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If greener fleet management is a priority for your business, here are some useful tips to help you on your journey from Green Starter to

Green Leader:

Ten tips for greener fleet management12

1. Promote cars with low CO2 emissions to reduce employee car tax and National Insurance (UK specific)

2. Evaluate alternative fuel cars to see if they might benefit your fleet

3. Ensure vehicles are regularly serviced, as poorly maintained vehicles have higher toxic emissions and greater fuel consumption

4. Identify opportunities to reduce mileage by recording and analysing business travel

5. Record and analyse individual fuel consumption to encourage fuel efficient driving

6. Promote safe, economic and environmentally friendly driver training through regular staff communications and the provision of

training time and courses

7. Ensure mileage reimbursement rates are environmentally sensitive and do not encourage drivers to make excessive journeys

8. Provide access to web sites and route planners to minimise vehicle mileage

9. Promote satellite navigation to help drivers avoid congestion and use the most efficient route to reach their destination

10. Review arrangements for tele/video conferencing as alternatives to business travel.

Another consideration is alternative or dual-fuel powered vehicles, such as liquefied 

petroleum gas, natural gas, bio-ethanol, hybrid and electric. The environmental and running

cost benefits from these types of vehicles is high, and they may also be subject to lower

taxes in many countries. Before purchasing these vehicles; however, be sure to should

check the availability of refuelling facilities in your area.

BUY - BE - SELL GREEN
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Transport logistics

If you are responsible for moving your own goods and materials, there are some small changes that can be made to

your transport logistics processes. In most road transport operations, fuel accounts for at least 30% of operating costs,

making fuel management and efficiency a good place to start.

A further consideration is to shift freight logistics from the road to rail and inland waterways. This change can contribute

significantly to reducing your environmental impact and be good for your business in the long-term. Keep in mind,

however, that it will require initial capital expenditure on new facilities, equipment and connections to transport networks.

If the transport of your goods and materials is undertaken by a third party, engage with these suppliers. Check what

environmental policies and approaches they have in place, share your own best practice and encourage them to get on

board with sustainable transport.

The benefits of sustainable transport management

As well as reducing the environmental impacts of transport, working towards achieving sustainable transport has a

number of other benefits, including:
■ Making financial savings through reduced fuel costs and less wear and tear on vehicles
■ Complying with emissions legislation (check which is appropriate to all of Europe)
■ Reducing staff downtime spent travelling
■ Cutting mileage claims
■ Releasing land used for car parks
■ Reducing the cost and time of travel to work for staff
■ Assisting with staff recruitment and retention 
■ Contributing to a healthy workforce
■ Improving image and reputation
■ Demonstrating Corporate Responsibility

If managing logistics is a priority for your business, here are some useful tips13 to help you on your journey

from Green Starter to Green Leader:

■ Start by calculating the running cost of your fleet, keep records of fuel costs and set targets for reducing 

these costs

■ Undertake regular maintenance of existing vehicles. For example, check for fuel leaks and body damage, fit 

low-rolling-resistance tyres and maintain correct tyre pressure

■ Provide training to drivers in fuel-efficient driving styles, such as reducing vehicle speed, avoiding harsh 

braking and acceleration, and switching off the engine when idling. It is also important to reward positive 

behaviour 

■ Consider Whole Life Costing and if the vehicle is fit for its intended purpose when specifying new vehicles

■ Carefully consider load specifications

■ Install fuel management systems e.g. on-board computers, to monitor fuel consumption
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ELBA Buerosysteme GmbH & Co. KG · 45891 Gelsenkirchen · Germany · www.elba.de

We only use materials from responsible forest management for the product 
series TOUAREG. Uncompromising environmental compatibility takes priority 
during production, as the paper is

  100 % chlorine-free,
  100 % free of dyes and
  100 % recyclable.

And what’s more: Even the plastic parts are biodegradable.

All articles meet the highest quality requirements and appeal through their 
attractive design.
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Why is water important?

