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A STRONG CASE

eed information to back up your claims? In chapter |1 of the book, Yudelson lists the following points as “The Business

Case for Green Buildings™:

» REDUCING OPERATING COSTS. Green buildings will save
on operating costs for energy for years to come.

» RISK MANAGEMENT. With the national focus on mold in
buildings and its effects on people, developers and
owners need to refocus their attention on indoor air

quality.

» IMPROYED PRODUCTIVITY. The service economy ]
continues to grow. Productivity gains for healthier
indoor air spaces are worth anywhere from
one to five percent of employee costs.

» STAKEHOLDER RELATIONS/OCCUPANT SATISFACTION. !
Tenants and employees want to see a demonstrated |

concern for their well-being and for that of the planet.

» ENVIRONMENTAL STEWARDSHIP. Being a “good
neighbor" is not just for building users, but for the
larger community as well. Developers and owners
are beginning to see the marketing and public relations
benefits of their demonstrated environmental concern.

INCREASED BUILDING VALUE. Increased annual energy
savings will also create higher building values.

» MORE COMPETITIVE PRODUCT IN THE MARKETPLACE.
Speculative developers are beginning to realize that
green buildings can be more competitive in certain
markets, if they are built on a conventional budget.

| to dwell on, Yudelson says. “You

may spend more on your first

couple of projects to learn how to

do it, but you can learn rather

quickly how to build better and

greener on the same budget.”
For the most part, Yudelson

says, interest in green building

| is growing on both parts—

| designers, architects and

| engineers as well as their

| clients—and he thinks the

| building industry will be green

capacity or another for nearly 25
years, Yudelson truly understood
the need for a book like his
among design, architecture and
engineering professionals. The
transition to author was a
smooth one. "I thought writing a
book would be a great point of
leveraging information,” he
explains, “I wrote this book
because there are thousands of
us out there, trying to transform
the building industry into a more
environmentally responsible
activity, and we're doing it one
presentation, one meeting, one
design, one project, one product
at a time. This book is designed
to help with this crucial work.”
Former USGBC CEO and
President Christine Ervin said
Yudelson's book contains valuable
tools and insights to practitioners
to help "make the sale” to clients.
“No trend in the building industry
carries more consequence or
momentum as the green building
movement,” she says. “(The book)
provides a just-in-time tool for
those wanting to understand how
marketing professionals assess
such markets and opportunities.”
To write the book, Yudelson
both drew on his own experiences
as well as performed extensive
research, studying the process of
new technologies entering the
marketplace. He believes a
better understanding of market
conditions and marketing
methods, and how they relate to

a collection of case studies will
help beef up the green building
case for design, architecture and
engineering professionals to
present to their clients. For example,
many people not directly involved
in the built community may not
know that there are several cost

. incentives—things like federal

and state tax credits; loans and
grants; utility payments for

| energy savings; and certification
| and promotion programs by various

private and public groups—
| involved with green building.

| Other chapters in the book include

a product listing and associated
promotion strategies, a section
focused on the values of green
building, and industry projections.
One theme Yudelson keeps
constant in his book and in his
business practices is the idea
that environmentally friendly
building is actually people-

| friendly building.

“If we're looking to make a
business case for green buildings,
we should be looking more at their
positive impact on people's pro-
ductivity and health, and less on
utility cost savings,” he says. To put
this into context, Yudelson gives an
example using a workplace build-

| ing: A one percent improvement in

productivity is the same benefit as

| a 100 percent reduction in utility

| bills, he says. “It's easy to show

| that things like daylighting and
views of the outdoors along with
| healthier indoor air quality can add

three to five percent or more to
productivity, so these benefits

| should be counted when assessing

the true costs and benefits of green
building improvements.

“About 70 percent of the total
economy is a service economy,”
he continues. "For service

| companies, such as architecture

and engineering firms, 70 percent

| of our total costs of doing

business are people costs,
including salaries, benefits, health
insurance, etc. So making people
more productive is a key issue for
building design, since that's
where most of the costs lie in
doing business today.”

Yudelson acknowledges the
fact that many people remain wary
of the higher costs they feel come
with green building. That's nothing

“sooner rather than later.”
Consider his projections that by
the year 2010, there will be a
cumulative total of 13,000 LEED-
registered buildings, 2,500 LEED-
certified building projects, and
3,000 new LEED projects being
registered per year. As Yudelson
sums it up: “If you get enough
people with enough experience
to move forward, you can form a
critical mass and transform the
building industry for the better.”
To view chapters from or

order The Insider’s Guide to
Marketing Green Buildings, visit
Jerry Yudelson's Web site at
www.yudelson.net, or contact

| Yudelson via e-mail: jerry.yudelson
@comcast.net, or by mail:

| Jerry Yudelson, Green Building

| Marketing, 4727 SW Vesta

| Street, Portland, OR 97219. @
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was involved in setting up for the state architect an Office of
Appropriate Technology, which focused on energy conservation

in state buildings and new methods of building design and
construction. He also created a group called the SolarCal Council
for the Governor's Office, which came up with the first-ever state-

level plan for promoting solar energy. Today
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