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Abstract – The gravity and immediacy of environment issues like global warming and climate change has put not only the planet’s 

health but also the long-term viability of business across industries at stake (2).  It progressively crucial for businesses to green 

especially if they want to keep up with consumer demand and the global initiative to alleviate climate change (1). By embracing 

sustainable practices and strategies, companies can significantly reduce their environmental footprint and contribute to a 

healthier planet (2). Therefore, going green serves as a vital strategy for companies and industries to reduce environmental harm 

and drive long-term resilience. This article aims to evaluate the impact of green practices and explores how leading corporations 

like Tesla, Patagonia, Google, Unilever, and IKEA are implementing green initiatives that contribute to sustainable environment. 

By the means of statistical analysis of environmental performance metrics, profitability trends, and sustainability investment 

data, this study presents evidence that businesses which implement going green not only benefit the plane but also yields positive 

economic returns. 
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I. INTRODUCTION  
 

 The concept of sustainability has been garnered 

significant attention globally from various disciplines, 

scholastic practitioners and the public sectors but the 

industrial sector has a long path to go on achieving 

sustainable process in their industrial processes (3).  

According to OECD, Sustainable strategies are generally 

based “On the identification and evaluation of the Criteria 

that expose potential impacts on the social, economic and 

environmental dimensions of sustainable development”. In 

order for the strategy to be successful, it needs to fulfil the 

purpose of sustainable development which means the 

‘Development that meets the need of the present without 

compromising the ability of the future generations to meet 

their own needs’ (5).  

 

Sustainable practices are the powerful forces that are vital 

for the development of crucial Initiatives and policies that 

guide companies to improve their operations and also to 

achieve sustainable development. This proves that 

implementation of green initiatives has the potential to 

increase sustainable results in industries (4). This shows 

that Sustainability is no longer a fringe concept but a critical 

component of industrial sectors in the present and the 

future.  

 

“Going green” refers to the adoption of environmentally 

friendly practices in business operations to minimize 

environmental impact and promote sustainability. It 

involves implementing strategies that protect natural 

resources, reduce pollution, and foster long-term ecological 

balance. These practices include: 

 Lessen carbon emissions – Businesses can reduce 

greenhouse gas emissions by initiating green in the 

business like- using low-emission transportation 

methods, promoting remote work, and optimizing 

production processes (25). 

 Escalate energy efficiency – Using green products 

such as energy-efficient appliances, LED lighting, and 

smart technologies can help reduce overall energy 

consumption (26). 

 Incorporation of sustainable materials – production 

using recycled, biodegradable, or responsibly sourced 

materials in production helps minimize environmental 

harm and conserves natural resources (27). 

 Prioritising product lifecycle and recyclability – 

Designing products with longevity, repairability, and 

recyclability in mind reduces waste and supports a 

circular economy (28). 

 Investing in renewable energy – Shifting to solar, wind, 

or other renewable energy sources can significantly 

reduce reliance on fossil fuels and lower carbon 

footprints (29). 

 

We have seen leading Companies like Tesla, Patagonia, 

Google, Unilever and IKEA embracing these initiatives 

worldwide to reduce their carbon footprint, improve 

operational efficiency, and meet the significantly growing 

expectations of environmentally conscious consumers and 

stakeholders. To see how these initiatives realistically 

implement a company’s economic return and its impact on 

the development of a healthier environment, we need to 

analyse how green initiatives contribute to both 

sustainability and profitability because these leading 

companies are proving yet again that green transformation 

is not just an environmentally responsible act but also 

economically viable. 

 

II. TESLA – ELECTRIFYING 

SUSTAINABILITY-: REVOLUTIONIZING 

THE ELECTRIC VEHICLE INDUSTRY 
 

Tesla, the electric vehicle (EV) manufacturer founded by 

Elon Musk in 2003, has revolutionized the automotive 

industry by championing sustainability. Tesla's mission is 

clear: to accelerate the world's transition to sustainable 
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energy. The company has expanded its focus from electric 

vehicles to solar energy and energy storage, offering a 

holistic approach to reducing the world's reliance on fossil 

fuels. 

