SPECIAL REPORT

MONEY IS!

A GUIDED TOUR OF AMERICAN WEALTH (pace81)

FORTH

DISPLAY UNTIL MARCH 12, 2007

THE

NEW
KING
OF

Steve Schwarzman of
Blackstone wants
to buy your company
and has a $125 billion
war chest todoit. eace 74

PLUS
THE TOP 10
PRIVATE-EQUITY
PLAYERS (PaGE 63)

SIVE INTERVIEW

R SALE? pacesy)

0

5

I

25.9%9CAN

1

|

‘ 103
|
it 4

www.forfune.com




As far as Don Droppo Jr. is con-
cerned, green is gold. “We're a true
testament to the idea that green
business makes economic sense,”
says the vice president of market-
ing and a principle of Curtis Pack-
aging, a family-owned company in
Sandy Hook, Conn. Thanks in part
to a shift to eco-friendly paperin
its packages, Curtis's annual sales
in the past four years have doubled
to $40 million—a remarkable per-
formance given the poor overall
state of the U.S. packaging indus-
try, which has been steadily losing
business to overseas competitors.

Curtis’s intarest in packaging
was heightened when cosmetics
maker Estée Lauder asked the com-
pany to package its Origins natural-
products line in the "most environ-
mentally friendly paper out there,”
says Droppo. The research he did
for the project led him to suggest
that the company shift its entire
business model. “| started to learn
about sustainability and asked what
my company could do so that we
could be as envircnmentally con-
scious as possible,” he says.

The first step for Curtis was
getting the paper in its packages
certified by the Forest Stewardship
Council (FSC}, a non-
profit organization that
has created a global
standard for sustain-
able forestry. The
company started the
certification process
by buying paper only from FSC-
certified mills. Next it converted
100% of its energy needs to clean,
pollution-free renewable energy,
with the majority being sourced
from wind power. That done,
Curtis could print eco-friendly
messages on its packages certify-
ing that they were truly green.

The resulting media attention
maore than compensated for the
added expense. "FSC paper costs
the same but our power costs went
up 10% to 15%," Droppo says. “But
when we talk about cost internally,

Our woodlands—one of
our most precious natural

resources—are in jeopardy.

we think of it as a marketing ex-
pense. Not only are we doing the
right thing for the environment, but
we're getting a tremendous amount
of exposure because of this.”

Indeed, in the last two months
Droppo has fielded calls from FOR-
TUNE 500 companies like Kellogg's
and Target. "It's very difficult for a
company our size to call Kellogg's
and get through to the right person,
but they're calling us now.,” he says.
“And Target's looking to package a
whole organic product line. We're
meeting today.”

52

The Green Movement

Mot that the goal of sustainable
forestry is simply improving the
bottom line. Increasingly, Droppo
and other members of the green
movement have realized that cne
of the world’s most precious natu-
ral resources—our woodlands—
are in jeopardy.

"Deforestation has huge implica-
tions for climate change and global
warming,” says Michael Washburn,
Ph.D., a marketing consultant to
the FSC. “With fewer trees in our
forests, we have a reduced capac-
ity for removing and storing carbon
dioxide from our atmosphere. Not
only that, large-scale clearcuts of
forests actually release seques-
tered carbon into the air, exacer-
bating the warming effect already
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corporations pitch in to

depends on how

forests
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