn to use models like jazz - be flexible, 

creative. So some things to think about with this model. The 

model is not a stage model so that firms are not progressing 

through different stages. It’s a choice model, a firm chooses a 

strategy that best suits its context and product. If you’re looking 

at strategies eco-efficiency and beyond compliance, these are 

focused on internal processes so they will often be firm-level 

strategies, for the whole company. If you’re looking at low-cost 

leadership or eco-branding often will be looking at a strategy 

for a particular product or service. So you might have multiple 

strategies for different products within the same firm and a 

strategy for the firm itself. Frameworks always oversimplify. 

It’s what they do. They allow us to pull a small amount of data 

out of an infinite data stream to inform a decision. But there is 

always the danger that we are missing very important 

information. So you have to use your judgment to learn to figure 

out what is important and what is not important.  

There are always some qualities that fit into more than 

one strategy because they are not all mutually exclusive. For 

instance, companies are never just focused on differentiation, 

they always think about cost as well. And the last word. Strategy 

is not just about being efficient. All firms should try to be 

efficient. And efficiency can reduce costs and environmental 

harm which is good, but competitive. 
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Strategy is about having a goal to do better than the 

competition and aligning our actions with that direction. It’s 

sort of like going on a long walk. It doesn’t help to be the most 

efficient walker if you don’t know where you’re going. 

 In this part, we’ve learned about 5 competitive 

environmental strategies that align environmental goals with 

financial goals. We can use these to assess and design strategies 

for more environmentally minded firms. 

 

Test 
 

TRUE or FALSE? 

1. It is possible for all firms to be profitable and have 

low environmental harm. (True/False) 

2. According to Michael Porter operational 

effectiveness is a powerful strategy to separate one firm from 

another. (True/False) 

3. According to Michael Porter, strategic thinking is 

about doing something differently from other firms. 

(True/False) 

4. Milton Friedman really say that taking care of the 

environment is not the responsibility of business. (True/False) 

5. Orsato’s framework is a thinking tool, not a recipe. 

(True/False) 
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Answers TRUE or False: 

1. False 

2. True 

3. True 

4. True 

5. True 

Sources 
 

1. www.coursera.org 

2. https://www.eamesoffice.com/the-work/powers-of-ten/ 

3.https://www.coursera.org/learn/green-business-

strategy/lecture/OaA3s/1-2-perspectives-of-business-and-the-

environment 

4. https://www.theguardian.com/uk/sustainable-business 

5. https://www.greenbiz.com/article/20-years-later-interface-

looks-back-ray-andersons-legacy 

6. http://websites.umich.edu/~thecore/doc/Friedman.pdf 

7.http://www.cao-ombudsman.org/cases/document-

links/documents/June2000MercurySpill.pdf 

8.https://www.researchgate.net/publication/262326760_Comp

etitive_Environmental_Strategies_When_Does_It_Pay_to_be_

Green 

9.http://www.cao-ombudsman.org/cases/document-

links/documents/June2000MercurySpill.pdf 

http://www.coursera.org/
https://www.eamesoffice.com/the-work/powers-of-ten/
https://www.coursera.org/learn/green-business-strategy/lecture/OaA3s/1-2-perspectives-of-business-and-the-environment
https://www.coursera.org/learn/green-business-strategy/lecture/OaA3s/1-2-perspectives-of-business-and-the-environment
https://www.coursera.org/learn/green-business-strategy/lecture/OaA3s/1-2-perspectives-of-business-and-the-environment
https://www.theguardian.com/uk/sustainable-business
https://www.greenbiz.com/article/20-years-later-interface-looks-back-ray-andersons-legacy
https://www.greenbiz.com/article/20-years-later-interface-looks-back-ray-andersons-legacy
http://websites.umich.edu/~thecore/doc/Friedman.pdf
http://www.cao-ombudsman.org/cases/document-links/documents/June2000MercurySpill.pdf
http://www.cao-ombudsman.org/cases/document-links/documents/June2000MercurySpill.pdf
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3. CASE STUDIES AND MODELS OF 

SUCCESSFUL GREEN BUSINESSES 
 

NOTE: THE LIST OF GREEN COMPANIES 

PRESENTED IS NOT EXHAUSTIVE, AND IT 

PRESENTS ONLY A FEW EXAMPLES OF GOOD 

PRACTICES IDENTIFIED 

 

3.1 Norofert  
 

Norofert is a leading Romanian producer of organic 

agricultural products and a player with experience on 

international organic farming market. Norofert was founded in 

2000. It was a family business and initially exported fertilizers 

from Western markets to Romania. In 2015, Norofert became a 

standalone producer of organic inputs which thanks to their 

proprietary BioChain technology, quickly followed its path to 

success.  

Norofert Group is constantly improving their products 

as well as introduce new ones in order to match the tomorrows’ 

needs of farmers. Their main product is the effervescent tablet. 

This is a result of work of their researches whose main goal is 

revolutionize the global agriculture industry. At this moment, 

they offer a full line of organic inputs for professional farmers, 

hobby gardeners and a hybrid line called Karisma, which targets 

conventional farmers.  

Norofert and bio-fertilizers 

Today, Norofert is producing bio-fertilizers, organic 

phytosanitary products such as insecticides and fungicides, seed 

and foliar treatments as well as has the full capacity to develop 
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customized organic fertilizers that satisfy crop’s nutritional 

demand, specific to area, soil and growth stage of the plant. The 

company delivers its products to Romanian farmers.The 

company has contracts with distributors from the Republic of 

Moldova, Greece, Bulgaria and Croatia. 

The company has currently two main lines – Norofert 

Organics, a line of organic fertilizers for professional farmers, 

sold in commercial quantities, which currently consists of over 

20 products, and NorofertFito – a line of bio-products that are 

sold in small quantities and which are destined for small farmers 

(cultivation up to 1 hectare) and hobby gardeners of fruits, 

vegetables, and flowers.The new line of products for small 

farmers and hobby gardeners consists of 8 products and it 

includes organic fertilizers, insecticides as well fungicides that 

can be followed thorough the whole plant cycle, in order to 

ensure its full health. Also, analyzing the needs of the market, 

Norofert developed a horticulture line at a turning point for 

agriculture: the ban on neonicotinoids. The new product line 

covers all the needs of farmers working in horticulture and takes 

into account European rules about cross-compliance and 

environmental protection. 

In 2020, the company had 55 employees at the Group 

level. At this moment, Norofert holds approximately 30% of the 

local market of inputs for organic farming. All Norofert 

products are made in Romania, and the ingredients used are 

100% natural and ecologic. 

The bio-fertilizers are not the only products offered by 

Norofert. They also produce organic phytosanitary products 

such as insecticides and fungicides as well as seed and foliar 

treatments.  

BioChain technology 

Norofert Organics comes with a new and bold 

perspective: the application of a technology that would take 
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account of this live chain (BioChain Technology), by using 

100% organic fertilizers and fitosanitary products, based on 

vegetal raw material, animals, bacteria and microorganisms 

from nature, beneficial to plants and soil. 

Each product has a very well defined role and it 

represents the healthy predecessor of the next product which has 

a very clear role, as well. The “BioChain” technology proposed 

by the company involves a number of products which are 

interconnected and streamlined. 

BioChain technology provides the farmers with a full 

spectrum of products from Norofert and helps them grow fully 

organic crops, from the seeding moment to the harvesting. As it 

is promoted on their website, under BioChain Technology, the 

farmers have access to: 

• Organic seed sprays, in which the seeds are being 

bathed prior to being planted; 

• Fertilizers and insecticides, which are sprayed on the 

crops 2-3 times until the harvesting, as soon as the plant 

grows at least 2-3 centimeters; 

• As soon as harvesting is over, the special treatment to 

decompose is applied to the ground in order to prepare 

the soil for the next crops. 

All of the products are fully synchronized and 

harmonized, which means that the farmers can just follow the 

full line of Norofert products during the whole growth cycle, 

ensuring the healthy and sustainable growth of the crops.  

 

Karisma line 

Starting from the classic formulas required on the 

market, Norofert Group has invested in research and innovation 

and has brought improved solutions such as Karisma N a 

complex fertilizer, which combines nitrogen, organic amino 
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acids, fulvic and humic acids or Karisma B, a complex fertilizer 

with boron, amino acids, auxins, cytokines, and plant enzymes. 

In addition to the portfolio of 5 foliar fertilizers, 

Norofert Group also launched Karisma IF. Karisma IF is an 

insect-fungicide intended for large conventional crops, which is 

distinguished by a new and different mode of action from the 

classical pesticides on the market. This product is not part of the 

neonicotinoid class, which means it can be used including 

during the flowering period when most chemical insecticides 

are banned. Due to its innovative formula, Karisma IF is safe 

for bees. 

Norofert Group represents a successful model of 

business because while it supports a sustainable and eco-

friendly agriculture it also has a huge economic success and it 

listed its shares in the second quarter of 2019 on AeRo market, 

administrated by the Bucarest Stock Exchange. After only one 

year, in the second quarter of 2020, its capitalization was nearly 

four times higher than the level recorded when they listed their 

shares and the trend for the price of their shares is continuing to 

grow. All in all, Norofert Group shows us how to be successful 

on an economic level and also to take care of the environment, 

to ensure an eco-friendly development of the business.  

 

3.2 Green Glass 

 

Established in 2013, GreenGlass paved the way of the 

glass recycling market in Romania, being today one of the most 

modern and high-performance glass waste recycling facilities in 

South-Eastern Europe. 

This company is part of GreenGroup, which started its 

story in 2002 and, since then, it developed into an integrated 

group of companies which today offers a multitude of closed 
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loop solutions for collection, logistic, recycling and re-

manufacturing based 100% on waste, becoming the first 

industrial recycling park in Romania. 

Success in glass recycling demands continuous 

innovation. To support their customers’ ever-changing needs, 

they invested more than 5 million euro in optoelectronic sorting 

facility, resulting in cullet with a high degree of purity of 

99,99%. 

Every year they transform over 145 million glass 

bottles into millions of tons of premium quality cullet products. 

This saves more than 11.000 tons of CO2, the equivalent with 

the emission of a plane that flyes around the world about 680 

times. 

Recycling is the sustainable solution for post-consumer 

packaging glass, without losing its quality. This cycle allows us 

to save valuable raw materials and thus contribute to the 

preservation of the environment. 

Using advanced recycling processes, their glass cullet 

has a high degree of purity - at least 99,99%. In this way, they 

help their customers to boost both sustainability and 

profitability. 

Moreover, the scope for the use of recycled glass is 

incredibly diverse. Whether you are seeking colour, clarity, or 

chemical durability, or if you are looking to improve glass 

manufacturing efficiency and drive down costs, they have the 

right solution for you. 

Green Glass transforms waste into cullet in two 

categories: flint and gramber, with no loss in purity or quality, 

thereby creating an infinite recycling loop. 

Recycled glass can be used in areas such as containers, 

fiberglass insulation and foamglass. 

The entire glass industry contributes significantly to the 

future of long-term environmental sustainability. 
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While glass is an extremely sustainable material and the 

industry is constantly improving, the rest is up to us. No matter 

how environmentally friendly the glass is, the last step in its life 

cycle should always be reuse or recycle. They are totally 

dedicated to the environment, and they turn glass waste into 

valuable resources, through innovation. 

The circular economy involves a continuous process, 

which once completed, begins again and glass is one of the best 

examples of the closed loop production model. 

Once produced, glass is one of the rare materials that 

can be 100% and indefinitely recycled, in a bottle-to-bottle 

loop, without losing its quality. Thus, glass is not waste, but a 

precious resource that the industry requires to replace virgin 

materials. 

Why is it important to use recycled glass? 

The decomposition time of a glass bottle reaching the 

landfill can be up to 1 million years. Instead, it takes just a few 

days for a recycled glass bottle to leave from your recycling bin 

and appear on a store shelf again, as a new glass container. 

Using 6 tons of recycled glass, we can reduce one ton 

of CO2. 

One of the first steps in the glass recycling process is to 

crush the glass and obtain the glass cullet. Making recycled 

glass products using glass cullet consumes 40% less energy than 

the production of new glass from raw materials because the 

glass cullet melts at a much lower temperature. 

Each ton of recycled glass saves more than a ton of raw 

materials needed to create new glass. In addition, it also saves 

590 Kg of sand, 186 Kg of soda ash and 173 Kg pounds of 

limestone. 

Glass is a 100% recyclable material, which means that 

it can be recycled repeatedly without losing its purity or quality. 
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They give glass waste a new life by turning it into 

recycled cullet of at least 99% purity, in accordance with the 

regulations in force. 

With the desire to constantly improve performance, 

GreenGlass frequently improves its recycling techniques to 

manage its resources as efficiently as possible. 

Their commitment to environmental quality policies is 

reflected in the integrated management systems, respectively in 

the End of Waste Certificate. 

Through their activity and by promoting sustainable 

waste management policies, they stand to fight for an ideal 

world in which there will be no more landfills and glass will be 

100% capitalized as a resource. 

 

3.3 Ladybird Farm  
 

Ladybird Farm is a recreational location situated in 

Hungary. It offers a wide range of attractions for both adults and 

children. 80% of its energy needs are from sustainable sources. 

