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1: Executive Summary  
This report consists of an analysis of the current green building product drivers and 
opportunities in British Columbia. All findings are based on secondary research from 
existing market reports and primary research from interviews with BC green building 
product manufacturers and distributers. 

In addition to a snapshot of the current market and overall trends, this report will explore 
the following key product drivers and opportunities: 

• Associated Costs 
• Consumer Awareness 
• Municipal Government 
• Recycling Limitations 

Our research indicated that 69% of BC companies have a local manufacturing plant, 
despite BC’s significant trade and product importing from China and other international 
markets. After BC, the largest percentage of BC companies have manufacturing plants 
in the US. This is huge for the green market, as having local manufacturing plants 
reduces both the environmental and economical transportation costs of the product.  

The overall demand for green building products is increasing in BC, with 95% of 
companies stating that there is increasing demand for green products in their sector. 
50% of architects, contractors, building owners/developers and consultants/engineers in 
the BC building industry, plan to have green projects in the next 3 years.    1

In BC, product testing appears to be a barrier. Only 64% of BC companies seek third 
party testing and environmental certification. 36% of BC companies do not obtain more 
testing than what is required by the government or governing bodies.  

According to primary data, 32% of companies identified consumer awareness as having 
the largest impact on the growth of the BC green building product industry. This is 
because consumers are not aware of the benefits of green building products, or the 
extra costs associated with being a green company.  

Our research indicates that green product manufacturers and distributers wish that 
municipal governments were leading by example, for instance, local governments could 
use more innovative products, some of which are already being used by provincial 
governments. 
One way to expand the number of products available for commercial use would be to 
pay attention to the technology & consumer education gap related to recycling products 

 Canada Green Building Trends: Benefits Driving the New and Retrofit Market (2014) http://www.cagbc.org/cagbcdocs/resources/CaGBC%20McGraw1

%20Hill%20Cdn%20Market%20Study.pdf
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at end of life. Our study indicates that research into reusing and remanufacturing 
products which maintain products’ physical attributes currently isn’t widespread for 
products like glass and paint. For some products like gypsum board, where the 
technology does exist, consumers do not appear to be recycling these products. 

Of the four key drivers and opportunities identified in our report, consumer awareness 
and associated costs, are found to be the most influential factors affecting the growth of 
the green building industry in BC. Therefore we recommend more research into these 
areas. 
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2: Introduction  
In 2008, approximately 166,000 full time jobs and 10.2% of British Columbia’s total 
GDP  was generated via the province’s six main green economic sectors: energy 2

management & efficiency, green building, knowledge, environmental protection, carbon 
finance & investment and clean & alternative energy3. As shown in Figure 1, green 
building accounted for 14% of this section, for a total of 1.5 billion dollars. 

Green building has gained a lot of recognition and has experienced a growth of 
approximately 6% each year since 
2008 . The increase is due to 3

increasing consumer awareness of 
the benefits related to green 
buildings, such as reduced carbon 
footprint, lower energy consumption 
and lower maintenance costs4. In 
BC, developers are increasing the 
use of green building products to 
faci l i tate the advancement of 
environmental and sustainable 
development .  4

Despite BC making strides in the 
green building industry, many 
industry representatives  believe 5

there is room for improvement in the 
area of innovative green building 
products.  

 Canada’s total GDP in 2008 was 150 billion dollars2

 Globe Foundation: Building a Strong Low-Carbon Future (2010) 3

http://globe.ca/wp-content/uploads/2012/10/bcge_report_feb_2010.pdf

 Sharma, S. (2011). Green Project Management Practices for Construction Industry. International Transaction in Applied Sciences, 3(4) 657-682.4

 Anon. Large scale BC developments get national recognition green building festival]. (2005). Journal of Commerce, 1(83).5
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Figure 1. Direct GDP contributions by sector to BC’s green 
economy in 2008 in millions of dollars.



