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Abstract

In the past decade, awareness of environmental issues has increased tremendously 
and organizations are increasingly looking at ways of becoming more environmentally 
responsible and responsive. However, to date, progress on environmental issues has 
predominantly taken place in the scientific and engineering fields, with less emphasis 
on green issues in the management disciplines. This article issues a call for greater 
attention to environmental issues in all areas of management and as a starting point 
sets down eight ideas for engaging organizations in environmental change. These ideas 
include the development of green management modules, establishment of a green 
contract, environmental scenario planning, environmental auditing, green product 
redesign, environmental labeling, corporate consciousness, and environmental 
outreach. Following the discussion of each idea, some examples are provided looking 
at the concept in practice. The article concludes by encouraging the field of HRD to 
take a greater role in promoting environmental change in organizations. It argues 
that HRD practitioners can play an important role in reminding organizations of their 
social and moral responsibilities and fostering environmentally responsive innovation 
and change.
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We live in a complex ecosystem. Global events dominate our interconnected world 
affecting our lives and the societies in which we live. Natural disasters, such as 
Hurricane Katrina and the Asian Tsunami often have wide and far-reaching international 
consequences affecting individuals, organizations, communities, and societies. All too 
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often, such incidents do not respect state or national boundaries with their effects some-
times spread over whole regions and countries, requiring leaders to work closely with 
one another in formulating a coordinated effective response.

In recent years, awareness of environmental issues and the need for organizations 
to act in an environmentally responsible manner has increased significantly. Logsdon 
(2004) suggests that many organizations engage in voluntary environmental improve-
ments for a variety of reasons including alignment with organizational values, enhanced 
reputation, and the ability to make cost savings. Yet, as Andersson and Bateman (2000) 
indicate, there is little agreement among businesses on which environmental issues to 
focus on and how these should be addressed. This lack of clear environmental obli-
gations has led to some companies locating dirty operations in countries with lax 
environmental regulations (Christmann, 2004). Getting organizations to engage 
with environmental change has become critical to achieving sustainable long-term 
progress on environmental issues. In many instances, engaging organizations in envi-
ronmental concerns will involve getting organizations to understand the changing 
expectations of society and the effect organizations have on communities and society 
(Ihlen, 2008). In this regard, there has been a noticeable shift in ideology from corpo-
rate social responsibility to corporate social performance with a focus on actions and 
an evaluation of their effectiveness (Rundle-Thiele, Ball, & Gillespie, 2008). This 
focus on social performance will undoubtedly move organizations beyond the some-
times mere rhetoric of responsibility toward establishing their societal impact, thus 
increasing overall organizational accountability.

So, what role does HRD play in helping bring about environmental change? 
Russ-Eft (2009) argues that HRD professionals are aware of their professional respon-
sibilities to communities, the societies in which they live, and the planet. As such, she 
argues that HRD professionals have a responsibility to maintain a balance between the 
clients needs and a range of other needs that encompass the common good. Organizations 
too are increasingly realizing the need to invest in environmental change, not for 
humanitarian reasons, but rather for economic reasons (Friedman, 2008). Responding 
to the challenge of making products and processes greener means that organizations 
need to learn creatively and innovatively—highlighting the need to deploy HRD tools 
and interventions.

The purpose of this article is to set down eight ideas for engaging organizations in 
the process of environmental change. Some of these ideas are new, while others have 
only received limited attention in the research literature. It is hoped that these ideas 
might spark off new avenues for researchers and practitioners and open up a dialogue 
on the role of HRD in environmental change. To contextualize these ideas, we first 
examine the range of factors leading to environmental change in our community and 
society.

The Nature of Environmental Change
Increasingly, individuals, communities, organizations, and societies are realizing 
the importance of living in harmony with the earth. For hundreds of years, industrial 
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development and economic growth have continued apace without adequately consider-
ing the consequences of such actions on our environment. Such actions have increased 
environmental vulnerabilities threatening our production systems, human health, access 
to resources, and natural ecosystems (Intergovernmental Panel on Climate Change 
[IPCC], 2007). This section considers the nature of environmental change looking 
specifically at the topics of climate change, desertification, deforestation, population 
growth, and mobility and the growing intensity of natural disasters.

