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The broad definition…

Environmental technology or "green technology " is the 
application of the environmental sciences to conserve the 

natural environment and resources, and by curbing the 
negative impacts of human involvement. Sustainable 

development is the core of environmental technologies. 
When applying sustainable development as a solution for 

environmental issues, the solutions need to be socially 
equitable, economically viable, and environmentally sound.
Some environmental technologies that retain sustainable 
development are; recycling, water purification, sewage 
treatment, remediation, flue gas treatment, solid waste 

management, renewable energy, and others.
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What does green mean to your organization

� Determine what being green actually means in your 
industry. 
� A green product 
� A green process 
� A service to permit others to be greener

� Then decide what green means to your business. 
� It is your decision
� Don’t wait for legislation or be a ‘follower’

� Is it really green or just marketing hype ?
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OK, but…

� Those are good thoughts…
� We all should be doing it…
� I’ll get right on it…after I take 

care of running the business…
� I have too many other 

problems…
� I have no resources…
� My investors will not stand for 

additional expense…

� I’ll delegate the task…
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Starting thoughts 

� Earth’s resources  - limited
� Population to grow 50% - next 40 years
� To become greener – companies must become more 

productive, more innovative, more efficient, and more 
competitive

� Green  - a core value and core competency
� But only thru research, planning, commitment, action, and proper investment 

can it become profitable

� Nearly all manufacturing sectors have high growth potential 
for green products

You really can’t make your product 
GREENer without operating  LEANer
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The Green Equation 

� What goes in must come out -

Resources in
•Raw materials
•Energy
•Labor

Product out
What your customer
pays you for

Waste / scrap
Anything emitted that still has
Residual value or energy
•Underutilized people
•½ utilized truck trailers
•Cut/offs, steel blanks
•Rework
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Compliance too �

� The RoHS Directive
� Restriction of use of Hazardous Substances in electrical and electronic 

equipment

� The WEEE Directive
� Waste Electrical and Electronic Equipment

� REACH
� Registration, Evaluation and Authorization of Chemicals
� RoHS on steroids, to avoid the inclusion of toxic chemicals not addressed 

by RoHS

� CERCLA
� Comprehensive Environmental Response, Compensation, and Liability 

Act
� A trust fund to clean up abandoned or uncontrolled hazardous waste 

sites
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Are you ready to change ?

Geoinformatics Programs, SPH and
Earth & Biological Sciences,
Social Work and Social Ecology,
School of Science and Technology, 
Loma Linda University
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Are you Ready for Green?

Apathy & Culture Biggest Inhibitors
to Green Adoption

Apathy & Culture Biggest Inhibitors
to Green Adoption

Research conducted on behalf of Infor
100 Supply Chain Directors, Companies £100m-£1billion, June 2007
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The Reality

� Carbon emissions tripled since 1950 & will double by 2055

� Companies who fail to embrace a green agenda face 
increased business risk and will miss market opportunity
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Business Drivers for becoming Green

� Consumers (your customers) want to buy from Green 
suppliers 

� Development of business processes and practices that 
support green typically: 
� Reduces waste, 
� Improve efficiency 
� Lower costs

� Government and legislation will add cost for non-Green

Green is both top line revenue and bottom line cost / 
profit beneficial
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Starting Points

� Recycling paper, glass, plastics, etc. gets the workforce 
attention to going green

� Eliminating pollutants and greenhouse gas emissions
� Conserving resources through the efficient operation of 

assets (lean)
� Meeting customer mandates for green products and 

providing them in a green manner (reduced packaging, 
transportation, etc)

Green strategic planning must be holistic to the organization and 
include its supply chain – both down and up-stream 
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There are many Shades of Green

� Reduce energy consumption
� Reduce carbon emissions
� Manage hazardous material
� Minimize the use of resources
� Increased environmental

compliance & regulation
� Greenhouse gases
� Conservation
� Pollution
� Customer mandates
� Community relations
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Measurements

� Measure the gap between current conditions and your 
goals
� Develop list of actions and assign responsibility

� Measure green improvement to reinforce your strategy
� Think in terms of streamlining the overall business process 

to sustain lasting results
� Not just improving tasks but eliminating them

� Timelines and milestones must be set

“Without measured policies, control mechanisms, and 
reporting functions, the green organization has little to 
show for its investment beyond a few public relations 
buzzwords”, Forrester, May 11, 2007
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Where to Focus?
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Product Life Cycle Management

� Provides tools that
� Streamline product development through secure global access to a

single source of product information including drawings, formulas, 
bills of material, environmental compliance, & engineering change 
orders 

� Design for efficiency 
� Reduced scrap, waste
� Manufacturability – minimize processing

� Meet compliance requirements – design for Green and 
recycling 
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An Integration Solution

