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by Michael Manson

p-TIPS Green purchasing for class
 (Earth-friendly back-to-school tips)

Whether school starts in April or September, parents around the world 
open their wallets to buy school supplies every year. This is a good time to 
start educating your children in conscious green purchasing and respect for 
earth’s precious resources. Tom Kay, cofounder and president of EcoMall 
(http://ecomall.com), points out that: “Petroleum oil, a nonrenewable re-
source, is used in the manufacture of chemicals and plastic commonly found 
in most school supplies. Environmentally speaking, using supplies made of 
natural ingredients is always preferable.” Below are some of EcoMall’s tips 
on shopping for classroom needs in an environmentally friendly, and ulti-
mately more productive, way.

1) Buy pencils, regular and colored. Wooden pencils come from a renewable 
resource, can be erased (thus saving paper), and don’t contain the toxic 
chemicals found in most art markers and inks.

2) Buy refillable pens. These not only save resources and cut down on waste, 
they save money.

3)  Buy notebooks and other paper supplies made of recycled paper. Recycled 
paper items for the student set are easier to find and more “fashion-conscious” 
than even five years ago. Can’t find what you need? Visit the shops near your 
child’s school and request that they stock recycled paper products.

4) Buy plain, old-fashioned, wax-based crayons. Avoid artist’s pastels, since 
some contain asbestos, and scented oil-based crayons, which can be a haz-
ard to very young children who may be tempted to eat them.

5) Buy white school glue or paste. Expoxy or instant-bonding glues rely 
heavily on petroleum resources and can also bond dangerously quickly to 
fingers and eyes.

6) When choosing a back-to-school wardrobe, support companies offering 
organic cotton and hemp clothing. Organic clothing does not contain toxic 
pesticides, which is better for our kids and our planet (conventional cotton 
cultivation accounts for 25% of pesticide consumption worldwide).

7) Get your school recycling. Speak up at a parents’ meeting to encourage the 
purchase of recycled products by the administration and establish a school-
wide recycling program. This will save school funds for other uses.

8) Make your school a toxin-free zone. Ask the school board to change to 
nontoxic cleaners and avoid the use of toxic pesticides indoors. These will 
improve air quality and reduce health risks and allergies.

with U.S. News and World Report, Bok reported that: “They [colleges] don’t 
engage in what well-run organizations in every other part of society do, that is, a 
continual process of self-improvement—identifying problems and experimenting 
with ways to solve those problems.…” In other words, schools do not innovate 
well. Ask Bill Gates. The Bill and Melinda Gates Foundation has invested US$1 
billion in pilot projects to improve education in the USA. The 22 target schools 
have responded to this infusion of cash with mixed results, but have fallen short 
of creating a paradigm that would have national impact. The main obstacles have 
been entrenched interests and a lack of cooperation by the educational establish-
ment that wishes to avoid the pain and disruption of innovative programs and 
possibly the failure that accompanies ill-conceived initiatives. Children are a 
precious resource, and innovation for innovation’s sake is a very risky endeavor. 
Education might be innovation’s toughest sell.

Despite the enthusiasm and predicted payoffs of innovation, the results of a recent 
survey of some 4,000 corporate managers showed that their companies ranked 
creativity and innovation behind interpersonal skills and meeting profit expecta-
tions. Innovation, however, is tomorrow’s profit. Perhaps firms should take their 
cue from Google, one of today’s most innovative companies. To spur innovation, 
employees at Google receive a “day off ” a week to come up with the next block-
buster idea. Those days off generate one-half of Google’s new products.

There is, I believe, an underground, iconoclastic element to innovation that espe-
cially encourages the younger generation to embrace new ways of doing things. 
The business success of young Americans and young global entrepreneurs is a 
warning shot across the bow of the establishment ship, underscoring the costs 
of failing to understand the importance and purpose of innovation. Perhaps that 
is why we should not have been so shocked by the critical role that youth played 
in the Internet revolution or the growth of a youth Internet subculture, from 
Napster to MySpace.com. Perhaps young business managers would not find it at 
all implausible that, according to one high-tech executive, more transistors were 
produced last year than grains of rice.

Michael Manson had a long and close association with the APO when he 
was the Assistant Director of the East-West Center’s Institute of Economic 
Development and Politics in Honolulu. He helped to initiate a number of col-
laboration programs between the APO and the East-West Center. Manson also 
served in the Asian Development Bank, and was Director of Communications 
with the State of Hawaii’s Department of Business, Economic Development and 
Tourism. He is presently an educator.
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COMMON SENSE 
TALK

“It is important that students bring a certain 
ragamuffin, barefoot irreverence to their studies. 
They are not here to worship what is known, but 
to question it.”