One of its most original features is that they allow visitors to 

'pay' part of their entrance fee in recyclable household waste, 

such as paper or plastic. In this way, people are encouraged to 

understand the value of resources and what a circular economy 

means. Its pioneering approach has earned its owners a 2016-

2017 European Business Award for the Environment. 

The Ladybird Farm’s (called 'Katica Tanya' in 

Hungarian) number-one principle is respect for the 

environment. The 125-acre site in the Transdanubian Hills 

offers adventures of all kinds, from pedal go-karting to 

challenging rope trails. Every year, about 65 000 visitors come 

to learn how to handle sheep, cattle, pigs and horses, take part 

in traditional craft workshops, or get advice on sustainable 
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living. The park is open all year round, and once a month plays 

host to a pageant of medieval knights. The camping and picnic 

site and guest houses allow families to make the most of their 

stay. 

Mission of Ladybird Farm 

The farm's mission statement is clear: “to help people 

rediscover enjoyment and appreciation of our wonderful nature 

and environment – breathing in the fresh air, getting to know 

domestic animals, learning about our ancestors’ habits … all 

our colleagues on the farm believe experience is the best teacher 

and that education and learning can and should be fun”. 

“We develop attractions that do not consume any 

energy,” explains founder and owner JánosHandó. “If they do 

so, we provide it from renewable sources like solar panels and 

biomass. Our objective is to provide fun for people in a 

sustainable way.” 

There are 15 green jobs provided by Ladybird in one of 

Europe's less-developed areas. Its restaurant offers home-made 

local dishes 365 days a year. A key principle at Ladybird Farm 

is continuous innovation: finding new attractions to bring 

visitors back again and again. “We hope to build the first hotel 

in the world with a zero-energy balance,” declares Handó. “All 

the energy it consumes will be from local renewable sources.” 

Ladybird Farm won the coveted Management Award 

for micro and small entities, one of six categories in the EU’s 

biennial Business Award scheme which showcases enterprises 

that take a lead in eco-innovation. Selected from a shortlist of 

148 entries by an international jury, the winning businesses 

received their prizes at a ceremony in Tallinn, Estonia, in 

October 2016. 
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3.4 Fin-Eco 
 

Fin-Eco was involved in the realization of a major 

project for the recovery and protection of the environment: the 

integrated waste management system in the Brasov area, in 

Romania. 

This system offers European solutions for urban solid 

waste management. 

    The Fin-Eco portfolio includes: 

• construction and management of the Brasov Ecological 

Warehouse 

• Brasov sorting station 

• since 2010 wastewater treatment plant 

 

Over the years, it has been brought to the attention of 

public authorities (Brasov Local Council, Brasov County 

Council, Environmental Protection Inspectorate) the danger 

posed by environmental pollution due to landfilling that does 

not comply with minimum environmental protection conditions 

in the area of Brasov. An attempt was made to find a solution to 

resolve this situation by establishing agreements between public 

authorities and private companies. 

As a result, FIN-ECO SA decided to build the Brasov 

zonal ecological ramp with its own funds. 

The installation is part of an integrated waste 

management system (collection, transport, treatment and 

disposal) provided by European Standards. The installation 

complies with the EC directives and is part of the program for 

the installation of complex technology installations which, 

together with the existing landfill, will be an integrated waste 

treatment system. 
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The technology of the sorting installation has maximum 

flexibility of operation and adaptability of the treatment lines 

for different types of waste. The station is divided into 2 

segments: Crushing and mechanical sorting and Manual waste 

sorting. 

 

 
Source: www.fin-eco.ro 

 

The objectives of the sorting station: 

• Reducing the impact on the environment produced by 

the disposal of untreated waste in landfill 

• Recovery of recyclable materials 

• Stimulating the upgrade of technology and 

development in the field of environment. 

 

  Technical data: 

• capacity 30 tons / hour 

• unsorted waste line, sorted waste line 

• piping filter for air suction and treatment. 

 

As we can see, Fin-Eco represents a company oriented 

to reduce the impact of pollution and they offer an integrated 

waste management system in order to do this. 

 

about:blank
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3.5 Geonardo 
 

Geonardo is an innovation and technology company, 

headquarted in Hungary. The main domains of this company are 

energy, environment and sustainable development fields. 

Geonardo offers innovation, research and consultancy services 

and cutting-edge solutions in the renewable energy, resource 

efficiency, climate change and natural resources sectors. Across 

these sectors, Geonardo conducts state-of-the-art life cycle 

assessments (LCA), GIS/remote sensing and 3D terrestrial laser 

scanning (TLS) applications, develops web-based planning and 

decision support tools, designs business plans and exploitation 

strategies, and implements novel training, capacity building, 

institutional strengthening, and communication and 

dissemination actions. 

Since its foundation in 1999, Geonardo has become a 

leading SME in Central and Eastern Europe with extensive 

experience in conceiving and implementing research and 

innovation projects co-financed under the EU programmes, in 

particular the research and innovation programmes (FP5/6/7, 

H2020, LIFE, CIP). In these projects, Geonardo works closely 

with universities, research institutions, industry as well as 

public administrations and civil society organisations, 

providing innovative solutions to handle complex challenges. 

Today, Geonardo has a broad portfolio of European and 

international projects implemented by a dynamic and 

multidisciplinary team of experts with solid know-how and 

acknowledge in project development and management, policy 

formulation and implementation, web design and development, 

as well as technical expertise in environmental engineering, 

geothermal energy, bioenergy, energy efficiency, building 

energetics, circular economy, geodata and satellite imagery 

processing. 
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Geonardo activates in the following areas: 

• Renewable energy 

• Resource efficiency 

• Natural resources 

• Climate change 

They strive to maximize the use of nature’s power to 

provide the energy. With an emphasis on geothermal energy 

and bioenergy, their team develops and implements projects 

promoting renewable energy sources and advancing renewable 

energy technologies. 

They use their resources efficiently not only to 

contribute to reducing the environmental impact, but also to 

achieve a sustainable economy. From the latest technologies to 

recover resources and energy from waste, to practices that 

promote energy efficiency, their team’s expertise on resource 

efficiency span across energy efficient buildings, industrial 

symbiosis, and eco-innovation. 

Maintaining technological progress and improving the 

quality of life demand managing the natural resources 

effectively. Minimizing the environmental consequences of 

mining activities, sustainable water and land-use management 

planning and sustainable tourism are some of the areas their 

team works in towards guaranteeing a sustainable management 

of our natural resources. 

Change of climate has existed as a phenomenon for as 

long as our planet existed. Human-induced climate change, 

however, is a relatively new phenomenon, the impacts of which 

they have observed increasingly over the past century. 

Geonardo’s team tries to tackle the complex and interconnected 

causes of climate change, formulating policies and adaptation 

measures and developing novel tools to make informed 
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decisions that can build resilience towards a climate-proof 

future. 

 

3.6 Fert-Trade 
 

Fert-Trade is a company present in the Romanian 

market since 2016, headquartered in Timisoara. Fert-Trade 

Romania’s portfolio includes both solid and liquid fertilizers. 

Fert-Trade is a company which follows the idea that 

quality is the main tool for the connection between their 

company-suppliers-customers chain. Considering this, 

sustainable development is a real necessity on which humanity 

must build its future. 

Fert-Trade is part of the Czech company AGROFERT 

which includes over 250 branches in various industries, such as 

chemical industry, agriculture, food processing, forestry and 

wood, soil technologies, transport, renewable energy sources, 

or media. 

On the website of this company it is stated that: loss of 

soil fertility is one of the greatest damage to the environment! 

Soil is not an easy resource to regenerate, so it MUST be 

protected for life on Earth to keep nourishing. The exact 

mineral of modern fertilizers, in particular, contributes to the 

conservation of soil fertilization and reduces the negative 

impact of the environment. This idea presents the importance of 

the organic agriculture to prevent the damage of the 

environment.  

It is stated incorrectly sometimes, that fertilization 

contributes to environmental damage. However, if we do not 

fertilize, nutrients that are removed during harvests, would not 

be returned to land. 

Fert-Trade fertilizers 
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The limited amount of nutrients in the ground also 

results in the reduction of plant growth (aboveground and 

underground biomasses) that contributes to a smaller quantity 

of organic matter production. This leads to further soil 

impoverishment and erosion and the soil can lose its fertility. 

The loss of soil richness is one of the biggest environmental 

damages. Because soil it’s not an easily renewable source and 

it belongs to the next generation, it must be protected as an 

important prerequisite of life on our planet. Fert-Trade 

Romania’s portfolio includes both solid and liquid fertilizers. 

By introducing them in the fertilization plan, optimal nutrition 

of the crop plants is ensured in all stages of development. The 

final result is a superior product from a quantitative and 

qualitative point of view. 

Ad-Blue 

The fertilizers are not the only products promoted by 

Fert-Trade. Also, Fert-Trade sells Ad-Blue, which is an 

environmental friendly fuel. AdBlue is a highly purified 

colourless liquid. It contains demineralized water and urea 

(32.5%). It is used with diesel engines and is also known outside 

of Europe as DEF, ARLA 32 or AUS 32 in some countries. 
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Source: www.fert-trade.ro 

 

As it is stated on the company’s website, the main 

active component of AdBlue is ammonia. This is chemically 

formed by hydrolysing automotive urea, which is the main raw 

material for AdBlue. Urea is also used in the production of 

fertilizers and many more applications.  

about:blank
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AdBlue is used with diesel engines using SCR 

technology. This technology (Selective Catalytic Reduction) 

reduces harmful emissions (NOx). AdBlue is injected into the 

catalyst of the SCR system, where it triggers a chemical reaction 

with the ammonia. This chemical reaction converts the toxic 

nitrogen oxides (NOx) into nitrogen (N2) and water vapour 

(H2O). Water vapour and nitrogen are naturally occurring 

gasses that are harmless to the environment. 

 

3.7 GreenChem 
 

GreenChem is one of Europe’s largest AdBlue 

producers and distributors.  It is part of AGROFERT Holding, 

a large privately owned Czech company which employs more 

than 34.000 people divided over seven business units. 

The Chemical division, which is almost 35% of the 

business, contains amongst GreenChem also two large urea 

production companies, which supply the raw material for 

AdBlue to GreenChem. The company produces AdBlue locally 

in more than 20 production facilities around Europe and Brazil. 

This provides them with a very flexible and reliable asset for 

the production of AdBlue.  

Due to the stricter emission legislation, diesel engines 

need to have cleaner exhaust gases. NOₓ is one of the emissions 

that causes acid rain. To meet the Euro 6 standards for diesel 

engine emission the use of Selective Catalyst Reduction-

technology (and thus AdBlue) is required. The Euro 6 standards 

are into force from September 2014 for new passenger cars. 

All commercial vehicle manufacturers have to respect 

the Euro 6 standards for diesel engine emission. Although Euro 

5 emission standards could be met by different technologies, 
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Euro 6 standards require the use of Selective Catalytic 

Reduction with AdBlue. 

GreenChem has another typical trade-off: they deliver 

a complete AdBlue solution. The customer will expect them to 

deliver a high-quality product, but also the equipment to get the 

same into the vehicle. They select and test AdBlue dispensing 

systems, pumps, canisters and other packed products for their 

customer, so they can fill AdBlue in a safe and efficient way 

into their vehicle. 

One of these products is the AdBlue Bulk dispensing 

system including an All-in contract. GreenChems’ customers 

contract GreenChem to supply them with AdBlue. In exchange, 

the customers pay an agreed price per delivered litre and 

GreenChem provides them with: 

• A Professional AdBlue dispensing system 

• Maintenance and breakdown services 

• Telemetry which provides Machine to Machine 

communication with the GreenChem central logistic 

software and ensures no run dry. 

• Timely delivery of AdBlue via the dedicated 

GreenChemAdBlue bulk trucks. 

• High-quality AdBlue conforming to ISO 22241-1 

All things considered, GreenChem represents a 

company which promotes ecological solutions to prevent the 

harm of the nature and to reduce the exiting sources of pollution. 
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3.8 Biodeck 
 

Biodeck was founded in 2017 and it started from the 

desire to give people a sustainable alternative to single-use, 

disposable plastic packaging. Their solution is packaging made 

from plant-based materials that are biodegradable and 

compostable. 

On their website, they state: our ambition is to leave the 

world better than we found it, we design everything around two 

key principles: sustainability and circular economy. We dream 

of a global ecosystem where everything is put to a new use, and 

nothing is wasted. 

Biodeck offers to their customers’ products sorted in 

the following six categories: 

• Cutlery 

• Plates and bowls 

• Cups and lids 

• Bags and binliners 

• Napkins  

• Reusable  

Their products are made from plant-based materials – 

namely quickly regenerating resources such as cornstarch or 

sugar cane. Compared to plastic products, which are derived 

from oil, the manufacturing process is way more friendly with 

the environment. Depending on the product category, carbon 

emissions can be 30% to 75% lower. Once they’ve been used, 

their products can be composted – some at home, some in 

industrial composting facilities. Because they are effectively 

organic waste, they are the only form of packaging that can be 

composted alongside food waste. 



45 
 

The resulting compost material is a slow-release 

fertilizer that can be used in agriculture. Thus, their products 

can contribute to a natural lifecycle – making sure that 

everything that comes from nature can return to nature, without 

breaking anything in the process. 

All the products manufactured by Biodeck comply with 

the EU regulations for biodegradable and compostable 

products, and they have got every required quality certification. 