Everyone knows that water is essential to life. But many are only just beginning to grasp how essential

it is to everything in life - food, energy, transportation, nature, leisure and virtually all the products we

use every day. But water is a finite resource, and is increasingly being referred to as the “oil of the

twenty first century”. The organisation UNESCO has stated that ‘the world is not running out of water,

but it is not always there when and where people need it14. Industrialisation and globalisation has

placed a large strain on global water supplies and the effects of climate change have resulted in large

variations in the availability of water. One part of the world may experience flooding whilst others 

suffer extreme drought. Water is an environmental, political, economic and social issue, which makes 

it a business issue too. All businesses rely on a supply of water to varying degrees. For example, it is 

central to the growth and success of large food, drink and pharmaceutical manufacturers. For these

companies, failure to fully understand their ‘water footprint’ and assess all the risks associated with

water supply could have disastrous consequences.

Those organisations that do not rely heavily on water may believe that it can be pushed to the bottom

of the priority list. However, this could put operations at risk and result in missed opportunities. By

understanding the water-related risks associated with your global operations and supply chain and

implementing measures to reduce water usage, you are likely to reduce costs, enhance your reputation

and be better prepared for any water related challenges triggered by climate change.

M A N A G I N G  Y O U R :
W A T E R

■ Over one billion people do not have reasonable access to fresh water and 2.4 billion do not have at least 

basic sanitation15.

■ Fewer than 10 countries possess 60% of the world’s available fresh water supply15.

■ Since 1950 the number of people in the world has doubled and water use has increased by six times.

1.1 billion people in the world do not have clean water. That's about one in every six people15.

■ There is lots of water in the world, but most clean, drinkable water is found underground and in many areas 

is becoming polluted or there's not enough to go around, so people have to drink dirty water instead16.

■ Many species of wildlife, such as otters and butterflies, suffer as too much water is drained away, affecting 

their natural habitat17.
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W H A T  I S  W A T E R  
F O O T P R I N T I N G ?

Water footprinting is becoming a

more common concept. A water 

footprint reveals not only volumes of

water used and the resulting 

pollution, but also where the water

has come from and when it was

extracted. The real benefit of water

footprinting is that it enables 

businesses to highlight the hotspots

(or ‘water stressed’ spots) in its value

chain. Businesses can then focus

efforts on areas of greatest impact

and where they have most influence.

As with carbon footprinting, there is

no standardised method for carrying

out this type of assessment.

However, there are a number of tools

and guidelines such as the World

Business Council for Sustainable

Development’s (WBCSD) Global

Water Tool, designed to help 

businesses map out their water

usage and assess their water related

risks.

BUY - BE - SELL GREEN



Water and your own operations

Water use associated with your direct operations will obviously differ from business to business.

However, all businesses can embark on the following steps on their journey towards Green Leadership:

1. Assess water use within your own operations.

Assessing your direct water use through a water footprint can help you identify key areas where 

improvements can be made and mitigation measures implemented. This can form the basis of an 

overall business water strategy.

2. Ensure continuous improvement with respect to water usage within your own operations.

Initiatives to achieve this improvement will vary depending on the type of operations your business 

conducts. Below are a few examples:

3. Communicate your water use performance to stakeholders - Make sure that your data is 

reported accurately and transparently.

Water and your downstream impacts 

Water is consumed throughout your supply chain. All of the products and raw materials you procure

will contain “embedded water”: water that has been used during the production of a material. This

water may come from a local source, or it may have been extracted from a location on the other side of

the world. Different products and raw materials contain different volumes of embedded water. For

example, it takes about 140 litres to grow a cup of coffee, about 400,000 litres to build a car and 32

litres to manufacture a single microchip. For many businesses, the water footprint associated with their

supply chain may be more significant than from its own operations. A business striving for Green

Leadership will aim to choose suppliers that demonstrate a responsible approach to water 

management. The supplier should be aware of the water related risks associated with its operations

and take a proactive approach to mitigating these risks. This will, in turn, reduce the risk of

interruptions in supply or increased costs associated with the unexpected water related problems.
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■ Fixing a dripping tap can save as much as 5000 litres a year16.

■ Raise staff awareness of the importance of water savings through posters, training and other incentives

■ Perform regular maintenance checks to reduce the occurrence of leaks.

■ Use water efficient appliances such as controlled or waterless urinals, automatic or spray taps and efficient 

flushing toilets.

