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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 2@06), Tit

24 Energy Efficiency Standards, and carbon tax regulations by the Bay Area Air Quality
Management District are forwarthinking evidence of such progressiveness. For this
reason, we decided to take a clegp look at the largest Bay Area companiesde what
they were doing in terms of reporting the results of their environmental practices. Some
the questions that intrigued us were:

1 When companies communicate about sustainability, what form does it take?
1 Which companies are doing it well and witain be learned from them?

of

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

information publicly?
1 What factors influence the balance between transparency and secrecy?
1 What trends in reporting could we identify frostudying the top Bay Area
companies?
1 How well are companies addressing the concerns of their stakeholders?

Weusedthd 'y CNI y OA 20K NRYNBiyMmGE §O@ G (G2 ARSY(GATE

our aim was to assess how well these companies presemsibres 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 repottese companies furnished on their websites.
2S a02NBR SIOK O2YLJ} yeéQa -gidtYawndzgyiten covaring/ &
14 different attributes we determined to be essential to credible and impactful
sustainability communications. (Sé@dethodologye & S Otheifidl yepol. ¥

Why Companies Report

Whilereporting 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 stakeholdersbout their environmental efforts. The overall trend is
toward greater transparency and the reasons for this are many:

Respond to Increasing Volume of Queries ¢ Many companies have seen an increase in
requests for environmental performance information finaccustomers and from socially
responsible investorsHP, for example, has seen a steady increase in the percentage of
customer Requests for Proposal (RFPs) that ask for sustainability informatioterf@or
reporting is now seen as a market access regjugnt.

! 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 ofrtiengs contained in this report.
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Executive Summary

Manage Reputation and Brand Image ¢ Brands
that have a meaning to end users (as opposed to
O2YLI yASa GKIFG asStft 02V
branded product) are particularly interested in
managing their reputation. Disclosure can have a
GYFN] SGAY3 O ftdsS¢ gKSYyY
from third-parties such as the Newsweek Green
Rankings. Symantec, for example, believes such
NEO23ayAilAz2y AYyONBlFaSa a
Compete Effectively ¢ Over the last 5 years,
reporting to the CIP” has ircreased by a factor of
more than 6 In certain industries, maintaining
competitive parity requires reporting.

Meet Channel Requirements ¢ Distribution
channel powerhouses like Walmart are beginning tc
require that their suppliers reportatthe CDP. 56% o
CDP members recentiyirveyedsaid 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 ¢ While
sustainability reporting and carbon accounting are
not currently

G2 KFEG Aa @2t d
likely to be regulated in the
FTdzidzNBE® LGQa
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nvironmental Sustainability \
G.& SY@ANRBYYSyil ¢
mean meeting current human needs
without undermining the capacity of
the environment to provide for thes
ySSRa 2@SN Uuk&l f 2
Nations Millennium Project

For companies, reporting on
environmental sustainability has
come to mean reportig on a wide
range ofimpacts includingheir:

1 greenhouse gas emissions, target:
and reductions

hazardous madrials

use of materials in products,
packaging and business processe
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 cIirt!achangeJ

mandated, the SEC recently issugddarce
indicating that companies shou@nsiderthe risks

imate change in th&nancial

reporting. Software company, AP, recently stated

2F (GKS OdzNTS & thatitwould soon begin including carbon
Christina Page, Rictor of Climate accounting in its financial statements. Engelina
and Energy Strategy fafahoo! JaspersyP of Environmental Susfai'na'bility at HP,
noted ata recent conferencey DSuU U Ay 3 2
of future requirements will eventually save money
and work in the longi S NJY ® ¢ / KNAAGAYIl tI 38T 5ANBOI
Yahoo!SOK2 SR WREzBIRNBE R G2 KI 0 Aa @2fdzydl NB
Fdzd dzNB2R L Q@G 1T I KSR 2F (GKS OdzNIIS d¢é

%1n 2004, 295 companies reported to the CDP compared to 2204 reporting in 2008. SeelCDh#
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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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Attract and Retain Employees ¢ 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 ¢ A public statement of sustainability goalshomits a

company to take action. IS can focus and drive internal execution in a powerful way.
One company we intervieveefound that when they exposed their goals to the public, the
senor management felt more committed to achieving those expectations.

