
As a communications professional, you are aware that customers are increasingly 
concerned about the social and ecological implications of purchasing behavior.  
A new market, termed Lifestyles of Health and Sustainability (LOHAS), has 
emerged. These consumers –  concerned with sustainability, ecology friendly 

alternatives, and global citizenship, among other things – make up a multitude of 
demographics and comprise roughly 63 million people in the U.S.

Marketing professionals endeavoring to forge an emotional connection with prospects and 
clients increasingly turn to Corporate Social Responsibility (CSR)  strategies, in an effort to 
monetize heightened consumer consciousness. Certain products and services have obvious 
intrinsic appeal: organic and locally grown food, organic and natural personal care products, 
and natural household products traditionally top the list. According to the 2006 Organic 
Trade Association, organic clothing sales rose from $437 million in 2003 to $744 million in 
2005, while sales of organic food reached $16 billion by end of 2006. Today, products and 
services also include: 

8	Natural/organic clothing and retail 

8	Hybrid and electric cars 

8	Green and sustainable buildings 

8	Energy efficient electronics/appliances 

8	Socially responsible investing 

8	Alternative and preventative medicine 

With an average of $230 billion spent each year, LOHAS consumers are forcing organizations 
to reevaluate the way they do business in the global marketplace. 

Consumer mindset
8	About 60 percent of U.S. consumers hold government and big business directly 

accountable for global warming (MindClick Group). 

8	Thirty-one percent of U.S. consumers are “worried that profit motivations are preventing 
business, industry, and government from providing solutions to global warming” 
(MindClick Group). 

8	Twenty-seven percent of U.S. consumers “still believe it is somewhat important for 
business, industry, and government to address the problem [of global warming]” 
(MindClick Group). 
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CSR Defined:
Corporate Social Responsibility 
(CSR) is operating a business in a 
manner that meets or exceeds the 
ethical, legal, commercial and public 
expectations that society has of 
business.  
- Business for Social Responsibility, USA



8	Of the 600 consumers polled in the global survey “New Wave of Advocacy,” fourty-five 
percent of participants labeled themselves as advocates who “take action to support or 
detract from issues, causes, companies and products...” (PR News, 5.21.07). 

How to “Go Green” even if you don’t sell an organic product
If the product or service you are marketing is not a natural fit you can still appeal to LOHAS 
consumers. NBC is an excellent corporate example. 

Case: NBC Universal
NBC Universal recently aired 150+ hours of green content as part of an effort 
to educate viewers about environmental issues. “As a leading media and 
entertainment company, NBC Universal has a responsibility, both in our own 
operations and in driving awareness. Green is good for the world and the bottom 
line,” stated Jeff Zucker, president and CEO, NBC Universal.

This is just one of many statements issued in a press release driving NBC Universal’s 
Green Is Universal initiative: “NBC Universal’s corporate commitment to green 
its own operations worldwide continues to grow with the recently announced 
creation of a new West Coast News Headquarters and Content Center. The Center 
will be a leading example of sustainable design, construction, and transit-oriented 
development under the U.S. Green Building Council’s LEED® rating system […] 
Completed in May 2007, the Universal Studios lot installed its first solar energy 
system, the largest in the industry.” 

In this campaign, NBC touts its other “green” initiatives: It measures its greenhouse 
gas emissions, conducts energy use audits, and has secured the services of a 
sustainability strategy firm, GreenOrder, to review and verify the results. 

Strategies for designing “green” campaigns
LOHAS consumers come in all shapes and sizes, with varying socio-economic backgrounds. 
Here are some strategies to reach them. 

1.  Ninety percent of LOHAS consumers prefer to buy from businesses whose values 
reflect their own. Do your research so you can target consumers with the same 
interests and values as your company.

2.  Ensure your consumers understand all the benefits of your products. They won’t 
always pay more for an item just because it has “green appeal.” You can provide 
prospective buyers with specific data on the impact of your product.

3.  Many consumers turn to green products because they want to make a difference. 
Encourage them to make positive changes in their life that may or may not directly 
tie-in with your products. (Yahoo! Green began posting real-time data about 
different ways people can make small changes in their lifestyle – such as “it takes 
eighteen seconds to change a light bulb to a fluorescent one.”)

4.  Resist the temptation to make unsubstantiated claims. Green marketing is a way 
to open up an honest dialogue between businesses and consumers, so the more 
transparent your products and services, the better.