Moreover, the company Biodeck promotes to their 

customers the following ideas: Each and every one of us has an 

impact on the environment, and we believe simple choices can 

make a difference – decisions that may appear to be small, but 

have a potentially huge impact. Try to reuse the things you own 

as much as possible, and when that’s not an option, choose the 

sustainable product. Today there are more and more 

sustainable options on the market, so it’s really up to us to make 

the environment an absolute priority. 

 

3.9 Savonia 
 

Savonia represents a Romanian company which 

produces natural cosmetics, especially natural soaps. Their 

products are 100% organic. Savonia offers a wide range of 

products: soaps, bath salt, natural made candles, pure body 

butter, pure body oils, essential oils 100% organic, ecological 

toothbrushes, cotton made towels.  
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Source: www.savonia.ro 

 

Savonia was thought to be integrated in nature and to 

actively sustain the protection of the environment. The 

company is always preoccupied of recycling and to prevent the 

effects the work has on the environment. Moreover, they 

promote an attitude which ensures a sustainable development. 

The mission of the company follows the next guiding 

lines:  

1.  Sustaining the Romanian businesses by buying from 

Romanian companies the raw materials used in the 

manufacturing of the soaps.  

2.  Economical use of the energy by trying to sell 

handmade products. The mechanical process of manufacturing 

about:blank


47 
 

uses electrical energy, and this contributes to the increased 

pollution. 

3.  The wood soap dishes are made from scraps which 

normally are thrown away after the production of saunas.  

4.  The soaps are packed in biodegradable cardboard. 

Also, the love for the nature and for the protection of the 

environment led to no packing for some products. Also, the 

company tries to use less plastic or not at all and the delivering 

boxes are made from recycled materials.  

5.  Working with 100% natural products, which come 

from the nature and do not harm the environment.  

6.  No tests on animals. 

7.  Working side by side with nature. The company is 

surrounded by nature, by mountains, trees, and rivers. 

8.  The company promotes the traditional Romanian 

values over the frontiers. They use traditional elements to 

decorate the packing of the soaps. Moreover, they are opened 

to collaborate with people and businesses which share the 

same values and care for the environment. 

Moreover, on the website of the company there is a 

section named “Zero waste”, where are promoted only products 

from recycled materials and so is emphasised the attention that 

the company has for the environment.  

All things considered, Savonia is a company which tries 

hard to reduce the damage for the nature and which encourages 

people to use organic products made from natural ingredients.  
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3.10 The Fairies Valley - the Clay Castle 
 

The Clay Castle build in the land popular known as the 

Fairies Valley is a unique place which can be found in Romania. 

It is situated in Porumbacu de Sus, a countryside, surrounded 

by nature, close to Sibiu.  

Source: Photo taken by Roxana Balint 

 

The Clay Castle was built is a beautiful area, in the 

valley near the mountains, and the natural frame is completed 

by the green grass and tall trees. Also, the Clay Castle is situated 

on the shore of a river.  

The Clay Castle has a unique architecture, it looks like 

a piece of fairy-tale and it was built only from natural materials, 

mostly from clay, as the name itself suggests, but also from 

stone and straws. Behind this idea, is a couple, which decided 
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to put their corporate life behind and to follow their passion in 

a fairy land. 

 

The construction of the Clay Castle began in 2014. 

Today, it represents a tourist attraction where are annually 

coming people from Romania, but also from other countries. 

Also, near the castle, the tourists can eat food made from 

organic products, which is served in fairy themed restaurants.  

Moreover, the guests can see the magnificent view from 

the towers of the castle. Within the castle, everything is 

manually crafted and unique. Also, the garden of the castle is 

very nice organized, with wood elements and butterflies. 

Tourists can also buy handmade souvenirs which are also made 

from environmentally friendly materials. The kids can play in  

Source: Photo taken by Roxana Balint 
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the garden of the castle, where they can do various activities 

with the whole family. The entire complex is thought to be a 

bound between people and a rebound between people and 

nature.  

Near the castle, there is a river where the tourists can 

admire the clean water and have a moment of relaxation on its 

shore. 

All in all, the Clay Castle represents a strong example 

of green business, from the materials used to build the building 

itself to the area nearby which is as natural as possible. 

Moreover, the organic food offered at the restaurant of the castle 

represents another element which shows the care for the 

environment, for local business and for human health. The fact 

that the souvenirs offered for the tourists are also from natural 

raw materials completes the entire framework of an ecological 

business.   

 

3.11 Blue Lagoon Clean 
 

Blue Lagoon Clean is the only and the best ecological 

dry cleaning of clothes, carpets, delicate fabrics, curtains, and 

linen in Bucharest that uses exclusively water when cleaning 

the clothes or textiles. 

Unlike regular dry cleaners, Blue Lagoon Clean 

manages, thanks to the latest technology, to clean even the most 

demanding clothes and carpets, without damaging the color or 

texture of the material, using exclusively water, detergents, and 

biodegradable conditioners in the process of cleaning. 

This means that the clothes, carpets, or everything else, 

even if they are made of pretentious materials such as cashmere, 

silk, wool, or leather, do not degrade or flake when you clean 

them with Blue Lagoon Clean, the texture keeping its original 
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characteristics, appearance, fineness, and colour intensity. Also, 

the ecological technology used for the cleaning situates Blue 

Lagoon Clean within the companies that care for the 

environment and the protection of nature. 

Moreover, this eco-friendly dryer does not utilize 

solvents and all products are biodegradable for drainage without 

chemicals. Blue Lagoon is the first professional water-based 

cleaning system to gain the approval of The Wool mark 

Company as the perfect alternative for caring for delicate 

fabrics and garments that were previously cleaned using 

chemical solvents. 

On their website, the company states: By choosing the 

new "eco-friendly" technology from the best ecological laundry, 

you will be among the privileged people who appreciate the 

high quality, respect themselves and protect the environment. 

This shows the importance that this company offers to the 

protection of the environment.  

The cleaning products can be very harmful for the 

nature, because in this industry there are used a lot of chemicals, 

but there are also more and more companies which try to 

implement eco-friendly politics, using nature friendly products.  

 

3.12 Neo Pack 
 

Neo Pack is a project launched in 2019. They believe 

in the need to use biodegradable products to improve the quality 

of the environment. Their solutions are concentrated on 

replacing plastic in disposable products and packaging. 

Neo Pack offers three categories of products: 

1. Biodegradable bags - They are made of corn starch, 

being printed with ink specially designed to biodegrade quickly 
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(6 months - 2 years) and completely, without polluting the 

environment. 

2. Disposable tableware - Plates made entirely of 

renewable material, 100% biodegradable and compostable. 

They are made from sugar-based plants. 

3. Biodegradable and compostable food packaging - 

Biodegradable and compostable wrapping paper covered with 

organic vegetable paraffin wax. 

There are several pro ecology ideas promoted by Neo 

Pack on their website: 

• The company is concerned about the amount of plastic 

that European countries use, the toxic influence of plastic on life 

• The company is worried about the amount of garbage 

we see on the streets, on our beaches, in the seas and in our 

oceans. 

• They are aware that we need to take care of everything 

around us. Our garbage escapes into the environment, it is in 

our parks, in our streams, in our seas and therefore in our food 

circuit. 

• It is about killing species and endangering ecosystems 

because of plastic. In many other parts of the world, the 

situation is critical, as plastics destroy the water supply and 

block the entire flow of vital fluid. 

Neo Pack is the brand through which the company, Neo 

Business Development SRL promotes biodegradable 

disposable products, thus contributing to the improvement of 

the environment in which we live. 

The site of the company is addressed to all customers 

who want to make the transition from classic to biodegradable 
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packaging, offering innovative, safe, and environmentally 

friendly solutions.  

Regardless of the segment you belong to, horeca, 

pharma, retail, grocery, production, distribution, Neo Pack is 

with you to identify solutions designed to improve your prestige 

in front of customers and within the community. 

 

3.13 Terra Wash 
 

Terra Wash is a company which promotes a natural 

product a healthy alternative to traditional detergents. Every 

year, a family of 4 uses a huge quantity of washing detergent. 

With Terra Wash+Mg, the same job can be done with as little 

as 100g of magnesium pellets, in a less wasteful, more 

economical manner. Although it might be invisible to the naked 

eye, every single small part of this mundane process places a 

heavy burden on the shoulders of our planet. 

Terra Wash+Mg is Vegan Registered, which means it 

has been accepted and certified by The Vegan Society- a 

universal quality mark that stands for sustainability. The 

company uses only purified magnesium, with no artificial, 

chemical-based compounds added. And the result shows 

equally clean clothes and water so pure and rich in magnesium 

that it can be used for the plants or vegetables in your garden. 

This is the supreme test that will show you just how healthy 

their alternative is. Also, they are protecting the environment by 

getting rid of all the plastic used for wrapping conventional 

washing detergents. 

Moreover, a single bag of Terra Wash+Mg can be used 

throughout a whole year (365 washes lasting for about 40-60 

minutes). This will help you save both money and the time 

needed to shop for detergents and recycle their plastic packages, 
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while also allowing you to waste less water and energy. As they 

state, by choosing a healthier, sustainable alternative, you are 

helping the planet in the process of healing. 

Terra Wash+Mg is completely chemical-free, it has no 

added artificial compounds or fragrances, and it has long lasting 

antibacterial properties, preventing the occurrence of allergies. 

Magnesium is the fourth most common and richly represented 

element on Earth. There is a wealth of magnesium around all 

the natural world, but the highest quantities are to be found 

dissolved in the seawater. Also known as the “king of minerals”, 

its importance for our body and our well-being is not to be 

overlooked. 

Recent studies show that magnesium has numerous 

health benefits, such as its contribution to the health and good 

functioning of our nervous system and our metabolism and the 

positive effects on the development of our bones. Magnesium 

also helps lower blood pressure, has anti-inflammatory 

properties, and boosts the vitality of our heart and muscles. 

We use plenty of chemical-based products in our daily 

routines without really asking ourselves what their impact on 

our health and the environment could be. Indeed, many of those 

products cannot be found in a natural state. But some of them 

are and they can be much more efficient than any artificially 

enriched. 

As Terra Wash states: Innovation does not mean 

creating complex and expensive products from scratch but 

rather using what we already have at our disposal in a smarter 

way, finding new applications for the elements that are so richly 

represented on the Earth’s surface. This is the philosophy 

behind all the sustainable, healthier alternatives to mass-

market products. This is also the idea that led to the 

development of Terra Wash+Mg- the laundry revolution from 

Japan. 
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TerraWash + Mg represents highly purified magnesium 

in the shape of small pellets inside of a fabric pouch that will 

help you do your laundry more effectively and at a lower cost. 

When the magnesium gets in contact with water, it generates 

magnesium hydroxide and alkaline water, with a higher pH 

level. Together, these two elements act like a powerful soap, 

decomposing dirt, sebum, mould and eliminating germs, 

bacteria, and odour, leaving your clothes clean and feeling 

fresh. 

Moreover, the company specifies on their website: 

Terra Wash+Mg leaves no chemical trail and helps you save 

water and electricity. Using it, you won’t need a rinse cycle, as 

the product doesn’t create any kind of foam or suds. Moreover, 

its properties remain strong even in cold water. Plus, once the 

product is discarded, you can safely use the magnesium pellets 

to enrich the soil in your garden or flowerpots, for your fruit or 

vegetables. Inspired by nature, it can be safely brought back 

into nature once its washing properties fade away. 

A single pouch of Terra Wash+Mg can be used up to 

365 times and this means that it helps to save both money and 

time. 365 washing cycles, hundreds of cubic meters of water 

and hours of your time are saved thanks to its efficacy and the 

fact that it does not require rinsing. 

This is another ecologically business which supports 

the care for the environment and based their development on a 

sustainable framework. Also, this represents a creative solution, 

incorporating a mineral in the process of cleaning, instead of 

chemical substances that harm our planet.  

 

3.14 Eco Bricolaj 
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SC OMC Sustainable Solutions SRL starts from the 

study of the WHO (World Health Organization) which 

estimates that 20% of the western population is affected by the 

Syndrome of Sick Buildings (headaches, nausea, irritations.) 

determined by the low quality of construction materials. This 

company proposes people to choose for their house, natural and 

eco-sustainable materials. 

The construction materials industry has developed in 

the last decades, replacing materials and natural solutions with 

materials that have in their composition, increasing amounts of 

chemicals. These substances not only decrease the quality of 

life in those homes, but also affect our health over time. 

With the materials offered by Eco Bricolage through 

the store www.ecobricolaj.ro, you can rearrange or build your 

home, creating a healthy space, in balance with nature, 

characterized by higher standards in terms of housing quality 

and environmental impact. 

On Eco Bricolaj website, are presented useful 

information regarding the reasons why to use natural and eco-

sustainable materials: 

1. The buildings we live in have an impact on both our 

quality of life and our health. 

The new beneficial buildings are buildings built of 

natural and ecological construction materials, whose 

composition does not include polluting chemicals. 

These materials, besides the fact that they do not emit 

polluting chemicals in the room, also have the quality of being 

breathable naturally, reducing the pollutants in the air inside the 

house (indoor).    

Using ecological construction materials we will have 

the following benefits: 

• Better air quality inside the house, this means less 

CO 2  and less moisture, let the house breathe; 
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• We build or rearrange healthy spaces, without fungi and 

molds, because certain natural construction materials 

also have antibacterial properties. 

 2. The  buildings we live in have an impact on the 

environment. 