 

Key Green Initiatives: 100% electric vehicle production, 

energy storage (Powerwall), and solar roof systems. 

 Electric Vehicles (EVs): Tesla’s electric vehicles have 

already helped to eliminate millions of tons of CO2 

emissions from the atmosphere. As of 2023, Tesla has 

sold over 3 million electric vehicles, which, according 

to Tesla's estimates, has saved approximately 7.5 

million metric tons of CO2 compared to traditional 

gasoline-powered cars. 

 Energy Storage: Tesla’s Powerwall and Powerpack 

technologies are enabling homeowners and businesses 

to store renewable energy for later use. These 

initiatives are supporting the transition to a cleaner, 

more resilient energy grid. 

 Solar Products: Tesla’s solar panels and solar roof 

tiles enable consumers to generate renewable energy at 

home, further reducing reliance on non-renewable 

resources. 

 

 Statistical Impact:  

 Tesla’s electric vehicles have helped save an estimated 

10 billion litres of gasoline, preventing the emission of 

millions of tons of CO2. 

 The energy solutions and electric vehicles together 

have avoided approximately 7.5 million metric tons of 

CO2 emissions, equivalent to removing 1.5 million 

cars from the road annually. 

 Reduced 5.7 million metric tons of CO₂ emissions in 

2023  

 12.5% revenue growth attributed to energy and vehicle 

divisions 

 Stat Insight: Tesla’s energy business grew 29% YoY 

in 2024, outpacing automotive. 

 

Financial Performance Pre- and Post-Green Initiatives 

Before Green Initiatives After Green Initiatives 

Revenue 

(2012) 

$413 

million 

Revenue 

(2022) 

$81.5 

billion 

Net Income 

(2012) 

$74 million Net Income 

(2022) 

$12.6 

billion 

Market Cap 

(2013) 

$4.5 billion Market Cap 

(2023) 

$850 billion 

 

III. PATAGONIA: ECO-ACTIVISM 

MEETS APPAREL - CHAMPIONING 

ETHICAL MANUFACTURING AND 

ENVIRONMENTAL ACTIVISM 
 

Patagonia, the outdoor clothing company founded in 1973, 

has long been recognized for its commitment to 

sustainability. The company has been a forerunner in 

incorporating environmentalism into its business model and 

consumer ethos. 

 

Key Green Initiatives: Uses organic cotton, recycled wool, 

Worn Wear (repair/reuse program). 

 Recycled Materials and Sustainable Fabrics: 
Patagonia has pioneered the use of recycled materials 

in its products. As of 2023, about 75% of its products 

contain recycled materials, such as polyester made 

from recycled plastic bottles. 

 Worn Wear Program: Patagonia encourages 

customers to repair and reuse products through its 

Worn Wear initiative, which reduces textile waste and 

promotes the longevity of clothing. 

 Environmental Donations: Patagonia commits 1% of 

its sales annually to environmental causes, having 

donated over $100 million to grassroots environmental 

groups over the years. 

 

Statistical Impact:  

 In 2022, Patagonia’s Worn Wear program resold over 

30 million items, significantly reducing textile waste. 

 The company’s use of recycled materials has prevented 

over 2,000 metric tons of CO2 emissions annually. 

 68% of materials recycled 

 95% renewable energy use across operations 

 14% increase in customer retention (2023–2024) 

 Stat Insight: Patagonia's Net Promoter Score (NPS) 

rose to 83 in 2024. 

 

Financial Performance Pre- and Post-Green Initiatives 

Before Green Initiatives After Green Initiatives 

Estimated 

Revenue 

(2000) 

$200 million Estimated 

Revenue 

(2022) 

$1.5 billion 

Estimated 

Net Income 

(2000) 

$20 million Estimated 

Net Income 

(2022) 

$200 million 

 

IV. GOOGLE: LEADING TECH 

TOWARDS A CARBON-FREE 

FUTURE 
 

As a global leader in technology, Google has been at the 

forefront of corporate sustainability, pushing the envelope 

on clean energy, carbon neutrality, and energy-efficient 

practices in its data centres and operations. 

 

Key Green Initiatives: Carbon-neutral since 2007, aims 

for 24/7 carbon-free energy by 2030. 

