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[bookmark: _GoBack]Most businesses now understand that going green can be a revenue-generating and cost-saving proposition—in other words, it’s good not only for the triple bottom line, but the single bottom line. 
To Jay Conrad Levinson and Shel Horowitz, that’s just the first step. In their new book Guerrilla Marketing to Heal the World, they show how businesses can also profit greatly by building social transformation and planetary healing into their core DNA.
How? By creating and marketing products and services that directly address big issues like hunger, poverty, war, and catastrophic climate change—and marketing those products and services in ways that build customer and employee loyalty, lower costs, and even create new markets.
Here are some examples: 
1. Several profit-making companies are now selling inexpensive solar-powered LED lanterns in developing countries. These lanterns replace toxic, fire-prone kerosene, and families can buy them by paying them off with the amount per month they used to spend on kerosene. The better quality, longer lasting light, and the end of that monthly payment once the lamp is paid for, open up opportunities to actually climb out of poverty.
2. Greyston Bakery, brownie supplier to Ben & Jerry’s and many fine restaurants, doesn’t screen job applicants the way most companies do. It offers a job to the next person on the list, even if that person is an ex-convict or an ex-mental patient. A rigorous training and monitoring program ensures quality while providing jobs to “unemployables” and breaking the cycle of poverty and self-destruction.
3. Kenguru, a tiny electric car designed for wheelchair users, provides far more freedom of mobility than paratransit vans, in a much more eco-friendly footprint that doesn’t need large engines, massive weight, and complex hydraulics.
4. A fine-art paper made of elephant poop(!) lowers carbon output AND protects elephant habitat.
Meanwhile, Fortune 100 companies and well-known institutions have discovered the benefits of going green. The book cites these and many other examples:
· General Electric created $25 billion in new revenue from $2 billion invested in sustainability innovation research—a 1250 percent ROI
· Walmart created a whole new market for natural products, with estimated annual earnings of $15.44 billion
· General Motors started selling materials it used to throw away, adding $1 billion to the bottom line
· The Empire State Building, constructed when oil was close to free, is getting a 33 percent return on investment (ROI) in a “deep energy retrofit”
· UK department store chain Marks & Spencer started publicly measuring and improving 100 sustainability metrics; the results were so good for business that now it measures 200
Levinson and Horowitz stress the game-changing qualities of innovations like these. For the same effort as making an incremental gain of a few percentage points, they show how many companies have achieved astonishing savings and revenues—and created whole new product categories. New business structures such as Benefit Corporations allow the research costs of these gains to be effectively amortized; the consumer products giant Unilever is going through the B Corp certification process now.
They are advocates of design and construction approaches that create models for far less intrusive interactions between people and our planet. For instance, biomimicry lets engineers model the closed-loop, zero-waste solutions nature provides for problems as varied as bringing water to the desert, developing building materials as versatile as spider silk, and withstanding hurricanes. 
This is only one of several approaches they highlight that bring holistic thinking into creative solutions like recycling old soda bottles into pavers that eliminate water runoff problems. Others include 
· Working backward from the real goal, with simple elegance—so if the goal is to be able to write in space, instead of spending billions developing an anti-gravity pen, give astronauts pencils
· Making multiple passes at the 80/20 principle to achieve much more dramatic progress: take the top 20 percent of your first 20 percent, rinse and repeat
· Creating a “circular economy,” so waste from one process becomes raw material for something else: brewery waste becomes a medium to grow mushrooms, mushroom waste feeds fish, fish waste grows greens, etc. 
Saying that green is great but it isn’t enough, the authors want to help these companies step forward and achieve profits by addressing one or more of these big issues: turning hunger and poverty into sufficiency, war into peace, and catastrophic climate change into planetary balance. While philanthropy is certainly a component of this effort, Levinson and Horowitz argue that much more substantive change can be achieved by creating the solutions, rather than simply supporting charity. And the book points out many companies that are doing just that.
Guerrilla Marketing to Heal the World goes well beyond creating products and reducing costs. The inclusion of “marketing” in the title is no accident, and they feature lots of great advice not just for marketing green and social change offerings, but for any product or service. 
Levinson and Horowitz discuss market segmentation for green and transformative offerings. There’s an extensive and very useful section on how to deal differently with Deep Greens, “Lazy Greens”—people who are disposed to do the right thing but only if it’s really easy and convenient—and Nongreens. Too many green and conscious businesses try to market the same way to all three, they say. But in reality, the Nongreen will never purchase on the basis of what’s the right thing. To reach the Nongreen, emphasize the benefits of the product itself: the price, quality, convenience, etc.—and educate that consumer a bit by showing how these personal benefits arise out of the social and planetary benefits.
The book also has several sections on communication with people who think differently: from talking with Tea Partiers about climate change to progressives and conservatives joining together to form the Green Scissors movement to eliminate environmentally harmful government waste. Horowitz also describes an inspiring movement he formed in his local area that protected a threatened mountain, building a coalition that covered the entire political spectrum.
Order your copy at http://goingbeyondsustainability.com/guerrilla-marketing-to-heal-the-world/ or from your favorite bookseller.
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