3: Defining Green  
3.1: Current Green Definition 
Many green product definitions use aspects of third party testing programs. However, as 
these definitions are not specific, they cannot be considered comprehensive. 

Some definitions currently being used in the green building industry include: 

“Sustainable products minimize environmental and social costs throughout the product 
life-cycle and aim to maximize environmental and social benefits to communities, while 
remaining economically viable.”  6

“[A green product has] increased energy efficiency, recycled content, durability, 
nontoxic, industry performance standards, lifecycle, third party certification”  7

“Sustainable products limit their impact, today and in the future, on the environment, the 
workers who make the product and the consumers who use it throughout the product’s 
full commercial lifecycle.”  8

  
Taking into account all of the aforementioned definitions, a Green Checklist (Table 1) 
was created for researching BC companies. Included are aspects from other definitions, 
as well as characteristics believed to be important for a green building product. For this 
project, a green building product was defined as any product that meets at least one 
criterion on this Green Checklist. 

3.2: A New Definition 
After conducting research, it is recommended that a standard, comprehensive definition 
be created for all products in the green building industry. The new definition for a green 
building product is: 

A green building product is any product that minimizes health and environmental 
impacts, based on Life Cycle Assessment (LCA) findings. LCA evaluate the 
environmental and health impact of a product over its lifetime, from raw material 
extraction to disposal. 

 Lowell Centre Framework for Sustainable Products http://www.sustainableproduction.org6

 Canada Green Building Trends: Benefits Driving the New and Retrofit Market (2014) http://www.cagbc.org/cagbcdocs/resources/CaGBC%20McGraw7

%20Hill%20Cdn%20Market%20Study.pdf

 EHS Today: The Future of Product Sustainability http://ehstoday.com/environment/future-product-sustainability8
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Table 1. For this report, we developed a Green Checklist to 
determine which BC building product companies are manufacturing 

or distributing green products. A product must check at least one 
criterion in order to be considered green.

Green Checklist
Resource 
Conservation

Reduce water and/or energy 
consumption
Re-use waste water, energy and/or 
commercial, agricultural and residential 
waste materials

Use less water and/or energy during the 
manufacturing process (as compared to 
non-green products)

Made from renewable resources 
(harvested within 10 years)

Environment 
Conservation

No toxic material

No pollutants from extractions and/or 
manufacturing process

No emissions and/or odours after 
installation

Recycled Products Contains recycled content

Recyclable and/or biodegradable

Manufacturing 
Location

Products that are manufactured locally 
or regionally



4: Methodology 

Secondary research was conducted using existing market intelligence reports, then 
appropriate BC companies who met the green definition of producing or distributing 
green building products were researched.  

From the research, 80 companies were identified from the following sectors: wood, 
concrete, metal, flooring, roof, asphalt/aggregate, drywall, renewable energy, masonry & 
mortar, windows, water, sealers/adhesives, insulation, plastic, lighting, LEED consultant, 
HVAC, countertops, ceramics, cement, and ceilings. All sectors are shown in Figure 2.  

Of the 80 companies, 64 companies were contacted to schedule interviews and written 
questionnaires. 19 companies were interviewed (1 of which was a written 
questionnaire). All University of British Columbia (UBC) research involving human 
participants is required to follow Behavioral Research Ethics Board UBC (BREB) 
guidelines, which include restrictions on contacting participants. Those participants that 
do not provide an email address cannot be contacted, therefore 16 companies, or 20%, 
companies were not approached to participate.   

The total response rate was 24% (19 out of 80 companies). After taking into account the 
companies that could not be contacted (19 out of 64 companies), we revised the 
response rate to 30%. 

It was very difficult to find BC green building product companies, because no 
comprehensive list of BC green building product companies was found. Different 
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Figure 2. Graph displaying total number of companies found, and interviewed, for each 
sector.



databases  were used, however they contained more than just green building 9

companies (such as architects, regular companies, contractors, etc.) and they were not 
separated by green or non-green designations. Key word searches in Google  were 10

also used. 