5.  Forge alliances and partnerships with other organizations. The United Nations 
Commission on Sustainable Development, Greenpeace, and Coca-Cola teamed up 
to promote Refrigerators Naturally!, a project designed to increase the sustainable 
energy technology used in many coolers and refrigerators. Coca-Cola has since 
“invested close to $40 million dollars and create 6,000 machines that feature a new 
CO2 based technology” (The New York Times, 10.25.07).
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6.  Take advantage of every opportunity. Case in point: sometimes even the smallest 
change can have a significant “green” impact. Each holiday season 2.65 billion 
holiday cards are purchased in the U.S. Seeing the opportunity to make a difference, 
the marketing department at BurrellesLuce recently replaced their traditional mailing 
of holiday cards to all clients with an e-card. The card combined holiday cheer and 
entertainment with an educational message about doing more media planning, 
monitoring, and measurement work online in order to save paper and trees. In 
addition, BurrellesLuce also donated to the Arbor Day Foundation on behalf of clients. 

Consumers aren’t the only ones interest in CSR
More investors are looking to companies which tackle environmental and social issues. 
According to a Social Investment Forum report on socially responsible investment trends, 
“Total socially responsible investment assets rose more than 258 percent from $639 billion 
in 1995 to $2.29 trillion in 2005, while the broader universe of assets under professional 
management increased less than 249 percent from $7 trillion to $24.4 trillion over the same 
period.” The bottom line: companies ranking high for sustainability have more to offer 
investors who look to feel good about the companies with whom they invest.

Case: Toyota
Toyota understands its niche as the leading provider of fuel-efficient vehicles. They 
are also aware of the ever-increasing demand for environmentally sound cars. It 
is only natural for them to create one of the most reliable and consumer friendly 
hybrids to date.

“The Prius has become, in a sense, the four-wheel equivalent of those popular 
rubber ‘issue bracelets’ in yellow and other colors – it shows the world that its 
owner cares” (Micheline Maynard, The New York Times 7.4.07). 

Toyota started promoting the new Prius nearly two years before its initial release in 
the U.S. to customers who already showed interest in purchasing a cleaner, more 
efficient vehicle. The web-based campaign gave customers the opportunity to view 
and purchase the hybrid ahead of the general-public. The result: roughly 1,800 cars 
sold prior to release.

In 2001, Toyota when it teamed up with the Sierra Clubs – lending them several of 
the hybrids for promotional road trips. These trips not only increased the exposure 
of the Prius, but also provided additional opportunities for consumers to test-
drive the car (BusinessWeek 3.5.07). The Prius gained even more exposure when 
Mike Sullivan, owner of Toyota of Hollywood, arrived at the 2003 Oscars with 26 of 
the cars. Soon environmentally savvy superstars were jumping on the green and 
trendy bandwagon.

That same year, Toyota also launched a $50 million advertising campaign to 
market the Prius to mainstream audiences. Advertisements featured the Prius 
zipping through major cities while everything else remained frozen in time. Others 
highlighted the expansiveness of the Prius’ interior by having it converge with 
the night sky. The idea behind the campaign was that consumers did not have to 
sacrifice speed and comfort for environmental friendliness.

Unit sales – over 400,000 sold in the U.S. alones – attest to the success of Toyota’s 
Prius marketing strategy. 
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More Ways CSR Pays
Some other benefits include 
attraction and retention of 
employees, as studies have tied 
successful CSR programs with 
reduced absenteeism and employee 
turnover. Company sustainability 
and responsibility initiatives 
may also reduce the costs of raw 
materials.



Successful CSR media campaigns require planning,  
monitoring and measurement 
Consider using BurrellesLuce to help you implement the media relations aspects of your 
CSR and LOHAS initiatives. We cover more U.S. media than anyone else – monitoring over 50 
million blogs and more than 50,000 web forums and online media, in addition to all of the 
traditional media. Media monitoring is where BurrellesLuce started, but today monitoring is 
just one of the ways that we help you maximize the value of your media relations results. 

8	First, target your messages to those most likely to write about your efforts using 
the industry’s most comprehensive online media directory. Take advantage of free, 
unlimited e-mail distribution of all your news releases. 

8	Next, monitor your coverage from every form of media. We deliver exactly the news  
you want to see, complete with all photos and graphics. 

8	Then, gain insight through our automated and customized media measurement services. 
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Contact us 
To find out more about our media relations planning, monitoring and measurement services, 
please contact:

8	info@burrellesluce.com or 800.631.1160


