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Those of us who live or work in the San Francisco Bay Area think of it as a progressive 

region, leading the nation in various aspects of environmental awareness and 

sustainability.  Laws like Assembly Bill 32 (The Global Warming Solutions Act of 2006), Title 

24 Energy Efficiency Standards, and carbon tax regulations by the Bay Area Air Quality 

Management District are forward-thinking evidence of such progressiveness.  For this 

reason, we decided to take a close-up look at the largest Bay Area companies to see what 

they were doing in terms of reporting the results of their environmental practices.  Some of 

the questions that intrigued us were:  

¶ When companies communicate about sustainability, what form does it take?  

¶ Which companies are doing it well and what can be learned from them? 

¶ Why do companies who have robust sustainability programs choose not to disclose 

information publicly?    

¶ What factors influence the balance between transparency and secrecy? 

¶ What trends in reporting could we identify from studying the top Bay Area 

companies? 

¶ How well are companies addressing the concerns of their stakeholders?   

We used the {ŀƴ CǊŀƴŎƛǎŎƻ /ƘǊƻƴƛŎƭŜΩǎ ά/ƘǊƻƴ нллέ ƭƛǎǘ ǘƻ ƛŘŜƴǘƛŦȅ ǘƘŜ ŎƻƳǇŀƴƛŜǎΦ  {ƛƴŎŜ 

our aim was to assess how well these companies present themselves to the external world, 

we examined only publicly available information.  We looked not only at formal reports like 

those furnished to the Carbon Disclosure Project (CDP) and the Global Reporting Initiative 

(GRI), but also at information and reports these companies furnished on their websites.1  

²Ŝ ǎŎƻǊŜŘ ŜŀŎƘ ŎƻƳǇŀƴȅΩǎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ōŀǎŜŘ ƻƴ ŀ млл-point rating system covering 

14 different attributes we determined to be essential to credible and impactful 

sustainability communications.  (See άMethodologyέ ǎŜŎǘƛƻƴ ƻŦ the full report.) 

Why Companies Report  
While reporting on environmental sustainability is not mandated by U.S. government 

regulations, we found that many of the most successful companies make a significant 

effort to inform stakeholders about their environmental efforts.  The overall trend is 

toward greater transparency and the reasons for this are many: 

Respond to Increasing Volume of Queries  ς Many companies have seen an increase in 

requests for environmental performance information from customers and from socially 

responsible investors.  HP, for example, has seen a steady increase in the percentage of 

customer Requests for Proposal (RFPs) that ask for sustainability information.  For them, 

reporting is now seen as a market access requirement. 

                                                      
1
  Several companies updated their communications between the time the analysis for this report was 

completed (early March) and the date this report was finalized in early April.  Using more recent 
communications in our analysis would likely alter some of the ratings contained in this report.  

Executive Summary  
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Manage Reputation and Brand Image  ς Brands 

that have a meaning to end users (as opposed to 

ŎƻƳǇŀƴƛŜǎ ǘƘŀǘ ǎŜƭƭ ŎƻƳǇƻƴŜƴǘǎ ŦƻǊ ǎƻƳŜƻƴŜ ŜƭǎŜΩǎ 

branded product) are particularly interested in 

managing their reputation.  Disclosure can have a 

άƳŀǊƪŜǘƛƴƎ ǾŀƭǳŜέ ǿƘŜƴ ƛǘ ƘŜƭǇǎ ƎŀǊƴŜǊ ǊŜŎƻƎƴƛǘƛƻƴ 

from third-parties such as the Newsweek Green 

Rankings.  Symantec, for example, believes such 

ǊŜŎƻƎƴƛǘƛƻƴ ƛƴŎǊŜŀǎŜǎ άŎǳǎǘƻƳŜǊ ǘǊǳǎǘέ ƛƴ ǘƘŜƛǊ ōǊŀƴŘΦ 

Compete Effectively  ς Over the last 5 years, 

reporting to the CDP2 has increased by a factor of 

more than 6.  In certain industries, maintaining 

competitive parity requires reporting. 

Meet Channel Requirements  ς Distribution 

channel powerhouses like Walmart are beginning to 

require that their suppliers report to the CDP.  56% of 

CDP members recently surveyed said that in the 

future they would cease doing business with 

suppliers who do not manage (and report) their 

carbon footprints. 

