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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 Levinson and 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.
As an example, 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.
Another example: 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.
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. Some 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 they 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”
The authors 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 study nature, and 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.
Guerrilla Marketing to Heal the World goes well beyond creating products and reducing costs, however. 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 or planetary benefit.
Order your copy at http://goingbeyondsustainability.com/guerrilla-marketing-to-heal-the-world/ or from your favorite bookseller.
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