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INTRODUCTION

 The Coalition’s Goal:

 “90% businesses using 

sustainable practices by 2020”

 Class Goals:

 Deliverables to the Coalition

 Learning outcomes
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OVERVIEW

 Objectives – Kwami Dorkenou

 Findings – Andrea Carson

 Recommendations – Dylan Bugden

 Conclusions
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OBJECTIVES

 Generally

How can the Coalition encourage 

sustainable business practices in Corvallis?

 Review of previous research led to more specific 
questions

 Perception of sustainable business programs

 Sustainable practices currently implemented

 Barriers and incentives to implementation
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OUR APPROACH

 Survey

 40 businesses from Coalition and Corvallis Independent 

Business Association (CIBA)

 Interview

 14 member businesses of the Coalition

 Locally owned and operated from 7 different sectors

 Case Study

 Bellingham (WA) and Ithaca (NY)
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CURRENT BUSINESS PRACTICES
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Which of the following sustainable practices 

does your business engage in?

0% 20% 40% 60% 80% 100%

Carpooling

Employee training programs

Condensed work weeks

Advocate for sustainability policies

Reducing water use

Business donation to sustainable initiatives

Use of eco-friendly cleaning products

Participation in sustainability events

Reducing energy use

Recycling program

Reduction in paper usage
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Source of data: Surveys



MOTIVATIONS

How important are each of the following goals

in motivating your business’s sustainable practices?

1 = not important and 5 = very important 7 of 27

0% 10% 20% 30% 40% 50%

Environmental or social

commitment

Reduce operating costs

Comply with regulations

Enhance public image

Earn financial incentives

Consumer demand

Percentage of Businesses
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Source of data: Surveys



MOTIVATIONS

“We are motivated by our values and base our 

decisions on what we think is the right thing to do.”
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Personal Values

Corvallis Culture
“There is a lot of value in letting your customers

know that you are a sustainable business, especially 

in Corvallis. That is one reason why we love doing 

business in Corvallis because the community 

actually cares about these values.”

Source of data: Interviews



CHALLENGES
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Size of Business

No Market Need

Lack of Capital

Politics

Time

Support

Cost

Don't Own the Building

Knowledge

Lack of Materials

Percentage of Businesses

C
h

a
ll

e
n

g
e
s

What are the challenges for you in adopting sustainable 

business practices?

Source of data: Surveys



CHALLENGES

“We do as much as we can, but some things we just 

aren’t sure about or don’t know what else we can do.”
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“It takes money to be as sustainable as possible.”

Knowledge

Cost

Source of data: Interviews



CHALLENGES

1 = not limiting at all and 5 = very limiting 
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0% 10% 20% 30% 40% 50%

Cost

Businesses bad experiences

Knowledge and skills

Management time

Implementation difficulties

Lack of consumer demand

Percentage of Businesses
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To what degree have the following been a limiting factor in 

your use of sustainable practices?

Source of data: Surveys



SUSTAINABILITY TOOLS
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What are a few things that would help you implement 

sustainable business practices?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%

Time

Public Transport

Cost

Public Engagement

Recognition

Online Info

Expertise or Individualized Support

Knowledge or Information

Networking

Percentage of Businesses
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Source of data: Interviews



SUSTAINABILITY TOOLS: KNOWLEDGE
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Where do you get information on sustainable business practices? 

Check all that apply.

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Television

Radio

Social media sites

Local government programs

Newspaper/magazine

Other business owners

Professional organizations

Word of mouth

Internet

Environmental organization

Percent of Businesses
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SUSTAINABILITY TOOLS: NETWORKING

“It would be nice to know what other businesses 

in the area have done, there is a good support 

system amongst the businesses in Corvallis but 

there is little focus on sharing knowledge and 

experiences regarding sustainable business 

practices.”
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Source of data: Interviews



SUSTAINABILITY TOOLS: BRANDING
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SUSTAINABILITY TOOLS: GUIDANCE
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50% YES

0% NO

43% MAYBE

7% N/A

If there was a sustainable business certification program 

in Corvallis, would you be interested in participating?

Source of data: Interviews



FORMS OF SUSTAINABILITY PROGRAMS

Targeted campaigns

Avoid “green washing”

List of options

Flexible

17 of 

27

“What is the baseline across all sectors that 

everyone has been doing? That is a starting point, then 

highlight what other businesses are doing. Every 

business is unique. There has to be components of both 

individualized and standards in the program.”

Source of data: Interviews



RECOMMENDATIONS

 Key findings…

 Businesses need/want information

 Networking opportunities are essential

 Coalition is an important resource

 Inclusiveness 
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RECOMMENDATIONS

 Targeted campaigns

 Merit-badge approach

 Energy conservation

 Strong branding needed for success

 Taps into current Coalition strengths

 Buy Local First campaign
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RECOMMENDATIONS

 A Coalition sponsored and organized event

 Workshops

 Networking

 Information sessions

 Lectures

 Group discussions

 Incorporate campaigns
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WORKSHOPS AND INFORMATION 

SESSIONS

 Workshops on key sustainability practices

 Grant writing workshop

 Provide “how-to” information

 How to recycle difficult items; source products
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GROUP DISCUSSIONS AND LECTURES

 Lectures

 Bring in keynote speaker

 Exceptional local business leaders

 Group Discussion

 Group led

 Coalition directed
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NETWORKING AND EXIT SURVEYS

 Business leaders learn from each other

 Events serve as a place to network

 Exit survey to find new needs and opportunities
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RECOMMENDATIONS

 Internet Presence

 Clients are turning to the internet

 Online repository for “how-to” information, video 

lectures, networking information.

 Improves visibility and inclusiveness of business 

program
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CONCLUSIONS

 Advocacy, education, action

 Events

 Workshops

 Campaigns

 Grassroots efforts

 Taking cues from businesses

 Developing goals collaboratively
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QUESTIONS OR COMMENTS?

Access to full final report - sustainablecorvallis.org
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