Stay Ahead of Future Requirements  ς While 

sustainability reporting and carbon accounting are 

not currently 

mandated, the SEC recently issued guidance 

indicating that companies should consider the risks 

associated with climate change in their financial 

reporting.  Software company, SAP, recently stated 

that it would soon begin including carbon 

accounting in its financial statements.  Engelina 

Jaspers, VP of Environmental Sustainability at HP, 

noted at a recent conference, άDŜǘǘƛƴƎ ƻǳǘ ŀƘŜŀŘ 

of future requirements will eventually save money 

and work in the long-ǘŜǊƳΦέ  /ƘǊƛǎǘƛƴŀ tŀƎŜΣ 5ƛǊŜŎǘƻǊ ƻŦ /ƭƛƳŀǘŜ ŀƴŘ 9ƴŜǊƎȅ {ǘǊŀǘŜƎȅ ŦƻǊ 

Yahoo!, ŜŎƘƻŜŘ WŀǎǇŜǊǎΩ ǘƘƻǳƎƘǘǎΣ ά²Ƙŀǘ ƛǎ ǾƻƭǳƴǘŀǊȅ ǘƻŘŀȅ ƛǎ ƭƛƪŜƭȅ ǘƻ ōŜ ǊŜƎǳƭŀǘŜŘ ƛƴ ǘƘŜ 

ŦǳǘǳǊŜΦ  LǘΩǎ ƎƻƻŘ ǘƻ ǎǘŀȅ ŀƘŜŀŘ ƻŦ ǘƘŜ ŎǳǊǾŜΦέ 

                                                      
2
 In 2004, 295 companies reported to the CDP compared to 2204 reporting in 2008.  See CDP website. 

ά²Ƙŀǘ ƛǎ ǾƻƭǳƴǘŀǊȅ ǘƻŘŀȅ ƛǎ 

likely to be regulated in the 

ŦǳǘǳǊŜΦ LǘΩǎ ƎƻƻŘ ǘƻ ǎǘŀȅ ŀƘŜŀŘ 

ƻŦ ǘƘŜ ŎǳǊǾŜΦέ  

Christina Page, Director of Climate 

and Energy Strategy for Yahoo! 

Environmental Sustainability   

ά.ȅ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ǿŜ 

mean meeting current human needs 

without undermining the capacity of 

the environment to provide for those 

ƴŜŜŘǎ ƻǾŜǊ ǘƘŜ ƭƻƴƎ ǘŜǊƳΦέ United 

Nations Millennium Project 
 

For companies, reporting on 

environmental sustainability has 

come to mean reporting on a wide 

range of impacts including their:  

¶ greenhouse gas emissions, targets 

and reductions  

¶ hazardous materials 

¶ use of materials in products, 

packaging and business processes 

¶ management of waste  

¶ consumption and conservation of 

energy, fuel and water 

¶ environmental impacts of 

products in their end use 

¶ impacts of suppliers 

¶ transportation 

¶ business risks of climate change 

 

Executive Summary  

https://www.cdproject.net/CDPResults/CDP-Supply-Chain-Report_2010.pdf
http://www.sec.gov/news/press/2010/2010-15.htm
https://www.cdproject.net/en-US/WhatWeDo/Pages/overview.aspx
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A recent McKinsey & Co. global 

survey found that 20% of 

ŜȄŜŎǳǘƛǾŜǎ ŘƻƴΩǘ ƘŀǾŜ ŀ ŎƭŜŀǊ 

definition of sustainability. 

Attract and Retain Employees  ς Many companies believe that transparency about 

environmental impacts and efforts will make them better able to attract and retain 

employees.  They see an evolution in the workforce that is placing greater emphasis on 

factors like company reputation.  

Focus Internal Execution  ς A public statement of sustainability goals commits a 

company to take action.  This can focus and drive internal execution in a powerful way.  

One company we interviewed found that when they exposed their goals to the public, the 

senior management felt more committed to achieving those expectations. 

Key Findings  

Over Half of Largest Companies Report  

While only about one-fourth of the Chron 200 issued sustainability communications of any 

kind, this represented well over half the companies with revenue of $1 billion or greater.  