Studies in Western Europe confirm that 40% of CO2 

emissions come from buildings. 

When we talk about the impact of buildings on the 

environment, we take into account several ways in which the 

aggression on the environment can be diminished and even 

stopped. 

2.1 Eco-friendly building materials have a clean 

manufacturing process and are durable over time. 

2.2 The resources from which they are made are: 

abundant in nature, highly renewable or recyclable. 

2.3 Involves a construction technology that does not 

generate a large volume of waste. 

2.4 Buildings built with environmentally friendly 

materials and technologies are designed to be energy efficient, 

here we take into account: 

• Elimination of losses, 

• Reducing energy consumption, 

• Self-sustaining in terms of energy, at least partial, 

through alternative energy sources (wind, solar, 

geothermal ....) 

2.5 Reducing the long-term polluting impact of 

buildings by recycling building waste. 

Conclusion: If we want to live in a healthy 

environment, then we build healthy! 

Also, Eco Bricolaj offers a wide range of organic 

detergents which clean the dirt without polluting water. Since 

they are composed of enzymes from the class of food enzymes 
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and non-pathogenic bacteria, biological detergents have the 

following benefits: they are 100% natural, act on dirt and grease 

only through natural decomposition processes, are 100% 

biodegradable and have no environmental impact. 

Contrary to the use of chemicals, the use of 

bioactivators and environmentally friendly detergents is 100% 

safe for humans and the environment. These products do not 

involve any risk. Moreover, they are biodegradable in several 

days and fully compatible with the environment. 

All in all, it is very important to build eco-friendly and 

to use organic detergents as cleaners because they improve the 

quality of life and the health level on a long term.  

 

3.15 Ecoforest 
 

Ecoforest Factory is located on the Ioanis-Treesylvania 

industrial platform in Bihor County and it has two high-

performance production lines, with the largest production 

capacity in western Romania. The two production lines are the 

following: 

• Ecoforest pellets production line 

• Ecoforest briquettes production line 

Coming from a renewable and sustainable source, 

Ecoforest pellets and lighters are a solid and ecological fuel. 

The pellets and lighters are produced according to high quality 

standards and the production process is made of 100% wood 

and / or wood particles, without the use of chemicals. Also, they 

are used to produce thermal energy with the help of specialized 

thermal power plants. 

Ecoforest products target both domestic and industrial 

consumers. 
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In addition to the basic production, consisting of pellets 

and briquettes, Ecoforest can deliver, if they are requested, 

other wood products (dried and processed timber or other 

finished and semi-finished products). 

Only 100% wood pellets and briquettes are produced in 

the Ecoforest factory. The production capacity of the factory is 

over 7 to / h. Given the state-of-the-art technology of the pellet 

press, this line can be used to manufacture both pellets made of 

softwood (resinous) and hardwood. 

During the manufacturing process, the parameters of 

the obtained pellets are monitored daily, the traceability of the 

manufactured batches is ensured and at the request of 

customers, analysis bulletins can be provided for the products 

to be delivered. 

According to the analyzes performed, Ecoforest pellets 

and briquettes meet the highest standards. 

Ecoforest pellets are obtained 100% from wood or 

wood particles, without any addition of chemicals, representing 

a solid, environmentally friendly biofuel with low humidity and 

high calorific value. 

They are intended to produce thermal energy with the 

help of specialized thermal power plants and can be used for 

domestic or industrial use. 

 
Source: www.ecoforest.ro 

Ecoforest briquettes are the most suitable substitute for 

firewood because they are made 100% of wood and their basic 

material is sawdust. They can be used for combustion for all 

types of wood-fired heating, from stoves to fireplaces or boilers. 

about:blank
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As in the case of pellets, the lighters can be used for 

both domestic and industrial use, with their high calorific value, 

their low ash content, and their long burning time, which makes 

them suitable for an environmentally friendly kind of heating. 

3.16 Dorna Eco Houses 
 

Dorna Eco Houses represents a Romanian company 

which builds houses which are friendly with the environment. 

The kit comprises all the project’s carefully selected elements 

made of spruce tree, including joinery, and the turnkey house 

comprises the finished construction.  

Wooden houses have a life expectancy of up to 100 

years. Dorna Eco House ensures a 10-year warranty and post-

warranty service, provided the beneficiaries observe the 

maintenance conditions. 

The passive house is an energetically independent 

household that involves the passive use of environmental 

energies (solar radiation through windows) and of internal heat 

sources (electrical appliances and inhabitants) which are 

enough to maintain a pleasant temperature inside the building 

for the entire year. 

Thus, the passive house indicated a high level of energy 

efficiency, and it is comfortable, affordable, and ecological. It 

is a perfectly tight house, with a close to zero thermal transfer 

and so it reaches and maintains the desired thermal balance 

through a low level of energy consumption. 

It can be built in any area/form of relief, without the 

necessity of other utilities (water, power, gas).   

On the website of this company is stated that: The 

passive house is the future, it is the respect for nature and 

human beings; it is the non-polluting and non-consuming 
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house. For instance, in 2020, in France, only passive houses 

will be built, considering the depletion of natural gas reserves.     

The concept of construction ensures sustainability in 

the development and continuation of the human society. It 

means comfort, economy, the gift of nature for men and men’s 

gift for nature, to protect the nature. 

Compared to a classic house, whose power bill tends to 

increase progressively, the power saving of a passive house is 

of 75-80%. Thus, the external power need is lower than in the 

case of a normal house, due to the maximum use of the 

following heat sources:  

• Heat produced by the human body 

• Heat produced by electrical appliances  

• Heat coming from the activities carried out inside the 

house  

• Heat from the Sun - that is why the joinery needs to be 

South oriented.  

• Heat coming from the land the house is built on.   

The most important reason reason for the energetic 

efficiency is the thermal insulation of the foundation, walls and 

structure, through the use of insulation materials and technology 

without thermal breaks. Thus, the cost of the power bill will 

decrease 10 times compared to a traditional house. In other 

words, in case of a regular house, the yearly maintenance can 

reach 450 euro on average, while for a passive house these 

expenses cost is under 100 euro.   

As far as the construction cost of such a house is 

concerned, it is 7-10% higher than the cost for a traditional 

house. Nevertheless, it is an investment that the client only 

makes once in a lifetime and, due to the structure of the passive 

house, the maintenance expenses are significantly reduced. 

Thus, the investment gets amortized in a shorter period. 
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Living in a regular house does not always mean an 

optimum thermal comfort, regardless of the season. During the 

cold season it can be cold and during the summer it can get 

excessively hot. On the other hand, in a wooden house one can 

notice a comfortable interior climate both during the summer 

and the winter, due to an efficient insulation. A passive house 

can have a 40-50 cm thick wall, out of which an exterior 

insulating layer of 20-30 cm, therefore an efficient thermo-

insulation that eliminates the energy transfer to/from the 

outside. 

In addition, the walls of wooden houses are built of 7-9 

layers, depending on the chosen model, and the insulating 

materials are positions in layers in the cavity of the wall to 

obtain a superior thermal insulation through a much thinner 

layer. Thus, the house is warmer and 10-15% more spacious. 

All things considered, this kind of house is very 

friendly with the environment, it reduces the damage of the 

nature by ensuring a decreased level of pollution and it uses eco 

materials. It represents a new field of eco-business, and it 

becomes more and more popular on a global scale. 

 

3.17 Energocell 
 

In 2014 DaniellaIpari Park Kft. has set itself the goal to 

process waste glass into foam glass. As a first step in achieving 

this goal the company has founded a research and development 

laboratory in Debrecen. The aim was to re-utilize waste glass 

by increasing its environmental value, which is known as 

upcycling. From a pollutant that otherwise negatively impacts 

the environment they produce a useful insulating material, the 

foam glass. 
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The Energocell foam glass granules are tested and 

qualified according to the strictest European regulations 

governing product certification. 

However, the mission of Energocell research and 

development laboratory has not been fulfilled by the launching 

of the foam glass granules production, but it continues with the 

development of new and innovative solutions. 

In collaboration with specialists from the country and 

abroad, their laboratory has developed from 2014 the technical 

and professional background for launching the production 

plant, which provides the framework for continuous research. 

For the scope of manufacturing and selling thermally insulating 

foam glass products for building purposes they have introduced 

and run a quality control system and an environmental 

management system. As the company states on their website, 

proof has been furnished by means of an audit, that the system 

complies with the requirements of the MSZ EN ISO 9001:2015 

and MSZ EN ISO 14001:2015 standards. 

Moreover, the company presents the process to obtain 

the foamglass. The glass powder prepared by the Energocell 

foam glass factory of DaniellaIpari Park Kft. is "baked" in a 

tunnel furnace (custom built, based on our own experiments) at 

a pre-programmed heating curve that generates the foam glass. 

When the glass powder mixture reaches the desired 

temperature, it begins to foam without releasing any toxic gases, 

and transforms into the foam glass as we know it. The heating 

procedure takes place in an electrical furnace without industrial 

water pollution, burning emissions or noise and dust pollution. 

The whole manufacturing process is a quiet one and does not 

cause any environmental damages. 

The amount of (primary) energy needed to produce the 

Energocell foam glass granules and boards is very low, around 

140 KWh/m³. 
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The future of environmental protection stands in energy 

efficiency and landfill reduction through recycling, by either 

increasing (upcycling) or reducing (downcycling) the 

environmental value of a product. The Energocell foam glass 

granules and boards are an outstanding example of upcycling 

(increased environmental value). 

By manufacturing this product, Energocell has an 

important role in the reduction of both energy and landfill use 

because the raw material of foam glass is 100% waste glass. 

Their technology offers solutions to some environmental 

protection issues, and other environment burdening phenomena 

as well. Glass waste seriously damages the environment: as an 

inorganic material it never degrades, and constantly burdens the 

environment. 

The raw material of foam glass is 100% glass which 

was already used, and the manufacturing does not require 

colour sorting. Glass waste is transformed into useful insulating 

finished products, such as foam glass granules or boards. Early 

in the initial fabrication stage, in the first phase of glass waste 

processing, they prepare a glass powder of micron-sized 

particles in a ball mill. The company uses flat glass and 

container glass among others but based on the ongoing research 

they will soon be able to reuse hazardous waste glass as well 

(e.g., CRT screen glass waste). The constant supply of raw 

material is ensured by their long-term agreements with several 

waste management organizations. 

The foam glass opens revolutionary and new paths in 

building energetics for the domestic construction sector as well. 

One example could be the advanced integration of the 

Energocell foam glass into the currently researched sustainable 

and nearly zero-energy buildings. 
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3.18 M2i Life Sciences 
 

M2i Life Sciences is a player in the chemical industry 

present in the Biocontrol sector of animal health, crop health 

and human health. Biocontrol (biological control) is a term for 

all methods of biological protection that replicate intraspecies 

behaviour patterns and natural mechanisms for regulating bio-

aggressors. M2i Life Sciences is a world leader in the field of 

pheromones for crop protection and animal health. 

M2i Life Sciences was found in 2012. This company is 

currently offering 165 jobs for people in an eco-friendly 

background. In France, the company has 4 sites and it is 

European leader in the production and distribution of biocontrol 

pheromones for the biological protection of crops. M2i Life 

Sciences is present in 56 countries and they offer their products 

to both businesses and customers. In four years, they launched 

over 50 new products. 

 

The values promoted by this company are: 

▪ Innovation 

▪ Industrial excellence 

▪ Enterprising 

▪ Respect for the environment and sustainable growth 

 

The mission of M2i Life Sciences follows 5 direction 

lines: 

• To amalgamate their know-how in chemistry, industrial 

capacity and biocontrol expertise so that scientific advances can 

be applied to the major issues in agro-ecology. 

• Capitalize on the revitalization of French industrial 

sites and supporting local employment. 
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• Reduce time to market by merging a strong innovation 

capacity, responsive production processes and management of 

regulatory issues. 

• Create an integrated sector with added value both 

technological and environmental. 

• Anticipate market trends and requirements in order to 

offer their clients industry ground breaking solutions which are 

ready for commercialization. 

 

Biocontrol covers plant protection methods through 

natural mechanisms as part of an integrated management 

against crop pests, and is a realistic and sustainable alternative 

to using pesticides. Chemical mediators or 

semiochemicalsubstances (generally referred to as 

pheromones) and their applications against crop pests are 

aspects of Biocontrol.  

A pheromone is a substance naturally secreted and 

emitted in tiny amounts by a species which, once detected by an 

individual of this species, induces a specific behaviour or 

reaction. It is an olfactory signal that acts as a messenger 

between individuals of a single species. These non-harmful 

substances are reproduced in the laboratory by biomimicry, and 

can thus be used against pest insects by attracting, confusing or 

repelling them. 

Pheromones meet the ecological need to respect the 

environment and biodiversity while integrating with the 

agricultural and ecological policies promoted by the public 

authorities in Europe and worldwide. 

M2i Biocontrol’s mission is to: 

• Propose pesticide-free solutions for biological 

protection of plants and crops 
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• Produce pheromones from the molecule synthesis to 

finished product in order to combat invasive pests 

• Promote risk-free solutions for human beings that also 

preserve biodiversity     

Also, M2i is also focused on the animal health sector, 

at the culmination between their know-how in pheromones and 

Health/Pharma. They develop and offer active veterinary 

ingredients, conducting development programmes up to supply 

of the finished product. 

