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bY JaCK foSter

rep findS it’S eaSY bein’ Green  |  JAcK FostER

 More than 30 years ago, Frank 
Sinatra and Kermit the Frog put a 
relatively negative spin on being 
green in their popular renditions 
of “It’s Not Easy Being Green.” 
Mike Jandacek, however, takes a 
decidedly positive stance when he 
considers the benefi ts of being a 
green rep.
 Jandacek, American Industrial 
Solutions, Batavia, IL, considered, 

while en route to visit a customer, 
the contributions that reps make 
to the environmental movement 
to “go green.”
 According to the PTRA rep, 
“Being green is something that has 
been important to me and my fam-
ily for a long time. Long before it 
became the thing to do, we’ve been 
recycling and doing all we can to 
avoid waste. Even before it became 

convenient to recycle at the curb-
side, we made the eff ort to take our 
trash to recycling locations.” 
 He recalls that the need to go 
green probably dawned on him 
as early as his college days, back 
in the 80s. “I’ve been married for 
22 years, and we’ve been recycling 
all that time. I’ve also made the ef-
fort the replace the lighting in my 
home and offi  ce. Th e benefi t of 
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Th e pressure is on for businesses to “go green.” Manufacturers can choose to 
sell through reps for a cost and energy-saving sales force, while reps can make 
simple changes to lessen their own impact on the environment.
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that is that I’ve seen my electric bill 
go down noticeably.” 
 Jandacek explains, “Perhaps 
I fi rst started thinking about 
how the rep business model con-
tributes to the recycling, or the 
green, movement as I was driving 
through a wind farm on my way 
to visit a customer. I love the con-
cept of wind energy, and perhaps 
it was just seeing the farm that got 
me thinking about the fact I rep-
resent a number of manufacturers’ 
lines. Since I was driving to see a 
customer, it occurred to me that I 
was burning a certain amount of 
gas and naturally contributing to 
the size of my carbon footprint. 
But, think for a moment about 
what would happen in my ab-
sence? A number of factory-direct 
salesmen, each of whom would be 
representing a single line, would 
be burning even more gas and cre-
ating an even larger carbon foot-
print.”

 Th e rep continues, “You hear 
it everywhere these days. Going 
‘green’ is all the rage in this age 
of global warming and skyrocket-
ing energy costs. Businesses are 
doing their best to convince their 
customers that they are the green 
alternative, and many customers 
have begun to look for green pro-
viders of their needs. Most people 
do not realize that the manufactur-
ers’ representative business was a 
green business before ‘going green’ 
was cool.” 

A Truly Green Business Model
 “If you consider the business 
model, a multi-line manufactur-
ers’ representative not only pro-

vides his principals with excellent 
variable-cost and professional 
sales services, but helps to mini-
mize the carbon footprint of the 
sales function. Using my rep fi rm 
as an example, we currently rep-
resent eight manufacturers, cov-
ering four states. A direct sales 
business model would demand 
eight diff erent salespeople at a 
minimum. Each of these sales-
people would have their own car 
and offi  ce. Th rough the synergistic 
sales model of a manufacturers’ 
representative, seven of those cars 
are eliminated, along with the re-
sources consumed and the associ-
ated carbon footprint generated by 
each salesperson.”
 “While that’s important, the 
green business model of the man-
ufacturers’ representative does not 
end with the carbon reduction 
of eliminating cars and mileage. 
Many reps work from a home of-
fi ce, eliminating an additional fa-
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cility with its HVAC and electrical 
loading, thus saving on carbon 
footprint once again.”
 “Another area in which a 
manufacturers’ rep fi rm can posi-
tively impact the environment is 
through the choices of the man-
agement. My fi rm recycles ev-
ery possible byproduct, whether 
used electronics or offi  ce paper 
products and packaging. We can 
choose more energy-effi  cient cars, 
offi  ce lighting, recycled paper, and 
less disposable products in our 
business without having to form a 
committee to make it happen.”

