March 2009 | While financial woes may hold back some grediatives, the future
has never lookedreener. Mainly because creating a more sustaredanomy is ni
an option, but a necessity. And we all know thatessity is the mother of invention.
Which is why this month, amidst crumbling banks0G@2eetings and stimulysdans.
we highlight 12 eco sub-trends that any market@antrepreneur can act on today.

No, there won't be eco-fatigue in 2009, mainly becat’séard to ignore the mind-
boggling fortunes (and accompanying power shifts raluctions in pollution) that
are in store for those who figure out how to getwhorld offits addiction to pollutin

power sources and wasteful consumpt



Sc while banks are crumbling and multinationals asgrg off people faster th you
can say ‘downturn’, every key player—from the Obadministration (find a short
overview of its ambitious eco-godisre) to the Chinese government—plans to
dominate the postcession economy by going sustainable, includihgaay dose ¢
rules and regulations. But it's not all macro-eaoinmgeo-political-powerplay.
Recession or not, consumers will continue to dentasgonsible behavior from
brands. Ju one statistic* Four out of five people say they are still buyimgey
products and services toc--which sometimes cost more--even in the midstl a
recession.”(sourceReuters). Rest assured that the quest for an ECO-BOUNTIY wi
continue at full force:

“ECO-BOUNTY refers to the numerous opportunitiesthoshort and long term,

for brands that participate in the epic quest feustainable society. Some of these
opportunities exist despite the current recessitrers are fueled by it, not in the
least because of new rules and regulations. Dowstdbsessed brands who lose
their eco-focus will find themselves left out iretbold when the global economy
starts recovering."

So it's no wonder that we’ll continue to see asstr@f eco sub-trends. Like the
dozen or so relatively fresh* ones you’ll find g briefing, which are begging to be
sustainably and profitably applied by smart engepurs and marketers. Some of
them are focused on the long-term (since wherrég@ssion an excuse to not look
beyond tomorrow...?), while others will help younmup with quick-fix, low-cost
green innovations fit for recession-ridden times.**

* That means we wc't be talking about the hunt for renewable energyrses
(that's macro, and it's being documented everywheneabout trying to invent new
services or products that are merely eco-friendlaek.a. the ‘eco-me-toos’.

** Now, let there be no doubt that because ¢ downturn (and lower oil prices), v
will of course see many green startup: bust in the next 6 mont—especially thos
with high upfront investments and zero short-teewvenues . And yes, some cash-
strapped consumers will (temporarily) shun premiomeed green products and
services.
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With the recession deepening, count on all thiege” to be repositioned from
‘worthy but expensive’ to ‘cheap and, oh yes, wgrtlon the one hand, cash-
strapped consumers are going out of their way e sa@oney on energy bills,
motorized transport and other waste-prone, ecaamndly activities.* While the
environment may not be their first concern, thely mavertheless do less damage.
Other consumers are still primarily interestedustainable consumption, but no
longer willing or able to pay the usual premiumgamples:

BMW is now repositioning the Mini as not just fuowing, but cheap to run,
and eco-friendlier to boot. This will become anreweore compelling story
when thenew Mini E (E for electric) takes to the streets.

PaylessShoeSourcaecently announced a new line of affordable ecoe®d
shoes (Zoe & Zac) in April. On average, the shodido& under USD 30.
Summer Rayne Oakes, a green fashion and beautyt exae signed on as
eco-consultant for the green footwear collectiohicl will use sustainable
and eco-friendly materials such as organic cottahlmen, natural hemp,
recycled outsoles and eco-smart packaging.

Whirlpool claims that its new topload Cabrio HE washer @esip to USD
900 in lifetime water and energy costs, whHE says its hybrid electric water
heater will save consumers approximately USD 25ally. Kohler Co. says
that switching to its latest models of water-comsgy shower heads, toilets
and faucets would save a family of four between @8xnd 200 annually
(source: WSJ).

* Quite ironic of course, is the rapidly diminisigimlemand for oil due to a global
decrease in economic activity, which in turn lowe price of energy and fuel ar



therefore discourages (at least for the time be costly investments in renewal
energy sources. We guess you can't have it all.