■ Install a rainwater collection facility to harvest and reuse water 

■ Set targets for water usage and report your progress regularly
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Water and your upstream impacts

In many cases, water use is required for the in-use phase of the life cycle. The hospitality industry is a good

example - most hotels now encourage guests to save water by considering whether they need clean towels after

each use. Likewise, various products are being developed that require the use of less water, such as more 

efficient washing machines. In your journey from Green Starter to Green Leader, consider the following steps

regarding reducing water used during the in-use phase:

1. Incorporate indirect, upstream water usage into your total water footprint - A Green Leader should 

be able to estimate the water related impacts associated with use of the product or service it sells.

Incorporating this information into your total water footprint will demonstrate how large a component its 

upstream impacts are and whether it is an area that requires attention. For example, most soap products 

generate water pollution. Understanding the extent and root cause of its water-associated impacts will 

enable the soap producer to implement improvements that will reduce its overall water footprint.

2. Ensure continuous improvement with respect to upstream water use impacts - Examples of measures 

that can be taken include:
■ Ensure that the correct information is provided to the consumer/client to enable the product or service to 

be used in the most water efficient way
■ Consider how the consumer will use the product and how to reduce the amount of water required during 

the in-use phase.

■ Many developing countries still rely heavily on irrigation to produce enough food to feed everyone. This is 

putting a strain on water resources especially since globally, roughly 15-35% of irrigation withdrawals are 

estimated to be unsustainable15.

■ Half of the world’s wetlands have disappeared over the last century, with some rivers now no longer 

reaching the sea, and over 20% of the estimated 10,000 freshwater fish species are now endangered 

or extinct15.

A Green Leader will not only have assessed the direct impacts

associated with water and its own activities, but also the indirect

impacts resulting from water and its upstream (in-use) and 

downstream (supplier) operations.

BUY - BE - SELL GREEN



COMMUNICATING 
TO STAKEHOLDERS
Communicating your sustainability 

performance - both successes and

challenges - is the best way to 

proactively engage with your 

stakeholders, share best practice and

contribute to the growing and evolving

debate around sustainability. Read on

to find out how to tell your story.
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Engaging with your 

stakeholders is a central tenet

of both sustainability and of

corporate responsibility.

Effective engagement with

stakeholders means, of course,

communicating with them. In

recent years we have seen

stakeholders’ expectations of

company behaviour increasing.

They want to know what the

social and environmental

impacts are of the products

and services they buy and the

growth in labelling schemes

(such as Fairtrade), the surge

in demand for organic food and

the rise in scrutiny of supply

chain practices all reflect this

growing concern.

Communicating your 

sustainability performance -

both successes and challenges -

is the best way to proactively

engage with your stakeholders,

share best practice and 

contribute to the growing and

evolving debate around 

sustainability. In the process,

you can reap rewards in terms

of enhanced reputation and

credibility, and even open the

doors to business opportunities

that you may not otherwise

have discovered.

W H Y  C O M M U N I C A T E ?

Avoid ‘greenwash’

One word of caution before
you begin:
Avoid ‘greenwash’ in your
communications.

Greenwash =

An environmental claim that is

unsubstantiated, misleading

or irrelevant (for example,

used as a distraction18)
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U K ’ S  A D V E R T I S I N G  
S T A N D A R D S  

A U T H O R I T Y  

The UK’s Advertising Standards

Authority (ASA) is upholding more

and more complaints against 

environmental claims that are not

substantiated. Last year, for example,

the ASA pulled advertisements from

a roofing manufacturer that claimed

‘all materials used are totally 

recyclable’. Be sure that any green

claims you make are credible.