For the past 20 years, climate change has been a widely reported topic in the media—
yet the topic has been presented with statistical fuzziness highlighting a strong disparity 
between media coverage and scientific fact (Dispensa & Brulle, 2003). Where previ-
ously there was less than absolute certainty about the effects of climate change leading 
to the adoption of the precautionary principle (which states “Where there are threats 
of serious or irreversible damage, lack of full scientific certainty shall not be used as a 
reason for postponing cost-effective measures to prevent environmental degradation”) 
at the Earth Summit in 1992 (IPCC, 1992), the most recent report by the IPCC states 
that “Warming of the climate system is unequivocal, as is now evident from observa-
tions of increases in global average air and ocean temperatures, widespread melting of 
snow and ice and rising global average sea level” (IPCC, 2007, p. 30). A recent report 
by aid agency Oxfam (2009) found that failure to take decisive action will lead to a 
significant chance of global warming by 4°C leading to profound social and economic 
consequences.

The growth of deserts across the world has been highlighted as a problem affecting 
the natural environment and populations way of life. The United Nations define the 
term desertification as the “degradation of land in arid, semi-arid and sub-humid dry 
areas including climate variation and human activities” (United Nations, 1994, p. 4). 
For his part, Bied-Charreton (2008) estimates that desertification affects 2 billion people 
in around 100 countries across five continents. He argues that if desertification effects 
are to continue at the current rate, crop production will be halved over the next 40 years. 
Desertification is known to have a wide range of consequences including impaired 
access to safe water resources (Bencala & Dabelko, 2008), decline in agricultural out-
put (Scheipers & Sicurelli, 2008), increase in levels of conflict (Oxfam, 2009), and 
deterioration of visual amenity for tourists (Perry, 2006).

The clearing of tropic rainforests and the use of the land for agricultural, settlement, 
and other purposes continues to produce global environmental consequences. Fry 
(2008) reports that the contribution to greenhouse gas emissions from deforestation 
ranges from 10% to 25%. He argues that deforestation contributes more to global 
greenhouse gas emissions annually than the transport sector. For this reason, tropical 
forests are particularly prized for both their carbon capture and carbon storage capa-
bilities. Aside from their role in carbon capture, tropic forests possess high levels of 
biodiversity threatened by deforestation and species extinction (Pfaff et al., 2007; 
Wibowo & Byron, 1999).

In relation to population change, there is evidence of mixed messages in the research. 
Kumar (2000) reports that many continental and global environmental problems find 
their roots in population growth. He argues that the rapid population growth of recent 
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decades has increased the need for cropland and food production as well as leading to 
overcrowding in cities and some coastal areas. In contrast, Lee (2007) notes a popula-
tion decline in the technologically rich world and argues that this trend is likely to be 
followed in poorer countries where modern birth control methods and the spread of 
western norms are leading to later marriages with less children.

Finally, the growing intensity of natural disasters has been of concern to community 
and societal leaders. The IPCC (2007) found that climate change is likely to lead to an 
increase in the number of the most intense tropical cyclones. Basher (2008) highlighted 
a significant rise in the number of hydrometerological events—coinciding with a decline 
in the overall death toll from such events indicating better management of floods, storms, 
and famine events. However, he argues that because of the increase in the incidence of 
natural disasters, there has been a sharp rise in reported economic losses.

Eight Possible Environmental Change Solutions
Environmental change is exerting a significant impact on our world demanding innova-
tive responses and actions. In this section, we examine eight ideas for engaging organi-
zations in environmental change thereby improving products and services and aligning 
themselves more directly with customer expectations.

Green Consumption and Environmental Labeling
In the last two decades, concern for the environment has become more common as 
concepts such as global warming, acid rain, and deforestation have raised consumer 
awareness of the need to make environmental responsible decisions (Finisterra do 
Paco, Raposo, & Filho, 2009; Manaktola & Jauhari, 2007). While early research indi-
cated that consumers with green intentions would be unwilling to pay a premium for 
environmentally related products (Nakardo, 1996; Wiser, 1998), more recent evidence 
suggests that certain products and services with sound environmental credentials are 
more popular amongst consumers and are likely to attract premium purchasing behav-
ior (Rodriguez-Ibeas, 2006; Rowlands, Parker, & Scott, 2002). Products and services 
may also be considered popular where they align with consumer values espousing 
concern for the environment and possessing well-being characteristics (Haanpaa, 
2007; Stern, 2000; Wilska, 2002). Yet commitment to environmental concerns and 
the integration of environmental considerations into business practices remains mixed 
(Dahlmann, Brammer, & Millington, 2008). Alsmadi (2007) points out that few com-
panies have developed a green orientation showing a true commitment to environ-
mental concerns. Revell and Blackburn (2006) identified a perceived lack of business 
benefits as a key obstacle to environmental commitment, while Ghobadian, Viney, 
and Liu (1995) highlighted the importance of profitability in influencing corporate 
policy toward the environment.