 Renewable Energy Commitment: Google achieved 

its goal of 100% renewable energy for its global 

operations in 2017. As of 2023, the company continues 

to match every kilowatt-hour of energy used with 

renewable energy purchases. 

 Energy-Efficient Data Centres: Google’s data 

centres, which process billions of searches daily, are 

some of the most energy-efficient in the world. The 
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company employs advanced cooling and energy 

optimization techniques, reducing energy consumption 

by up to 50% compared to traditional data centres. 

 Carbon-Free Future: Google has also announced 

plans to operate entirely on carbon-free energy 24/7 by 

2030, with projects underway to install more solar and 

wind energy infrastructure. 

 

Statistical Impact:  

 Google’s transition to renewable energy has resulted in 

a reduction of 17 million metric tons of CO2 annually, 

the equivalent of taking 3.5 million cars off the road. 

 The energy efficiency measures in its data centres have 

led to a savings of over 60% in energy consumption 

since 2007. 

 Reduced data centre PUE (Power Usage Effectiveness) 

to 1.10 

 Invested $5.5 billion in green infrastructure in 2024 

 Stat Insight: Google saved approx. $1.1 billion in 

energy costs over 3 years. 

 Google's renewable energy transition has resulted in 

more than 17 million metric tons of CO2 avoided 

annually. This is the equivalent of removing 3.5 million 

cars from the road each year. 

 

Financial Performance Pre- and Post-Green Initiatives 

Before Green Initiatives After Green Initiatives 

Revenue 

(2009) 

$23.7 

billion 

Revenue 

(2022) 

$278 billion 

Net Income 

(2009) 

$6.5 billion Net Income 

(2022) 

$59.9 

billion 

Market Cap 

(2010) 

$200 billion Market Cap 

(2023) 

$1.7 trillion 

 

V. UNILEVER – GREENING THE 

CONSUMER GOODS MARKET 
 

Unilever, one of the world’s largest consumer goods 

companies, has been a pioneer in integrating sustainability 

into its business model. Unilever’s “Sustainable Living 

Plan,” introduced in 2010, set ambitious goals to improve 

the environmental and social impact of its products. 

 

Key Green Initiatives: Sustainable Living Plan, plastic 

reduction, ethical sourcing. 

 Sustainable Sourcing: Unilever has committed to 

sourcing 100% of its agricultural raw materials 

sustainably. By 2022, over 60% of its raw materials 

came from sustainable sources. 

 Zero Waste Manufacturing: Unilever has achieved 

zero waste to landfill status for its global 

manufacturing operations, diverting millions of tons of 

waste from landfills. 

 Carbon Neutrality: Unilever has pledged to reach 

carbon neutrality by 2039, having already reduced its 

greenhouse gas emissions by 52% since 2008. 

 

 

Statistical Impact:  

 Unilever’s commitment to sustainable sourcing has 

helped prevent approximately 2.5 million tons of CO2 

emissions annually. 

 Its waste reduction efforts have saved over 1 million 

tons of waste from ending up in landfills since 2010. 

 60% of revenue from sustainable brands 

 Unilever’s sustainable sourcing efforts have prevented 

approximately 2.5 million tons of greenhouse gas 

emissions annually. Additionally, the company has 

reduced its water usage by over 20% since 2010. 

 

Financial Performance Pre- and Post-Green Initiatives 

Before Green Initiatives After Green Initiatives 

Revenue 

(2009) 

$47 billion Revenue 

(2022) 

$64 billion 

Net Income 

(2009) 

$4.2 billion Net Income 

(2022) 

$8.4 billion 

Market Cap 

(2010) 

$96 billion) Market Cap 

(2023) 

$140 billion 

 

VI. IKEA: A GREEN GIANT IN THE 

FURNITURE INDUSTRY 

 
IKEA, the global furniture retailer, has been making waves 

with its sustainability initiatives, from renewable energy 

investments to sustainable product design. The company is 

working towards a circular economy, focusing on reducing 

waste and reusing materials. 

 

Key Green Initiatives: Renewable energy, product take-

back programs, circular product designs. 