ERP
PLM
CAD

ERPERP
PLMPLM
CADCAD

BOMs from 
multiple tools

Internal and 
External 

Reporting

Internal and Internal and 
External External 

ReportingReporting

SuppliersSuppliersSuppliers

PLM/Item Master
• Worst Case/Best Case
• Product Compliance 

Status (IPC 1752)
• Material Content Data 

(IMDS, AIAG CC, 
RosettaNet)

• Material Content Data 
Import/Export (IMDS, AIAG ELV 
Spreadsheet, IPC, RosettaNet)

• Compliance Evaluation

• Supplier Qualification
• Part Lifecycle Status
• Preferred Parts
• Related Documents

Infor 
EMARS™

Infor Infor 
EMARSEMARS™™
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Supply Chain Management

� Provides modeling and optimization tools for determining 
the most effective number, location, size, and capacity of 
facilities to meet customer service goals while reducing 
transportation resources

� Supports establishing time-phased tactical planning for 
determining where and when to make, buy, store, and 
move product through the network

� Example:
� DHL is utilizing Strategic Network Modelling to model the entire

supply chain to evaluate strategic network redesign options in terms 
of costs, revenue, and service quantitatively
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Designing Supply Chains

Service
Levels

Service
Levels

InventoryInventory

Purchasing CostsPurchasing Costs

Manufacturing
Costs

Manufacturing
Costs

Inbound &
Outbound 

Transportation

Inbound &
Outbound 

Transportation

Fixed & Variable 
Warehousing 

Costs

Fixed & Variable 
Warehousing 

Costs

Requires tremendous discipline, analytical skill, b usiness sense, and 
creativity to master the various tradeoffs that nee d to be considered

carbon 
emissions
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Asset Management

� Help companies reduce the amount of energy and natural 
resources they consume by being more proactive in their 
maintenance and upkeep of their assets

� Using a comprehensive Preventive Maintenance (PM) 
program has proven to be key to continued energy and 
resource efficiency of a company’s capital assets

� Example:
� At a large grocery store chain they now have the ability to track the 

number of freezer door openings in a certain period of time so they 
are able to identify the cost and reduce the amount energy 
consumed. 
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Performance Management Planning

� Address the full spectrum of compliance requirements – including 
environmental and conservation goals.  

� The need to enable the organization to monitor key business-specific 
performance indicators in real time to support effective decision-making 
as well as compare multiple “what if” scenarios, test assumptions, 
assess the impact of events, and model business to meet targets and 
objectives. 

� Example: 
� Large retailer utilized PM Planning to look at different equipment purchase 

options to measure financial and environmental impact on the business.
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Additional thoughts

� Integrate all critical processes
� Focus on waste elimination / de-duplication
� To be optimally Green requires total communications
� Consider how to evaluate all assets on a sustainability value 

(efficiency) to the organization – including people, facilities, suppliers 
– and customers

� Ask – if it does not add value to the product – why do it
� Is the customer willing to pay for it ?
� Is the product truly what the customer needs (not always what they 

think they need)?
� Promote yourself as the “Green Advisor” and leader in the industry.
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Benefits

� Companies big and small are embracing green
� Individuals will pay more for green (about 10
� Increased sales of green products

� Improved profitability
� Improved market penetration / differentiation

� Fosters good relations and environmental credibility
� Maximizes asset efficiency to keep costs, consumption, 

and waste in check

� Respond better to rapidly changing consumer demand for 
green products

As appetites for green products continue to grow, so, 
to, can companies reporting gains from such products
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Questions to Ask?

� How Green is my company right now?
� Where can we make a positive 

environmental impact 
� What are my employees and my customers 

demanding?

� Where will my company need to roll up 
its sleeves and make tough decisions 
about pollutants and greenhouse gas 
emissions?

� What products currently lend 
themselves to “going Green,” and what 
Green markets are further out on the 
horizon?
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Recommendations

� Take a leadership position by launching Green initiatives
� Demonstrate how enterprising companies like yourselves 

can implement green and sustainability programs that do in 
fact improve profitability 

� Educate your employees, suppliers, partners, and 
customers so that they can support your company’s Green 
initiatives

� Collaborate with customers and industry groups to identify 
new green processes and to develop further green 
innovations  
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In Summary

� Business results must be focused and tangible, 
not “feel good”

� Being “Green” and socially responsible is a process not a 
feature or function

� Manufacturers need to leverage technology to address 
revenue and cost drivers that may be influenced
by climate change programs and 
regulations 

� Now is the time to take 
action, to lead, and to drive
thought leadership
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And Kermit is wrong..

It is easy being Green



28 Copyright © 2008 Infor. All rights reserved. www.infor.com.

Discussion

� Infor has solutions today that help companies address the 
growing demand for Sustainability and Green

� Visit our “Going Green” Website
� Infor is in the business of helping companies get Green. You can

benefit from the tools and information available
� www.infor.com/goinggreen

� Thank You