Most companies with information on their websites or in corporate social responsibility 

ό/{wύ ǊŜǇƻǊǘǎ ƻǊ ƛƴ άŎƛǘƛȊŜƴǎƘƛǇ ǊŜǇƻǊǘǎέ ŘƛŘ ǇǊƻǾƛŘŜ ƛƴŦƻǊƳŀǘƛƻƴ ǘƻ ƻƴŜ ƻǊ ƳƻǊŜ ǊŜƎƛǎǘǊƛŜǎ 

(CDP, GRI, EPA Climate Leaders and/or The Climate Registry).  A couple of companies 

(McKesson, Applied Materials) used the GRI Framework for their reporting but chose not to 

file their reports with the GRI.  Bay Area companies were far more likely to respond to the 

CDP questionnaire than to use the GRI framework for their reporting. 

Absence of Standards Means Inconsistency  

Unlike financial reporting, which has formal requirements for the way information is 

reported, the lack of standards around sustainability reporting gives companies great 

leeway in how they characterize their 

sustainability efforts.  In addition, companies may 

define sustainability differently.  In a recent study, 

McKinsey & Company3 found that 20% of 

ŜȄŜŎǳǘƛǾŜǎ ǎǳǊǾŜȅŜŘ ǎŀȅ ǘƘŜƛǊ ŎƻƳǇŀƴƛŜǎ ŘƻƴΩǘ 

have a clear definition of sustainability, and that 

among those who do, the definition encompasses 

issues from environmental compliance to green 

product development to social issues.   

In the absence of standards, companies choose to emphasize and report on different areas.  

CƻǊ ŜȄŀƳǇƭŜΣ !ŘƻōŜΩǎ ǊŜǇƻǊǘ ǘŜƴŘǎ ǘƻ ŦƻŎǳǎ ƻƴ ōǳƛƭŘƛƴƎǎΣ ǿƘƛƭŜ !ǇǇƭŜ ŦƻŎǳǎŜǎ ƻƴ ǘƘŜ 

environmental footprint of individual products.  In many cases, these topic choices are 

ƛƴŦƻǊƳŜŘ ōȅ ŀƴ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ŀǊŜŀǎ ƻŦ ƎǊŜŀǘŜǎǘ ƛƳǇŀŎǘΦ  !ǎ ŀƴ It 

                                                      
3
 άHow Companies Manage Sustainability:  McKinsey Global Survey ResultsΣέ aŎYƛƴǎŜȅ vǳŀǊǘŜǊƭȅΣ aŀǊŎƘ нлмл 

Executive Summary  

http://www.mckinseyquarterly.com/Energy_Resources_Materials/Environment/How_companies_manage_sustainability_McKinsey_Global_Survey_results__2558?gp=1
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representative told us, they believe their greatest environmental impact comes from 

upstream (what they purchase from suppliers) and downstream (how their products are 

used by end customers) and so those represent the greatest areas of emphasis. 

While this inconsistency is understandable given the state of the art, it creates challenges 

for investors and other stakeholders who would like to compare performance across 

companies and industries. 

Quality of Communications  Varies  

We found a wide variation in the quality of communications.  As expected, the very best 

reporting came from some of the largest companies.  Cisco, HP, and Intel earned the best 

scores overall and the best in their size segment.  

However, some of the very large companies did a relatively poor job of communicating and 

some of the comparatively smaller companies produced outstanding reports.  There is still 

plenty of room for improvement, as those companies scoring in the top tier averaged only 

82 points on the 100-point scale.  We learned that even the top scorers could do a better 

job covering material environmental impacts, clearly communicating reductions targets 

and the progress against them, and providing reports that cover a broader range of 

operations. 

FIGURE 1 ς TOP RATED COMPANIES BY SIZE SEGMENT 

Revenue 4 

Top Rated  
by Size Segment  

$1 to $2  Billion  ¶ Autodesk 

¶ National Semiconductor 

$2 to $5  Billion  ¶ Adobe 

¶ Agilent 

¶ AMD 

$5 to $10  Billion  ¶ Applied Materials 

¶ Clorox 

¶ eBay 

¶ Symantec 

$10+ Billion  ¶ Cisco 

¶ HP 

¶ Intel 

                                                      
4
  Based on Chronicle 200 list as of 1/5/10.  See http://www.sfgate.com/chron200/ 

Executive Summary  

http://www.sfgate.com/chron200/
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Technology Scores Better than Services  

 The Bay Area economy is dominated by the technology sector and half the Chron 200 

companies with $1 billion or more in sales were in that sector.  Services companies 

comprised 25% of the largest Chron 200 companies.  Almost a quarter of the technology 

companies scored in the top tier (top quartile) of our ratings. By contrast, about 70% of the 

services sector companies scored in the bottom tier (bottom quartile).  Several factors, 

ŘŜǎŎǊƛōŜŘ ƛƴ άRatings by Sectorέ ƛƴ ǘƘŜ body of this report, could account for this 

discrepancy.  The services sector may be missing an opportunity to enhance its brand value 

through better communications about environmental practices.   

