 

 

1. OVERVIEW (1-2 pages)

For too long, corporate leaders have viewed sustainability to be at odds with their other organizational objectives.  There has been a notion that “green” companies were sacrificing market opportunities and profit maximization for social responsibility.  We contend that this is a false tradeoff.  Instead, firms can benefit tremendously by making an organizational commitment to competitive advantage through sustainable business practices.  Trends in consumer sentiment, resource costs, and the political climate make now the time for executives to reevaluate the role that sustainability can play in the success of their organizations.

This book introduces top managers to sustainability and provides a pragmatic approach to incorporating it into their organizations.  We focus on three critical components: (1) business strategy; (2) organizational change: and (3) process implementation.  Companies must begin by treating sustainability as they do other organizational initiatives.  This means determining how to integrate sustainability into their business strategy to improve profitability.   Maximizing the returns from sustainability often requires fundamental organizational change.  We discuss several key aspects that leaders must address to ensure their organizations take full advantage of the opportunities presented by sustainability.  Finally, though each organization’s approach will be necessarily idiosyncratic, we provide a series of practical suggestions for getting the process of implementing your new approaches underway.

I think we should add a paragraph or so here about the format of the book.  Beyond that, I think we are good on the overview, even though it is at most a page.
 

2. AUTHOR BIOS (explain why we’re qualified)

Kathleen Pletcher 
*Draft*

Kathleen A Pletcher is a Vice President Associate Creative Director for Edelman Worldwide, a global leader in PR and marketing communications. Tapped for her creative insight and expertise Kathleen has played an integral role in the launch of two multi-million dollar initiatives for Dairy Management Inc., Edelman’s largest US account. [NEED MORE HERE]
Prior to Edelman, she served as a creative and marketing consultant for several top Chicago advertising and marketing agencies. By identifying each client’s unique business drivers and leveraging their business methodology, she helped to provide clutter cutting tools, programs and marketing materials to improve the bottom line for many blue chip companies. 

*trim*
As the Director of Communcations for the Peggy Notebaert Nature Museum, she developed strategies that articulated the importance of environmental issues and practices of the world on a Midwest level. She created and worked an integrated action plan, putting the Museum “on the map” and positioning the institution in targeted markets and with internal and external audiences including the scientific elite, members, donors, and visitors. With a nominal launch budget, she helped to establish a brand personality and environmental platform that gave the Museum new status as both a community resource and a national “nature” authority. With an even smaller sustaining budget, she executed a marketing plan that included a line-up of mission-relevant exhibits, an annual event program and an organized publications procedure that resulted in a prestigious materials portfolio. 

She devised programs that generated Museum awareness and supported its environmental mission, proposing associations with relevant local businesses. She worked with the city to use the Museum as a backdrop for environmental programs and helped leverage the Public Transportation angle to make the Museum a new turnaround point for busses.  Committed to the Museum’s environmental mission, she worked to ensure it was visible on multiple levels. She collaborated with all Museum departments to ensure that best practices and policies  were established and followed, from a Museum-wide recycling plan, to a sustainable product Museum Shop, to an organic Museum Café. 
Her unique blend of communications and environmental commitment provide a foundation for developing environmentally forward moving plans and actions that result in a significantly more environmentally conscious business, community and region. She is adept at developing “connectivity” programs which demonstrate environmental awareness and focus on community eco-education. She is a strategic thinker with exceptional verbal and written communication skills, media knowledge, planning and packaging skills - all necessary to capture the attention of peers, other organizations in the community, and its citizenry.  As a proponent of environmental stewardship, she advocates for green building, alternative energy usage, native planting and sustainable living. [SCHOOL STUFF?]
Not sure what to keep/trim, but let’s try to make the bios three tight paragraphs, max.  
Michael Mazzeo

Michael J. Mazzeo is an Associate Professor in the Kellogg School of Management at Northwestern University.  He joined the faculty in 1998 after completing his PhD in economics at Stanford University and also earned an AB from Stanford in economics and urban studies in 1991.  In addition to his appointment at Kellogg, Mike is a Faculty Associate at Northwestern University's Institute for Policy Research and serves on the editorial board of the Review of Industrial Organization.
At Kellogg, Mike is a member of the Management & Strategy Department and teaches courses in Business Strategy in the school’s MBA and Executive MBA program.  He a two-time winner of Kellogg’s Chairs’ Core Course Teaching Award for his MBA class.  The course provides a broad introduction to the basic economic principles at the root of organizational decision making.  The principles are applied to a wide range of businesses and focus on strategies for delivering competitive advantages to all kinds of firms. 