 

3.19 Starbucks  
 

Each year, an estimated 600 billion paper and plastic 

cups are distributed at a global level, and though Starbucks cups 

only account for an estimated 1 percent of that total, they are 

invested in finding a more sustainable solution. Starbucks has 

made substantial progress to reduce the impact of waste 

generated in their stores and their solutions were regarding cup 

innovation and improved packaging design, advocacy for local 

recycling infrastructure, and offering reusable cups. 

Reusable cups 

Starbucks has continually worked to decrease the 

impact on the environment of their cups and lids. In 1997, they 

introduced a hot cup sleeve to eliminate the popular practice of 

double cupping. In 2006, Starbucks developed paper cups 

manufactured with 10 percent post-consumer recycled fiber, the 

first cup of its kind in the food packaging industry to be 

approved by the U.S. Food and Drug Administration in 2006. 

They also came with the idea of a more recyclable cup lid in 

2016 which allowed the cup to be more widely accepted. 

In 2018, Starbucks, in partnership with Closed Loop 

Partners, launched a global effort to unite entrepreneurs, 



68 
 

industry leaders, and recyclers to identify and commercialize 

the next generation of recyclable and/or compostable cup 

solutions via the NextGen Cup Consortium and Challenge. 

They have also committed to phasing out plastic straws from 

our 29,000 stores worldwide by 2020, eliminating more than 1 

billion straws a year. As the company claims, plastic straws will 

be replaced with a lightweight, recyclable strawless lid, with 

paper or alternative material straws available for blended 

beverages, and plastic straws upon request for Starbucks 

customers who need or request one. 

Starbucks has been a leading national retailer in 

advocating for increased access to recycling programs 

throughout the country. 

Recycling seems like a simple, straightforward 

initiative but it’s quite challenging. Their customers’ ability to 

recycle the cups, whether at home, at work, in public spaces or 

in the stores, is dependent upon multiple factors, including local 

government policies and access to recycling markets such as 

paper mills and plastic processors. The current patchwork 

approach with varying regulations city by city makes it 

challenging and confusing for customers to know where and 

when to recycle or compost their cup. 

On the website of the company, they present their 

initiative as being the following: As part of Starbucks 

involvement, we advocate for model legislation and best 

practices. In conjunction with the National League of Cities to 

make access more widely available, ensuring consistency and 

reducing confusion about what materials are recyclable or 

compostable. In addition, we are working with companies and 

organizations along the supply chain as a member of the Food 

Packaging Institute’s Paper Recovery Alliance and Plastics 

Recovery Group. Ultimately, we want our packaging to be 

recyclable in both material and practice, so that our customers 
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have access to recycling services wherever they choose to 

dispose of their waste. 

Reusable cups also play an important role on their 

overall waste reduction strategy. Since 1985 they have 

promoted a strategy of rewarding their customers with a 

discount when they bring in personal cups or tumblers or use 

for-here serveware available in the stores. In 2013 they 

launched a $2 reusable cup in the U.S. and Canada, and a £1cup 

in the United Kingdom. 

Sustainability is about choices. Starbucks encourages 

people all over the world to join them in envisioning a 

sustainable future and choose reusability whenever possible. 

Starbucks Greener Stores 

Starbucks has been a leader for more than a decade in 

the development and implementation of a scalable green 

building program for retail companies like them. They joined 

the U.S. Green Building Council (USGBC) in 2001 and 

collaborated with them to develop the LEED for Retail 

program, an effort to adapt LEED (Leadership in Energy and 

Environmental Design) to new construction and commercial 

interior strategies for retail businesses. Their first LEED 

certified store was opened in 2005 in Hillsboro, Oregon. 

In 2008, they set as a goal to use LEED certification not 

just for flagship stores and larger buildings, but every new, 

company-operated store. 

Now, they are the largest builder of green stores in their 

field, opening more than 1,600 LEED certified stores in 20 

countries. 

From the first LEED-certified store opened by 

Starbucks they have come a long way, and now they look to the 

future of Greener Retail. 

They claim their goal to be: Designing, building and 

operating 10,000 “Greener Stores” globally by 2025 
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To achieve their goal, Starbucks reveals its strategy: In 

our next evolution of Green Building we are going beyond 

designing, building and renovating our stores to LEED 

standards. We are developing a new store verification program 

that drives innovation, sustainability and efficiencies 

throughout our store portfolio. We are partnering with experts 

including SCS Global Services and World Wildlife Fund, to 

develop a new, open-sourced Starbucks Greener Stores 

operations framework. Through this program we will ensure 

Starbucks stores continue to minimize their environmental 

footprint and contribute to a sustainable future. These standards 

will ensure Starbucks stores are effectively operated to achieve 

water and energy efficiency, divert waste, are built with 

responsible materials which do not harm the environment, are 

sustained by renewable energy and deliver a healthy 

environment for their partners and customers – promoting 

engagement in sustainability. 

With performance-based standards that incorporate 

design and extend throughout the life of a store, “Starbucks 

Greener Stores” will focus on: 

• ENERGY EFFICIENCY & WATER 

STEWARDSHIP: Deploying technologies and practices that 

ultimately deliver 30 percent water savings and 25 percent 

avoided energy over historic store design practices. 

• RENEWABLE ENERGY: Powering stores by 100 

percent renewable energy through investments in country-

specific solar and wind projects. 

• HEALTHY ENVIRONMENT: Designing and 

operating stores to create a comfortable experience that 

promotes wellness for partners and customers, including 

lighting, noise, air quality and temperature. 
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• RESPONSIBLE MATERIALS: Ensuring materials 

and products for stores are responsibly and sustainably sourced. 

• WASTE DIVERSION: Designing and operating stores 

to reduce waste. 

• ENGAGEMENT: Inspiring a culture of sustainability 

and empowering partners to take action, be informed, and 

engage in sustainability issues and practices. 

Starbucks environmentally friendly goals 

Moreover, Starbucks wants to halve its carbon 

emissions, waste output and water impact in the next decade 

while growing the business at the same time. By 2030, 

Starbucks will aim to reduce carbon emissions by 50 percent; 

reduce waste sent to landfills from stores and manufacturing by 

50 percent, driven by a broader shift toward a circular economy; 

and will also conserve or replenish 50 percent of the water 

currently being used for direct operations and coffee 

production. 

Starbucks has long used science-based research to 

assess progress. Now, the company has also released a 

comprehensive environmental footprint of carbon emissions, 

water use and waste in Starbucks global operations and supply 

chain. Created in partnership from Quantis and World Wildlife 

Fund, it will serve as a baseline for tracking future progress. “As 

we move forward, we will be transparent in reporting short- and 

long-term progress against our goals,” Johnson wrote. 

Starbucks identified key areas in which it can make big 

impacts by 2030, including expanding plant-based and 

environmentally friendly menu options; shifting from single-

use to reusable packaging; investing in innovative agricultural, 

water conservation and reforestation practices; looking for ways 

to better manage waste (including food waste) in stores and in 
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communities; and developing more eco-friendly operations, 

from stores to supply chain to manufacturing. 

Over the years, the company has partnered with other 

organizations and invested in ways to bring sustainable 

practices to scale, including the Starbucks FoodShare program, 

NextGen Cup Challenge, becoming a leader in L.E.E.D. 

(Leadership in Energy and Environmental Design) stores, 

investments in renewable energy and a goal to eliminate plastic 

straws by the end of 2020. It has also spent two decades, in 

partnership with Conservation International, to achieve the 

milestone of sourcing 99% of coffee ethically through C.A.F.E. 

(Coffee and Farmer Equity) practices. Research shows that 

implementing C.A.F.E. practices over the years has more than 

halved what the company’s carbon footprint would have 

otherwise been. 

Starbucks partners are mobilizing for change in 

increasing numbers. More than 18,000 partners have enrolled in 

an online “Greener Apron” course on sustainability and 

environmental stewardship in the last two years, and the number 

continues to grow. Lisa Ference, a store manager in Conway, 

Ark., is among those. The moment she realised she wants to 

save the environment and protect it came a few years ago when 

an oil spill near her home devastated a local lake, and ever since 

she’s felt strongly about getting involved and speaking up for 

wildlife and the environment.  

Their aspiration is to become resource positive – 

storing more carbon than theyemit, eliminating waste, and 

providing cleaner freshwater than they use. This aspiration is 

grounded in Starbucks mission. By embracing a longer-term 

economic, equitable and planetary value proposition for the 

company, they will create greater value for all stakeholders.   
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3.20 Lush 
 

Lush is a British cosmetics retailer, which is 

headquartered in Poole, United Kingdom. It produces and sells 

creams, soaps, shampoos, shower gels, lotions, moisturisers, 

scrubs, masks, and other cosmetics for the face, hair, and body 

using only vegetarian recipes, 85% of which are also vegan. 

Since Lush began, its founders and staff have been 

aware of how the products they manufacture and sell interact 

with the environment. The company has always used creative 

solutions to make a positive impact on the planet, like the 

invention of the first-ever solid shampoo bar. 

Environmental issues are a priority of the company and 

trickle through to the decisions they make on a daily basis. As 

an example, they use almond and olive oil - not mineral oil - 

partly because they think fields of trees make our lives much 

richer than oil fields. They always claim to respect the 

legislation and welcome new regulations that genuinely reduce 

the impact on the environemt. They also sustain environmental 

groups that take part in creative direct action to help change the 

law regarding environmental politics. 

Lush is committed to becoming more sustainable the 

more it grows, by using its buying power to drive positive 

change. 

They believe taking care of the environment is 

everyone's responsibility including all of their staff and their 

customers. 

Lush uses several strategies to reduce its impact on the 

environment: 

Packaging 

Lush tries to reduce the packaging because it represents 

an issue when taking care for the environment. They use as little 

packaging in the shops as possible and give the customers the 
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choice to go with the products completely unpacked. About half 

of this company’s products can be bought with no packaging. 

Also, the company estimates that they save nearly 6 million 

plastic bottles globally from selling shampoo bars alone. 

Also, in the cases were packaging is necessary, they 

prefer recycled materials. As the company says, 90%, by 

weight, of their packaging material is recycled and they are also 

taking into account to reduce the rest of 10%. Their aim is for 

their packaging to be reused, recycled or composted at the end 

of their lives and aim to have 100% of the packaging recyclable 

or compostable. 

Moreover, the company explains: As recycling for our 

black pots is not available everywhere (despite being a clean 

and non-toxic material), we put our money where our mouth is 

and give a free fresh face mask when you bring five of them 

back. Black pots are recycled or re-used as art material. 

Furthermore, they enjoy looking into new materials and 

for the future, legislation permitting, they want to start using 

refills and to increase the amount of reusable packaging used to 

transport products between their factories and their shops. 

Raw materials 

Lush also has an eco-friendly policy regarding raw 

materials and they take care when are in the position of buying 

them. They prefer to use ingredients that are produced in a 

sustainable way and avoid those that do not comply with these 

terms. Palm oil, for example, went into their black book and was 

replaced by more earth-friendly oils in their soap base. They are 

now working to remove it from all products, as well as 

encouraging other companies to do the same. 

Over 70% of their range is self-preserving and they are 

always looking at ways to improve on that. 

The company also wants to keep their products as 

natural as possible, putting masses of natural ingredients in the 
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products, dreaming up self-preserving cosmetics, worrying 

about their environmental impact and working with their 

suppliers to minimize that. They choose suppliers which care 

for the environment as much as they do.  

Waste and recycling 

The total recycled content in all Lush packaging is 

about 89% (including paper bags, aluminium tins, gift wrap, 

ribbons, boxes, tags and inserts). That means that for every 

tonne of material bought, 900kg come from recycled sources. 

This data is presented on the website of the company and it 

shows the truly environmental friendly behavior of Lush. 

• Pots and bottles are made with 100% post-consumer 

recycled (PCR) plastic, saving about 65 tons of Carbon 

Dioxide and 90 tonnes of virgin plastic, or 800 barrels 

of oil, each year. 

• Carrier bags are made with 100% post-consumer 

recycled paper, saving 100 tonnes of Carbon Dioxide 

each year.  

• Gifts are lovingly wrapped with recycled paper and 

protected using Eco pops; which are made from potato 

starch and 100% biodegradable.    

Energy 

Energy is embedded in all that we consume. They are 

working to minimize the amount of energy used to produce, 

transport and sell the products to the customers. They have been 

doing that by making their procedures more energy efficient, 

getting staff to switch off, replacing less efficient equipment, 

generating some of their own energy on-site and increasing 

insulation. They also carefully choose who they buy their 

energy from to ensure no companies which are not 

environmental friendly are supported by their energy use. 

Water 
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This is another precious resource that Lush is trying to 

protect. By making some products solid, they avoid using hudge 

amounts of water 450,000 litres a year from selling shampoo 

bars globally. They will continue to monitor how water is used 

at their factory and reduce their consumption of water which is 

not used in products. 

Communication 

Lush does not only so strategies to protect the 

environment, they are also monitoring how these strategies are 

implemented and they are always trying to find new solutions 

regarding environmental protections problems. They want to 

report their results in this way annually and also they want to 

maintain the issues concerning the environment alive in the 

hearts of their staff, ensuring that this policy delivers on what it 

promises. Although the green message comes from the top, the 

organization needs a network of people to spread it. So, they 

will continue to encourage and support all the people who want 

to help and will make them Green Helpers. 