Some Companies Choose Silence 

We were surprised to find a number of companies that chose not to communicate 

externally about their efforts and impact, despite the fact that they have robust 

sustainability programs in place.  Intuit, NetApp and The Gap are very conservative in their 

external communications even though they have ongoing sustainability programs and 

substantive goals.  We were curious about why this is, and so we interviewed several of the 

Chron 200 companies to learn more.  A number of factors fuel the decision not to report, 

and they range from resource constraints to concerns about exposure to regulatory actions 

and vulnerability to activist organizations.  In some cases, such restraint is simply a 

ǊŜŦƭŜŎǘƛƻƴ ƻŦ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ŎǳƭǘǳǊŜΦ 

Lessons from the Leaders  

Through our analysis and interviews with companies that scored well in our ratings, we 

discovered a number of key factors that contribute to successful sustainability 

communications.  These Lessons from the Leaders, included in the body of this report, 

revolve around planning, gaining management commitment and establishing good internal 

processes. 

While the current state of the art for sustainability reporting is voluntary and therefore 

freewheeling, most of the larger Bay Area companies expect this to change.  The forces 

that drive voluntary reporting are becoming stronger.  Standards are evolving, and 

reporting is expected to be mandatory for many California companies in the next few 

years.  

 

 

  

Executive Summary  
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What Makes Good Sustainability Reporting?  
In order to assess corporate sustainability reporting, we constructed a rating system 

consisting of 14 specific attributes.  Four of these contribute most to the impact and 

integrity of the communications and were given the greatest weight in our analysis.   

Material ity  

The best communications include the most significant sustainability issues for the 

company and its stakeholders and appropriately prioritize these topics.  They also 

cover sustainability topics at least as well as their nearest industry competitors and 

address key environmental risks that impact their business.  Bay Area companies 

that did a stellar job on the issue of materiality are Adobe, Applied Materials, 

Autodesk, and PG&E.   

Stakeholder Inclusiveness  

! ǎƻƭƛŘ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǎǘŀƪŜƘƻƭŘŜǊǎΩ ǇŜǊǎǇŜŎǘƛǾŜǎ ŀƴd interests informed the best 

reports.  Companies that have a process for engaging stakeholders conveyed 

relevant information and did so very clearly.  AMD, Cisco, HP, and Intel were among 

the companies that scored well on this attribute.   

Target Sett ing and Tracking  

Topnotch sustainability communications are characterized by having clearly 

established, measurable reduction targets and by reporting progress toward the 

achievement of those targets.  Companies like Cisco, Clorox, and Google, that 

earned the top ratings had made the commitment to measure key elements of their 

environmental impact, including an estimate of their greenhouse gas emissions5 

and their water usage.  By doing so, and by reporting progress, they convey a 

commitment to achievement and transparency that is truly laudable.   

Completeness  

The richest and most informative reporting encompassed not only environmental 

impacts from direct operations but also considered impacts that occurred in the 

supply chain, in the distribution channel and in use by the end customer, where 

applicable.  The most complete reports included information for all entities 

controlled by the company for both greenhouse gasses (covering Scopes 1 and 2 as 

well as at least a partial Scope 3) and water.  Cisco and Intel earned top scores on 

this attribute.   

                                                      
5
  Including greenhouse gas emissions from onsite power generation, purchased energy and energy used for 
ǘǊŀǾŜƭ ŀƴŘ ŎƻƳƳǳǘƛƴƎ ό{ŎƻǇŜǎ мΣ н ŀƴŘ о ŀǎ ŘŜŦƛƴŜŘ ōȅ ²ƻǊƭŘ wŜǎƻǳǊŎŜǎ LƴǎǘƛǘǳǘŜΩǎ DǊŜŜƴƘƻǳǎŜ Dŀǎ 
Protocol). 
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Other Important Attributes  

Four additional attributes that contribute to the trustworthiness of a report are balance, 

accuracy, reliability and comparability.  

