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Manufacturing
The Future is Green
A dilemma for manufacturing companies adopting green
practices is that these are unlikely to generate profits in
the short term. But a trade-off for long-term gains is both
necessary and sustainable if the organization’s vision is set
firmly on the triple bottom line—people, planet, and profits.
BY ANAND SANKARAN
Senior Vice President and Business Head, India and Middle East,
Global Business Head, Infrastructure and Services

The rapid depletion of natural resources and the adverse
effects on the environment from the last few decades of
consumption-led growth have catapulted to center-stage the
issues of sustainable development and growth. On one hand,

manufacturers now find it imperative to address the challenges
arising from resource constraints in their business while, on the
other, they are under increasing pressure from the community
to respond adequately to the adverse impacts of industrial
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RoHS chemicals; all Wipro products are now Energy Star
certified; and we have a voluntary take-back program running
from 2007-08 in partnership with authorized recyclers. These
initiatives are in keeping with our vision for social responsibility
for businesses, and have helped Wipro rank at the top of the
Greenpeace Guide to Greener Electronics this year.

Green manufacturing is about using

green energy, developing green products,
and employing green processes while
reducing resource use and wastage.
These goals align well with the

Wipro’s experience in the adoption of green manufacturing
practices shows that organizations need to go beyond
standalone initiatives and adopt a holistic approach tied
to a long-term sustainability vision. This includes making
green a core part of business strategy, executing green
initiatives across the value chain, and communicating
and promoting the initiatives and their benefits to all
stakeholders. Some learnings from Wipro’s experience in
addressing the challenges of going green are listed below:

innate desire of companies to improve

their competitive advantage, making a

compelling business case for going green.

waste on the environment and re-orient their practices to take
into account extended product responsibility guidelines. These
challenges have radically transformed manufacturers’ approach
toward green technologies and corporate social responsibility,
compelling businesses to reconnect company success with
social progress, to create shared value.1 From being viewed, at
the turn of the century, as something to be done for looking or
feeling good and to burnish your brand image, sustainability
practices have now become critical for manufacturers, with
serious implications on business sustainability, even continuity.
A recent global survey by the Boston Consulting Group showed
that 92 percent of the companies surveyed are engaged in
green initiatives, reflecting this transformation in businesses’
approach to sustainability. 2

Drivers of Going Green
Green manufacturing is about using green energy, developing
green products, and employing green processes while reducing
resource use and wastage. These goals align well with the innate
desire of companies to improve their competitive advantage,
making a compelling business case for going green. Making
the same products using fewer resources and less energy as
well as adopting new, efficient technology and streamlining
processes, help reduce costs and the environmental footprint.
An example of leveraging such technology would be storing
data in green data centers, which can save up to 20 percent on
energy usage. Conversely, the concern that competitors with a
first-mover advantage in green manufacturing can take away
market share and increase profits is also galvanizing companies
into adopting green practices.
A second important factor driving green manufacturing
is pressure from governments and regulators. World over,
governments are instituting stricter environment regulations,
levying penalties, offering tax breaks, and leveraging other
such means to compel organizations to turn green. These laws

stem from the recognition of the long-term harm that lowlevel chemical exposure can cause to human health.
The Restriction of Hazardous Substances (RoHS) directive
by the European Union (EU) limits the amount of hazardous
substances, such as lead and mercury, in commonly used
electrical and electronic equipment. Similarly, the EU’s End‒of‒
Life Vehicles directive of 2000 requires automakers to pay for
the cost of taking back and recycling old cars and proposes
to make it mandatory to have 85 percent of the metal in cars
to be recycled from 2015. Emerging economies, which have
seen e-waste from the developed world getting dumped there
for recycling that ends up poisoning adult and child workers
who handle it without proper safeguards, too have turned
to legislation to curb e-waste and environmental pollution.
India’s e-waste rules came into effect in May 2012 and include
extended producers' responsibility for recycling, reducing levels
of hazardous substances, and setting up collection centers.
The increasing focus on corporate social responsibility is another
significant factor driving the adoption of green manufacturing
practices. Organizations now face pressure from investors,
various stakeholders, not‒for‒profit organizations and the
community at large to show more environmental stewardship
and raise their sustainability profiles. Customers, too, are
getting selective about the green credentials of businesses.
In response, businesses are adopting cleaner and more
environmentally responsible ways of working and making
profits.
Concomitantly, many big companies have moved ahead and
enacted comprehensive environmental management systems
‒internal standards that are backed by annual audits and
stringent enforcement. Their insistence on suppliers to adhere
to these standards is making the green cause ripple across

1. Harvard Business Review – The Big Idea: Creating Shared Value - Michael E. Porter and Mark R. Kramer: http://hbr.org/2011/01/the-big-idea-creating-shared-value/ar/10
2. Green Manufacturing - Energy, Products and Processes. A March 2011 report by BCG and CII

their supply chains, playing a significant role in the adoption of
green practices across the globe.

Rewards of Going Green
Apart from the increased efficiency and savings from lower
energy costs that green manufacturing methods deliver, many
organizations see it as an opportunity to gain from the business
models of the low-carbon world that is shaping up. A better
sustainability profile also enables organizations to enhance
their brand image in a world growing acutely conscious of
the perils to the environment. The market for low-carbon
environmental goods and services is currently estimated at $5.2
trillion and is expected to grow to more than $6.5 trillion by
2015. Japanese automaker Toyota has so far sold a staggering
4.6 million environment-friendly hybrid cars, with 1.02 million
selling this year until October.
Green credentials can make businesses more attractive
to investors and financial analysts who are beginning to
scrutinize organizations’ sustainability performance alongside
their financial performance. Also, companies are finding that
showing environmental stewardship contributes to winning
the war for talent and gaining the loyalty of environmentally
conscious consumers.