 

3.21 IKEA 
 

IKEA is a Swedish multinational conglomerate that 

designs and sells ready-to-assemble furniture, kitchen 

appliances and home accessories, among other useful goods and 

occasionally home services. Being one of the most successful 

companies in the world, IKEA has a strong policy regarding the 

protection of the environment.  

IKEA WOOD  

Wood is the material most commonly associated with 

IKEA furniture. As part of their Scandinavian design heritage, 

they love working with wood because it represents an excellent 

material from a design, quality and environmental perspective, 
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provided that it comes from responsibly managed forests. Also, 

wood represents also durable, renewable, recyclable material. 

To ensure the protection of the environment and to take 

advantage of this important resource, they have an accord with 

FSC (Forest Stewardship Council) to take care of the world’s 

forests. The responsible forest management is the key to make 

sure the forests are used properly. By the end of 2020, IKEA 

aimed for all their wood to come from more sustainable sources 

including FSC certified and recycled wood. Since 2017, 100% 

of the wood IKEA uses is from countries with a history of 

challenges related to forest management because it is important 

to have sustainable sources. Making more from less is part of 

the IKEA culture, and they always use resources efficiently, to 

reduce the impact on the environemt. Every piece of wood is 

cut and shaped so that waste is minimized in production, while 

maintaining quality and durability. They constantly look for 

new and smarter ways to design and build their furniture to 

make sure their customers get the best possible product with the 

least impact on the nature. 

Responsible wood sourcing – working together with 

FSC 

IKEA puts responsible forest management at the core 

of its business. This means working to eliminate forest 

degradation and deforestation and to promote the importance of 

forest management beyond their own wood material needs. This 

is what they call being forest positive. 

Moreover, IKEA states: Forests house over two-thirds 

of known terrestrial species, and are home to 80% of terrestrial 

biodiversity. Our work with FSC contributes to protect 

ecosystems - and people’s livelihoods. The FSC certification 

also includes the social and economic well-being of workers 

and local communities who depend on the forest, as well as 
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environmental and economic matters and decision making, in 

addition to covering logging practices. 

Plastic: 

Plastic is another material used for IKEA products. It is 

mainly used because it is a strong, durable, lightweight, and 

versatile – yet low cost – material. The problem appears when 

plastic is not disposed of responsible and so the environmental 

implications become concerning. 

IKEA is concerned to making a positive impact on 

people and the planet. Their goal is that by 2030, all plastic used 

in their products to be based on renewable or recycled material. 

The company’s strategy is to replace single-use plastic 

in their range and to use different kinds of sustainable plastic in 

an increasing number of products. 

Facts about plastic at IKEA 

• By 2030 they will only use renewable and or recycled 

materials in their plastic products 

• By 2020 they will phase out single-use plastic 

• 85% of the plastic in ISTAD bags is made from 

renewable material from the sugar cane industry 

• PLA (polylactic acid) plastic is made from renewable 

sources like corn, sugar beet and sugar cane 

IKEA Water policies 

The facts show that the percentage of fresh water of our 

planet is a low one, only 3%. Why is IKEA concerned about 

this matter and how they can manage it? Well, IKEA set about 

making kitchen and bathroom taps that reduce water 

consumption, saying: As a wise man once said, you never know 

the worth of water until the well runs dry! 

All their shower heads and hand showers are water and 

energy-efficient. This is achieved by a flow regulator, which 

reduces the water flow. Even though it delivers less water, 
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people do not notice any difference in the water pressure. This 

led to save up to 30% water and energy compared to a shower 

without a flow regulator. 

IKEA about energy consumption: 

In order to reduce energy consumption and greenhouse 

gases, they have taken a stand against traditional incandescent 

light bulbs and switched their entire lighting range to energy-

efficient LEDs. This really does mean everything, from bright 

and accurate kitchen lighting through to warm and cozy 

bedroom lighting. Also, the energy-efficient LEDs offer energy 

savings, better light quality and lower environmental impact.  

Lighting is a vital part of life at home. It makes our 

homes cozier and safer. The concern appears because around 

25% of the world’s energy consumption is used for lighting. 

This is the reason why IKEA introduced RYET, a LED bulb 

that consumes approximately 85% less energy than traditional 

incandescent bulbs and lasts up to 15 000 hours.  

IKEA about waste: 

Every day, we fill up our rubbish bins with big and 

small things. We, as human beings, are using – and wasting – 

more energy and resources than ever before, and these are not 

good news for the planet, because the environmental damage is 

irrevocable. 

IKEA stands to resolve a part of this matter, but the 

impact can be reduced if it is seen at a global level. At IKEA 

they are working hard to do their part and they want to help the 

customers to do their part. This is why they promoted the 

reutilization of the waste. It’s embedded in the IKEA DNA to 

use resources in a careful way, to create more from less and to 

optimize their logistic operations. Less waste is seen as the path 

to a healthier planet.  

The IKEA Group wants to be as people and planet 

positive as possible, which is why they are planning to be 100% 
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renewable – producing as much renewable energy as they 

consume using renewable sources, such as the wind and sun. 

They are also making our buildings more efficient, so it is 

necessary less energy to run them. 

Today, more than 50% of their products are delivered 

directly from suppliers to IKEA stores, which means cheaper 

prices and less vehicles involved, this playing a major role in 

reducing CO2 emissions. Also, the packaging of their products 

is designed to be as compact as possible and to fill their pallets 

in the most efficient way. They have many products they sell in 

flat packs: they are easy to transport not only for the customers 

but also during their logistic operations. So, the customer 

benefits from lower prices and in some cases lower weight and 

easier assembly. The planet benefits from lower CO2 

emissions. All in all, IKEA takes into considerations more ways 

to reduce the environmental impact. 
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Test 

 

1. Norofert produces: 

a) organic fertilizers and organic phytosanitary products 

b) artificial fertilizers 

c) crops. 

 

2. The technology which provides the farmers with a full 

spectrum of products from Norofert and helps them 

grow fully organic crops, from the seeding moment to 

the harvesting is called: 

a) Norofert Organics 

b) NorofertFito 

c) BioChain technology 

 

3. Fin-Eco offers European solutions for: 

a) eco-buildings 

b) urban solid waste management 

c) packaging 

 

4. Fert-Trade sells: 

a) glass 

b) Ad-Blue 

c) Foam glass 

 

5. Ad-Blue is used: 

a) with diesel engines using SCR technology 

b) with gas engines 

c) with electrical engines 

 



82 
 

6. Which of the following is a Romanian company which 

produces 100% natural soaps? 

a) Terra Wash 

b) Lush 

c) Savonia 

Answers: 

1. a 

2. c 

3. b 

4. b 

5. a 

6. c 

 

TRUE or FALSE? 

1. One of Ladybird Farm’s most original features is that 

they allow visitors to 'pay' part of their entrance fee in household 

waste, such as paper or plastic. (True/False) 

2 . 50% of Ladybird Farm’s energy needs are from 

sustainable sources. (True/False) 

3. The objective of Ladybird Farm is to provide fun for 

people in a sustainable way. (True/False) 

4. Products manufactured by Biodeck are made from 

plant-based materials – namely quickly regenerating resources 

such as cornstarch or sugar cane. (True/False) 

5. The Clay Castle, situated in Romania, is made mostly 

from wood and straws. (True/False) 

6. The raw material of foam glass is 100% glass which 

was already used, and the manufacturing does not require 

colour sorting. (True/False) 
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7. Starbucks has continually worked to decrease the 

impact on the environment of their cups and lids. (True/False) 

8. Plastic is the material most associated with IKEA 

furniture. (True/False) 

9. The passive house built by Dorna Eco Houses 

indicates a low level of energy efficiency and it is very 

expensive, but comfortable and ecological. (True/False) 

 

Answers TRUE or False: 

1. True 

2. False 

3. True 

4. True 

5. False 

6. True 

7. True 

8. False 

9. False 

Crosswords: Green Business 

1. Established in 2013, ............. paved the way of the 

glass recycling market in Romania, being today one of the most 

modern and high-performance glass waste recycling facilities in 

South-Eastern Europe.  

2. .............. is a leading Romanian producer of organic 

agricultural products and a player with experience on 

international organic farming market.  

3. .............. is a Swedish multinational conglomerate 

that designs and sells ready-to-assemble furniture and has a 

strong policy regarding the protection of the environment.  
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4. ………...was founded in 2017 and it started from the 

desire to give people a sustainable alternative to single-use, 

disposable plastic packaging.  

5. ............... Eco Houses represents a Romanian 

company which builds houses friendly with the environment.  

6. .................. has continually worked to reduce the 

environmental impact of their cups and lids.  

7. ......... is a British cosmetics retailer, which is 

headquartered in Poole, United Kingdom.  

8. ............... is a company which promotes a natural 

product a healthy alternative to traditional detergents.  

9. .............. represents a Romanian company which 

produces natural cosmetics, especially natural soaps and their 

products are 100% organic. 

10. …………. was involved in the realization of a 

major project for the recovery and protection of the 

environment: the integrated waste management system in the 

Brasov area, in Romania.  

11. …………… is a company present in the Romanian 

market since 2016, headquartered in Timisoara and their 

portofolio includes both liquid and solid fertilizers.  

12. ............... pellets are obtained 100% from wood or 

wood particles, without any addition of chemicals, representing 

a solid, environmentally friendly biofuel with low humidity and 

high calorific value. 

13. The ........ ...............   build in the land popular 

known as the Fairies Valley is a unique place which can be 
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found in Romania, and it was built only from natural materials. 

(Two words) 

 

           

           

       

       

        

         

     

         

        

    -    

     -      

          

           

 

 

Answers crosswords: 

 

 G R E E N G L A S S 

   N O R O F E R T 

  I K E A  

B I O D E C K 

  D O R N A  

S T A R B U C K S 

 L U S H 

T E R R A W A S H 

 S A V O N I A 

 F I N - E C O 

 F E R T - T R A D E 

E C O F O R E S T  

 C L A Y C A S T L E 
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4. WAYS OF ASSESSING  

ENVIRONMENTAL SUSTAINABILITY IN A 

COMPANY 
 

 4.1. The indicators 
 

It is important to be eco-friendlier, for every aspect of 

our lifestyles, including our work. But how can we measure the 

environmental sustainability of your company? What are the 

corresponding indicators that must be taken into account? 

Firstly, it is necessary to underline the fact that for 

defining a firm as sustainable, it must respect three different 

criteria on sustainability: 

• Economic 

• Environmental 

• Social 

So, please notice that the term “sustainable” is not only 

about the environmental impact but also about the economic 

and social effects that the company should hold. 

 

Source: www. ecobnb.com 
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Some aspects of sustainability are not easy to be 

measure as some data are considered to be “latent”, not 

immediately measurable. 

For this reason, it is important to identify the indicators, 

called KPI (Key Performance Indicators), that produce data that 

can be measured through specific tools and clear systems. 

However, having said this, let’s find out about these 5 

main indicators (given by recent scientific research on the 

magazine GreenTire in collaboration with the Bocconi 

University of Milan) to measure the sustainability of your 

company. 

1. Conformity 

The first indicator for a company’s sustainability is 

about respecting the rules and the national or international 

standards. For example, a measurable indicator (KPI) can be the 

number of fines for infractions. 

2. Use of materials and Performance 

The second KPI introduces by the GreenTire measures 

the number of resources and raw materials that are used, the 

amount of waste and the emissions that they generate. An 

indicator that evaluates both the environmental and economic 

part of a company for defining it as “sustainable”. 

3. Effects 

What are the effects that your company produces? 

What about its utter environmental impact? What kind of 

regulation do you have for protecting the employees? How 

many accidents at work have you had in your organization? Just 
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ask these questions and you will have a clearer idea of the social 

and environmental effects of your company. 

4. The supply Chain and the Product Life Cycle 

This indicator underlines those aspects that are about 

the company itself. For defining a company as “sustainable”, it 

is important to take into account the whole product life cycle, 

from the choice of raw materials to the final disposal. For this 

reason, it is important to acknowledge if the suppliers use 

renewable energy sources; the amount of carbon dioxide 

produced by moving the products; if the product may be 

recycled or reused. 

5. Sustainable system 

The last indicator represents how the company acts in 

the social context. It evaluates national or international 

relationships and the impact on the local territory. This indicator 

also shows the impact on the life quality of the employees and 

the local community. 

By considering these sustainability indicators, through 

accurate analysis, we can develop a critical point of view 

towards the sustainability of our company and identify the 

aspects that have to be improved for reaching a good balance 

among the three areas of action of sustainability (social, 

environmental and economic). 

 

4.2. Greenwashing 

 

Nowadays, everything about sustainability is 

fashionable, it sells, and it pays too. 
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For this reason, recent research made by the society 

“Green Intelligence” warns us. They analyzed 426 SME that 

have used green-oriented advertisement campaigns and the 

result is that two-thirds of them declare that the “green” was a 

sub-strategy, called “greenwashing”. 

Greenwashing is the process of conveying a false 

impression or providing misleading information about how a 

company's products are more environmentally sound. 

Greenwashing is considered an unsubstantiated claim to 

deceive consumers into believing that a company's products are 

environmentally friendly. 

Greenwashing is a play on the term "whitewashing," 

which means using misleading information to gloss over bad 

behavior. 

Greenwashing is an attempt to capitalize on the 

growing demand for environmentally sound products, whether 

that means they are more natural, healthier, free of chemicals, 

recyclable, or less wasteful of natural resources. 