Some Bay Area companies bravely met the challenge of conveying balance ς showing both 

favorable and unfavorable aspects of their performance and allowing stakeholders to see 

both positive and negative trends over time.   Providing a balanced view of impacts can 

alleviate stakeholder concerns about greenwashing.   

The perceived accuracy of a report is enhanced by disclosing which data was measured vs. 

estimated and by describing the techniques and underlying assumptions used to create 

estimates.  Reliability is supported by identifying the extent of external verification or 

auditing.  Reported performance data is more meaningful when it can be compared over 

time and compared with the reports of other companies.  Companies that use generally 

accepted reporting protocols and that provide consistent measures year over year lend 

substance to their reports. 

Six other attributes contributed to the usefulness and effectiveness of sustainability 

communications.  These were clarity, timeliness, context, a statement of management 

commitment, and coverage of supply chain and end use impacts.   

Many Bay Area companies scored high on clarity by making their information accessible, 

avoiding jargon, and not burying the main messages in the details of their communications.   

Timeliness was a struggle for many companies as they are just now establishing their data 

collection and reporting processes in the area of sustainability.  Unlike financial reporting 

for public companies, which is strictly governed by regulations, the reporting of 

sustainability impacts (except for compliance reporting of hazardous wastes) is still 

voluntary for most businesses.  The same standards of timeliness do not apply, and in some 

cases the most recently reported data on performance was one to two years old. 

Some of the better communications efforts provided a suitable context by conveying how 

ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ǘƻǇƛŎǎ ǊŜƭŀǘŜ ǘƻ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ƭƻƴƎ-term business strategy, describing 

ƳŀƴŀƎŜƳŜƴǘΩǎ Ǉƻƛƴǘ ƻŦ ǾƛŜǿ ƻƴ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ŀƴŘ ǇǊŜǎŜƴǘƛƴƎ ƛƴŦƻǊƳŀǘƛƻƴ ƛƴ a way that 

ŎƻƴǾŜȅŜŘ ǘƘŜ ƳŀƎƴƛǘǳŘŜ ƻŦ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ƛƳǇŀŎǘΦ   

The majority of Bay Area companies that reported on their sustainability impacts included 

some evidence of management commitment to more environmentally friendly practices.  

This was in the form of either a clear public statement from their CEO or by making senior 

executives or board members responsible for climate change initiatives. 
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The most forward-looking companies related their progress in reducing the environmental 

impacts of their suppliers and the end users of their products.   Adobe, Apple, Cisco, and 

Intel scored high on both of these attributes.  These leaders outlined programs that require 

or give preference to suppliers who adhere to specific guidelines.  Their reports described 

programs to design more energy- or water-efficient products, to understand the full life 

cycle of products, and to encourage end users to consider environmental factors when 

using or disposing of products.     

How Do Bay Area Comp anies Stack Up?  

A Note about Sustainabil ity Reporting  

Sustainability reporting is not mandatory in the United States.  Despite that, many 

companies choose to submit formal reports to their stakeholders or to an external agency.    

Standards for such reports are still emerging, but there are some key agencies and indices 

ǘƘŀǘ ǎǘŀƪŜƘƻƭŘŜǊǎ ƭƻƻƪ ǘƻ ǿƘŜƴ ŜǾŀƭǳŀǘƛƴƎ ŀƴ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ƛƴƛǘƛŀǘƛǾŜǎ ŀƴŘ 

communications.   

The top two reporting agencies are the Carbon Disclosure Project (CDP) and the Global 

Reporting Initiative (GRI).  Both are non-profit organizations that collect data from their 

membership.  The CDP describes itself as a global reporting system for climate change data.   

Annually, it presents participants with a questionnaire that delves into material risks 

associated with climate change, greenhouse gas measurements, and mitigation plans.  In 

2010 the CDP will introduce a water use questionnaire as well.  The GRI provides a 

framework for sustainability reporting that has been developed through a consensus 

process with its members.  It offers its guidelines, currently called the G3 guidelines, free to 

the public, as well as offering verification services and a disclosure-level rating.  

Whoôs Reporting? 