The time frame of this project was very short. Initially it was estimated that 8 months of 
part-time work at 4 hours a week, per person for a total of 16 hours a week, would be 
spent on this report. However, due to a delay in BREB processing, less than 3.5 months 
(December 29th, 2014 to April 12th, 2015) at an average of 16 total hours per week, were 
spent on this report. This included contacting companies, conducting interviews, 
analyzing data and writing the final report. 

The time of year during which interviews were conducted, January – mid-March, is a 
busy time for many manufacturers and distributers as new products are released at this 
time, and it is fiscal year end.  

Due to these limitations, a small sample size was obtained, with limited sectors 
represented, and many sectors represented by only 1 company.  The data should 
therefore not be considered exhaustive of all data possible.    

 Databases used: Reed Construction Database, Lighthouse Internal Database, Declare Database9

 Key searches include “green concrete in BC”, “BC market intelligence report”, “Green products BC” “Wood products BC”, “Renewable energy”, etc.10
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5: Trends 
5.1: Demand for Green Building Products 

95% of interviewed BC green 
building product companies claimed 
that there has been an increase in 
demand for green products in their 
respective sector over the last 
decade (Figure 3).  

Although the increase in demand is 
observed in all sectors, except for 
wood, each sector seems to be 
experiencing the increase in 
different degrees. For example, one 
flooring company states that they 
have felt a 25% increase in demand 
for green building products in their 

sec to r ove r t he l as t decade . 
Contrastingly, an asphalt company states their increase was approximately 50%. The 
increase could be linked the lifespan of the products in the sector. For example, one of 
the flooring companies have flooring that lasts for 30+ years, and so would not need to 
be replaced as often as other products in other sectors such as lighting.  

5.2: Manufacturing Process 
Shown in F igure 4, pr imary 
research indicates that 63% of 
green building products in BC are 
manufactured in BC. This may be 
because it is more expensive to 
transport finished products than raw 
materials. Finished products costs, 
on average, 174 USD per ton to 
ship, compared to 33 USD per ton 
for raw materials . 11

Transportation is the largest end-use 
contributor towards climate change 
in the US and other developed 

 Korinek, J., & Sourdin, P. (2009). Maritime transport costs and their impact on trade. Organization for Economic Co-operation and Development.11
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Figure 4. Proportion of the location of green building product 
manufacturing plants for BC companies. The largest 

manufacturing region is BC, followed by USA, other regions and 
lastly Canada excluding BC. Data was obtained from of 19 

companies, and was assumed to be representative of BC as a 
whole.

Figure 3. A bar chart displaying the responses of green 
building companies to the question “Has demand for green 

building products in BC, in your sector, changed over the last 
decade”. In total 18 companies responded with an increase 

in demand for green building products, and 1 company 
responded with decrease in demand for green building 

products over the last decade.



countries.  Shown in Table 2 is the energy required and CO2 emissions of different 12

shipping methods. Although international water-container shipping is the lowest for the 
shown methods, the distance inherent in international shipping makes the overall 
energy required and CO2 emitted large. For example, the distance between Vancouver 
and Hong Kong is 10,248 nautical km. This will correlate to 2,050 MJ per ton used and 
1,435 kg of CO2 emitted per trip.  

  
5.3: Market Reach 
79% of interviewed BC green building product companies are exporting goods across 
Canadian boarders, to the United States and globally. 37% of companies revealed that 
they export to the US only, and another 37% said they export globally. Approximately 
1/3 of BC companies that export globally mention that the majority of their exports go 
overseas. The remaining 2/3 of the companies exporting overseas say that the majority 
of their products stay in North America. Exports from green products generate $1.39 
billion in revenue for BC annually, of which $1.02 billion is from the US.  13

BC companies are selling to a variety of consumers, with 63% of companies saying they 
are selling directly to contractors, 53% to homeowners, 47% to developers and 42% to 
the government, as shown in Figure 5. 