The term originated in the 1960s when the hotel 

industry devised one of the most blatant examples of 

greenwashing. They placed notices in hotel rooms asking guests 

to reuse their towels to save the environment. The hotels 

enjoyed the benefit of lower laundry costs. 

More recently, some of the world's biggest carbon 

emitters, such as conventional energy companies, have 

attempted to rebrand themselves as champions of the 

environment. Products are greenwashed through a process of 

renaming, rebranding, or repackaging them. Greenwashed 

products might convey the idea that they're more natural, 

wholesome, or free of chemicals than competing brands. 
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Companies have engaged in greenwashing via press 

releases and commercials touting their clean energy or pollution 

reduction efforts. In reality, the company may not be making a 

meaningful commitment to green initiatives. In short, 

companies that make unsubstantiated claims that their products 

are environmentally safe or provide some green benefit are 

involved in greenwashing. 

It is important to get information on this situation and 

being aware of the fact that it is really important to make your 

companies go green. 

 

4.3. Sustainability assessment  

 

Sustainability assessment (SA) is a complex appraisal 

method. It is conducted for supporting decision-making and 

policy in a broad environmental, economic and social context, 

and transcends a purely technical/scientific evaluation. 

The goal of sustainability assessment is to pursue that 

“plans and activities make an optimal contribution to 

sustainable development”. 

The major challenges for sustainability assessment are 

related to: the need of identifying both scientific-based and 

policy-based demarcation line, which are able to specify a 

boundary between what contributes to a sustainable 

development and what does not; and the capability of 

performing the co-production of knowledge and solutions in a 

trans-disciplinary setting. As a matter of fact, in common 

practice, there are no guarantees that the option selected after an 

SA will contribute to a sustainable development in the sense 
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previously defined. In particular, from a semantic perspective, 

sustainability assessment should aim at understanding whether 

the impact on the development of the ecosystem in which we 

live is connected to a certain element envisaged in the 

ecosystem itself, subject to our capability to foresee such an 

impact. 

 

4.4. Sustainability assessment methodologies 

 

The main steps for sustainability assessments are: 

• Relevance analysis - is sustainability relevant? 

•  Scoping analysis – what are the extent/depth, 

procedures, and tools for the assessment? 

• Impact analysis - what are the short-and long-term 

economic, environmental, and social impacts? 

• Comparative analysis – what are the major synergies, 

conflicts, and trade-offs? 

•  Associative analysis – what measures can be put in 

place to mitigate harmful impacts? 

•  Political analysis – which path is the least-cost 

(economic, environmental, and social) option? 

The main sustainability assessment tools are:  

• Economic – cost/benefit analysis, modeling, 

regressions, scenarios. 

• Environmental – life-cycle analysis, material flows, 

resource accounting, NAMEA, ecological footprint. 

• Social – sustainable livelihoods, human and social 

capital measurement, participatory processes. 
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The main difficulties with sustainability assessments are: 

 

• Giving equal attention to the three spheres and adequate 

attention to the longer-term. 

• Assigning monetary values to environmental and social 

assets for comparisons. 

• Identifying trade-offs – presenting positive vs. negative 

assessments in the three spheres on a comparable basis. 

• Reconciling conflicts between economic, 

environmental, and social goals and providing the basis for 

political decisions. 

 

General steps recommend for sustainability assessments: 

 

• Identify level and target (e.g., national policy, local 

• project). 

• Establish sustainability relevance. 

• Select quick scan vs. more detailed assessment. 

• Identify relevant tools (qualitative, quantitative). 

• Assess impacts, synergies, and conflicts. 

• Identify alternative policy paths from least to most 

sustainable. 

• Present findings to policymakers and stakeholders. 

 

4.5. Sustainability assessment principles 

 

The definitions for the different principles are as 

follows: 

1. Guiding vision. Progress towards sustainable 

development should be guided by the goal of delivering well-
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being within the carrying capacity of the biosphere and ensuring 

it for future generations. 

2. Essential considerations. Underlying social, 

economic, and environmental components of the system as a 

whole should be taken into account as well as the interactions 

thereof. This includes issues related to governance; the 

dynamics of current trends and drivers of change, and 

interactions thereof; the risks, uncertainties, and activities that 

can have an impact across boundaries; and the implications for 

decision making (including trade-offs and synergies). 

3. Adequate scope. The assessment of progress towards 

sustainable development should adopt an appropriate time 

horizon, to address both short- and long-term effects of current 

policy decisions and human activities, and appropriate 

geographical scope, to capture both their local and their global 

effects. 

4.  Framework and indicators. SAs should be based on: 

a conceptual framework as a basis for identifying core 

indicators and related reliable data, projections, and models; the 

most recent data to infer trends and build scenarios; 

standardized measurement methods wherever possible, to 

ensure comparability. Finally, the comparison of indicator 

values with targets and benchmarks has to be performed, where 

possible. 

5. Transparency. In the context of SAs, transparency of 

data and data sources, models, indicators and results is crucial, 

as well as public access to the results. Choices, assumptions, 

and uncertainties which determine the results of the assessment 

have to be reported and explained. Equally, sources of funding 

and potential conflicts of interest have to be disclosed. 
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6. Effective communications. SAs should be required to 

use clear and plain language, to ensure effective communication 

and to attract the broadest possible audience as well as minimize 

the risk of misuse; for building trust and aid interpretation, 

information should be presented fairly and objectively as well 

as supported by innovative visual tools and graphics. 

7. Continuity and capacity. SAs require that they are 

complemented by a continuous monitoring phase. Therefore, 

repeated measurement as well as responsiveness to change are 

needed. Investments are therefore necessary to develop and 

maintain adequate capacity (via, for example, continuous 

learning and improvement). 

8. Broad participation. SAs should find appropriate 

ways to strengthen legitimacy and relevance, engaging early on 

with users of the assessment, reflecting the views of the public 

while providing active leadership. 

These principles are crucial, because they can very 

fruitfully guide the practitioner performing the assessment by 

ensuring that what is performed is not just a simple integrated 

assessment but an effective SA. 
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Test 

 

TRUE or FALSE? 

1. For defining a firm as sustainable, it must respect five 

different criteria on sustainability. (True/False) 

2. There are 5 main indicators to measure the 

sustainability of your company. (True/False) 

3. Companies have not engaged in greenwashing via 

press releases and commercials touting their clean energy or 

pollution reduction efforts. (True/False) 

4. Sustainability assessment (SA) is a complex 

appraisal method. (True/False) 

5. One of the steps recommended for sustainability 

assessment is to esustainability relevance. (True/False) 

6. SAs should be based on: a conceptual framework as 

a basis for identifying core indicators and related reliable data, 

projections, and models. (True/False) 
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Answers TRUE or False: 

1. False 

2. True 

3. False 

4. True 

5. True 

6. True 

Sources 
 

1. https://ecobnb.com/blog/2019/10/indicators-measuring-

sustainability/ 

2. https://www.investopedia.com/terms/g/greenwashing.asp 

3. https://www.oecd.org/greengrowth/39925248.pdf 

4.https://www.sciencedirect.com/science/article/pii/S0921800

915003821 

5. S. Sala, F. Farioli, A. Zamagni , Progress in sustainability 

science: lessons learnt from current methodologies for 

sustainability assessment (part I) Int. J. Life Cycle Assess., 18 

(2013), pp. 1653-1672, 10.1007/s11367-012-0508-6 

 

 

 

 

https://ecobnb.com/blog/2019/10/indicators-measuring-sustainability/
https://ecobnb.com/blog/2019/10/indicators-measuring-sustainability/
https://www.investopedia.com/terms/g/greenwashing.asp
https://www.oecd.org/greengrowth/39925248.pdf
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5. THE ADVANTAGE OF A UNIQUE CV: 

GREEN SKILLS 

 

5.1. Green skills 

 

Green skills are those skills needed to adapt products, 

services, and processes to climate change and the related 

environmental requirements and regulations. Cedefop defines 

green skills as “the knowledge, abilities, values, and attitudes 

needed to live in, develop and support a sustainable and 

resource-efficient society”. 

Green skills will be needed by all sectors and at all 

levels in the workforce. 

Demand for green skills is driven by a range of factors, 

including public policies and targets, and defined by three main 

trends: 

• Across occupations and industries, greening requires 

upgrading skills and adjusting qualification requirements. 

• New or emerging economic activities create new or 

renewed occupations and related qualifications and skills 

profiles. 

• Structural changes create a need to realign sectors that 

will decline because of the greening of the economy and retrain 

workers accordingly. 

Margarita Pavlova, Associate Professor in the 

Department of International Education and Lifelong Learning 

at the Education University of Hong Kong, has identified three 
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categories of generic green skills that generally correspond with 

common generic skills most employers look for: 

• Cognitive Competencies – this refers to your 

environmental awareness and ability to apply resource 

efficiency and come up with innovative green solutions to 

problems. 

• Interpersonal Skills – these relate to your ability to 

communicate and build relationships, so skills like 

communication, negotiation, and marketing are important here 

– how can you communicate with others to adopt your 

innovative green solutions, for example. 

• Intrapersonal Competencies – these are your 

capabilities such as adaptability and entrepreneurial skills – 

how well are you able to learn and work with green technologies 

and seize opportunities presented by them? 

The successful transition to a low carbon economy will 

only be possible by ensuring that workers are able to adapt and 

transfer from areas of decreasing employment to other 

industries and that human capital exists and is maximised to 

develop new industries. 

 

5.2. Skills development measures 

 

• A better understanding of environmental legislation, 

not only because of the legal requirements imposed on firms, 

but also (and according to many, most importantly) to 

comprehend the reasons why these rules and laws are imposed 

as a response to environmental issues. 
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• Better communication capacity, aimed at creating 

environmental awareness and a cooperative sense among 

workers in such a way that the perception of a “greener” 

concern in the production process is developed in a “bottom-

up” way, rather than imposed “topdown” (one of the specialists 

referred to the concept of “non-violent communication” skills 

to establish cooperative behavior among workers). 

• A general capacity to understand science, to understand 

the process of degradation of the environment as a whole and 

develop a full environmental education. 

• Specific scientific issues were raised, especially on the 

environmental impacts of anthropological actions and the 

economic, social, and health consequences of processes that 

lead to environmental degradation. 

• A clearer notion of the concept of citizenship was also 

emphasized since environmental citizenship precedes 

sustainable work. Some of the specialists argued that these 

concepts should not only be introduced in vocational or higher 

education but also in basic education (in elementary and 

secondary schools), as a process of raising awareness and 

promoting environmental citizenship. The specialists believe 

that the training of qualified professionals to occupy green jobs 

is important precisely because of the lack of environmental 

qualifications. 
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5.3. Green skills checklist 
Tier 1 Tier 2 Tier 3 

1. Design 

skills 

Eco-design Design for disassembly, 

design for recyclability, 

design for the environment, 

design for effective energy 

use, legislation, and 

regulatory compliance 

Green manufacturing Legislation and regulatory 

compliance, integration of 

process waste 

Materials specification  

Life-cycle 

assessment/costing 

 

2. Waste 

skills 

Waste quantification and 

monitoring 

Waste production 

calculations, mass balance, 

waste audit 

Waste process studies Material/substance flow 

analysis, resource utilization 

mapping, life-cycle 

assessment 

Waste management 

systems 

Objective setting, legislative 

and regulatory compliance, 

collection systems, 

segregation, waste cycle 

management, 3R 

implementation (reduce, 

reuse, recycle), hazardous 

waste management, landfill 

requirements, 

communications/implementat

ion campaigns 

Waste minimization Industrial symbiosis, 

integration of process waste 

Waste technologies Recycling, waste-to-energy 

3. Energy 

skills 

Energy minimization Energy reduction 

programmes, heat recovery 

and re-use, energyefficient 

technologies, energy-efficient 

practices, 

communications/implementat
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ion campaigns, enhanced 

capital allowance 

technologies and schemes 

Energy management 

systems 

Objective setting, legislative 

and regulatory compliance, 

energy base loads and 

variable loads, energy audit, 

energy review, 

communications/implementat

ion campaigns 

Energy quantification and 

monitoring 

Monitoring targeting and 

reporting, use of half-hourly 

data, use of sub-meters, 

computer-based data logging 

and energy management 

systems, energy data 

manipulation software 

systems 

Energy costs and trading Energy markets and pricing, 

carbon trading schemes, 

climate change levy 

agreements, energy price 

trends, enhanced capital 

allowances, peak oil and 

impact on energy supplies 

and prices 

Renewable energy (RE) 

technologies 

Solar, wind, biomass, 

combined heat, and power, 

photovoltaic, ground source 

heat pump, air source heat 

pump, hydro, hydrogen, fuel 

cell, integration into energy 

supply 

Non-renewable 

technologies 

Nuclear, incineration with 

energy recovery, clean fossil 

fuel technologies, carbon 

sequestration, waste-to-

energy 

4. Water 

skills 

Water use minimization 

and water re-use 

Grey water, water harvesting, 

wastewater recovery, 

recycling, cascading, 

waste/water recovery, 

effluent treatment, 
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sludge/slurry dewatering, leak 

detection 

Water management 

systems 

Objective setting, legislative 

and regulatory compliance, 

water audit, water 

consumption review, 

communications/implementat

ion campaigns 

Water quantification and 

monitoring 

Sub-metering, data collection, 

water use calculations 

5. 

