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What is your obligation to improve the 

health of our planet? 
 

For the CEO – Look around. Look 

at Europe. Look at China’s plans. 

Look at the start-ups. I know you 

want to achieve your growth 

objectives, but if you don’t take 

seriously the race toward cleaner 

products and services, you’ll go out 

of business. You can see this as a 

problem or an opportunity. Bury 

your head or put on your track 

shoes and run! It’s your choice. 

 

Look at the oceans. Look at the 

landfills. Look at the rise in global 

temperatures. Just look. This isn’t 

about ROI, this is about survival. 

Growth objectives aside, no one will 

buy things when they are struggling 

to survive in an uncertain future. 

Your same old dirty products won’t 

cut it anymore. So, what are you 

going to do? 

 

For an example of a path forward, 

look to the companies in the oil 

business. Their recipe is clear. 

They’ve got to use their large but 

ever-diminishing profits to buy 

themselves into technologies and 

industries that will ultimately eat 

their core business.  Though the 

timing is uncertain, it’s certain that 

improvements in cleaner 

technologies will demand they make 

the change. 

 

Whatever you do, don’t wait. You 

don’t have much time. Cleaner 

technologies are getting better every 

day.  It’s time to start. 

 

For Marketing – Look at the 

upstarts. Look at the powerful 

companies in adjacent markets who 

will soon be your direct 

competitors. Look at your stodgy, 

unprofitable competitors who are 

now sufficiently desperate to try 

anything. Their next marketing push 

will be built on the bedrock of an 

improved planet. They’ll be almost 

as good as you in the traditional 

areas of productivity and quality and 

they’ll blow your doors off with 

their meaner and greener products. 

Customers will choose green over 

brown. And they’ll look for real 

improvements that make the planet 

smile. The time for green-washing is 

past. That trick is out of gas. 

 

You need to help customers with 

new jobs to be done. They care 

about their environment. They care 

about their carbon footprint. They 

care about clean water. And they 

care about recycling and reuse. It’s 

real. They care. Now it’s up to you 

to help them make progress in these 

areas. It will be a tough road to 

convince your company that things 

need to change, but that’s why 

you’re in Marketing. 

 

You’re already behind. It’s time to 

start. And it’s up to you to lead the 

charge. 

 

For Manufacturing – Look at 

your Value Stream Maps (VSMs). 

Assign a carbon footprint to each 

link in the chain. And do the same 

with water consumption. Assess 

each process step for carbon and 

water and rank them worst to best. 

For the worst, run carbon kaizens 

and improve the carbon footprint. 

And run water kaizens for the 

thirstiest processes. 

 

And look again at your VSMs and 

look more broadly. Look back into 

the supply chain, rank for carbon 

and water and improve the ones 

that need the treatment. And teach 

your suppliers how to do it. And 

look forward into your distribution 

channels and improve or eliminate 

the worst actors. And then propose 

to Marketing that you teach your 

customers how to use VSMs to 

clean up their act. And challenge 

Engineering to change the design to 

eliminate the remaining bad actors. 

 

You’ve made good progress with 

your value streams. Now it’s time to 

help others make the progress that 

must be made. As subject matter 

experts, it’s your time to shine. And, 

please, start now. 

 

For Engineering – Look at your 

products. Look at how they’re used. 

Look at how they’re delivered. Look 

at how they’re made. Look at how 

they’re recycled. Sure, your 

products provide good functionality, 

but throughout their life cycle they 

also create carbon dioxide and 

consume water. And you’re the only 

ones that can design out the 

environmental impact. 

 

Learn how to do a Life Cycle 

Assessment (LCA). Learn which 

elements of the product create the 

largest problems. For all the parts 

that make up the product, sort them 

worst to best to prioritize the 

design work. It’s time for radical 

part count reduction. Try to design 

out half the parts. It’s possible. And 

the payoff is staggering. What’s the 

carbon footprint of a part that was 

designed out of the product? 

 

Or, to make a more radical 

improvement, consider an 

Innovation Burst Event (IBE) to 

make a fundamental change in the 

way your products/services impact 

the environment. With this 

approach, your innovation work, by 

definition will make the planet smile. 

 

It’s time to be open-minded. Ask 

Manufacturing for the worst 

processes (including supply chain 

and distribution) and try to design 

them out. Design out the part, or 

change the material, or change the 

design to enable a friendlier process. 

Manufacturing can only improve a 

bad process, but you can design 

them out altogether. There’s power 

in that, but with power comes 

responsibility. 

 

And it’s time for you to take 

responsibility. 

Mike Shipulski 

An environmental call-to-arms 

for industry  
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For Everyone in Industry – 

Regardless of your company, your 

country or your political affiliation, 

we can all agree that all our lives get 

better as the health of our planet 

improves. And everyone can agree 

that cleaner air is better. And 

everyone can agree it’s the same for 

our water – cleaner is better. And 

that’s a whole lot of agreement. 

 

As industry leaders, I challenge you 

to build on that common ground. As 

industry leaders, I challenge you to 

improve our planet one product at a 

time and one process at a time. And 

as industry leaders, I challenge you 

to help each other. There’s no 

competitive disadvantage when you 

help a company outside your 

industry. And there’s no shame in 

learning from companies outside 

your industry. And it’s good for the 

planet and profits. There’s nothing in 

the away. It’s time to start. 

 

As an industry leader, if you want to 

make a difference in the health of 

our planet, send me an email at 

mike@shipulski.com and we will 

help each other. 

 

This article originally appeared on: 

www.shipulski.com/2018/12/26/an-

environmental-call-to-arms-for-

industry/ 
 

© Copyright, Mike Shipulski 

 

About the Author: 
Mike strives to define best practices 

and tools for Product and Technology 

Development and embed them into 

company culture.  With that, 

practices and tools become a 

working part of how a company 

does business instead of ending up in 

a thick handbook that defines how 

things “should be done” which is 

read by no one.  To Mike, behavior 

is most important. 
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Web: www.shipulski.com 

Twitter: twitter.com/mikeshipulski 
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