Jacob Chanowski

“I arise in the morning torn between a desire to 
save the world and a desire to savor the world. 
That makes it hard to plan the day.”

E.B. White

“There is nothing so desperately monotonous as 
the sea, and I no longer wonder at the cruelty of 
pirates.”

James Russel Lowell

“Principles have no real force except when one 
is well fed.”

Mark Twain

“A society in which consumption has to be ar-
tificially stimulated in order to keep production 
going is a society founded on trash and waste. 
Such a society is a house built upon sand.”

Dorothy L. Sayers

“In many developing countries, water companies 
supply the rich with subsidized water but often 
don’t reach poor people at all. With around 5,000 
children dying every day because they drink 
dirty water, we must do more.”

United Nations Development Program

“The instability of human knowledge is one of 
our few certainties. Almost everything we know, 
we know incompletely at best. And almost noth-
ing we are told remains the same when retold.”

Janet Malcolm

“Writing is easy. All you do is stare at a blank 
sheet of paper until drops of blood form on your 
forehead.”

Gene Fowler

“Aristotle maintained that women have fewer 
teeth than men. Although he was twice married, 
it never occurred to him to verify this statement 
by examining his wives’ mouths.”

Bertrand Russel

For order and inquiry on APO publications and videos, please contact the Asian Productivity Organization, Hirakawa-cho 
Dai-ichi Seimei Bldg. 2F, 1-2-10 Hirakawa-cho, Chiyoda-ku, Tokyo 102-0093, Japan. Phone number: (81-3) 5226-3920, 
Fax: (81-3) 5226-3950, e-Mail: apo@apo-tokyo.org

New APO publication

Brand management has a long history. The initial thrust to penetrate the global market by Japanese companies 
was based on price competitiveness through the mass production of goods and services. As standards of living 
improved and consumers became more sophisticated, however, there was a strategic shift to producing quality 
goods and services. “Made in Japan” became synonymous with quality and reliability. Brand management has 
since made great strides worldwide, and was the theme of the Top Management Forum held in Kyoto, Japan, 
in March 2006. This publication is a compilation of eight presentations made at that forum by distinguished 
speakers from Japan on how to manage brands to add value to business and offer quality to customers.

In the introduction to this book, then Director of the Research and Planning Department of the APO Secre-
tariat Takuki Murayama, says “a strong brand will give a corporation the cutting edge it needs to survive” 
and “managing a corporate brand is not simply about projecting the visual identity of a corporation through 
a logo or slogan. It is about winning a battle, an arduous and challenging one to be sure, especially with the 
brand itself serving a dual and seemingly contradictory purpose as an ultimate weapon, and at the same time 
as the most precious but fragile possession.…”

The publication provides readers with an opportunity to share the experiences of Japanese corporations in 
managing corporate brands and gain insights on how they have made efforts in establishing and managing 
those brands. The presentations included in this publication are: 

• Improving Corporate Value and Brand Power, by Shinji Fukukawa, Chairman, TEPIA, Machine Industry 
Memorial Foundation

• Disclosure of Information on Intellectual Property: Current Situation and Issues, by Yoshiko Shibasaka, 
Manager, Intellectual Property Services Office, KPMG AZSA & Co.

• New Value Creation through Dreams and Aspirations, by Takeo Fukui, President and CEO, Honda Motor 
Co., Ltd.

• The Wacoal Brand Sets Out to Expand Globally, by Tadashi Yamamoto, Corporate Officer/General Man-
ager, International Operations, Wacoal Corp.

• The Matsushita Electric Global Brand Strategy, by Shinichi Takano, General Manager, Brand Management 
Office, Matsushita Electric Industrial Co., Ltd.

• The Social Role of Life Insurance, by Katsutoshi Saito, President, Dai-ichi Mutual Life Insurance Company
• Tokyo Disney Resort’s Brand Strategy, by Yasushi Tamaru, Officer, Theme Park Business Supervision, Ori-

ental Land Co., Ltd.
• Learning from Émile Gallé’s Art, by Hiroshi Suda, Adviser, Central Japan Railway Company

This publication is available both in hard copy and in e-edition on the APO’s Web site.  

CORPORATE BRAND
MANAGEMENT

APO   85 pp. February  2007 
ISBN: 92-833-2372-6 (hard copy)
ISBN: 92-833-7055-4 (e-edition)