Building’

s skills 

Building energy 

management 

Monitoring targeting and 

reporting, use of half-hourly 

data, use of sub-meters, 

computer-based data logging 

and energy management 

systems, energy data 

manipulation software 

systems, building energy 

assessment 

Integration of renewable 

energy 

Photovoltaic, solar, wind 

turbines, combined heat and 

power, fuel cell 

Energy-efficient 

construction 

Insulation, regulatory 

compliance, passive heating, 

building regulations 

Facilities management Building energy management 

systems, management and 

maintenance of water, waste 

management 

Calculating building 

energy efficiency and 

carbon ratings 

U value calculations, building 

energy assessment, carbon 

rating 

6. 

Transpor

t skills 

Transport impact 

minimization technologies 

Hybrid vehicles, biodiesel, 

electric vehicles, fuel-

efficient vehicles 

Transport impact 

minimization processes 

Alternative transport 

strategies, 

communication/implementati

on campaigns, car-sharing 

schemes, public transport 

planning, public transport 
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implementation, cycle 

network planning, cycle 

network implementation, 

transport modelling 

Transport management in 

business 

Transport modelling, route 

planning and management, 

distribution, and collection 

system 

7. 

Materials 

skills 

Sourcing Sources of low-energy 

materials, sources of low-

mileage materials, recyclates 

(secondary materials), 

energy-efficient raw material 

extraction, industrial 

symbiosis, transport mileage 

Procurement and selection Use and properties of low-

energy materials and of 

recyclates, industrial 

symbiosis, low-carbon and 

resource-efficient 

procurement, cost impact of 

climate change on material 

procurement 

Material use and impact 

quantification 

Material usage calculations, 

life-cycle assessment, and 

costing 

Management systems Material use planning, 

material flow process design 

and implementation, energy-

efficient process design and 

implementation 

Impact and use 

minimization 

Life-cycle assessment and 

costing, energy-efficient 

process implementation, 

material flows analysis 

8. 

Financial 

skills 

Investment models Energy technologies 

investment models, carbon 

derivatives investment 

models, calculation of 

payback/return on investment 

New/alternative financial 

models 

Carbon trading, EU 

Emissions Trading Scheme, 

enhanced capital allowances 
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Quantification of climate 

change impacts 

Impact assessment of climate 

change on business finances, 

impact of climate change on 

materials availability and 

cost, carbon neutrality and 

associated cost/opportunities, 

risk/opportunity assessment 

models for adaptation and 

mitigation, insurance 

risks/opportunities of a low-

carbon economy 

Principles of low-carbon 

and resource-efficient 

economies 

 

Polluter pays principle, 

externalities 

Tools of low-carbon and 

resource-efficient 

economies 

Climate Change Levy 

agreements, enhanced capital 

allowances, cost – benefit 

analysis, low-carbon, and 

resource-efficient 

procurement 

9. 

Managem

ent skills 

Impact assessment Energy use calculations, 

water use calculations, waste 

production calculations, 

carbon footprinting 

calculations, emissions 

measurement 

Business planning RE planning, low-carbon 

planning, integration of RE 

and low carbon into business 

planning cycles, climate 

change risks, climate change 

adaptation and mitigation 

responses (as part of business 

risk management), 

understanding low-carbon 

and resource efficiency skills 

requirements and long-term 

planning 

Awareness raising Communication/implementati

on campaigns 

Opportunities 

management 

Identification of low-carbon 

and resource efficiency 



106 
 

 

 

 

 

opportunities, cost–benefit 

analysis 

Risk management Identification of low-carbon 

and resource scarcity risks, 

cost–benefit analysis 

Day to day management Low-carbon and resource-

efficient procurement, 

integration of low-carbon and 

resource efficiency skills, due 

diligence, management 

systems, low-carbon, and 

resource efficiency skills 

requirements for recruitment 

10.  

Policy 

and 

Strategy  

planning 

skills 

Built environment master 

planning and 

implementation 

Low-carbon spatial planning, 

zero waste planning, 

resource-efficient planning, 

low-carbon, and resource-

efficient urban design, 

building regulations, public 

transport planning and 

implementation, cycle 

network planning and 

implementation 

Strategy development Impact assessment and 

modelling, principles of low-

carbon and resource 

efficiency 

Strategy implementation Understanding of skills needs 

for HR managers, low-carbon 

and resource-efficient 

material sourcing and 

procurement, awareness 

raising/communications skills 
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5.4. Curriculum vitae – CV 

 

A curriculum vitae, often abbreviated as CV, is a 

document that job applicants use to showcase their academic 

and professional accomplishments. It is used to apply for 

positions within areas where a person’s specific knowledge or 

expertise is required. A curriculum vitae is usually longer than 

a resume and must include the information that the recruiter 

needs to verify the skills, experience, and educational 

qualifications of an applicant. 

A CV is usually the first document that a prospective 

employer looks at when screening candidates for job interviews, 

scholarship programs, grant applications, or bursaries. When 

sending a curriculum vitae and other application documents to 

the employer, some applicants may choose to send physical 

copies of the document through registered mail, or 

electronically through email, depending on what the 

prospective employer indicated on the job advertisement. 

What to Include in Your CV 

The information included in the CV may vary from one 

applicant to another, since some applicants may choose to 

include only the information that is relevant to the job they are 

applying for. The following are the typical components of a 

curriculum vitae: 

1. Personal information 

At the top of the curriculum vitae, write your full name 

and contact information such as phone number, email address, 

registered mail address, etc. Below is the contact information, 

including information that describes who you are. 
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Typical personal information may include gender, date 

of birth, government-issued identification number, marital 

status, and nationality. You may choose to include the personal 

details if they are relevant to the job you are applying for, or if 

your employer previously requested that information. 

2. Education 

Education information includes a list of the education 

programs you pursued and the years and name of the institution 

you attended. Ideally, you should include information on 

college, graduate school, and post-graduate schools you 

attended, the courses you pursued, and the year when you 

graduated from the program. 

Some employers may also require you to indicate the 

grades/awards you obtained at various education levels. 

Employers use the education information to determine if your 

professional qualifications match the job requirements of the 

position you are applying for. 

3. Work experience 

The work experience section requires you to list your 

recent work experience that is relevant to the position you are 

applying for. For each position you’ve previously held, indicate 

the name of the employer (company), your specific roles, and 

the duration of the employment. 

Also, make sure to give a summary of the duties you 

performed at each company and any accomplishments/awards 

given by the employer. List the relevant work experience 

starting from the most recent positions you held. 

4. Honors and awards 
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If you’ve been given any awards either at the academic 

level or during your previous employment, list them here. The 

awards may include dean awards, honorary degrees, 

presidential awards, professional certifications or awards, or 

awards given by an employer for excellence. 

5. Skills 

If you possess certain skills and you have not 

mentioned them in the other sections in the curriculum vitae, 

list them here. The skills may include language skills, computer 

skills, driving skills, advanced software skills, green skills etc. 

They should be relevant to the job you are applying for. 

6. Publications and presentations 

If you’ve published academic or conference papers, 

you should list them in this section. You should include papers 

that you have solely written, those co-authored with other 

people, as well as those you have contributed to. Remember to 

indicate the name of the papers, year of publication, and names 

of co-authors, if applicable. 

This section is included when applying for an academic 

position. 

7. Membership in professional bodies 

The prospective employer may require the applicants to 

be members of specific professional bodies. This section mostly 

applies to select positions such as accountants, engineers, 

surveyors, IT professionals, etc. List all the professional bodies 

and associations that you belong to and the status of your 

membership. 
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Test 

 

TRUE or FALSE? 

1. Green skills are those skills needed to adapt products, 

services, and processes to climate change and the related 

environmental requirements and regulations. (True/False) 

2. Green skills will never be needed by all sectors and 

at all levels in the workforce. (True/False) 

3. Cognitive Competencies  refers to your 

environmental awareness and ability to apply resource 

efficiency and come up with innovative green solutions to 

problems. (True/False) 

4. The specialists believe that the training of qualified 

professionals to occupy green jobs is important precisely 

because of the lack of environmental qualifications. 

(True/False) 

5. A CV is usually the first document that a prospective 

employer looks at when screening candidates for job interviews, 

scholarship programs, grant applications, or bursaries. 

(True/False) 

6. The skills mentioned in a CV may include language 

skills, computer skills, driving skills, advanced software skills, 

green skills. (True/False) 

7. The work experience section requires you to list all 

your work experience in any field. (True/False) 
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Answers TRUE or False: 

1. True 

2. False 

3. True 

4. True 

5. True 

6. True  

7. False 

 

Sources 
 

1. https://corporatefinanceinstitute.com/resources/careers

/resume/curriculum-vitae/ 

2. https://studenteer.co.uk/green-skills-how-to-

futureproof-your-cv/ 

3. https://www.oecd.org/cfe/leed/Greener%20skills_Hig

hlights%20WEB.pdf 

4. Pro Enviro: Skills for a low-carbon and resource 

efficient economy (LCREE), Report for DEFRA 

(2008). 

 

 

https://corporatefinanceinstitute.com/resources/careers/resume/curriculum-vitae/
https://corporatefinanceinstitute.com/resources/careers/resume/curriculum-vitae/
https://studenteer.co.uk/green-skills-how-to-futureproof-your-cv/
https://studenteer.co.uk/green-skills-how-to-futureproof-your-cv/
https://www.oecd.org/cfe/leed/Greener%20skills_Highlights%20WEB.pdf
https://www.oecd.org/cfe/leed/Greener%20skills_Highlights%20WEB.pdf
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7. THE ”GREEN SEED” IMPACT 

ASSESSMENT AFTER 20 MONTHS 

OF IMPLEMENTATION 
 

All three partners of the GREEN SEED project (Ioan 

Slavici Foundation for Culture and Education, Szo-Ter 

Association, and Novum Association) went on this adventure 

with the hope that at the end of the project, they can say that 

their work had a positive impact on the people who participated 

in the activities and events within the project, but also on the 

people who decided to read the materials available on the 

website. 

Even if the COVID-19 pandemic slowed our progress 

and determined us to extend the project period by another year 

compared to the initial plans, we can consider up to this point 

that the GREEN SEED project has achieved its main objectives 

and even if the work is not done yet, we declare ourselves 

satisfied with our journey as a team. 

So far (September 2021) 18,362 people have visited our 

website and about 500 people have signed up for the online 

training tool. 

Project Specific Objectives 

 

Objective number 

 

Level Of 

Achievement 

Explanations 

1 - Joint cross-

border employment 

initiatives with 

 

to a large 

degree 

The whole series of 

activities of the project 

constitutes a regional 

initiative that has involved 
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active involvement 

of local citizens 

various interest groups 

and other forms of civil 

society, to create a cross-

border framework for the 

enhancement of 

employment conditions in 

the border area. 

2 - Trained human 

resource with green 

skills for local 

companies 

 

to a large 

degree 

We have organized 

trainings attended by 

people from many fields 

of activity such as the 

automotive industry, 

education, medical 

system, etc. Employees 

from small and large 

companies in the area, 

future entrepreneurs, but 

also jobless people who 

want a green job in the 

future attended the course. 

The trainees have obtained 

knowledge and practical 

guidance to equip them 

better for being successful 

in the labor market for 

environmentally 

conscientious firms. 

3 - Supporting 

environment for 

startup creation with 

green business focus 

 

to a large 

degree 

The Guidebook and the 

on-line tools, finalized in 

Period 3, are available for 

the public because of the 

project and will contribute 

to the creation of the local 

environment that is 

favorable for the creation 

and operation of 

environmentally 

responsible firms. 
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Project Main Outputs Achievement 

 

Programme 

Output 

Indicators 

Project 

Main 

Output 

Indicator 

Number 

Project Main 

Output 

Quantification 

Target 

Achieved 

So far 

CO44 Labour 

Market and 

Training: 

Number of 

participants in 

joint local 

employment 

initiatives and 

joint training 

T1 350 328 

T2 350 306 

T3 750 169 

T4 500 499 

 

Target Groups Reached 

 

Target Groups Target Groups Reached 

So Far Percentage 

interest groups including 

NGOs 

52.00 % 

enterprise, excluding SME 420.00 % 

SME 181.60 % 

business support organisation 850.00 % 

General public 633.33 % 
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Horizontal Principles 

 

Horizontal 

Principles 

Contribution Description Of the 

Contribution 

Equality 

between men 

and women 

As planned All people were allowed 

to participate in the 

GREENSEED trainings 

and workshops, 

regardless of their 

gender. Moreover, there 

were organized courses, 

especially for women.  

All trainings, open days 

and promotional project 

events were free of 

charge for all 

participants. 

Sustainable 

development 

(environment) 

As planned The GREENSEED 

project 

promotes/facilitates the 

sustainable development 

of green businesses, 

green jobs, and green 

skills through 

promotional events and 

materials, and through 

trainings. 

Equal 

opportunity and 

non-

discrimination 

As planned All categories of people 

were allowed to 

participate in the 

GREENSEED trainings 

and workshops, 

regardless of their 

gender, social position, 
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financial situation, urban 

or rural residence, etc. 

There were organized 

some courses especially 

for rural people and for 

women. All trainings, 

open days and 

promotional project 

events were free of 

charge for all 

participants. 

 

If until now you have not participated in the activities 

within the project, we invite you to do it, online or offline, 

depending on the possibilities and the legislative norms in force. 


