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TURNING BROWNFIELDS GREEN

THE VALUE OF �´�*�5�(�(�1�µ

�‡ IMPROVE HEALTH & WELFARE

�‡ �$���´�2�Q�H�����7�Z�R���3�X�Q�F�K�µ���² �5�H�P�H�G�L�D�W�H���D���%�U�R�Z�Q�I�L�H�O�G���D�Q�G���%�X�L�O�G���´�*�U�H�H�Q�µ

�‡ ENERGY EFFICIENCY & REDUCING OPERATING COSTS

�‡ Save Money

�‡ Reduce Burden on Natural Resources

�‡ Reduce Carbon Footprint

�‡ ECONOMIC DEVELOPMENT

�‡ Turning Eyesores into Tax Revenue Generating Engines

�‡ Access to more Public Incentives

�‡ ENHANCE TERMINAL VALUE

�‡ Lower Operating Cost will Increase Net Operating Income (NOI)

�‡ Institutional LEED Office Buildings Command a Premium

�‡ MARKETING VALUE 

�‡ Corporate America �0�D�Q�G�D�W�L�Q�J���´�*�U�H�H�Q�µ���2�I�I�L�F�L�Q�J

�‡ �5�H�W�D�L�O�H�U�·�V���8�Q�G�H�U�V�W�D�Q�G��Consumer -�'�U�L�Y�H�Q���´�*�U�H�H�Q�µ���G�H�P�D�Q�G�V

�‡ �5�H�V�L�G�H�Q�W�V���Z�D�Q�W���W�R���´�'�R���W�K�H�L�U���S�D�U�W�µ���D�Q�G���W�X�U�Q���W�R��Green lifestyles