Want to link to ECO-FRUGAL?
http://trendwatching.com/trends/ecobounty/#ecofruga

Around the world, being eco-conscious has becostatas symbol for consumers,
partly replacing traditional status symbols th& aow associated with pollution,
waste and excess. Two ECO-STATUS developments tchwBCOICONIC (create
an eye-catching green brand/product, advertise¢ieut of it and make itery
recognizable to the masses, which in turn makeasy for buyerso get respect froi
strangers) and ECO-STATUS-STORIES (which involves/ling buyers of little
known/niche eco-brands with conversation startedsstory details to make sure
they’ll get a status fix from their peers).



Some examples we highlightegst summer.

This is what we said in our earlier briefing ab&aO-ICONIC :

"Eco-friendly goods and services sporting boldnicanarkers and design, that
help their eco-conscious owners show off their esalentials to their peers. At
the heart of ECO-ICONIC is a status shift (isn&r always?): many consumers
are eager to flaunt their green behavior and pegsesbecause there are now
millions of other consumers who are actually impessby green lifestyles.”Per
the above, ECO-ICONIC is not about all green prasiuts about those products
that through their distinct appearance or storedgadly show that they're green, or
at least invoke some curiosity from onlookers, #img help their owners/users
attract recognition from their peers. How 'newthis? Well, just take a look
around: a surprisingly high number of green proslactd services, imagined and
designed in a distant past when green was seen@s@omise, still try to hide
their sustainable superiority by looking as mu&le Inormal’, ‘'non-green' products
as possible."

For (many!) examples from last year, check out
trendwatching.com/trends/ecoiconic.htm For more recent spottings, scan the
below:



TheBigbelly is a solar powered trash compaction unit that$alato five
times as much waste as a regular bin. The higbkitfle units can be placed
almost anywhere, reducing waste collection andgneosts.

Victorian Eco Innovation Lab, a sustainability angaation founded by the
Australian government in 2006, invented a shadysfesn to harvest solar
energy in schoolyards callétEIL Solar Shades A userfriendly touch scree
at the base of the shade is designed so that ehitchn use it to monitor solar

energy production and storage, turn the shadeewitirge portable devices
using energy from tt shade



TheDSe Hybrid 12mis a sustainable luxury yacht, which can cruise
indefinitely at speeds up to 6 knots while creatiego CO2 emissions using
technology that combines diesel, solar and eleptger. On-board amenities
include a master stateroom with a 270-degree pareoxew, a 26" HDTV
and a Bose home theater system. Prominent solatspand wind turbines
bestow a heavy dose of ECO-ICONIC on the owner.



AustralianSolar Sailor has developed‘solai wing' for ferries and yacht:
which harnesses both sun and wind energy. Likege Isail, the (very iconic)
solar wing can be manipulated into different ratgtpositions, as well as
folding flat in high winds. Vessels can reapeeds of 10 to 13 knots, the si
maximum speed as conventional ferries. Even oowdygl day, enough energy
is generated to charge a vessel's nhaitteries and keep the boat running. £
Sailor-powered vessels are already in service dn8y Harbor, while North
American launches are in the making in New York¢f@iLine) and San
Francisco (Alcatraz). Last month, the company alsaounced the sale of four
ferry boats to Hong Kong as well as the desigmotlaer for the 2010 World
Expo in Shanghai and ongoing discussions aboutibngila clean-tech tanker
prototype for Chinese shipping company COSCO. Tokyosterdam,
London, Stockholm, Rio and others to follow?

Texas-based Ronn Motor Company has designed angexgco-friendly car,
the Scorpion. This hybrid features the company’s Hydrogen Fajelction
(HF1) fuel delivery system which increases fueleage between 20-40% and
reduces CO2 emissions to nearly zero. Initiallyyy @0 Scorpions (priced at
USD 150,000) will be available after productionrtstan Q2 of this year. One
word of warning: UBER-PREMIUM-ECO products are alavly a much
tougher sell now, so this category isn’t for enteggurs who are faint of heart
or empty of pocket...



