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SGBC LAUNCHES DIGITAL CAMPAIGN
TO SHOW HOMEOWNERS THAT GREEN MEANS GO
Singapore, 21 October 2021 – The Singapore Green Building Council (SGBC) is showing homeowners,
homebuyers and the wider public that Green Means Go through a new digital outreach campaign about
green homes and sustainability.
Running from October 2021 to March 2022, the Green Means Go campaign will outline the role of green
buildings in environmental sustainability, showcase the benefits to human health and wellbeing as well
as empower homeowners to build green into their homes. The action-oriented thematic resonates well
with key green building outcomes, which are captured as the campaign’s main pillars of Go Natural, Go
Healthy, Go Smart. With the increasing emphasis on the effects of climate change, green buildings are
in a prime position to not just accelerate decarbonisation efforts but also provide healthier, more equitable
spaces for everyone, everywhere.
Anchored on an interactive website at www.greenbuildings.sg, the campaign will feature several key
mechanics to raise awareness and drive engagement, beginning with the Greenest Home Town
Challenge. Running from October 2021 to January 2022, the Challenge invites homeowners to post
photos of their own green home efforts onto a map of Singapore. Entries can be as simple as taking
photos of house plants or as extensive as showcasing a full-fledged smart home system. Homeowners
with the most-liked photos stand to win prizes such as shopping vouchers and home appliances, and
Singapore’s Greenest Home Town will be unveiled in January 2022.
From January 2022 to March 2022, homeowners can familiarise themselves with various home
renovation materials and fittings that have environmentally-friendly variants through a gamified
experience. The Build Green In Home Planner will challenge homeowners to identify and then place key
components of home renovation projects into simplified home environments. The game will also dispense
tips and information about greener practices for the home. Similar to the Greenest Home Town
Challenge, homeowners will be able to share their achievements on social media and stand a chance to
win attractive prizes.
“With the growing onus on environmental sustainability and increasing attention on climate change, the
Green Means Go campaign is a great opportunity for SGBC to show the benefits of green buildings
through interesting and engaging means,” said Ar. Tang Kok Thye, President of the SGBC. “We hope
that homeowners will be inspired and empowered to make more sustainable decisions for the sanctuaries
they call home, and we look forward to seeing how homeowners show that Green Means Go.”
The core activities of Green Means Go will be supported by educational content throughout the campaign
period, including to resources such as SGBC’s Directory of Certified Green Building Products, renovation
guides, thought-starters, long-form articles, case studies and photo-essays. Campaign content will be
also pushed out to the public through social media activations (Facebook and Instagram), collaborations
with social media influencers (full list in Annex B) as well as public outreach webinars.
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The campaign is supported by the Building and Construction Authority (BCA) and the Housing &
Development Board (HDB), in line with the Singapore Green Building Masterplan and the Singapore
Green Plan 2030.
Mr. Ang Kian Seng, Group Director of Environmental Sustainability Group, BCA, said: “BCA is glad to be
one of the key supporting partners in Singapore Green Building Council’s (SGBC) Green Means Go
campaign. Considering the urgent call to action for all to contribute in tackling the existential climate crisis,
it is timely that the Green Means Go campaign raises awareness and highlights practical actions for
homeowners to readily incorporate green into their homes. These sustainable behaviours will also go a
long way in bringing about a more comfortable indoor environmental quality and lower utility expenses
for homeowners. We seek the support of all new and existing homeowners and rally all to contribute
towards a low-carbon built environment Singapore, in line with the Singapore Green Plan 2030.”
Green Means Go is also supported by the following SGBC Members (more details in Annex B):
1. Big Ass Fans
2. CapitaLand Development
3. DBS Bank
4. DOW Pacific Singapore Pte Ltd
5. Frasers Property Limited
6. Geberit North & South East Asia
7. Greenlam Asia Pacific Pte Ltd
8. Keppel Land Limited
9. Lutron
####
For media queries, please contact:
James Tan
Senior Manager (Communications & Partnerships)
Singapore Green Building Council (SGBC)
Email: james_tan@sgbc.sg
Desk/ WhatsApp Business: (65) 6797 0899
Mobile: (65) 9800 4815
About Singapore Green Building Council (SGBC)
The Singapore Green Building Council (SGBC) enables sustainability across the building and construction value
chain, championing capability development and innovative solutions that support industry transformation through
our Membership, Certification and outreach programmes. The repository of proven green building solutions helps
to enable green procurement in the industry, profiling leading and innovative solutions that go towards building a
greener, healthier built environment. Together with a growing pool of industry-recognised Green Mark Accredited
Professionals, SGBC addresses every touchpoint of the green building ecosystem. For more information, please
visit www.sgbc.sg
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ANNEX A – GREEN MEANS GO CAMPAIGN MECHANICS