5.4: Supply Chain 
Through interviews conducted with green building companies in BC, 65% of companies 
feel that there are no barriers in obtaining information regarding component parts from 
their supply chains, while the other 35% of the companies state that it is difficult to 
obtain information. All companies find the level of transparency did not impact their 

 Wakeland, W., Cholette, S., & Venkat, K. (2012). Food transportation issues and reducing carbon footprint. In Green Technologies in Food 12

Production and Processing (pp. 211-236). Springer US.

 Globe Foundation: Building a Strong Low-Carbon Future (2010) 13

http://globe.ca/wp-content/uploads/2012/10/bcge_report_feb_2010.pdf

  | P a g e  12

Table 2. Energy and emissions per ton-km for different transportation methods12. 



business. Some information that is often left out 
by suppliers includes chemicals used in the 
products, how products are processed and 
quantitative data regarding the ingredients used 
in the products . 14

BC companies’ supply chains are located both 
locally and internationally.  From interviews, it 
appears that it is more difficult to obtain 
information from supply chains that are located 
overseas because these suppliers are harder to 
keep in touch with. Companies with local supply 
chains can freely arrange in person meetings 
with their supplier to obtain up-to-date 
information. It is more difficult to meet with 
supply chains located overseas; thus it is harder 
to get up to date information from these supply 
chains. Additionally, supply chains located 

overseas have different test ing and 
manufacturing regulations compared to 
Canada. For example, one company 
representative stated that current Chinese 
regulations are about the same as the 
regulations in Canada, 20 years ago. This 
means that supply chains located in China, 
will have a higher environmental impact, 
such as waste water being disposed into 
rivers, higher concentration of particulate 
matter in the air, etc., than their Canadian 
counterparts. 

5.5: Green Versus Non-Green 

5.5.1: Cost 
47% of companies agree that green products 
are more expensive than their non-green 
counterparts. In addition, all companies who 
mention that their green products are more 
expensive than their non-green counterparts 
also claim competitive pricing as one barrier 

 7 out of 20 companies that were interviewed expressed that suppliers do often not provide the information listed above.14
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 Green Roofing Vs Traditional 
Roofing 

Green roofing systems (any roofing 
system that has incorporated plant 
material in their design) last longer 
(50+ years) than traditional roofing 

systems (10-15 years) because 
traditional roofing is more prone to 
cracking. Most of the waterproofing 
membrane in traditional roofing is 
made of bitumen-based material. 
This material breaks down due to 

expanding and contracting resulting 
from temperature changes. Green 
roofing systems solve this problem 

by reducing UV exposure and 
temperature difference by acting as a 

barrier between the waterproofing 
membrane and the atmosphere.

Figure 5. Graphs displaying responses of 
companies to the question “Do you sell to 
[contractors, homeowners, government, 
developers, distributors and architects]? 
Companies are represented more than 
once, as they may have a mixture of 

customers.



to the growth of their company. This is due to the higher upfront cost of the product for 
the consumer. For consumers, holistic approaches to building green may reduce these 
initial costs16. For example when buildings are carefully designed to be energy efficient, 
heating/ventilation/air-conditioning (HVAC) equipment can potentially be downsized for 
significant savings.  By downsizing equipment, and using energy efficient products, the 15

energy bill will be lower for the homeowner. Not all products that are energy efficient are 
more expensive than their non-green counterpart.   

5.5.2: Manufacturing Cost 
44% agree that the manufacturing costs for green products are higher than their non-

green counterparts, while 33% of companies did not 
respond. Typical extra costs associated with green 
product manufacturing include extra production effort, 
labor and materials used. For example, for some 
sectors, there will be extra costs associated with the 
recycling of their products at the end of life and 
manufacturers may pay experts to evaluate their 
product using LCA.   16

5.5.3: Lifespan 
In general, the lifespan of most green building product is comparable to that of its non-
green counterparts.  78% of companies report that the lifespan of their products are at 17

least as long as their non-green competitors. 17% of the interviewed companies had no 
opinion regarding the lifespan difference.  