TELL GREEN
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O B J E C T I V E S ,
C H A L L E N G E S  

&  S O L U T I O N S

The three objectives of any 

communication are:

1. to raise awareness

2. to change attitudes

3. to change behaviour 

(this may be longer-term)

It sounds easy! But it is important to

remember that communicating 

sustainability messages that are 

ultimately aiming to change people’s

behaviour can be challenging. In the

table below, we have outlined some

of these potential challenges and

offered solutions for addressing

them.
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We are all overloaded with information today.
People are bombarded with messages at work,
at home, on television and on the internet. It is
increasingly hard to make sure your message
gets through the noise…

Avoid ‘greenwash’

Global issues like climate change can make
some people feel powerless - what can one 
person do in the face of a potential global 
catastrophe? This can create fear and apathy

Limited budget, time and other resources

Conflicting messages from other internal 
departments

Gaining buy-in from senior management

Be clear about your message. Are you striving to
be a more sustainable company, or, are you
seeking to reduce your carbon emissions by 20%
in the next two years? A clear, specific message
will be easier to communicate and build a 
campaign around, and will secure buy-in.
Just make sure that it aligns with your overall
business strategy, so that you don’t get accused
of ‘greenwash’.

Use clear words and avoid jargon. Avoid 
irrelevant claims and do not declare that you are
greener than your peers. Do not use fabricated
labels or data. Provide evidence wherever you
can.

Personalise your messages to involve people and
their individual circumstances. Suggest small
changes that they can make at work or at home
to be part of a bigger change. Help people feel
that they will be making a difference, no matter
how small the contribution.

Partner with suppliers or other organisations on a
common issue or campaign. Pool resources and
share the glory!

Before you communicate a message, check with
your press office and/or internal communications
team to ensure that you are not going to contra-
dict another message. Do not proceed with the
communication if that is the case.

Create a senior level champion to be your
‘spokesman’ on sustainability. If you cannot 
identify an immediate candidate, work with 
colleagues to identify someone who may be
interested. Meet with that person - engage with
them and inspire them to take on the role. This
champion can help spread the message and
demonstrate senior commitment.

CHALLENGES SOLUTIONS

TELL GREEN



106

You may find it useful to draw up a communications plan to gather all of your ideas together. Work with

colleagues to create the plan, incorporating their ideas and feedback. Allocate owners for specific

tasks, and be sure to give everyone a timeframe or deadline. A good communications plan will contain

the following elements:

1. Define your objectives and timeframe

Make your objective realistic and specific, e.g. reduce company waste to landfill by 10%. Give some

thought to how this will be measured and how you will report progress against it. Make sure your key

communication or event dates do not clash with other company events or announcements.

2. Who is your target audience? What motivates them?

Important as different communications mechanisms may be appropriate for different groups. The 

internet, for example, may not be the most effective way to communicate with older people. Identify the

different audiences you want to reach and prioritise them, then select the group you want to target first.

Research your intended audience to understand their motivations. Carry out a telephone survey or

online questionnaire to find out what issues are important to them. If budget or other resources are

tight, work with an appropriate partner (perhaps a supplier or customer) to deliver a message or event

together.

3. Define your message. What are you trying to say?

Do not try to tackle all of your sustainability issues at once. Work out which are priorities for you - is it

energy efficiency or reducing the amount of waste that goes to landfill, for example? Focus on a single

issue and work out the three key messages you want to communicate. Once you have devised your

message, test it - can you explain it to a colleague in ten words or less? Express your message clearly,

using plain language and avoiding jargon. Remember - your audience may not be experts. When 

moving on to additional sustainability issues, create a central theme running through all your 

communications (this could be a graphic or simple strapline).

M A K E  A  P L A N !
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4. Begin with internal communica-

tions. Create your ‘champions’.

The real secret to the success and longevity of

your campaigns lies with your own staff. Always 

begin by looking internally - gain internal 

commitment and buy-in, and your staff will then

do half your external communications for you

without you having to do very much at all. Create

‘ambassadors’ or ‘champions’ around specific

issues (for example, a ‘waste champion’ or 

‘energy champion’).

The main benefits of internal communications

are: employee motivation and engagement,

building capacity and awareness, helping deliver

sustainability objectives and performance and

ultimately, driving behavioural change. Ask 

yourself how you want your people to think, feel

and act as a result of your sustainability 

communications. Motivate and inspire those who

are not yet committed. Empower them. Let them

know that their small actions can indeed make a

difference. For example, an interactive workshop

exploring ideas on a particular issue will have a

greater impact on your staff than an email simply

telling them what to do. Maximise the enthusiasm

of those whom you know are already committed

(see ‘create your champions’ above).