The Campaign is anchored on a digital microsite housed at www.greenbuildings.sg. The site will serve as a
platform for homeowners, homebuyers and the general public to find a wealth of information on green homes
that will be progressively added throughout the campaign period. Users looking to find green building materials
for home renovation will be able to refer to SGBC’s Directory of Certified Products, with commonly used
renovation products listed under the Low VOC tab: https://web.sgbc.online/public/product/all/lowvoc/products

The campaign will focus on three main themes:
• Go Natural - Explore ways to incorporate more natural elements into your home such as natural light
and ventilation.
• Go Healthy - Learn how to choose the right green building materials that can improve your health and
wellbeing in the long run.
• Go Smart - Discover how you can leverage technology and make smart choices with energy-efficient
appliances to maximise your home comfort while saving resources.
Homeowners will also be able to participate in the interactive challenges on the website to stand a chance to win
attractive prizes such as shopping vouchers and home appliances while getting to learn more about building
green into their homes.
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Singapore’s Greenest Home Town Challenge

Running from October 2021 to January 2022, users are encouraged to post images of their green home efforts to
the map of Singapore, segregated into the different towns. Entries are to be based on one of the three key pillars
of the Campaign – Go Natural, Go Healthy, Go Smart – but can involve virtually any aspect of green homes. The
aim of this Challenge is to allow homeowners to showcase what they have done in their own residences, some of
which may not be immediately perceived as a green building or sustainability effort. This will help to raise
awareness of such homegrown green efforts and hopefully inspire other homeowners to take similar actions.
Build Green In Home Planner

Note: work-in-progress, not final version.

To run from January 2022 to March 2022, the Build Green In Home Planner will be an educational gamified
experience for homeowners to learn about the different products and sustainable ways to furnish their home. The
goal of the Planner is to raise awareness of the renovation and/or home furnishing materials that have ecofriendly and/or green-certified variants, as well as to highlight the importance of green products in the home.
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ANNEX B – GREEN MEANS GO CAMPAIGN INFLUENCERS & PARTNERS
Campaign Influencers

Page 5 of 8

MEDIA RELEASE
FOR IMMEDIATE RELEASE
Campaign Partners
S/N

Organisation Name
Big Ass Fans

1

Big Ass Fans Singapore (BAFCO Singapore Pte Ltd) is a subsidiary of US-based Big Ass Fans, with
sales to Asia Region and serving as the APAC regional headquarters. Headquartered in Kentucky,
Lexington in the United States, Big Ass Fans has been around since 1999. Big Ass Fans is the
largest manufacturer of energy efficient fans such as High Volume, Low Speed (HVLS) fans and the
popular Haiku fan. Since its founding, Big Ass Fans has sold well over 700,000 fans to more than
175 countries worldwide. With more than company awards, Big Ass Fans products are widely used
in residential, commercial, and industrial applications.
More Info: Website URL
CapitaLand Development

2

CapitaLand Development (CLD) is the development arm of the CapitaLand Group, with a portfolio
worth approximately S$22.0 billion as at 30 June 2021. Focusing on its core markets of Singapore,
China and Vietnam, CLD’s well-established real estate development capabilities span across
various asset classes, including integrated developments, retail, office, lodging, residential, business
parks, industrial, logistics and data centres. Its strong expertise in master planning, land
development and project execution has won numerous accolades including the Building and
Construction Authority Quality Excellence Award and FIABCI Prix d’Excellence Award.
CLD aspires to be a developer of choice that goes beyond real estate development to enrich lives
and uplift communities. It is committed to continue creating quality spaces for work, live and play in
the communities in which it operates, through sustainable and innovative solutions. In line with the
CapitaLand Group, CLD places sustainability at the core of what it does. CLD complements
CapitaLand’s businesses through its contributions to the environmental and social well-being of the
communities where it operates, as it delivers long-term economic value to its stakeholders.
More Info: Website URL
DBS Bank