Environmental labeling is a powerful method of communicating organizational 
commitment to environmental issues. D’Souza, Taghian, and Lamb (2006) distinguish 
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three types of environmental labeling. Type 1 labels involve a third-party evaluation of 
an organization’s environmental standards. To qualify for the label, products must sat-
isfy various threshold levels, for which they may be awarded a seal or symbol to certify 
to their eco-friendly credentials. Type 2 labels refer to general claims related about the 
recyclable nature of the product, its lack of ozone harmful contents or some other 
aspect and may appear in symbolic or written form on a product. Type 3 labels involve 
a third-party assessment of the overall lifecycle of the product and assesses the product 
in terms of resource use, emissions and waste generation. These labels go further than 
type 1 labels in indicating the environmental friendly credentials of both the product 
and the process used to develop the product. The German Blue Angel (Blauer Engel) 
label created in 1978 as the first and oldest environment-related label is a good exam-
ple of a Type 3 label used to assist consumers (Blue Angel, 2009). In essence, labeling 
provides a useful communication tool to consumers in informing them of companies’ 
environmental credentials and assisting them in making a purchase decision. Further 
information on ecolabeling can be obtained from the Global Ecolabeling Network 
(GEN) that operates across 26 countries and whose remit is to improve, promote, and 
develop the ecolabeling of products and services. In the United Kingdom, the Carbon 
Trust was established by the U.K. government as a not-for-profit company to help com-
panies reduce their carbon footprint. The Carbon Reduction label that appears on many 
consumer products is a scheme run by the Carbon Trust, which identifies companies 
that are working to reduce their carbon footprint.

Green Contract
The concept of a green contract is based on the notion that “all contracts are psycho-
logical” (Rousseau, 1995, p. 2). Consequently, the psychological act of consump-
tion engages consumers in a contractual relationship with both a product/service and 
an organization. Underpinning the contract is an exchange of expectations between 
the consumer and organization regarding the perceived quality and value of the product/
service (Hellier, Geursen, Carr, & Rickard, 2003; Palmer, 1996). Increasingly, how-
ever, consumers are forming expectations and evaluating products/services based on 
their green credentials and respect for the environment. Pickett-Baker and Ozaki 
(2008) identify an intergenerational values shift in postwar generations is likely to 
result in proenvironmental behavior and consumption. Empirically, they found that 
consumers will likely purchase more from organizations that are seen to be proen-
vironmental. Similarly, Flatters and Wilmott (2009) argue that environmentalism 
is now deeply rooted in the consumer mind-set and are looking to express their 
concern for climate change and the environment through consumption and other 
forms of behavior. Such research advances the case for a green contract, whereby 
consumers expect and will support organizations who act in an environmentally respon-
sible manner and in return, such organizations can expect higher levels of commit-
ment to products/services from consumers. Indeed, it is arguable that developing a 
green contract with consumers will lead to higher levels of emotional attachment as 
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consumers experience an intrinsic value from using green products/services (Hartman 
& Ibanez, 2006).

For their part, Connolly and Prothero (2008) argue that consumers are voluntarily 
engaging in proactive environmentally friendly consumption and are becoming increas-
ingly concerned with issues of sustainable consumption and sustainable product devel-
opment. Organizations must therefore become more aware of rising standards on behalf 
of consumers and develop products and services that are aligned to increasingly green 
consumer values. Prothero, McDonagh, and Dobscha (2010) illustrate this trend by 
pointing to the strategic changes adopted by the British Charity Comic Relief in their 
fundraising efforts. For many years, Comic Relief sold T-shirts to raise funds for worthy 
charities as part of their biannual red nose comedy event. However, in 2009, Comic Relief 
produced T-shirts made from organic cotton and produced by fair-trade cooperatives—a 
response to growing consumer awareness of green issues and evidence of a psychologi-
cal green contract between both parties in the consumption process.