Of the top 200 companies in the San Francisco Bay Area, three-quarters of them do not 

provide a formal sustainability report (Figure 2).  We noticed a correlation between 

company size and propensity to report; 59% of the companies with annual revenues above 

$1 billion issue formal reports.6 

Eighteen percent of the top Bay Area companies responded to the CDP questionnaires, 

with five companies choosing to keep their reporting data private ς available only to 

signatories of the CDP and not the general investing public.   

                                                      
6
  This is influenced by the fact that the Carbon Disclosure Project sends its questionnaire to the largest global 

companies. However, companies that do not receive a request from the CDP may choose to respond to the 
questionnaire.  And, in fact, some large companies such as Walmart are starting to require that their 
suppliers respond to the CDP questionnaire. 
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148

52

36

8

0 50 100 150 200

did not report

issued report/website

responded to 
CDP questionnaire

filed report with GRI

Number of Companies

Only 8 companies (4%) used the GRI framework and filed their reports with the GRI.  

However, several other firms, including McKesson Corporation and Applied Materials, 

utilized the GRI framework in preparing and indexing their sustainability communications.  

The highest level of self-declared adherence to the GRI framework ǿŀǎ ά.έ όIŜǿƭŜǘǘ-

Packard, Intel and AMB Property).  Other GRI reporters either did not declare an adherence 

level or self-ŘŜŎƭŀǊŜŘ ŀǘ ŀ ά/έ ƭŜǾŜƭΦ  Only one firm had its report verified, thereby declaring 

a B+ level of adherence.  

 

 

 

 

 

 

 

 

 

 

 

 

How Do Bay Area Companies Rate?  

We took a close look at the sustainability communications of the 68 independent 

companies7 with revenue of $1 billion or greater.  We examined the information they make 

public through responses to the CDP questionnaire, the information in their annual reports 

and CSR reports, and the information they provide publicly on their websites.  Of the 68 

companies we analyzed, 27 communicated so little information that they scored essentially 

zero on our rating criteria.  The remaining 41 companies fell into four tiers based on their 

scores.  (See Figure 3.)  Companies in the top tier scored 70 or greater on our scale of 100.  

Not surprisingly, this tier was dominated by technology companies with significant 

manufacturing operations and a utility company (PG&E).  However, four software or 

                                                      
7
  Although Sun Microsystems was included on the Chronicle 200 list, we excluded the company from our 

analysis because its acquisition by Oracle means it is no longer an independent entity. 

FIGURE 2 - SUSTAINABILITY REPORTING BY CHRONICLE 200 COMPANIES 
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Three companies, Cisco, HP 

and Intel stood out with the 

best ratings overall 

internet companies ς Adobe, eBay, Google and 

Symantec ς also made their way into the top tier.  

Using our rating criteria of 14 attributes, there is 

still plenty of room for improvement even in the 

top tier, since the average score of companies in 

this tier was 82.  Average scores fall off 

dramatically across the four performance tiers.  Companies in the 3rd and 4th tiers only 

scored an average of only 28 and 11, respectively, on our 100-point rating scale.  In 

general, companies in the lower two tiers fall short in the areas of setting and reporting 

against targets, and in the completeness of their communications.  For example, many 

have not begun to report even baseline performance in terms of GHG emissions, water 

usage, or waste management.  These companies may be missing opportunities to compete 

effectively, to better manage their reputations, and to stay ahead of future reporting 

requirements.   

 

FIGURE 3 - SUSTAINABILITY COMMUNICATIONS RATINGS - COMPANIES $1 BILLION+ IN REVENUE 

 

 

Top Tier 
70-100 points
average:  82

ωAdobe

ωAgilent

ωAMD

ωApple

ωApplied 
Materials

ωCisco

ωeBay

ωGoogle

ωHP

ωIntel

ωPG&E

ωSymantec

2nd Tier
40-69 points
average:  55

ωAutodesk

ωChevron

ωClorox

ωGap

ωJuniper

ωLSI

ωNational 
Semiconductor

ωYahoo!