5.6: Third Party Testing  
Although many economic incentive and funding programs, such as Power Smart 
Express  , are offered by the Canadian government to help BC companies become 18 19

more sustainable in their practices, 47% of companies report that more funding is 
needed to help with testing and research. Marc Lee and Kenneth I. Carlaw from the 
Canadian Center for Policy Alternatives also express that more support from the 
Canadian government for research and the development of new green technologies is 

 United States Environmental Protection Agency http://www.epa.gov/greenbuilding/pubs/faqs.htm#1415

 Steven Winter Associates, Inc. GSA LEED Cost Study: Final Report. Steve Winter Associates Incorporation (2004)  http://www.wbdg.org/ccb/16

GSAMAN/gsaleed.pdf

 CalRecycle: Sustainable (Green) Building Green Building Materials  (2014) http://www.calrecycle.ca.gov/greenbuilding/materials.17

Power Smart Express is a program that offers financial incentives to facilitate BC green companies in replacing old, inefficient technologies with 18

newer and more efficient technologies.

 Canada Business Network: Funding and incentive programs for greening your business http://www.canadabusiness.ca/eng/page/2815/19
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“The 10% extra 
manufacturing cost – from 
the material necessary for 

our green products – 
cannot be substituted due 

to technical limits.” 



needed.  Lee and Carlaw recommend that the Canadian government provide more 20

direct government funding, direct or indirect support for green businesses to expand 
their product line, and provide more support in educating consumers about green 
technologies.  
  
For this report, ‘Required Product Testing Only’ is any testing that is required by the 
government to comply with industry and sector specific regulations22,23. ‘Occasional 
Environmental Testing’ is any testing conducted to meet specific project requirements. 
For example, a hospital contract for flooring may require the product to conform to 
Health Product Declaration (HPD)24,25 specifications. ‘Exceptional Environmental 
Testing’ is done at the discretion of the company, and not just for a specific project, to 
obtain green certification. It includes LCAs, Environmental Product Declarations (EPDs) 

26, HPDs and sector specific testing programs.  

Figure 6 shows that approximately 36% of BC green building product companies only 
do required product testing to comply with government and industry standards. The 
remaining 64% of BC companies perform additional environmental testing in addition to 
the required product testing. Out of the companies that perform environmental testing, 
50% of companies perform occasional environmental testing, while the other 50% 
perform exceptional environmental testing. When asked, companies state that they do 
not conduct environmental third party testing because they either, have not heard about, 

or they did not think, it was offered for 
their product. With little economic 
incentives and funding programs 
available to assist companies in 
conducting research and testing, smaller 
green companies find it extremely 
difficult to perform environmental testing 
and have expressed interest in obtaining 

more funding from the Canadian 
government to aid in completing 
testing, in the form of financial support 
or incentives. 

 Climate Justice, Green Jobs, and Sustainable Production in BC (2010) https://www.policyalternatives.ca/sites/default/files/uploads/ 20

publications/BC%20Office/2010/09/CCPA_bc_climatejustice_green_jobs.pdf 
22Required product testing are tests that are performed to verify that the product complies with health & safety regulations and standards. For example, 
tests that are carried out to determine whether hazardous substances are used to manufacture the product. 
23Health Canada. (2009). Product Safety Testing. Consumer Product Safety. Retrieved from http://www.hc-sc.gc.ca/cps-spc/prod-test-essai/index-
eng.php 
24Health Product Declaration, HPD, is a standard format for reporting chemical make-up of products and associated health information of the product 
by comparing the product ingredients to a list of hazards published by the government and scientists.  
25SCS Global Services. Health Product Declarations (HPDs). SCS Global Services. Retrieved from http://www.scsglobalservices.com/health-product-
declarations-hpds 
26Environmental Product Declaration, EPD, is a verified document that reports environmental data of products based on life cycle assessment (LCA) 
and other relevant information and in accordance with the international standard ISO 14025. 
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Figure 6. A bar chart displaying the highest level of testing 
obtained by each company. In total 7 companies 

performed only the required product testing, while 12 
companies did additional environmental testing on top of 

the required product testing.