Green Management Modules
Despite the importance of environmental issues to future growth and technological 
advancement, management research looking at environmental issues and how organi-
zational practices need to be reshaped is still in its infancy. Lee and Rhee (2007) argue 
that external pressures resulting from public opinion, regulations, the green movement, 
and changes to employee values and awareness has led companies to consider the 
natural environment in strategic planning. Andersson and Bateman (2000) indicate that 
managers find environmental issues to be too complex and scientific, encoded in sci-
entific technical language and therefore difficult to understand. While Friedman (2008) 
argues that the priorities for environmental progress must be in the areas of materials 
science, chemistry, physics, biology, and nanotechnology, it is arguable that there is 
also a strong need for the field of management to play an active role in shaping the 
green agenda. Environmental issues should not be the sole preserve of the hard sci-
ences and both management researchers and academics have an important role to play 
in addressing environmental issues in the classroom and in their research. Environmental 
concerns may play an important role in a range of important organizational functions 
including strategy development, operations and logistics, marketing, and change man-
agement. Interdisciplinary approaches are thus required to provide management 
practitioners with a grounded understanding of how environmental issues will affect 
business operations and opportunities and how to embed a commitment to environmen-
talism across the business.

The issue of green management was identified and selected as the theme for the 
2009 Academy of Management conference—an important signal of the need for the 
management disciplines to deal more concretely and effectively with growing environ-
mental concerns. For their part, Marcus and Fremeth (2009) acknowledge that green 
management issues are only starting to be dealt with in a formal way through curricula 
design and faculty materials. They argue for the need to identify and develop green 
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competencies within organizations, which can help firms build their internal green skills 
base and respond to moral and normative concerns to use resources wisely in creating 
products and services that will not harm people or communities.

Environmental Auditing
Understanding one’s impact on the environment is a critical first step to producing 
sustainable eco-friendly processes and products. Consequently, organizations need to 
understand the impact they are having on their environment and they need to measure 
the effectiveness of the green measures they are taking to improve their processes and 
systems. Bae and Seol (2006) argue that while environmental audits originally arose 
as a method of assessing compliance with environmental regulation, they have now 
become an important environmental management tool, which enables organizations to 
assess their own environmental performance. Bardati (2006) identifies a range of ben-
efits arising from environmental audits including reduced risk of liability, lower longer 
term utility and materials costs, waste reduction, and better internal and external com-
munications. For their part, Shih, Chen, and Chen (2006) argue that environmental 
auditing can be used to reinforce perceptions related to an organization’s environmen-
tal commitment among employees and stakeholders, thus increasing the value of the 
overall business. They also suggest that the practice of environmental auditing may be 
helpful in the internationalization of a company. Maltby (1995) posits that environmen-
tal auditing may include the following activities: site surveys, assessment of operating 
facilities, compliance evaluation with environmental policies, reviews of environmen-
tal management strategies, reviews of environmental impact assessments, and design 
of programs for management and control.

However, several criticisms have been leveled at the practice of environmental 
auditing. Lightbody (2000) argues that environmental auditing is still in its infancy and 
is being hampered by the ill-defined nature of the market and the lack of formal recogni-
tion of environmental management skills. Likewise, Bae and Seol (2006) maintain that 
environmental auditing may be a costly process and the results of an audit may damage 
the company both financially and in terms of its reputation. For his part, Siegel (2009) 
argues that firms seeking to enhance their environmental credentials can voluntarily 
implement environmental management systems such as ISO14001 and achieve certifi-
cation through independent third-party auditors. However, he cautions that voluntary 
programs must be carefully designed to ensure their efficacy and monitored to avoid 
moral hazard and cheating.

Scenario Planning
As natural disasters become more frequent and more intense, organizations need to plan 
for the possibility of environmental events affecting the operation of their businesses. As 
Cornelius, Van de Putte, and Romani (2005) point out, changes in the external environ-
ment can both render current strategies obsolete and open up new opportunities for 
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investment. The sudden and often volatile nature of changes to the external environment 
makes planning for such eventualities prudent. Chermack and Lynham (2002, p. 16) 
define scenario planning as “a process of positing several informed, plausible and imag-
ined alternative future environments in which decisions about the future may be 
played out, for the purpose of changing current thinking, improving decision making, 
enhancing human and organization learning and improving performance.” In this way, 
Saunders (2009) argues that scenario planning pushes the envelope of possibilities in 
a collective learning environment. He argues that the collective learning environment 
that is created challenges tunnel vision by bringing forward a myriad of factors that can 
affect and shape the future. The value of developing rehearsed futures is articulated by 
Wright and Goodwin (1999) in the following terms:

