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Organization Location

565%
49%
82007 Organization Size
2008 Number of employees
472%

United States

44% 48%
CCH'\DE'D

Organization Type

26%

02007
A 2008

Less than 100
52% 52%
Larger organizations and more
31% . .
28% 2007 spending authority represented
m . 712008 in the 2008 sample population
9% 89
4%
A government A private or A not-for-profit Institution
department or  public company organization

agency

Over $78 BILLION in annual spending is represented in
our sample population!
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The Prevalence of ‘Green’ Purchasing Policies

2007 2008

O We have a formal policy
B We have an informal
policy

Ol don't know

O We do not have a policy

B No, but we are planning
2007: Organizations with formal QL ti

MNew option added for 2008 . . . .
and informal green purchasing 2003. Organizations with for.mal
policies = 60% and informal green purchasing

policies = 62% 16% plan on
iImplementing one in the future
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Percentage of Spending that is Actually ‘Green’ Influenced

31% of respondents indicated
that at least 40% of spending is

27%

25%

22% ‘green’ influenced.
16%
02007
12% 12%
11% 10% 82008
5% 5% 49
2% 3%
. R
| Don't Know 0% Less than 10% Between 10% an een 40% and Between 0% and More than 20% 100%
40% % 0%

Percentage of Purchasers Who Include Environmental

Performance Considerations in Product Specifications
Only asked in 2008

57%
32%
4%
—
Always Sometimes Never

Does not include “I don’t know"
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Relative Importance of Purchasing Factors
Scale of 1 (Least Important] to 6 (Most Important)

Product Performance

I 1
i
O

w

Not Asked in 2007
Availability

b
™

Product performance is
considered to be more
important than price — good
news for greener products that
perform as well (if not better)
than their ‘conventional’

02007 counterparts
m2008

Purchase Price

N
oo

Durability

N
~

!

Total Cost of
Ownership

1
i
w
(o8

Environmental
Considerations

1
S
(5]

Social Impact
Considerations

1
L
w
L
0

Other Considerations

I
N
0
o
[9%)

International Trade
Restrictions

u
o o
o]
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Whether or not Purchasers use a Best Value
Approach To Purchasing

B1%

o, 10%

s I

Yes Mo | don't know

‘Performance’ (86%) is always
considered by those using a
best-value approach more often
than ‘price’ (78%).

ecoma rkets £

A ‘best value’ approach to purchasing
means including a variety of factors —
not just price —in purchasing
decisions.

Factors Always Considered by Purchasers Who
Use a Best Value Approach to Purchasing

67%
33%
5 12%

Price Availability Environmental Social
Considerations  Considerations




Human Health
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Relative Importance of Environmental Issues
Scale of 1 (Least Important) to 6 (Most Important)

ﬂia

Q& rgy Conservation

— s,

Toxics

Recyclability

—————————— 7
. B 2007

-_—-u- n@a-t6yriibtiiedzp B 2008

Qaqcled Content

ﬂ;a I —

Water Pollution
Sustainability

Air Pollution

Water Conservation

Indoor Air Guality

#

< Reduced Packaging

GHG Emissions

Climate Change
Biodegradability

Volatile Organic Compounds
Ozone Layer Protection
Bio-based Altematives
Sushainable Forestry

Wildlife Habitat

Biodiversity

Ancient Forest Preservation
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Whether Eco-labels Help or
Hinder Purchasing Decisions

2%

W Help A majority of purchasers (72%) feel
@ Hinder that eco-labels help purchasing
@1 Don't Know decisions.

Ol Den't Use Ecolabels

Respondents: 282

Whether Having a Choice of Which Eco-labels
to Use is Important to Purchasers

16%
. H Yes
Sixty-one percent (61%) of purchasers B No
feel that it is important to have a O Don'
on't Know

choice of which eco-label to use. 049%
&1%

Fespondants: 282
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Purchasers’ Top Ten:
Most used eco-labels

o B e

21%  26% 18%  23% A 21%

_ [2007
SUSTAINABLE 2] 2008
FORESTRY
INITIATIVE et A Qe Comiirs

8%  12% 7%  10% 5% 7%

Energy Star and EcoLogoM saw the biggest increases in use from 2007.
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Approaches That Would Help Organizations
Do More ‘Green’ Purchasing

2008
73% 75%

509, 63%

Better selection of Mere/better More competitive  Training/education
environmentally- information on pricing for in green purchasing
preferable products environmental environmentally-

impacts preferable products
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Organizational Purchasing Behavior

Over the Past Twelve Months

Only asked in 2008 ‘Green’ markets grew by a significant
68% margin in 2007.
Is this a trend that we can expect to
continue?
27%
3%
—
More active in ‘green’ purchasing  Less active in "green” purchasing Meither mere or less active in

‘green’ purchasing

Respondents: 282

Expected Organizational Purchasing Behavior
Over the Next Two Years

Ninety-one percent (91%) of
purchasers expect their organization to

. 02007
be more active yet over the next two 20" m 2008
Mare adtive in "green’ Less active in ‘green” | Meither more or less aclive in
purchasing purchasing ‘green’ purchasing

Does nokinclude™ don't know"
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for technical asststance, please contect the help desh atb
Ernaily thinktank #ecokngo.ong

wPRIVACY POLICY

To sign up please go to www.thinktank.ecologo.orgq.
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Benefits of becoming a Fellow of the EcoLogo Procurement Thif

» Exclusive summaries of research results on
a quarterly basis.

* A certificate signifying your involvement.
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» Opportunities to set the research agenda.

» Access to leading information that will enhance
your negotiations and decision-making.

Questions?

email us at thinktank@ecologo.org

Shaping the future of purchasing