Key Findings

Over Half of Largest Companies Report

While only about ondourth of the Chron 200 issued sustainability communications of any

kind, this representedavell over half the compaies with revenue of $1 billion or greater.

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

O/ {wlO NBLER2NIA 2N AY aOAGAT SyaKALI NBLR2NIAaA¢ R
(CDP, GRI, EPA Climate Leadedgoa 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 guestionnaire thao use the GRI framework for their reporting.

Absence of Standards Means Inconsistency

Unlike financial reporting, which has formrauirements 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. Inrecent study, A recent McKinsey & Co. glot
M(E‘Kinsey & Companfyound that 20% of survey found, that 20% of
SESOdzu A _Q_S_a a dzN.JZS”e SR al eS %%S(g\cgﬂ )C\)%YSLéJlI- y&ga
have a clear definition of sustainability, and that
among those who do, the definition encompasses
issues from environmental compliance to green
product devdopment to social issues.

definition of sustainability.

ustainability Reportinﬁ;\/ww.EcoStratequrouo.com
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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 doweatn (how their products are
used by end customers) and so those represent the greatessafeamphasis.

While this inconsistency is understandable given the state of the art, it creates challenges
for investors and other stakeholdemwho wouldike 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. CiscpamtPintel 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. Therk is stil
plenty of room for improvement, as those companies scoring in the top tier averaged only
82 points on the 10{point scale. We learned that even the top scorers could do a better
job covering material environmental impacts, clearly communicating redustiargets

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

FHGUREL ¢ TOPRATEDCOMPANIES BRIZESEGMENT

T_op Rated
Revenue 4 by Size Segment

$1 to $2 Billion Autodesk
National Semiconductor

$2 to $5 Billion Adobe
Agilent

AMD

= =4 -

$5to $10 Billion Applied Materials
Clorox
eBay

Symantec

= =4 -8 -4

$10+ Billion

Cisco
HP
Intel

= =4 =9

* Based on Chronicle 200 list as of 1/5/10. Bgge://www.sfgate.com/chron200/



http://www.sfgate.com/chron200/

Executive Summary
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 ti€top quartile)of our ratings. By contrast, about 70% of the
services sector companies scored in the bottom ¢ttom quartile) Severafactors

RS & ONA@iS & baSEctéq A Yodyi dktBis reportcould 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 aumber 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 dkigh they have ongoing sustainability programs and
substantive goals. We were curious about why this is,san@einterviewed several of the
Chron 200 companies to learn more. A number of factors fuel the decision not to report,
and they range from resoce constraints to concerns about exposure to regulatory actions
and vulnerability to activist organizations. In some cases, such restraint is simply a
NEFftSOGA2Y 2F GKS O2YLI yeQa Odz (dz2NB o

Lessons from the Leaders

Through our analysis and interviews wibmpanies that scored well in our ratings, we
discovered a number of key factors that contribute to successful sustainability
communications. Thedeessondrom the Leadersincluded in the body of this report,
revolvearound planning, gaining management commitment and establishing good internal
processes.

While the current state of the art for sustainability reportingyeduntary and therefore
freewheeling most of the larger Bay Area companies expect this to chambe.forces
that drive voluntary reporting are becoming stronge®andards are evolvingnd
reporting is expected to be mandatory for many California companies ingkgfew
years.
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What Makes Good Sustainability Reporting?

In order to assessorporate sustainability reporting, we constructed a rating system
consisting of 14 specific attributeg-our of these contribute most to the impact and
integrity of the communications and were given the greatest weight in our analysis.

Materiality

Thebest 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
addresskey environmental risks that impact their business. Bay Area companies

that did a stellar job b the issue of materiality arAdobe, Applied Materials,
Autodesk, and PG&E.