When early events in a scenario occur, the decision maker will be able to antici-
pate how the future will unfold. These “trigger” events will be seen as information 
among the stream of data that affects on the decision maker, which in turn can lead 
to early contingency action toward an unfavorable future or more quickly grasp-
ing new business opportunities. (p. 318)

Scenario planning provides organizations with a useful methodology for planning 
responses to future events. Through the use of stories, conversations, and narrative, an 
imagined future is created from which organizations can map out future actions and 
identify a range of contingent decisions. Yeoman, Lennon, and Black (2005) describe 
how VisitScotland (the Scottish tourist agency) have plans in place for a potential 
future outbreak of foot-and-mouth disease, looking at and estimating the likely impact 
on Scottish tourism. They examine the importance of communication strategies and 
through cognitive mapping examine the actions that need to be taken by various par-
ties to the crisis. They conclude that contingency planning is both appropriate and 
necessary toward providing a focused, flexible, and proactive response to a crisis.

Green Redesign
For organizations to engage effectively in environmental change requires them to 
reexamine their products and services and where appropriate, commission redesign 
initiatives to improve their ecological properties. To this end, environmental commitment 
needs to be understood across the whole organization requiring collaborative initiatives 
among disparate departments and functions. As Mostafa (2007) puts it, environmental 
consciousness is a matter of market competition and needs to be functionally under-
stood to allow marketers to develop strategies to meet green customers’ requirements. 
The principles of “green redesign” involve organizations in improving the environmen-
tal sustainability of processes including raw materials sourcing, product manufacture, 
waste disposal, and product packaging. News stories in the popular and trade press attest 
to the growth in demand for green packaging (O’Brien, 2009; Simonsis, 2009) and 
increased investment in bioplastics research (Diem, 2009).
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The redesign of many U.K. Easter eggs is a useful example of how product redesign 
can both save money and make products more environmentally sound. Vidal (2009) 
reports that Easter egg packaging in 2009 is lighter and thinner, leading to a 25% reduc-
tion in waste. By replacing plastic with cardboard, Nestlé has saved 700 tons of packag-
ing, reduced transportation costs, and made the product more environmentally appealing 
to consumers (Nestlé, 2009). Coffee brand Kenco has also taken initiatives to improve 
the eco-reputation of its products through redesigning packaging for its coffee and 
sourcing its coffee from Rainforest Certified Farms. As Alarcon (2009) indicates, Kenco’s 
new eco-refill pack has 97% less packaging weight than the Kenco glass coffee jars, 
requiring less energy to produce than the glass coffee jars and saving the company money 
on transportation and logistics costs.

In summary, green redesign can provide both a cost-effective method of becoming 
more environmentally proactive and a means of responding to consumer expectations 
that organizations should be more environmentally focused.

Corporate Consciousness
Creating sustainable environmental solutions in organizations cannot be the sole respon-
sibility of a single department, but will require a unified effort across all departments. 
Both staff and management need to become keenly aware of environmental issues, how 
they affect the workplace, and the need for organizational priorities to move beyond 
the confines of shareholder interests toward looking at the welfare of communities and 
society. For her part, Fiorini (2003) argues that the idea that organizations operate in a 
vacuum and that their actions have no consequences is shortsighted and not sustain-
able. Consequently, there is a growing need to embed environmental awareness across 
all levels of the organization and to awaken a sense of organizational responsibility 
for one’s actions. Selznick (2002) maintains that a corporate conscience is born out of 
values that transcend narrow self-interests and are entrenched in the culture, structure, 
and practices of organizations. In this regard, Sirsly (2009) acknowledges the overrid-
ing importance of the role of senior management in setting the values, morals, and 
ethics of the organization’s culture and fostering the tone and environment for employ-
ees to work in.