3

A frontrunner in digital transformation, DBS seeks to deliver a new kind of banking that is so simple,
seamless and invisible, that customers have more time to spend on the people or things they care
about. Being sustainable means considering the needs of our future generations while thriving in
the present. Starting from our suite of green solutions, we empower our customers with sustainable
choices for different aspects of their lives. From our eco-friendly credit card, car and renovation
loans, to our green investments and utilities, we’re making it effortless for all to do their part for a
sustainable future.
More Info: Website URL
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S/N

Organisation Name
DOW Pacific Singapore Pte Ltd

4

Dow High-Performance Building, collaborates with industry professionals around the world to
develop solutions to enhance design and aesthetics, increase durability, advance the energy
efficiency of buildings, and improve the health and safety of building occupants. Featuring
DOWSIL™ brand products Dow’s high-performance building solutions include proven materials for
structural and protective glazing, weatherproofing, insulating glass, window and door fabrication,
and building materials protection, as well as innovations for high-efficiency insulation, lighting, and
the incorporation of photovoltaic cells and solar panels into building design.
More Info: Website URL
Frasers Property Limited

5

Frasers Property is a multi-national company that develops, owns and manages a diverse,
integrated portfolio of properties headquartered in Singapore. We are unified by our commitment to
deliver enriching and memorable experiences to customers and stakeholders, leveraging our
knowledge and capabilities from across markets and property sectors, to deliver value in our
multiple asset classes. We have embarked on an important journey to define our shared Purpose –
“Inspiring experiences, creating places for good.Aligned with our unifying belief of “experience
matters”, we believe not just in inspiring experiences, but also the added dimension of creating
places for good.
In view of the impact of real estate on people’s lives, the amount of resource it takes up and how
every building can last for generations, there is a real difference we can all make in helping to
improve the overall quality of life. And we do so through the places we build and the quality of
experiences that we generate.
More Info: Website URL
Geberit North & South East Asia

6

The globally operating Geberit Group is a European leader in the field of sanitary products. Geberit
operates with a strong local presence in most European countries, providing unique added value
when it comes to sanitary technology and bathroom ceramics. The production network
encompasses 29 production facilities, of which 6 are located overseas. The Group is headquartered
in Rapperswil-Jona, Switzerland. With around 12,000 employees in around 50 countries, Geberit
generated net sales of CHF 3.0 billion in 2020. The Geberit shares are listed on the SIX Swiss
Exchange and have been included in the SMI (Swiss Market Index) since 2012.
More Info: Website URL
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S/N

Organisation Name
Greenlam Asia Pacific Pte Ltd

7

Greenlam is the one of the Asia’s largest surfacing solutions brand. With its presence in over 100
countries, Greenlam has focused on developing quality products with great passion for innovation. It
offers end to end surfacing solutions spread across laminates, compacts, Interior and exterior
cladding, restroom cubicles & locker solutions, decorative veneers, engineered wooden floors and
doors. Our products are FSC, PEFC, Greenguard Gold, Greenguard, Green Label, NSF certified
and are Anti-bacterial, thereby ensuring they are environment friendly and safe to use.
More Info: Website URL
Keppel Land Limited

8

Keppel Land is a wholly-owned subsidiary of Keppel Corporation, a Singapore flagship multinational
company, which provides solutions for sustainable urbanisation, focusing on energy & environment,
urban development, connectivity and asset management. Keppel Land delivers innovative and
multi-faceted urban space solutions that enrich people and communities. Its sterling portfolio
includes award-winning residential developments, investment-grade commercial properties and
integrated townships. It is geographically diversified in Asia, with China, Singapore and Vietnam as
its key markets, while it continues to scale up in other markets such as India and Indonesia.
More Info: Website URL
Lutron

9

Lutron Electronics designs and manufactures lighting controls and lighting control systems for both
residential and commercial applications. The company offers a wide variety of light dimmers, wholehome and whole-building dimming systems, controllable window treatments and colormatched
accessories, including wallplates, receptacles, fan controls, and more. Lutron is acknowledged
throughout the lighting industry for its expansive product offerings, continued technological
achievements, and stringent quality standards. Lutron has been recognized as the preferred brand
by lighting designers and specifiers worldwide.
More Info: Website URL
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