Develop activities and events for staff around

sustainability milestones such as World

Environment Day, Fairtrade Fortnight, World

AIDS Day, etc. You can also involve external

stakeholders (such as suppliers and customers)

in these events to raise awareness and 

strengthen relationships.

5. Use your experts to help with the

external-facing communications

Work with your press office or media team to

identify key opportunities. Make sure you target

the appropriate media, and keep your messages

simple. Again, avoid being accused of

‘greenwash’ by ensuring that any data or 

statements released into the public domain are

backed up with evidence. Work with your press

team to identify a press ‘spokesman’ for quotes

and interviews - ideally this should be someone

at senior management level.

Opportunities include:

■ Is your CEO making a speech that includes 
your sustainability commitments?

■ Are you publishing a sustainability report for 
the first time?

■ Are you procuring a sustainable product into 
the business for the first time 

(for example, FSC timber or Fairtrade coffee)

TELL GREEN



6. Tell a story. Don’t just report the facts.

Be inspiring. Use the challenges facing you to create drama, and build excitement around the potential solutions you

present. Link it to a goal to give it focus. A famous example of this is President John F Kennedy’s 1961 goal to land a

man on the moon before the end of the decade. This bold objective mobilised NASA, inspired the public and drove

technological innovation. The hard part is translating that big vision into messages that are personal to your audience,

and practical in terms of inspiring action. Use pictures where you can.

Make sure also that you tell your story at the right time. Do not try and engage people on steps they can take to reduce

water consumption on a day when poor financial results are being announced, for example. Your audience will not be in

the right frame of mind to hear your message!

7. Measure and evaluate your progress

This can be done in a number of ways. Monitor how many staff participated in your internal event or responded to an

internal communication? Carry out a simple electronic survey to gauge views on your campaign or communication.

Follow up any events or launches by asking for feedback from attendees.

Ensure all your external communications have contact details for people to provide feedback or obtain more information.

If it is an email address, make sure you respond within a reasonable time period (ideally no more than one month).

For internal communications, again, provide a central point of contact for feedback. Email is also ideal here, as is a 

dedicated intranet page.
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Critical success factors:
■ Define your message. How it will be communicated and by whom?
■ Use positive language. Avoid jargon. Engage, motivate and challenge rather

than preach or make people feel guilty
■ Be sensitive to different cultural contexts - remember that one size does not

fit all!
■ A targeted approach is better than a wider less-focused approach. Pick an 

issue that is relevant and aligned to your business strategy, and identify 
your target audience

■ Tell a story - make it personal, practical and inspiring
■ Be innovative - think of ways to communicate beyond mainstream 

techniques such as direct mail or advertising - for example, run workshops,
use different venues, create interactive tools
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CONTINUING THE
JOURNEY

You’ve reached the end of the Greener Office Guide

but the journey continues. Challenging sustainability

issues will continue to need our attention, and we

hope this Guide has given you a flavour of the 

challenges we face and how we can meet them.

Share your progress with us.
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Will you join us on the journey to build a more sustainable business?

In this, our first edition of the Greener Office Guide, we have presented you with guidance and ideas

towards making your business more sustainable. We hope that wherever you are on the sustainability

journey, you will refer back to the Guide time and again as a useful source of ideas and practical 

information.

The sustainability agenda is with us to stay, and will continue to evolve in the years to come. Climate

change, water consumption and energy supplies are just three of the key issues that will continue to

need our attention, and we hope this Guide has given you a flavour of the challenges we face.

Remember that business has an important role to play in contributing to and shaping the sustainability

agenda. The positive action businesses like yours take now will reap rewards, both in terms of

improved environmental performance and enhanced reputation.

As we said at the beginning of this Guide, we at Office Depot Europe are committed to minimising the

environmental impacts of our own operations, products and services. Sharing our approach with you is

just one side of the story - to make the dialogue complete we urge you to join us on this important

journey and share your progress with us. Office Depot will continue to identify innovative and 

environmentally beneficial products and services through dialogue with our suppliers, partners,

and customers.

Please send us your feedback (page 122) along with any case studies and success stories.

We look forward to hearing from you.

C O N T I N U I N G  
T H E  J O U R N E Y
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Why sustainability? 