Mike’s teaching portfolio is complementary with his expertise in business strategy and industrial organization derived through research that has been published in several top academic journals in economics and strategy.  His work has focused on developing new statistical methodologies for examining the role of product differentiation in markets, and quantifying these effects in industry studies. Mazzeo has published papers based on research in the airline, banking, health care, lodging, retail and telecommunications industries. In addition, Mike’s current research projects include an empirical study on the interplay between firm’s resources, capabilities, and strategies and their investments in sustainability projects.  His expertise in exposing the manifestations of economic implications on businesses provides this book with a profound relevancy to all ranges of business.
Stephen V. Bell
Stephen V. Bell is an Ecosystem and Public Engagement Consultant and Director of Ecological Planning and Outreach at Recolo Co. Recolo focuses on renewable energy promotion, greenhouse gas emissions management and sustainability master planning. Stephen’s practice builds on efforts to strive for balance between the economic, social and environmental aspects of sustainability.  His experience emphasizes the organizational change required to embrace sustainability for positive results.  
He is also the former Director of Sustainable Operations at the Chicago Botanic Garden in Glencoe, IL. The Botanic Garden is one of the country’s most visited public gardens, is known for its world-renowned plant collections and displays, and is a center for learning and scientific research. As Director, Stephen worked with the Garden’s staff, administration, and partners to integrate sustainability into all aspects of Garden operations. In that capacity, Mr. Bell developed policies and procedures that provided cost-effective essential services with an emphasis on environmentally friendly products and processes. Stephen’s broad umbrella of responsibility included greening new construction projects, ongoing maintenance of existing buildings and native landscaping, organic food service, interpretive programming, greening fleet vehicles and green janitorial services.  

Prior to his work at the Chicago Botanic Garden, Stephen was the Director of the City of Chicago’s Center for Green Technology. In this role, he oversaw the Center’s buildings, landscape, staff, contracts and programs. Under his guidance, the Center received local and national recognition for its successful commitment to storm water management, native landscaping, alternative energy and green buildings.  He is a also a member of the Chicago Chapter of USGBC and co-chair of the North/Northwest branch.

3. KEY SELLING POINTS OF BOOK (1-2 pages)

I think that we are going to have to be repetitive.  Maybe one way to do this is to come up with a bullet point list here (especially if the section is entitled “Key Selling Points”).  Then, we can expand on these in sections 6 and (I think you mean) 5.
I feel that #6, Market Analysis and #8 Format already covers some of this. What else can we include here to not be repetitive or should we be repetitive and embellish?

4. TABLE OF CONTENTS
Based on the overall structure described in the overview, we propose the following outline for the contents of the book:

Section 1:  Introduction – Recasting Sustainability as an Opportunity to Enhance your Organization’s Goals and Profits.

Section 2:  Business Strategy 

Chapters:

· Sustainability gives you the competitive advantage—earn superior profits as compared to your competitors

· Evaluate sustainability initiatives as you would evaluate other corporate investment projects

· Demand and demonstrate the economic viability of any green or sustainable project or initiative—life cycle cost analysis, pay back periods etc.

· Use sustainability as a way to differentiate yourself from your competition 

· Sustainability-related cost savings are a competitive necessity

· Be aggressive in advancing or creating new markets.

· Quantify indirect impacts of sustainable practices

· Anticipate policy changes

· Seek out/embrace new opportunities that flow from sustainability initiatives
Section 3:  Organizational Change

Chapters:

· When you commit to sustainability—commit for the long term (it is not a passing fad)

· An organization (or business) cannot truly embrace sustainability unless the CEO fully embraces sustainability—ultimately must be a top-down directive.

· Sustainability can only be successful if it is embraced as systemic, organizational change.

· The CEO must work to create a “climate for change”

· Create a vision for sustainability that enhances (accentuates or furthers) or builds on the mission of the organization

· Create a sense of shared need and urgency within the organization

· You must establish baseline information (If you can’t measure it, you can’t manage it and if you can’t measure it, you can’t provide incentives or rewards for achieving goals

· You will encounter various forms of resistance/opposition within your organization—be prepared to deal with it

Section 4:  Process Implementation

Chapters:

· Sustainability universally addresses six areas:  Site, Energy/ Air, Water, Waste, Materials, Communication

· Build a guiding team within the organization

· Reward employees who help the company achieve sustainability goals 

· Create (and don’t underestimate) short-term wins.

· The CEO must “walk the sustainable walk” and demonstrate a personal commitment to sustainability (even if it is as simple as turning off lights or making double-sided copies)

· Ban bottled water at your organization and carry a water bottle around with you to all meetings.

· Know your carbon footprint

· Build in-house expertise. 

· Not every decision or service or material has to be green or sustainable in order for a company to be sustainable

Section 5:  Conclusion – Getting Things Underway

5. COMPETITVE ANALYSIS
 

As discussed above, this book will be positioned at the intersection of the two related product categories (1) the environmental/green business category and (2) the advice-oriented, business-focused category.  Examples of the top sellers in each category are contained in Appendix A.  Many of the titles in category (1) are detailed, comprehensive case-studies and histories of firms that have successfully incorporated sustainability into their business strategies.  These books text to read as text-books or collections of business school case studies.  Our book is complementary to these – distilling the key lessons from successful firms into a compact, executive summary-type format.  

