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IT’S NOT EASY BEING GREEN

Firms that have the will often don’t have the means, reports Alex Malouf.
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bags before they are required to by law
in the UAE. Are they doing this because
they decided to do so locally or because
Carrefour is doing this globally? Actu
ally, it is a global Carrefour initiative
and Carrefour wants to ensure that its
shoppers carry paper bags that say Car-
refour on them in order to both comply
with CSR and to aid marketing. It is
likely that as facilities become available
local companies will move to implement
their own CSR initiatives. This is a huge
subject, but suffice it 1o say that good
CSR planning helps with both recruiting
and marketing as well as in the efficient

allocation of resources.”

According to Hughes, the focus on
green among Gulf firms is long overdue,
with many business owners still unaware
of these issues. “We have noticed some
local firms here who have realised phrases
such as CSR. One company boss gave us
acall, as he'd presented to a government
organisation, They'd asked him what his
CSR plan was and he stood there blank
as he didn’t know the phrase. We went
and described CSR and explained 1o him
how to get a CSR initiative going. The
driver for this is Sheikh Mohammed bin
Rashid Al Maktoum’s vision for Dubai
government, which is understandable. In
the UAE we need 12 hectares of produc-
tive land to offset our carbon emissions.
The global average is 2.2.”

One company which has tried to set
its own example has been advisory firm
KPMG Saudi Arabia, which began paper
recycling several years back, according
to the company’s communications and
marketing manager, Khalid Alkhudair.

“When | first joined two years ago,
I saw in KPMG that there were boxes
being thrown out and [ said you can’t do
that. I'd just come from Canada where
they are very strict on recycling, So we
started recycling. One of our clients was
a paper manufacturing company and they
came to our office. We get paid for our
waste which we give back to the com
munity. It is a very simple initiative and
it promoted a culture where employees
brought paper from home.”

Luscious: Sawdi's consumers are beginning o accepl environmental messaging but there's still a way to go

To be honest, we’ve only achieved
30 per cent of what | had hoped for.

After Alkhudair and his team set the
example in-house, KPMG decided to
spread the green message among cli-
ents. “We established a monthly email
called KPMG Green for our clients and
ourselves. It was a very good initiative
for us. We didn’t use it for corporate but
rather for CSR. purposes. We placed the
recycling and green initiative as the core
of our KPMG foundation which we are
building up.”

Action-minded: Bee'ah's
Jeremy Byatt

As KPMG's marketing executive notes,
companies in Saudi Arabia such as
Saudi Telecom and Abdul Latif Jameel
are spending more and more on CSR,
including environmental issues as they
follow in the footsteps of oil and gas
companies such as Aramco, However,
both Hughes and Byatt warn against
companies using green causes for the
sake of making money.

“Using the green issue as a gimmick
has been tried and backfires badly in
the face of the amount of knowledge
that consumers have access to today
and the viral eifect of the internet once
something becomes known. There’s even
a word to describe this kind of false
environmental advertising - it’s called
‘greenwash’. Companies caught doing
this get pounded in the markeiplace,”
says Byatt.,
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