1. Our Common Future, Report of the World Commission on Environment and Development, World Commission on 
Environment and Development, 1987. Published as Annex to General Assembly document A/42/427, Development and 
International Co-operation: Environment. While this definition was coined by the commission to describe Sustainable Development,
it has been widely adopted as the definition of ‘sustainability’.

2. The Business Case for Corporate Responsibility, Arthur D Little and Business in the Community, 2003
3. European Council in Lisbon 2000
4. Commission of the European Communities, 200Ib
5. Going global, The Economist, 17 Jan 2008

Managing your: Energy and Carbon

6. Kyoto Protocol to the United Nations Framework Convention on Climate Change, Annex A,
http://unfccc.int/resource/docs/convkp/kpeng.html

7. Tearfund, Feeling the heat, 2006
8. Energy Saving Trust website,

http://www.energysavingtrust.org.uk/Your-impact-on-climate-change/Surprising-statistics/Evidence-of-climate-change)
9. Europe’s energy portal, Europe’s Energy Future, April 2008
10. Energy Efficient Products: Consume Green, Intelligent Energy Europe Programme, July 2008.

Managing your: Transport

11. Jeremy Prince, who promotes travel plans for Nottingham City Council, The Essential Guide to Travel Planning, DfT UK
12. Energy Saving Trust
13. UK Department for Transport

Managing your: Water

14. “Water for People, Water for Life” United Nations World Water Development Report, Part II. A look at the world’s freshwater 
resources. UNESCO, 2003,

15. Facts and Trends: Water. WBCSD, 2005
16. Wateraid website, http://www.wateraid.org/uk/
17. Green facts website, http://www.greenfacts.org/en/index.htm

Communicating to stakeholders

18. The Greenwash Guide, Futerra Sustainability Communications

Glossary

19. United Nations Framework Convention on Climate Change, 2007.
20. Defra website: http://www.defra.gov.uk/environment/climatechange/trading/eu/index.htm
21. Critical Friends: The Emerging Role of Stakeholder Panels in Corporate Governance, Reporting and Assurance.

AccountAbility/Utopies, March 2007.
22. Environment Agency website, http://www.environment-agency.gov.uk/business/1745440/444663/1106248/

R E F E R E N C E S  
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Adaptation - a process through which societies make themselves better able to cope with an uncertain future. Adapting to climate
change entails taking the right measures to reduce the negative effects of climate change (or exploit the positive ones) by making the
appropriate adjustments and changes19.

Anaerobic digestion - a series of processes in which microorganisms break down biodegradable material in the absence of oxygen.

Biodiversity - biodiversity refers to “the variety of life on earth”. This could mean variety within a species, among species and 
comparatively among ecosystems. This variety results in complex interactions, which result in the earth being uniquely inhabitable.

Biodegradable - the ability for natural (plant, animal or natural mineral-based) products to break down into their simpler components,
safely and relatively quickly, with the aid of microorganisms and under natural conditions.

Carbon offsets (offsetting) - offsetting allows organisations or individuals to indirectly reduce their carbon footprint through the 
purchase of carbon credits associated with emissions reduction projects (such as energy efficiency and renewable power) that have
occurred elsewhere, typically in developing countries.

Climate change - a global issue which refers to the change in climate caused by an increase in the concentration of Greenhouse 
Gases (GHGs), such as carbon dioxide, in the atmosphere.

Composting - the aerobic decomposition of biodegradable organic matter such as food or manure producing compost.

Chain of custody - the path products take from raw material to the consumer, including all manufacturing, transformation and 
distribution links. This term is most frequently used when considering certification of products such as wood, where proof of the chain 
of custody would be required.

Ecosystem - a dynamic interaction between plants, animals, and micro-organisms and their environment working together as a 
functional unit, for example a coral reef.

Embodied water - the water used during all stages in the production of a good or a service and which is said to be embedded in the
final product.

Embodied carbon - the carbon emissions associated with all stages in the production of a good or a service.

EU Emissions Trading Scheme (EU ETS) - a pan-European scheme aiming to reduce carbon dioxide emissions and combat the 
serious threat of climate change. EU ETS puts a price on carbon used by business and creates a market for it. It has been in place
since 2005 and is the first scheme of its kind in the world.