6: Drivers and Opportunities  
Based on interview data, the four areas with the most room for improvement and ability 
to influence the green building product market are: the associated costs of being a 
green company (such as higher manufacturing, marketing, and product component 
costs), education of the consumer, municipal government, and recycling limitations as 
shown in Figure 7.  

6.1: Associated Costs  
According to interview data, 61% of 
companies agree that the associated 
costs of green building products and 
consumer awareness are the areas 
where the least amount of effort will 
produce the greatest drive for the 
green products market.  

There are many extra costs associated 
with green building products that are 
not necessarily associated with non-
green products, such as testing for 
environmental certifications. 

The greatest cost, other than testing, is 
competitive pricing. 53% of companies have expressed that it is difficult to compete with 
the lower price of non-green products, based on their manufacturing process. This 
finding is consistent with other studies that have found that higher upfront costs are 
driving consumers away.27,28 

6.2: Consumer Awareness 
In the last decade, an increase in demand for 
green building products was largely attributed 
to growing consumer awareness regarding the 
benefits of green building products29. More 
than 70% of companies cite that their clients 
are requesting more documentation and 
inquiring more about green building products 
within the last decade. According to Peter 
Simpson, the CEO of the Greater Vancouver 
Home Builders’ Association, homeowners are now more aware and accepting of green 
features30. As consumers are becoming more sophisticated in their understanding of 
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“Green manufacturing plants 
produce their products in smaller 

quantities resulting in higher 
upfront costs, as they have higher 

raw materials and production 
costs.”

Figure 7. The most prominent areas of opportunities for the 
growth of the green building product market based on 

interview responses. Some companies are represented 
more than once, as they found multiple areas to be equally 

important.



green building products, they are more willing 
to use green building products29. Despite the 
increase, 37% of companies feel that there is 
still room for major improvement in consumer 
awareness. Lack of consumer knowledge 
about the opportunities, benefits and costs, 
and risks associated with green products is the 
most important barrier to the growth of the BC 

industry 28. Many consumers feel that there is a risk when using a green product, that it 
will not perform at the same level as a traditional product. As shown in our Green Vs 
Non-Green section, this is not true, but there is more education needed to convince the 
consumer.  

6.3: Municipal & Provincial Governments  
In Canada, the municipal and provincial governments are responsible for establishing 
the bylaws, building codes and standards that provide a baseline of minimum 
requirements for new construction31, 32. In 2008, the Ministry of Housing and Social 
Development passed a mandate regarding the use of more efficient building 
insulation33. Such building codes aim to reduce energy consumption so that BC will 
have net-zero GHG emissions by 202033. These building codes encourage the use of 
green building products.  

Municipal and provincial governments are continually advancing building codes and 
regulations to promote energy efficiency and low waste in new construction. In BC 
building codes are revised every two years to match improvements in technology and 
environmental awareness33. With these frequent updates of building codes, BC has 
become a leader in green projects. One company states that LEED projects are rare in 
Alberta, while they are very popular in BC34. 21% of companies agreed that the 
government is the most influential driver of the market. 89% of companies in the BC 
industry believe building codes have the largest impact on the building industry35.  

In Appendix 1, some of the bylaws and Action Plans proposed by the BC government 
are outlined. BC is doing great things with their action plans, and other municipalities 
and provinces could use these strategies when developing their own plans.  

6.4: Recycling Limitations 
Interviews conducted for this project revealed that several companies are having 
problems using recycled content products due to lack of recognition and technological 
difficulty.  

6.4.1: Lack of recognition 
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“Concrete is another product that 
is limited in its ability to use 

recycled materials, as they could 
compromise physical 

requirements of the products, 
such as strength.”



