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oChlmedia has implernented a whole range of environmental
inftiatives. The company has reduced the energy consumption of
its mobile fleet by 33 percent per vehicle through the creation of
mobile schedules that drive to key locations and park in high traffic
areas. [t is also reviewing the latest advances in emission control
and fuel-saving technologies, and planning a future project to plant
trees to ofiset its carbon emissions.

Furthermore, oOh! has entered into a three-year partnership
with Landcare Australia, which includes $3 million worth of
outdoor media to help Landcare
promote its inttiatives {o the
public, and it has started
the manufacture of a newly
designed Shopalite unit that
uses LED lighting in place of

energy-guzzling fluorescent
tubes. When introduced,
this change will save around

2,600 tonnes of CO2 every

year; the equivalent of

taking over 500 cars off

the road.
It doesn't end there either. oOhl is in

the process of converting all its owned large format signs to

green power. It has also introduced greater choice in sign material,
50 that advertisers can reduce their carbon footprint without
thinking about it. In partnership with Cactus Imaging, oOh! has
introduced new options that reduce the environmental impact of
out-of-home advertising, Last but not least, as part of the outdoor
industry body the OMA, oOh! participates in aid relief measures by
sending used billboard skins overseas for use as shalters, 0Oh! has
provided relief in Thailand, Burma and Neorth QLD following natural
disasters. When oOh! is not re-using the skins this way, it recycles
20-10-25 percent into consumer goods such as bags and tents.
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' “OOHIMEDIA HAS

ENTERED INTO A THREE
YEAR PARTNERSHIP WITH
LANDCARE AUSTRALIA
TO HELP LANDCARE
PROMOTE ITS INITIATIVES
TO THE PUBLIC”

2. NATURAL CAPITAL FUNDS
Natural Capital Funds is a newly launched green funds
management business. It was founded by fund managers Marcus
Burns and Angus Forbes, who recently returned home to Australia
after working in London for the top banks and broker firms.

While in London, the dream
was born when Forbes launched
the first environment fund for
GLG (the largest hedge fund
in Europe) and was project
director of The Prince’s
Rainforest Project.
Natural Capital was founded
to “create investment
products that achieve best
in class returns whilst
respecting the biophysical limits
of the world"”.

This month, it's launching a global equity fund with a
unique sustainability methodology. You can find out more at
www.naturalcapitalfm.corn.au
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