3rd Tier
20-39 points
average:  28

ωAltera

ωDel Monte

ωFranklin

ωGilead

ωIntuit

ωMcKesson

ωNVIDIA

ωOracle

ωSafeway

ωWells Fargo

4th Tier
4-19 points
average: 11

ωBrocade

ωCharles 
Schwab

ωJDS Uniphase

ωKLA Tencor

ωMaxim

ωNetApp

ωSanDisk

ωVerisign

ωVisa

ωVMWare

ωXilinx
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Top Rated Companies by Key Reporting Attributes  
Three companies, Cisco, HP and Intel, stood out with the best ratings overall.   Numerous 

other companies distinguished themselves in particular areas.  Companies in our sample 

earned high scores in certain of the key attributes, based on their choice to emphasize 

different aspects of their sustainability communications.  The decision about which 

reporting attributes to emphasize seems to depend, in part, on which stakeholders are 

viewed as important and where the company believes it has the greatest impact or the 

ōŜǎǘ άǎǘƻǊȅέ ǘƻ ǘŜƭƭΦ  {ŜŜ CƛƎǳǊŜ пΦ  

 Top Rated Companies  

 (companies listed in alphabetical order)  

Materiality  ¶ Adobe 

¶ Applied Materials 

¶ Autodesk 

¶ PG&E 

 

Stakeholder 
Inclusiveness  

¶ Adobe 

¶ AMD 

¶ Applied Materials 

¶ Chevron 

¶ Cisco 

¶ eBay 

¶ HP 

¶ Intel 

¶ Symantec 

Reduction Targets  ¶ Apple 

¶ Cisco 

¶ Clorox 

¶ Google 

¶ HP 

 

Completeness   ¶ Cisco 

¶ Intel 

¶ Google 

 

Overall  ¶ Cisco 

¶ HP 

¶ Intel 

 

 
FIGURE 4 ς TOP RATED COMPANIES BY KEY ATTRIBUTES  
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Material ity  

Applied Materials scored well on materiality ς addressing the most significant sustainability 

issues for its key stakeholders.  The Applied Materials 2008 Citizenship Report does a good 

job of providing environmental impact information for multiple constituencies, including 

investors, employees, suppliers and customers.  The company specifically calls out in its key 

performance indicators the amount of hazardous waste generated by its operations, rather 

than burying this data in a consolidated CO2e total.   

 

 

FIGURE 5 ς EXCERPT FROM APPLIED MATERIALS CSR WEBSITE - KEY PERFORMANCE INDICATORS 

 

With regard to risks, Applied has assessed the impacts of their manufacturing processes 

and has taken steps to mitigate themΦ  Lƴ ǘƘŜ ǇǊƻŎŜǎǎ ǘƘŜȅ ƘŀǾŜ άŘŜǾŜƭƻǇŜŘ ŀ significant 

ŀƳƻǳƴǘ ƻŦ ŜȄǇŜǊǘƛǎŜ ǿƛǘƘ ǘƘŜ tC/ǎ όǇŜǊŦƭǳƻǊƻŎŀǊōƻƴǎύ ǳǘƛƭƛȊŜŘ ƛƴ ǘƘŜ ƛƴŘǳǎǘǊƛŜǎ ǿŜ ǎŜǊǾŜΧ 

including emissions measurement, process controlΧŀƴŘ Ǉƻƭƭǳǘƛƻƴ ŀōŀǘŜƳŜƴǘ ǘŜŎƘƴƻƭƻƎȅΦέ  

This expertise may, in fact, lead to additional business opportunitƛŜǎ ŀǎ άǎƻƳŜ ŎǳǎǘƻƳŜǊǎ 

have already begun to inquire about solutions for their PFC emissions and have asked for 

assistance from Applied.8έ  

Stakeholder Inclusiveness  

HP ŘƻŜǎ ŀƴ ŜȄŎŜƭƭŜƴǘ Ƨƻō ƻŦ ŎƻƴǎƛŘŜǊƛƴƎ ƛǘǎ ǎǘŀƪŜƘƻƭŘŜǊǎΩ ƴŜŜŘǎΦ  Lǘ has assembled an 

advisory council to address such issues as product takeback and recycling and has 

ŘŜǾŜƭƻǇŜŘ ŀ ƪƴƻǿƭŜŘƎŜ ƳŀƴŀƎŜƳŜƴǘ ǎȅǎǘŜƳΣ DǊŜŜƴ.ŀǎŜΣ άǘƻ ŘƻŎǳƳŜƴǘ ǎǘŀƪŜƘƻƭŘŜǊ 

ŜƴƎŀƎŜƳŜƴǘ ŀƴŘ ǎƘŀǊŜ ǘƘŜ ǊŜǎǳƭǘǎ ƛƴǘŜǊƴŀƭƭȅΦέ9  Visitors to the HP Global Citizenship 

website can customize a report that compiles information on the topics of greatest interest 

to them. 