In developing an environmentally responsive role, the training of both manage-
ment and staff provides a powerful mechanism for disseminating positive messages 
regarding the promotion of environmental issues. When organized effectively, train-
ing can help management and staff reconsider the role of organizations as “corporate 
citizens” where they have responsibility to society and the local community (Trebeck, 
2008, p. 351). For their part, Azzone and Noci (1998) argue that training courses 
aimed at increasing employee awareness of green issues are a necessary prerequisite 
to fostering environmental innovation in organizations. To this end, they argue that 
environmentalism needs to be embedded as a core competence across the organiza-
tion, thus making all employees accountable and having shared ownership of environ-
mental issues.
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The U.K. supermarket chain, Marks and Spencer have adopted a proactive response 
toward becoming the world’s most sustainable major retailer by 2015. Plan A was 
launched in 2007 detailing 100 commitments to be achieved within a 5-year period. 
They identified the 5 pillars of climate change, waste, sustainable raw materials, health, 
and being a fair partner as their biggest challenges as a retailer and through their public 
commitments, the company is moving toward developing long-term sustainable, envi-
ronmentally responsible business practices.

Environmental Outreach
For organizations fully committed to green issues, outreach programs and initiatives 
provide a useful mechanism for educating consumers and shaping their values and beliefs. 
Outreach involves bringing consumers into contact with an issue or group with whom 
they may have had limited exposure with a view to improving knowledge and learning 
about particular issues or problems. In this way, outreach may allow organizations to 
form alliances with powerful interest groups opening their products/services up to a 
new range of consumers. The benefits of environmental outreach are articulated by 
Friedman (2008) in the following terms:

If you want to save the forests, you have to save the people first, and in today’s 
world, the only way to do that is with an education through which people can 
learn . . . At a minimum, you want people to leave the tropical forest alone, and 
at a maximum, you want them actively protecting it, either for touristic or 
medicinal or sustainable agricultural purposes. (p. 312)

There are many benefits to organizations in engaging in environmental outreach. 
Bartel (2001) maintains that outreach programs may help present organizations in a 
favorable light and may help build stronger organizational commitment as employee 
values become more clearly aligned with the espoused environmental ethos of the orga-
nization. Outreach thus provides organizations with a stronger identity defining what an 
organization stands for and how it is likely to behave. In some cases, organizations have 
provided volunteer opportunities for employees to take action on the environment and 
improve the quality of local communities.

As well as organizations, national Governments and the voluntary sector have an 
important role to play in supporting environmental change and environmental outreach. 
As Porter’s hypothesis (1991) states, appropriate environmental regulations will encour-
age technological innovation, reduce costs, and improve overall quality. Consequently, 
an important aspect of outreach is its advocacy role in convincing regulatory authorities 
of the need to set appropriate standards for environmental protection.

As the world’s leading manufacturer of highly engineered bearings, alloy steels, 
and related components, Timken’s identified values of acting responsibility and being 
good global citizens has seen the company engage in several environmental outreach ini-
tiatives. In Ohio, Timken sponsors a household hazardous waste collection event that 
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makes local communities aware of the need to properly dispose of hazardous chem-
icals and avoid such substances going into landfill. In Bangalore, India, Timken 
worked with locals in the construction of an underground sewage treatment and rain-
water harvesting system that has improved the availability of clean water to local 
communities.

Conclusion
In his Nobel peace prize lecture, Al Gore (2007) stated that we are facing a planetary 
emergency caused by climate change and issued a call to rescue the global environment 
through coordinated action and morally responsible decision making. Organizations have 
an important role to play in addressing environmental change. Yet to date, progress has 
been slow and green issues have been principally addressed in the scientific and engi-
neering domains. In the management sphere, much work remains in embedding environ-
mental principles into key domains such as marketing, operations, logistics, strategy, 
and training. Customer expectations in relation to organizations making environmen-
tally responsible decisions are rising and investment in raising environmental conscious-
ness and an organization’s green credentials is likely to lead to a significant return on 
investment.

The field of HRD has an important role in promoting and embracing environmental 
change. As Gabler (2006) argues, managers have an important role in setting the culture 
of the organization—in role modeling the behaviors they demand from others and com-
municating the importance of integrity in decision making. Wilcox (2006) considers 
that corporations have a range of responsibilities and duties as part of their social con-
tract with society. She argues that HRD exercises an important policy role at a macro 
(community/societal) as well as micro (organizational) level. To this end, she believes 
that HRD has a significant role in improving the well-being of employees and custom-
ers through access to education and training.

The advent of the recession has focused organizational attention on making sustain-
able long-term progress. There is a growing awareness that such development must be 
in harmony with the environment. Organizations therefore are coming to realize that 
they have a moral responsibility to audit their impact on the environment, make their 
products and services more ecologically sensitive, and put procedures in place for 
dealing with any environmentally damaging incidents. In summary, the future is clear: 
the future is green.
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