The result is a comprehensive set of practical steps that senior managers should take to profitably make their organizations more sustainable.  Unlike some books in category (2), our advice to organizational leaders is intellectually grounded in economics and business strategy.  The book is organized around a series of practical ideas regarding management and sustainability that can be implemented by most organizations, even ones that have not previously contemplated becoming sustainable.  We supplement our recommendations and suggestions with shorter examples and illustrations from contemporary firms.  The voice is authoritative, but each chapter also contains extensive supporting description.
As such, the final product is a hybrid between books in the two categories.  In our competitive analysis, we did not find many examples of books that occupied this particular niche.  In terms of length, style and voice, we are a managerial advice book.  In terms of content, it is an abridged, executive summary version of the books on sustainable business strategy.

 I have saved what Joel put together in a spreadsheet, but couldn’t figure out a way to format it nicely as of yet.
6. MARKET ANALYSIS (how and why the book will sell)

I think that this section is pretty good, overall – will rewrite a bit, but haven’t gotten to it yet.
Would like to look at how-to book market; how big of an industry is it; glean any trends; pull any data regarding CEOs likes/dislikes about books for business and provide proof points for this type of book being a good idea

Need to relate to green push; environmental climate of the world; eco is hot, yes, but it will also become a way of life, work and play; status quo. Business, like everything else, must be prepared to adapt.

Typical how to’s provide the processes for accomplishing something. If reading, How to replace your current toilet bowl float valve, at the end of the process you will most hopefully have successfully replaced your non functioning toilet bowl float valve with a functioning one. So in that case, process yields progress. Often How to books provide the message but lack the means to achieve. Our book strives to provide this means: with sustainability comes economic viability.

We want to deliver this information in a short easy to read book. Each chapter should be an idea for greater responsible productivity--more than just a piece of advice--and easy to digest. (And quick cover-to-cover read; or pick up any time and skim a chapter.) Writing style will be informal yet professional so that CEOs and business managers of all types can understand, apply and revisit their current methodology. It will be organized into X nuggets of interest to help shape attitudes and interests
It will have real life relevance: the content in this book will be backed up with simple reasoning and examples from actual companies/CEOs who are doing/have implemented the ideas. This will help readers to understand the motivation behind it.

Readers may not agree with or be able to implement every idea, but doing one, all or a combination will still yield overall and bottom line improvements that can be seen.
This book hopes to communicate rationale, realistic methodology for CEOs to apply to their particular discipline. Combined with their managerial expertise, proper corporate governance, strategic planning and a valid business model, they can rise above economic standards and become a model for positive change. Knowledge within these pages will be especially applicative as things in our world are changing so fast. We want to give the CEO/business manager the proper tools to move forward in a new era.
7. PROMOTION AND PUBLICITY (what are we going to do/what do we suggest
would be good marketing)

Help for Kellogg Marketing and Communications Department
· Positioning on Kellogg Webpage

· Display at Kellogg bookstores

· Media appearances arranged through Kellogg

NPR/AIR America/Radio ads

· Topical discussion/non traditional advertising

Social Media

· Facebook, Linked In, blogs, etc.

Activate Sneezers
· Leverage/create relationships with Key Executives and use them as spokespeople

· Give them free copy and ask them to talk it up/blog/etc.

Transit Advertising

· Cab tops, cab receipts, hub cap

· Bus/El/Train

Target Office Manager/Administrative Assistant to CEO

· Via Office Supply stores (Staples, Office Max, Office Depot, etc.)

· Special event/offer to AA’s
Target wives of CEOs

· Via Top pubs, online sites, retail spaces

Target Financial Mangers/Bottom Line angle

· Via Top pubs, online sites, retail spaces

Leverage targeted delivery mechanism

· Starbucks displays

Health Clubs
· Airport Kiosks/news stand shops

· Online ads/alternative content 

· Captivate Network (elevator marketing)

· Green Stores (my friend owns Green Home Experts in Oak Park and I’m sure would stock our book if you agree this is a good outlet)

Look into Green Segments online, broadcast, print
· NBC “Going Green” 

· Nightly News week/monthlong green focus

Leverage Calendar Impact/Promote heavier

· Earth Month 

· Christmas/Holiday

· Spring

· Calendar year Jan 1/Fiscal Year Oct 1

Grassroots Book Tour—need  to do  a little research here
· Look into CEO forums, meetings, summits as venue to speak/promote

· Look into American Recovery and Reinvestment Act to see if there are any opportunities for SMB’s or legislation that would cover book/tour/promo

· GreenFestivals: booth/speaking opp

I think that this last one is good (probably should be closer to the top) – I will come up with a list (WSJ Eco.nomics Conference that just happened is a good recent example).

8. FORMAT (approx how many words, chapters, will there be illustrations,

etc.)

Size: 5” x 7” -ish

May include

simple line-art illustrations

graphs/charts 

quotes, in-sets

Handbook-style information delivery

Chapters work together but can be read independently

Apx 25 chapters

Apx 4-6 pages per chapter

Apx 600-700 words per chapter (calc @ 150 words per page)

(Note:  I lengthened these a bit – I think we need to shoot for an overall length of 150-200 pages, in comparison to other books.)
TBD

PLUS: 2 sample chapters (sample chapters should not be the first chapter*)

*side note on first chapter: it should sound like a good magazine article

 