Every Little Bit Helps
 He notes that in addition to 
these considerations, “the fact that 
I, just as so many other reps, work 
out of a home offi  ce, also con-
tributes to the green movement. 
Consider for a moment the fact 
that I’m not out there commut-
ing to some distant location every 

single morning. I’m also in control 
of my work environment so I see 
to it that there’s not a great deal of 
waste. I see to it that the heating, 
air conditioning and lighting are 
not overdone. All these little steps 
come together to make a real con-
tribution.”
 “Th e very nature of a manufac-
turers’ rep fi rm is a green business 
model.  We can further improve 
our impact on the environment 
through the choices we make in 
our daily endeavors of running 
our already green businesses.”
 When Jandacek is asked why 
he feels it’s important for him to 
articulate his thoughts on green 
business, he answers simply, “Be-
cause I have to. It’s important. No 
matter how small a contribution 
an individual makes, it’s a contri-
bution to the betterment of all of 
us.”
 He admits that his green 
thoughts have been more internal 

than anything else. “I haven’t really 
done much with my thinking in 
terms of communicating to princi-
pals and customers. I have brought 
it up to some principals that don’t 
use reps, however. My major mes-
sage to them is that if they look 
closely at the rep model, they can 
immediately see the savings that 
can accrue via independent manu-
facturers’ reps.”
 “When I raise the subject in 
conversation, I generally fi nd that 
it’s something most people haven’t 
really thought about. But, it’s 
something we should spend more 
time on.” 
 It would appear that Jandacek 
shares the same sentiment as Sina-
tra and Kermit at the end of their 
song: “…I am green and it’ll do 
fi ne, it’s beautiful and I think it’s 
what I want to be.”    
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Since 1989, Green Seal 
has been using science-
based certifi cation stan-
dards to evaluate the en-
vironmental practices of 
U.S. businesses. Hundreds 
of products and services 
from companies like 3M 
and Benjamin Moore have 
been certifi ed by Green 
Seal, with over 40 busi-
ness categories covered 
by the non-profi t. Certifi -
cation requirements vary 
by industry, but complete 
information is available 
online. Th ey work with 
counteless industry sec-
tors, manufacturers, pur-
chasing groups and gov-
ernments at all levels to 
“green” the production 
and purchasing chain. 

www.greenseal.org

Th e U.S. Green Building 
Council certifi es build-
ings as being green using 
the LEED Green Build-
ing Rating System™(LEED 
stands for Leadership in 
Energy and Environmen-
tal Design). It’s one of 
the few benchmarks be-
ing adopted by munici-
palities, and it’s gaining 
ground fast. Th e orga-
nization monitors both 
construction and building 
renovations by evaluat-
ing the design, materials 
and construction prac-
tices used. Operating in a 
LEED-certifi ed building is 
an enormous indicator of 
a company’s commitment 
to green practices. 

www.usgbc.org 

Green   Seal U.S.   Green   Building 
Council 

let  the 
world   
know  you  
are  taking   
action   with  
official   
certification 

Th e U.S. Green Building 

prove 

you're 

green

getting   green                   certified   starts   here.
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Greenergy2030 off ers two 
levels of certifi cation, with 
diff erent benefi ts packages 
and requirements. Th ey 
also certify businesses of 
all shapes and sizes, all 
the way down to small 
companies with 1-5 em-
ployees. Th e organization 
provides certifi ed compa-
nies with quite a few on-
line resources, including 
“Green Toolkits” and ac-
cess to their large commu-
nity. Greenergy2030 touts 
the value of gaining access 
to the growing green mar-
ketplace, claiming there’s 
a $230 billion market 
of buyers who purchase 
based on “personal, social 
and environmental val-
ues.” Th ey predict an $845 
billion market in just fi ve 
years. 

www.greenergy2030.com

Becoming green certi-
fi ed can seem like an in-
surmountable task, so 
it might make sense to 
hire a consultant to guide 
you through the process. 
Th e Green Business Bu-
reau off ers businesses 
both a clear roadmap to 
eco-friendliness and dif-
ferent levels of certifi ca-
tion. Once certifi ed, your 
business is included in 
the GBB directory listing; 
other benefi ts are off ered, 
depending on your level 
of certifi cation. Also on 
the site: a green business 
calculator, which tells you 
how much money you 
could save depending on 
your greeny tendencies.

www.gbb.org

Th e Institute for Green 
Business Certifi cation, 
Inc. (IGBC) sustainability 
program outlines several 
key areas and their guide-
lines, to make certifi cation 
easier to come by. Th ey ad-
dress 10 major areas con-
cerning environmental 
responsibility and sustain-
ability. Subjects include 
recycling, offi  ce paper use, 
energy and water con-
sumption/conservation, 
solid waste reduction and 
environmentally friendly 
purchasing. Most guide-
lines are built around 
compliance with elements 
of EPA and OSHA regula-
tions. Like other groups, 
the IGBC off ers a reduced 
fee structure for small 
businesses.

www.gbcertified.com

Greenergy2030 Green   Business 
Bureau

Institute   for   
Green   Business   

 Certification, Inc.

getting   green                   certified   starts   here.
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