EU Energy Performance for Buildings Directive - the directive came into force in January 2003 and aims to promote the improvement
of the energy performance of buildings within the EU through cost effective measures. It also aims to promote the convergence of
building standards towards those Member States which already have ambitious levels in this area20.

G L O S S A R Y  
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EU Landfill Directive - the overall aim of this Directive is "to prevent or reduce as far as possible negative effects on the environment, in
particular the pollution of surface water, groundwater, soil and air, and on the global environment, including the greenhouse effect, as
well as any resulting risk to human health, from the landfilling of waste, during the whole life-cycle of the landfill". The Directive has 
provisions covering location of landfills, and technical and engineering requirements for aspects such as water control and leachate
management, protection of soil and water and methane emissions control.

Gasification - a process that converts carbon-containing materials, such biomass, into carbon monoxide and hydrogen by reacting the
raw material at high temperatures with a controlled amount of oxygen and/or steam. The resulting gas mixture is called synthesis gas 
(or syngas), which can be used as fuel. Gasification is an efficient method for extracting energy from waste.

Global Reporting Initiative (GRI) - an international sustainability reporting framework, setting out the principles and indicators that
organisations can use to measure and report their economic, environmental, and social performance to stakeholders.

Greenhouse Gases (GHGs) - naturally occurring gases that trap heat in the atmosphere and keep the Earth’s surface much warmer
than if there was no atmosphere. Examples of GHGs include carbon dioxide, methane and nitrous oxide. If released in large quantities,
these gases can cause the Earth to heat up too much, this is an effect known as climate change.

Greenwash - a term commonly used for when a company “talks the talk” but doesn’t “walk the walk” with respect to its environmental
performance. In other words, a company attempts to convince its stakeholders that its environmental performance is better than it 
actually is.

Hybrid cars - use a petrol engine combined with a battery, resulting in greater fuel efficiency and less pollution.
Kyoto Protocol Carbon Disclosure Project (CDP) – the CDP was established to encourage both private and public sector organisations 
to measure, manage and reduce emissions and climate change impacts. CPD provides the private and public sector with a framework
within which to report and discuss the development of climate change strategies.

Pyrolysis - the chemical decomposition of organic materials by heating in the absence of oxygen. It enables the conversion of complex
materials such as biomass or waste into substances that are either desirable or less harmful (e.g. - syngas which can be used as fuel).
Recycling - the act of taking a used product and processing it into something that can be used again.

Recyclable - Recyclable materials are those that can be recycled.

Recycled - Recycled materials are those that have been manufactured using fibres or materials that were once considered as waste.

Stakeholder - any organisation or individual that are affected (or could be affected) by an organisation’s activities, products or 
services21.

Sustainability - the practice of using resources in an efficient and responsible manner, to protect the environment, allow continued 
economic growth and aid development of social equity for generations to come. The Brundtland Commission defined sustainable 
development in the 1980s as “development that meets the needs of the present without compromising the ability of future generations to
meet their own needs" - this has become the most widely-used definition.

Waste Electrical and Electronic Equipment (WEEE) Directive - this Directive came into force in January 2007 and aims to both
reduce the amount of electronic equipment being produced and encourage everyone to reuse, recycle and recover it. The Directive 
also aims to improve the environmental performance of businesses that manufacture, supply, use, recycle and recover electrical and
electronic equipment22.

Whole Life Costing - a method used to account for the total cost of a project over time, not only its capital costs.
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-- The Forest Stewardship Council (FSC) is an international network to promote 

responsible management of the world’s forests. The FSC logo is the best guarantee

that wood and paper products come from well-managed forests and have been 

produced in an environmentally sound and socially responsible manner.

Programme for the Endorsement of Forest Certification (PEFC) is an independent,

non-profit, non-governmental organisation, founded in 1999, which promotes 

sustainably managed forests through independent third party certification. The PEFC

provides an assurance mechanism to purchasers of wood and paper products that they

are promoting the sustainable management of forests.