Toyota announced the details of the rfewws at the North American
International Auto Show in Detroit (January 200R)is third-generation Prius
comes with moon-roof solar panels above the restirgethat power the
ventilation system, which is designed to keep #irecool while it's parked in
order to reduce &conditioning time



Not super-new, but still furf?hilippe Starck has offered his own take on the
electricity-generating wind turbine. The desigrilezhDemocratic Ecology,
features transparent plastic blades and is designgaduce 80% of a home’s
electricity. The first in a series of designs refieg Starck’s new
environmental focus, the turbine could soon begdihy a solar panel that
attaches as a thin film to existing windows. Theicke will be priced at EUR
500-800.

The technology is still in its infancy, but phorege going solar. Available
from June 2009, the Coral-200-Solar offers basibitagphone features with
an integrated solar charger. The device was crdgtédgicel, which primarily
serves consumers in emerging Caribbean marketsavehamong the 2 billion
worldwide with limited or no access to electriciamsung recently unveiled
its solar-powered touchscreen phdiee Earth at the Mobile World
Congress in Barcelona. Users can generate enoeginiehl power to keep
their phone charged using the solar panel on thke bbthe phone, and the
phone is made with recycled plastic from waterlbsttThe Blue Earth’s
interface allows users to quickly switch back aodi to an energy-efficient
screen using the 'eco mode' option. The 'eco Wtalktion allows users to
count how much they are reducing CO2 emissionssiygua built in
pedometer to measure each step they take.



What'’s your Baacode?

Here's how we defined thefATUS STORIES trend:

As more brands (have to) go niche and therefolsttmies that aren't known to
the masses, and as experiences and non-consumgied expenditures take
over from physical (and more visible) status syrapobnsumers will increasingly
have to tell each other stories to achieve a stitigend from their purchases.

Expect a shift from brands telling a story, to lshelping consumers tell status-
yielding stories to their peers.

The link to ECO is easy: a green lifestyle is @me circles) the ultimate status
symbol, and thus ‘green stories’ are in vogue. fanemng having to do with (eco-
friendly) sourcing, production, ingredients andidosition represents a potential
benefit to consumers keen on status stories. Aadahcept is extra attractive for
service providers, since they often don't have ghygroductsvith which to conve
their eco credentials. Some examp



Established by a former gym teacher, Germakeltraining sells a range of
bags made from old German gym equipment. The hademiapducts
reinforce their genuine heritage by promising tdude a ‘little bit of sweat'.
Prices range from EUR 90 to EUR 249.

Crop to Cup is a fair trade coffee brand with a twist. In aaoh to buying
coffee directly from farmers, representing themrmiarkets and reinvesting in
their livelihood, the brand also allows customersrace their cup of coffee
back to the farmer that produced it. Which in tallows them to learn about
the origins of the coffee and engage in a dialahaut the product.

Most garments produced lyebreaker now feature a unique ‘Baacodehich
can be entered on Icebreaker's website to traoedbéin a garment to one of
120 sheep stations in the Southern Alps of Newat&hlA customer can then
view the living conditions of the animals that puodd their wool, meet the
farmers who run the stations and find out abodut fhreduction process.

Windunie is a collective of Dutch wind turbine owners wieed sustainable
energy into the grid, for online purchase by constanCustomers pick a
specific owner that they want to buy electricitgrfr, and are shown a
'passport’ listing full details of the turbine owniecluding their name, date of
birth, location, hobbie etc



Virgin Atlantic has teamed up with Anti-Apathy teeate\Worn Again, an
eco-fashion initiative designed to help the airimeet its goal of halving its
landfill waste by 2012. To achieve this, Worn Aghas used family-run,
small-scale workshops in Portugal to produce 2|bfited-edition bags
reclaimed from 1,000 old airplane seats. Also clmdi®\bove + Below
which turns restored London Underground and Lorlos seat covers into
shoes.

Want to link to ECO-STATUS?
http://trendwatching.com/trends/ecobounty/#ecostats
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