                                                      
8
  Applied Materials response to the Carbon Disclosure Project 2009 questionnaire. 

9
  See http://www.hp.com/hpinfo/globalcitizenship/gcreport/globalcitizen/stakeholder.html.  

http://www.hp.com/hpinfo/globalcitizenship/gcreport/globalcitizen/stakeholder.html
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Target Sett ing and Tracking   

A handful of Bay Area companies 

earned top scores in the area of 

target setting and tracking.  Clorox 

did an excellent job of explaining 

their targets, displaying their 

progress and making the information 

meaningful.  The company depicts its 

greenhouse gas emissions in a graph 

(See Figure 6), contained in its 2008 

CSR report and normalizes the data 

by showing it per case sold.  In 

addition to providing this 

consolidated data, Clorox also breaks 

down the data on CO2 equivalent 

emissions by Scope (1, 2, 3) 

and by type of GHG (CO2, CH4, 

N2O, HFCs) and by broad 

geography (US vs. 

International).  

Clorox is one of the few 

companies to track and report 

publicly on its water use and 

conservation efforts.  (See 

Figure 7.) 

  

FIGURE 6 - CLOROX OPERATIONAL FOOTPRINT, GHG REDUCTIONS 

FIGURE 7 - CLOROX OPERATIONAL FOOTPRINT, WATER USE 

http://www.cloroxcsr.com/op-footprint/
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Completeness  

InǘŜƭΩǎ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ƴƻǘ ƻƴƭȅ ŎƻǾŜǊ ŀƭƭ ŜƴǘƛǘƛŜǎ ƻǾŜǊ ǿƘƛŎƘ ƛǘ Ƙŀǎ 

operational control but also describes its efforts to collaborate with suppliers in order to 

better manage environmental issues upstream.  To that end, Intel requires suppliers who 

ŀǇǇƭȅ ŦƻǊ ǘƘŜƛǊ άƘƛƎƘŜǎǘ ǎǳǇǇƭƛŜǊ ŀǿŀǊŘǎ ǘƻ ǇǳōƭƛǎƘ ǘƘŜƛǊ ƎǊŜŜƴ ǇǊƻƎǊŀƳ ƛƴƛǘƛŀǘƛǾŜǎ ǿƛǘƘ 

ƻōƧŜŎǘƛǾŜǎΦέ  !ƴŘ ƛƴ ƻǊŘŜǊ ǘƻ ŜȄǇŀƴŘ ǘǊŀƴǎǇŀǊŜƴŎȅ ŜǾŜƴ ŦǳǊǘƘŜǊΣ LƴǘŜƭ ƛǎ ǿƻǊƪƛng with the 

Electronic Industry Citizenship Coalition (EICC) to pilot a tool for supplier carbon footprint 

reporting.  The company also reported that in 2008 it trained 160 of its top suppliers, 

ǊŜǇǊŜǎŜƴǘƛƴƎ ŀōƻǳǘ ул҈ ƻŦ LƴǘŜƭΩǎ ǇǳǊŎƘŀǎƛƴƎ ŜȄǇŜƴŘƛǘǳǊŜǎΣ ƛƴ ŎƻǊǇƻǊŀǘŜ ǊŜǎǇƻƴǎƛōƛƭƛǘȅΦ 

 

 
 

The breadth of metrics tracked by Intel is impressive.  Its published statistics on water use10 

are a good example of this. 

 
 

 

                                                      
10

  See http://download.intel.com/intel/cr/gcr/pdf/Intel_CSR_Report_2008.pdf#page=39.  

ά.ŜŎŀǳǎŜ ǘƘŜ Ƴƻǎǘ ǊŜƭƛŀōƭŜΣ ǎǳǎǘŀƛƴŀōƭŜ ŎƻƳǇŀƴƛŜǎ ŀǊŜ ǘƘƻǎŜ ǘƘŀǘ ƘƻƴƻǊ 

their employees and care about the environment, Intel is working to 

continuously improve transparency and promote corporate 

responsibility throughout the global electronics supply chainΦέ  Intel 

Corporate Responsibility Report 2008 

FIGURE 8 - INTEL WATER USE STATISTICS 

http://download.intel.com/intel/cr/gcr/pdf/Intel_CSR_Report_2008.pdf#page=39