The Green Journey
Wipro started its green journey in 2006 as a voluntary initiative
and introduced its first RoHS desktop in 2007, much before the
directives were implemented in India. Wipro’s green strategy
rests on three main pillars: chemical management, energy, and
e-waste. All Wipro-made computers now restrict or exclude

CREATE A SHARED VISION
Going green requires buy-in from all stakeholders, from
employees to suppliers to investors to the society. This process
of creating a shared vision helps people become aware
of differing views about the future, and get their buy-in.
Employees form the biggest asset of an organization and they
should be empowered and motivated to take ownership and
innovate. A top-down approach‒telling employees what the
vision is and how to get there‒will not bring results.
EVOLUTIONARY; NOT REVOLUTIONARY
Achieving green goals is an evolutionary process and needs
continuous effort on the part of the organization. It calls for
constant monitoring of technology developments, business
environment and regulations, customer demands and
expectations from the society, and adopting best practices and
better technology and processes. For example, Wipro started
by voluntarily restricting six RoHS substances but it was a
long process to get our suppliers RoHS compliant and remove
restricted chemicals from the supply chain. Wipro products
now limit the use of 21 chemicals.
LONG-TERM COMMITMENT
A dilemma for manufacturing companies adopting green
practices is that these are unlikely to generate profits in the
short term. Additionally, there could be a need for significant
investments in the initial stages due to the change in the mix
of components, onboarding new suppliers and subsequent
supply-chain logistics issues. Wipro saw the cost of RoHScompliant computers go up by about $15 a piece initially, but
the price difference has come down as the supply chain and
the RoHS ecosystem have matured. Such trade-offs of shortterm profits for long-term gains can be sustained only if the
organization’s vision is set firmly on the triple bottom line—
people, planet, and profits.
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Green credentials can make businesses
more attractive to investors and

financial analysts who are beginning
to scrutinize organizations’

sustainability performance alongside
their financial performance.

Also, companies are finding that

showing environmental stewardship
contributes to winning the war for
talent and gaining the loyalty of

environmentally conscious consumers.

Align to business goals
To be successful and to get continued support from investors
and the top management, a green initiative should be aligned to
the organization’s business goals. Early on in our sustainability
journey, we took the long-term view that corporate social
responsibility is non-negotiable as the pressure on limited
resources increases. Embedding green manufacturing goals
within such a strategic framework lends them a better chance
of success. Conversely, adoption of green practices can spur
innovation and customer satisfaction, allowing their strategic
value to be more appreciated above immediate cost concerns.
Monitor the metrics
It is important to define the key metrics in the journey to
sustainability because what gets measured gets done. These
metrics could include greenhouse gas emissions, energy
consumption, recyclability, and re-use of materials, pollution,
going non-toxic, etc. By assessing the value generated by
green initiatives, organizations can track their progress and
establish benchmarks for achievement. For instance, the
energy efficiency of Wipro products has gone up significantly
since the adoption of green practices.

Review suppliers’ practices
This is a key part of the going-green strategy. Large companies
with complex supply chains will need to effectively pass on the
green requirements to their suppliers to go green. IBM, for
instance, is asking its 28,000 suppliers to deploy environmental
management systems (EMS), measure existing environmental
impacts and set new goals, publicly disclose their metrics, and
in turn cascade these requirements.
Report and disclose
Last but not least, for success in green manufacturing,
organizations need to report their targets and achievements
publicly. Reporting enables investors and the general public to
assess how far the organization has advanced toward its green
goals, and to take informed investment decisions.3 Such public
scrutiny will, in turn, spur greater internal discipline in setting
and achieving those targets. It also enables organizations
to create awareness about best-practices and bring greater
management attention to issues of sustainability.

Sustainability is Non-Negotiable
Adopting green manufacturing practices and achieving
green targets require long-term commitment and sustained
effort on the part of businesses. They need to take a
strategic view of sustainability and involve all stakeholders
in the process. Wipro started on this journey, impelled by
a long-term vision of sustainability. It is something that
manufacturing organizations cannot side-step any longer,
owing to the increased scrutiny on their environmental
performance as well as the pressing need to reduce
resource use. Although faced with a long road ahead,
those who do take the steps toward these goals will find
rich benefits in the well-being of the larger community, in
addition to improvements in their bottom line.

Close the green supply loop
While manufacturing green products is important, it is equally
important to close the loop for end-of-life products if the
impact on the environment from discarded products has to be
minimized. In a supply loop, the beginning and the end of the
value chain are linked together, which ensures a sustained flow
of components, finished products, and waste products among
suppliers, manufacturers, and customers. Wipro started
voluntary take-back centers in 2007-08 and has found the
effort gaining traction now that the EPR rules are in place in
India. Last year, Wipro collected 248 tons of e-waste, including
non-Wipro peripherals turned in by customers.

3. The value of extra-financial disclosure: What investors and analysts said: https://www.globalreporting.org/resourcelibrary/ The-value-of-extra-financial-disclosure.pdf

The adoption of green manufacturing practices
has become foundational for businesses in view of the
rapid depletion of natural resources and the impact on the
environment from the proliferation of electronic waste.
These practices add to the competitive advantage of
organizations as well as position them to benef it from the
market for low-carbon environmental goods and servicescurrently estimated at $5.2 Trillion and expected to grow
to more than $6.5 Trillion by 2015. However, organizations
need the rigor provided by regular sustainability reporting
to sustain the long-term vision and continuous commitment
required by the green journey.
Sustainability reporting has grown in stature in response to the
Increasing public focus on the responsibility that businesses have
towards the natural environment and the community, from which they
make profits. Organizations that do not set carbon targets or fail to
achieve them run the risk of damage to their brand image, more so in
an era of heightened environmental sensitivity.