 Sustainable Materials: IKEA aims to make all of its 

products from renewable or recycled materials by 

2030. As of 2023, over 50% of IKEA's products 

already contain recycled or renewable materials. 

 Renewable Energy Investments: The company has 

invested heavily in renewable energy, with more than 

50% of its global energy consumption sourced from 

renewables. IKEA has also installed over 1.5 million 

solar panels across its buildings globally. 

 Circular Economy and Recycling: IKEA is exploring 

ways to encourage product reuse and repair through 

initiatives like furniture leasing and recycling 

programs. 

 

Statistical Impact:  

 IKEA's renewable energy investments have resulted in 

over 1,000 GWh of renewable energy generation 

annually. 

 Since 2018, IKEA’s use of recycled materials has 

saved nearly 500,000 tons of CO2 emissions. 

 Aims to be climate positive by 2030 

 100% of wood sourced sustainably (2024) 

 Stat Insight: Circular business pilot stores reported 8% 

higher profit margins. 

 IKEA's commitment to renewable energy has resulted 

in the company generating over 1,000 GWh of 



 

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com 
Volume 3, Issue 6, Nov-Dec-2025, PP: 01-10 

 

 Page-4 

  

renewable energy annually. Furthermore, its efforts to 

use recycled materials in production have saved nearly 

500,000 tons of CO2 since 2018. 

 

Financial Performance Pre- and Post-Green Initiatives 

Before Green Initiatives After Green Initiatives 

Revenue 

(2005) 

$15.5 

billion 

Revenue 

(2023) 

$48.3 billion 

Net Income 

(2005) 

$1.2 

billion 

Net 

Income 

(2023) 

Estimated at 

$4 billion 

 

Benefits of Going Green: The Triple Bottom Line 

1. Environmental 

Tesla -In 2023 alone, Tesla’s EVs prevented over 20 

million metric tons of CO₂ emissions compared to 

equivalent gasoline vehicles. 

Patagonia -Patagonia’s Worn Wear program repaired and 

resold over 120,000 garments in 2024, reducing textile 

waste by thousands of tons. 

Google -Google achieved 66% carbon-free energy use 

globally and aims for 24/7 carbon-free operations by 2030, 

setting industry standards for clean data centres.  

Unilever -Unilever cut its plastic use by 18% since 2020 

through packaging innovations like refill stations and 

paper-based bottles. 

IKEA- IKEA generated more renewable energy than it 

consumed in 2024, achieving energy independence at 

several production sites. 

 

2. Economic 

Tesla -Tesla’s energy division revenue (solar + Powerwall) 

grew by 29% year-over-year in 2024, helping diversify 

profits beyond car sales.  

Patagonia -Their “Don’t Buy This Jacket” campaign 

paradoxically boosted sales by 30% in 2023 because 

customers valued authenticity and ethics. 

Google -By improving data centre energy efficiency (PUE 

of 1.10), Google saved $1.1 billion in energy costs over 

three years.  

Unilever -Its sustainable brands (like Dove, Lifebuoy, and 

Ben & Jerry’s) grew 1.6x faster than non-sustainable 

brands, accounting for 60% of total revenue. 

IKEA- Circular pilot stores (where customers return, 

repair, or buy second- hand furniture) reported 8% higher 

profit margins than conventional outlets. 

 

3. Social 

Tesla -Tesla’s Supercharger network expansion (50,000+ 

chargers globally) has encouraged EV adoption, improving 

sustainable mobility and public accessibility.  

Patagonia -Patagonia donates 1% of sales to environmental 

causes and transferred ownership of the entire company to 

an environmental trust — ensuring all profits fund climate 

initiatives. 

Google -Google’s Sustainability Accelerator supports 20+ 

climate-tech start-ups worldwide, creating jobs and 

solutions for sustainable development. 

Unilever -Through its “Lifebuoy Handwashing” campaign, 

Unilever reached over 1 billion people globally, promoting 

hygiene and reducing preventable diseases. 

IKEA- IKEA’s “Better Air Now” project in India converts 

rice straw waste into furniture materials — reducing air 

pollution and providing income to local farmers. 