Since 1989, the BC Ministry of Transportation has been using recycled asphalt for 
pavement resurfacing on more than 30 million square meters of the provincial highways 
and paved side roads36. Testing in the US has shown that the addition of recycled 
asphalt can minimize dust and vehicle noise, prevent gravel from falling into drainage 
ditches and increase the life of the road surface while reducing maintenance needs37. 
However, one asphalt company mentioned that a lot of BC municipalities and 
engineering agencies are not accepting of recycled asphalt because the history of 
recycled asphalt is not long and they are not familiar with the technology of recycled 
asphalt.  

6.4.2: Technological difficulty  
Performance requirements can also create barriers for using recycled content products. 
A previous market report has shown that evolving building codes change the baseline of 
acceptability for many building products and make it problematic to reuse these 
products at the same value as the original use38. For example, older windows and doors 
cannot be reused, only recycled, because they do not meet building code requirements 
for energy performance38. A ceramic and glass company reports that there is a 
restriction on how much recycled content they can incorporate into a product based on 
consumer demands for physical characteristics, such as colour, brightness, size. 
Concrete is another product that is limited in its ability to use recycled materials, as they 
could compromise physical requirements of the products, such as strength. There are 
also products that use recycled content, with no impact on the physical requirements. 
One such example is rubber flooring using recycled tires. The tires are remanufactured, 
and used in many different types of buildings, such as hospitals, playgrounds, and 
gyms. 
 21

27 Canada Green Building Trends: Benefits Driving the New and Retrofit Market (2014) http://www.cagbc.org/cagbcdocs/resources/CaGBC
%20McGraw%20Hill%20Cdn%20Market%20Study.pdf 
28 Globe Foundation: Building a Strong Low-Carbon Future (2010) 
http://globe.ca/wp-content/uploads/2012/10/bcge_report_feb_2010.pdf 
29Sharma, S. (2011). Green Project Management Practices for Construction Industry. International Transaction in Applied Sciences, 3(4), 657-682. 
30Green Building in British Columbia: A Special Report on Architects, Engineers & Contractors (2006) http://bcgreeneconomy.globeadvisors.ca/media/4 
838/lighthouse_green_building_bc.pdf 
31 Globe Foundation: Building a Strong Low-Carbon Future (2010) 
http://globe.ca/wp-content/uploads/2012/10/bcge_report_feb_2010.pdf 
32Please refer to Appendix 1 for more examples of municipal bylaws 
33 Green Buildings in Vancouver: Vancouver Economic Development by City of Vancouver  
www.vancouvereconomic.com 
34 The CaGBC’s website specified that there were 352 and 274 projects being ceritified as LEED Silver/Gold/Platinum in the past decade in BC and 
Alberta respectively. http://www.cagbc.org/CAGBC/LEED/ProjectProfiles/LEED/projectprofile_EN.aspx?hkey=d9d85fe8-9959-4dfb-95ba-733bcf909ac2 
35 Canada Green Building Trends: Benefits Driving the New and Retrofit Market (2014) http://www.cagbc.org/cagbcdocs/resources/CaGBC
%20McGraw%20Hill%20Cdn%20Market%20Study.pdf 
36 British Columbia’s Success with Hot-In-Place Recycling: A 25 year History 
http://www.ecopavesystems.com/docs/bc-success-with-hot-in-place-recycling635392238331905848.pdf 
37 Recycling tear-off asphalt shingles: Best practices guide (2007) http://www.p2pays.org/ref/42/41567.pdf 
38Market Analysis of Used Building Materials in Metro Vancouver (2012) 
http://www.metrovancouver.org/services/solid-waste/SolidWastePublications/Market_Analysis_of_Used_Building_Materials_Final_Report.pdf
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7: Conclusions 
Overall, demand for green building products in BC has been increasing over the last 
decade. The degree of increase, however, is very sector specific, with some sectors 
experiencing a more rapid increase in demand compared to others. Green product 
companies state that although some consumers are becoming more sophisticated in 
their understanding of green building products, many still lack awareness regarding the 
benefits of green building products; thus they are hesitant in trying them. In addition, the 
higher upfront cost of green building products compared to non-green products is 
hindering the growth of the market. Interviewed companies have expressed that they 
would like more funding from the Canadian government to aid in testing and research of 
green products to help advance the market. From the primary research, four areas with 
opportunities for growth in BC were identified. These areas include consumer 
awareness, associated cost, government regulation and recycling limitation. Two of 
these areas, consumer awareness and associated cost, are the most influential factors 
that affect the growth of the green building industry in BC.  

