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TerraChoice
environmental marketing

Helping grow 
the world’s most sustainable companies



EcoLogoM Power

• Canada’s national eco-labelling program 
• Currently 1800 MW at 155 facilities in North 

America
• Green power is growing dramatically
• US expansion
• New partnership with Green-e TRECs



markets



Kyoto?
• Clean/green energy will be part of GhG policy

• Certification/validation essential

• Creating demand for
– green electricity

– attributes (TRECs)

– credits (to be determined)



Four ‘green’ power 
commodities
green power

- onto the grid
- ‘green’ premium?
- buyer gets ‘green’ attributes
- ‘bundled’

- onto the grid
- no ‘green’ premium
- generator retains 
‘green’ attributes

power

- all ‘green’ attributes
- TRECs
- RECs
- TAGs

- piecemeal
- CO2
- SOx
- NOx
- ..

green



Does your company have an environmental or sustainability policy?

63%

24%

13%

yes
no
don't know

Does Your Company Have a Green Procurement Policy?

34%

50%

16%

yes

no

don't know

Canadian b2b markets

6%

42%

30%

22%

Never
Sometimes
Often
Always

How often do you consider environmental 
factors in your purchasing?

Does your company have an 
environmental or sustainability policy?

YES

YES



pollution prevention spending
(Rates of Change)
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Total env operating

Total env capital

$1.4 billion

$542 million

Adapted from: Statistics Canada, 2004



Canadian b2g markets

How often to you consider environmental 
factors in your professional purchasing?

Never
5%

Sometimes
26%

Often
49%

Always
20%

How often do you consider 
environmental factors in your 

professional purchasing?

Does your office have an environment policy?

Yes
71%

No
20%

Don't Know
9%

Does your office have a green procurement program?

Yes
65%

No
28%

Don't Know
7%
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The average result for a strong predisposition to 
environmental behaviour is a steady 20%.

A Spectrum of Interest



marketing



hotbuttons ...
I often consider this specific issue ...

60% 63% 66%

46%
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not-hot buttons ...

Climate Change Related Issues

40%
34%
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13%

28%

17%
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Green power markets & 
marketing

• Suddenly electricity isn’t just electricity - at 
least four possible commodities

• Markets for the ‘green’ proposition are large 
and growing

• Being ‘green’ ain’t nearly enough
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