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How Green is
Your Conscience?

Alook at the methods and myths behind true Green building

¥ NEIL ZAWICKI

n the beginning, the notion
of Green building brought a
new vitality to the industry.
Homebuilders everywhere
incorporated simple things
like better insulation or more
efficient lighting. Some even
brought back the passive solar ideas from
the 1980s. It was nice. Our homes were
rendered earth-friendly with the inclusion
of something small, and it made a good
selling point.

That notion became a solid and defined
movement way back in the 1990s. Since
then, the Green movement has grown into
something some might consider a Green
monster. From those humble beginnings
came the inevitable false claims. Then came
federal direction of the movement, and
suddenly your Green homes were subject

to inspection and approval. The
Greenwashers, as they came to be
known, began to sweat a bit as their
claims were put to the test. Of course,
then consumers got wise, sort of, and
municipalities stepped in and began
to strongly encourage sustainable
building through incentive and even
penalty programs.

Now there’s really no choice. If you
weren't Green before, you'd better get
that way. And if you think you're Green,
you should know there are groups that
make it their business to expose the fakers
in the industry. Also, some of the best
intentions can prove to be not only non-
Green, but harmful. An Aug, 3 article in
Forbes Magazine described the delicate
game of touting Green materials when they
may actually be hurting the environment.

Bamboo flooring, for example, is a rapidly
renewable resource. But the process of
harvesting, processing and transporting
the product from Asia may leave a bigger
carbon footprint in the end.

So, simply calling something Green
is not always enough. Organizations
like Greenopia.com and TerraChoice
Environmental Marketing provide
consumers with the tools to make sure your
homes live up to their claims.

In the meantime, the game is changing
again. A new crop of builders are putting
up homes that are advertised as completely
Green, rather than simply featuring Green
elements. This is easy in some places and
quite difficult in others. Further, such
companies of course need third-party
verification and a good rationale for all the
materials and methods they use. We spoke
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