The Blue Angel - this is the most stringent award for recycled paper in Europe. It was

developed by the German Government with the backing of the United Nations. The

Blue Angel label for recycled paper requires the use of 100% recovered paper: low use

of water and energy in production, preservation of forests, and promotion of recycling

management. In addition, recycled paper with the label must fulfil stringent standards in

terms of raw materials and the use of chemicals as well as consideration of health and

quality standards.

Green Dot: this symbol is used in some EU countries and denotes that the cost of

recycling the item’s packaging has been met.

The Nordic Swan Label - The Nordic Environmental Label is awarded to products that

satisfy strict environmental standards of emissions to air and soil. The Nordic Council

for Protection of Nature, a neutral, independent organisation, carries out assessments.

The Nordic Eco-labelling criteria are based on evaluation of the environmental impacts

during the life cycle of the product.

Fairtrade is an independent consumer label that guarantees a better deal for workers

and producers from poor and developing countries, ensuring that workers receive a fair

wage. It also promotes environmental and social standards in international trade in

areas related to the production of a wide variety of goods.
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European Eco Label - this is an official Europe-wide award for non-food products that minimise

impacts on the environment. Products must be independently certified, and have to meet strict criteria

for all the main environmental impacts across their whole life cycle.

Processed chlorine Free (PCF) - this symbol is for papers containing recycled fibres that have not

been re-bleached using chlorine-containing compounds. It shows that all virgin components have been

certified as totally chlorine free and have a chain of custody.

Totally Chlorine Free (TCF) - this is symbol is reserved for paper containing virgin fibre only. TCF

papers do not use pulp produced with chlorine-containing compounds as bleaching agents. All 

components have been certified as totally chlorine free and have a chain of custody.

The EU Energy Label - this scheme rates products from A, (the most efficient) to G (the least 

efficient). For refrigeration, the EU energy label goes up to A++. By law, the label must be shown on 

all refrigeration appliances, electric tumble dryers, washing machines, washer dryers, dishwashers,

electric ovens, air conditioners, lamps and light bulb packaging.

The Energy Star is an international standard for energy efficient consumer products first created in 

the United States. Devices carrying the Energy Star logo such as computer products and other 

electronic appliances; heating and cooling systems and buildings have demonstrated a better energy

performance rating than the standard.
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Across the EMEA, our Business

Solutions Division supports the 

provision of products and services

in:

Austria, Belgium, Croatia, Czech
Republic, Denmark, Finland, France,
Germany, Hungary, Israel, Ireland,
Italy, Lithuania, Luxembourg,
Netherlands, Norway, Poland,
Portugal, Serbia, Montenegro,
Slovakia, Spain, Sweden,
Switzerland and UK.

■ European Headquarters in Venlo, NL.
■ 10.500 Employees
■ Servicing customers in 29 markets.
■ 99% next day free delivery across serviced markets.
■ 23 strategically placed distribution centres.
■ Arrival in Europe in 1998 through the acquisition of Viking Direct
■ Development of the Business Solutions Divisions through the acquisition of Guilbert in 2003
■ 2006 acquisition of Papirius, market leader in Czech Republic with additional operations in Hungary,

Slovakia and Lithuania 
■ Entered Poland with new Office Depot start-up company in 2007
■ Acquisition of a majority shareholding in former strategic partner AGE Kontor & Data AB in 2008
■ Massive ongoing investment in infrastructure and growth opportunities
■ New private label sourcing infrastructure delivering cost control and increased flexibility

A B O U T  O F F I C E  
D E P O T  E U R O P E
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We hope that you have found our Greener Office Guide useful. If you are a Green Starter, has it inspired you to continue your journey?
If you are already on your way to Green Leadership, we hope that it provides you with new ideas. Please share these ideas with us,
along with case studies and examples of successful awareness campaigns.

Your views matter to us. If you have any questions, comments or ideas, please e-mail, call or write to us at:

m greeneroffice@officedepot.com
t +31 (0)77 - 323 8888
a Columbusweg 33, 5928 LA Venlo

P.O. Box 3186, 5902 RD Venlo

Our intention is to update this Guide within the next two years, and we will keep you informed of progress. Please continue to visit our
website for more information and updates.

G I V E  U S  
Y O U R  F E E D B A C K

WWW.ODEUROPE.COM/GREENEROFFICE