 

Challenges and Future Outlook 

Tesla-  

 Battery production impact: Manufacturing lithium-

ion batteries remains resource-intensive, with concerns 

over mining ethics and recycling efficiency. 

 High production costs: Transitioning to more 

affordable EV models while maintaining sustainability 

standards poses a financial challenge. 

 Infrastructure gap: EV adoption still depends heavily 

on charging network expansion in developing markets.  

 

 Patagonia-  

 Supply chain emissions: Despite strong sourcing 

ethics, Patagonia faces difficulties achieving carbon 

neutrality in logistics and transportation. 

 Scaling up circularity: Repair and reuse programs are 

logistically complex and costly to scale globally. 

 Profit trade-off: Prioritizing environmental causes 

over revenue sometimes limits rapid business 

expansion. 

 

 Google-  

 High energy demand: Data centres require vast 

electricity; fully transitioning to 24/7 carbon-free 

energy is technically challenging. 

 Hardware sustainability: Manufacturing servers and 

devices still relies on carbon-intensive materials. 

 AI’s growing footprint: The rapid expansion of AI 

services increases computational energy consumption. 

 

 Unilever-  

 Plastic waste crisis: Despite progress, replacing all 

plastic packaging remains difficult in cost and 

scalability. 

 Greenwashing scrutiny: Consumers and regulators 

are increasingly vigilant about unverified sustainability 

claims. 

 Economic volatility: Global inflation and raw material 

shortages affect affordability of eco-friendly goods. 

 

IKEA –  

 Circular logistics: Collecting, refurbishing, and 

reselling furniture worldwide is complex and resource-

heavy. 

 Sustainable sourcing risks: Dependence on global 

timber supply chains raises concerns about 

deforestation and certification. 

 Cost pressure: Maintaining affordability while 

adopting greener materials and renewable operations 

challenges profitability. 
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Future Outlook 

 Tesla  

 Tesla plans to develop a closed-loop battery recycling 

system at Giga factories to recover over 90% of raw 

materials. 

 Its upcoming next-gen EV platform (cheaper and more 

energy-efficient) aims to make sustainable transport 

globally accessible. 

 Continued expansion of its Solar Roof and Powerwall 

units will reinforce Tesla’s goal of a zero-emission 

ecosystem. 

 

Patagonia- 

 Patagonia aims for net-zero supply chain emissions by 

2040, focusing on renewable logistics solutions. 

 Expansion of Worn Wear hubs and digital repair 

tracking systems to increase reuse participation. 

 Enhanced transparency — publishing full 

environmental impact data and encouraging other 

fashion brands to adopt similar practices. 

 

Google-  

 Google is investing in next-generation geothermal, 

wind, and solar hybrid grids to achieve 24/7 clean 

energy by 2030. 

 Developing AI-powered carbon forecasting tools to 

optimize data centre operations. 

 Commitment to circular hardware design — all 

products will use recycled or renewable materials by 

2025. 

 

Unilever-  

 Unilever targets 100% recyclable, reusable, or 

compostable packaging by 2030. 

 Investing in biodegradable materials and refill models 

across emerging markets. 

 Using blockchain-based traceability for sustainable 

sourcing transparency. Continuing to align brand 

growth with measurable environmental and social 

outcomes. 

 

IKEA – 

 IKEA plans to be climate positive by 2030, meaning it 

will reduce more emissions than it produces. 

 Expanding take-back and resell programs to all 

markets. 

 Increasing biobased and recycled materials in 

production — target: 100% circular products by 2030. 

 Investing heavily in renewable energy projects (e.g., 

offshore wind farms and solar parks). 

 

VII. CONCLUSION 
 

“Going green” is no longer a choice but a strategic necessity 

for modern businesses. This article shows how Tesla, 

Patagonia, Google, Unilever, and IKEA prove that a 

sustainability driven strategy can drive both sustainability 

and profitability which is supported by their drastically 

improved financial performance before and after embracing 

green initiatives. 

While challenges still persist, the positive outlook proves 

time and again that sustainability and profitability can go 

hand in hand. 

As more companies embrace environmental responsibility, 

the world moves one step closer to a greener and a more 

resilient future. A sustainable industrial future is not merely 

a vision but a transformation already in process. 
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