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About us  

•  In 2005, Stonyfield Farm CEO Gary Hirshberg 
challenged top climate thinkers: “Why can’t we  
climate activists change the 21st century the 
way anti-apartheid activism changed the  
20th century?” 

•  The anti-apartheid divestment movement 
literally rocked the world 

•  Consumers, students, and shareholders 
mobilized the power of the purse to make 
business listen 

•  In turn, the business community stopped 
apartheid dead in its tracks 

•  Nobel laureate Archbishop Desmond 
Tutu: “One of the crowning 
accomplishments of the past century“ 



About us (con’t.)  

•  Demand for a climate 
performance ranking to help 
consumers make informed 
purchasing decisions  

  
•  Catalyst to change how 

business is done…opportunity 
to improve on the 20th century 
way of thinking  

•  First year 90 companies – 
today 136 companies  

•  Focused largely on consumer-
oriented companies  



Evolution of a Movement 

•  Environmental activism 

•  Corporations as the villain 

•  Grassroots, 100% for the 
consumer 

•  Collaboration with the 
corporate community 

•  Rewarding companies for 
exemplary behavior  

•  Changing the tone of the 
message --  A leery public 

In the Beginning 

As the Industry Takes Shape 



  
• Shareholder pressure on the rise   

•  Increased focus on indirect “scope 3” 
emissions   

• Employee engagement programs for 
green initiatives 

• Water as a corporate climate risk  

• Booming carbon management 
software industry 

Industry Trends 

Source: Brighter Planet  



Ninety-five percent of LS&Co.’s products are made of cotton, 
which is produced in more than 110 countries, some of 
which are starting to feel the impact of climate change. 

- Levi’s 2010 CDP Response 

As a global healthcare company, Baxter 
takes seriously the health of the planet. 
Sustainability is our approach to integrate 
our social, economic and environmental 
responsibilities among the company's 
business priorities. These efforts align with 
and support our mission of saving and 
sustaining lives. 

- Robert Parkinson Jr.  
  Chairman and CEO, Baxter International 

Why Environmental Performance  



  

A Saturated Market?  

All measure environmental performance 
 



•  Measure  
•  GHG Scope 1, 2, and 3 

•  All Kyoto gases? 

•  Reduce   

•  Baseline strength 

•  Absolute reductions over intensity-based reductions. 

•  Report 
•  C-level support? 

•  Clear reporting  

•  Policy  
•  Advocate of energy policy?  

•  Beyond greenwashing – Newscorp Syndrome 

Four Pillars of Climate Leadership 



  

• Needs to be a company-wide 
commitment (beyond products and 
services) 

Requires:  

•  Internal commitment – financial/
human capital  

• Understanding of existing footprint 
(energy, natural resources, 
emissions);  

• Goal setting  

•  Long range strategy for achieving 
targets  

• Continuous improvement 

Holistic Environmental Approach 



  

Tools and Techniques 
•  Life Cycle Assessment (LCA)  

•  Cradle-to-cradle 

•  Second-life  

•  Accounting and Reporting 

•  GHG Protocol 

•  Global Reporting Initiative  

•  Supply chain engagement  

•  Preferred suppliers network 

•  Employee Engagement 

•  Incentives 

•  Supporting infrastructure  

•  Consumer Engagement  

•  Majority of energy usage occurs 
after the product is sold 
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The Goal? 

• Assessing	  Sustainability	  Efforts	  –	  A	  Road-‐Tested	  Approach	  



What we’re not about…  

• Gloom-and-doom overview of the science 

• An attempt to convince people that climate change 
is real 

• Out to tarnish the name of reputable organizations 

• A discussion of why companies should be afraid of 
the consumer response to global climate change 



•  Help consumers and investors make 
informed decisions 

•  Motivate corporations to improve 
environmental performance  

•  Set standards for industry 
benchmarking  

•  Proactive approach to a new reality  

How? 



Our Approach  

• Annual Scoring  

• ~ 150 Major Corps. 

• 16 Industry Sectors  



Our Approach (cont.)  

4 Pillars:  
Measure  

Reduce  

Report  

Policy Stance  

0 100 
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Our Scorecard 

• Assessing	  Sustainability	  Efforts	  –	  A	  Road-‐Tested	  Approach	  
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Our Scorecard (cont.) 

• Assessing	  Sustainability	  Efforts	  –	  A	  Road-‐Tested	  Approach	  
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Our Scorecard 

• Assessing	  Sustainability	  Efforts	  –	  A	  Road-‐Tested	  Approach	  





•  Scores have improved 54% since 2007  

•  Unilever (88) unseats Nike (85) as top performer  

•  136 companies were scored across 16 sectors in the 5th annual 
Climate Counts company scoring process 

•  63.2 percent of companies improved their score from 2010 to 2011 

•  Electronics represents the highest scoring sector with an average of 
74.8 points among 13 companies.  Food Products and Pharmaceuticals 
had the 2nd and 3rd highest 2011 scoring averages with 67.6 and 67.2 
points respectively 

•  The Toys/Children’s Equipment sector and Furniture sector had the 
lowest overall averages with 11.6 and 20.3 points respectively 

•  26 Companies remained “stuck” without a climate strategy in 2011 – no 
change from 2010 

•  82 companies (or 60%) remained silent or in opposition of formal 
climate/energy policy  

Trends from Scoring Process 



Final Product  

• Assessing	  Sustainability	  Efforts	  –	  A	  Road-‐Tested	  Approach	  



Download our iPhone App  

Droid App coming soon!  





Industry Innovators 



Service Offering 



“People don’t just want to conserve energy, 
they want to be acknowledged for conserving 

energy.” 
 

- Arizona State University psychologist Robert B. Cialdini 



Discussion Questions: 
 

What do you see has the primary performing your job 
in 2012?  

 
What is your organization doing to adopt a 

sustainable approach across all business units? 
 

How can we keep consumers engaged in the climate 
change discussion without alienating them? 

 
 



Q&A 
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