Through interviews with green building product manufacturers and distributors, a few 
areas for improvement have become apparent. It is our recommendation that the 
municipal government becomes more involved with promoting awareness about green 
building products through governmental use and bylaws. They could also provide 
financial incentives for those developers who choose to use green building products. It 
would also be beneficial for the provincial government to lead by example, by using 
green building products as well as by updating building codes to promote green building 
product use.  

We also see the need for increased research into remanufacturing and reusing product 
at end of life. It is essential for green building products to be recycled, as opposed to 
being thrown in landfills, to minimize the amount of waste generated in the building 
industry. 

Increasing public awareness of green building products is essential for the 
advancement of the green building product industry. Even though consumer demand for 
green building products has increased in the last decade, manufacturers and 
distributors within the industry believe that there is room for more improvement. They 
also believe that increased consumer awareness about the benefits of green products 
will facilitate the growth of the market.  

Additionally, forming a partnership between post-secondary establishments and 
manufacturers and distributors within the market will help to promote learning for both 
parties. This is especially important as the young people attending post-secondary 
establishments will become tomorrow’s industry leaders. 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Appendix 1: BC Bylaws, Strategies and Action Plans 
Some bylaws, strategies and action plans implemented by the BC government within 
the last decade. The outlined strategies can be taken as guidelines for creating plans in 
other municipalities and provinces.    

BC Climate Action Plan Outlines strategies and initiatives to take 
BC approximately 73% towards meeting 
the goal of reducing GHG emissions by 
33% by 2020

BC Energy Plan Designed to make the province energy 
self-sufficient by 2016 with at least 90% of 
the provinces energy coming from 
renewable sources. Set ambitious target 
around the development of clean energy, 
conservation, and efficiency and outlines 
plans to invest in advanced innovation

BC Bioenergy Strategy Includes 25 million for the BC bioenergy 
network – an industry – led initiative that 
acts as a catalyst for deploying near-term 
technologies in 8 opportunity areas and 
leverages funding to support BC 
technology and applications. Since the 
beginning of 2009, the network has 
invested 5 million into research and 
development

Greenhouse Gas Reduction Targets Act Requirements to create a carbon neutral 
public sector by 2010 and to reduce the 
carbon intensity of transportation fuels by 
10% by 2020

BC Carbon Tax North America’s first carbon tax based on 
GHG emissions from fossil fuel 
combustion encourages low carbon 
economic development while reinvesting 
revenue into targeted tax cuts for 
individuals and businesses making the 
carbon tax revenue neutral

BC Energy Efficient Building Strategy Predicted to reduce GHG emission equal 
to 1.8 million tons per year of CO2 in 2020 
and to save BC residents 3.4 billion over 
12 years through the implementation of 
the energy efficiency act applied to 
homes, communities and commercial, 
industrial, and government buildings
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BC Brownfield Renewal Strategy Reduce risk and uncertainty in brownfield 
redevelopment and creates more 
streamlined approvals for Brownfield 
projects by contributing funding to land 
owners or developers in relation to 
brownfield sites. Backed by a 10 million 
Brownfield renewal fund

Innovative Clean Energy Fund 25 million a year innovative clean energy 
fund encourages the development of 
clean energy and energy efficient 
technologies in the electricity, alternative 
energy, transportation, and oil and gas 
sectors in communities throughout the 
province. The fund showcases “pre-
commercial” energy techniques that have 
international market potential and 
demonstrates the commercial viability of 
these new energy techniques.
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