Stakeholder Inclusiveness

| 42t AR dzy RSNEGI yRAY I 2 hterasts inforBidd 2he 8:tS NA Q

reports. Companies that haweeprocess for engaging stakeholders conveyed

relevant information and did so very clearlkMD, Cisco, HP, and Intel were among

the companies that scored well on this attribute.

Target Setting and Tracking
Topnotch sustainability communicatioase characterized by having clearly

established, measurabkeductiontargets and by reporting progress toward the

achievement of those targets. Companiigs Cisco, Clorgand Googlethat

earned thetop ratings had made the commitment to measure key elements of their
environmental impact, including an estimate of their greenhouse gas emissions

and their water usage. By doing so, and by reporting progress, they convey
commitment to achievement anttansparency 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 chainin the distribution channel andh use by the end customer, where
applicable. The most complete reports includefbrmation for all entities

controlled by the company for bothreenhouse gassésovering Scopes 1 and 2 as
well as at least a partial Scope 3) amater. Cisco and Intedarned top scores on

this attribute.

® Including greenhouse gasnissions from onsite power generation, purchased energy and energy used for

0N} @St FyR O2YYdziAy3a 6{021LS&d mMZ H YR o I a
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Other Important Attributes
Four additional attributes that contribute to the trustworthiness of a report begance
accuracy reliability andcomparability.

Some Bay Area companies bravely met the challengemfeyangbalance¢ 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 stakeholdeconcerns about greenwashing

The perceivediccuracyof a report is enhanced by disclosing which data was measured vs.
estimated and by describing the techniques and underlying assumptions used to create
estimates. Reliabilityis supported by identifying the extent of external verification or
auditing. Reported performance data is more meaningful when it casobgaredover

time and compared with the reports of other companies. Companies that use generally
accepted reportingrotocols and that provide consistent measures year over year lend
substance to their reports.

Sx other attributes contributed to the usefulness aatfectivenesf sustainability
communications. These wetéarity, timeliness context, a statement ofmanagement
commitment, and coverage ofupply chairandend use impacts

Many Bay Area companies scored highc@ity by making their information accessible,
avoiding jargonand not burying the main messages in the details of their communications.

Timelinesswas 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, thertiygpoof

sustainability impactgexcept for compliance reporting of hazardous wastes}ill

voluntary formostbusinesses. The same standards of timeliness do not ,aqpdlyin some
caseghe most recently reported data on performance was one to twargeold.

rting www.EcoStrategyGroup.com

Some of the better communications efforts provided a suitatalatextby conveying how
adzadt Ayt oAfAde 2 LA Oderm\ilisinéss siratey2 descibiig O2 Y LI &y &

YEYFASYSy(iQa LAyl 2F OASS 2y adawaythaty | oA fSA
O2y@SeSR (KS YIF3ayAddzRS 2F (GKS 2NBEFYAT I GAZYQ
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The majority of Bay Area companies that reported on their sustainability impacts included
some evidence aihanagement commitmento 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.

Trends in Sustain B"Lt
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The most forwardooking companies related their progress in reducing the environmental
impacts of theirsuppliersand theend userof their products. Adobe, Apple, Cisco, and
Intel scored high on both of these attribute$hese leaders outlined programs that require
or give preference to suppliers who adhere to specific guidelifiéir reports described
programs to design more energgr 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 Sustainability Reporting

Sustainability reporting is nahandatory in the United Statedespite that, many

companies choose to submit formal reports to their stakeholders or to an extageaicy
Standards for such reports are still emerging, but there are some key agencieslaes
GKFG adl 1SK2ft RSNR 221 G2 ¢6KSy S@Ffda dAay3
communications.

The top two reporting agencies are the Carbon bmale Projec{CDPand the Global
Reporting Initiativ§ GRI) Both are nosprofit organizations that collect data from their
membership. Th€DRdescribes itself as a global reporting system for climate change data.
Annually, it presents participantgith a questionnaire that delves into material risks
associated with climate change, greenhouse gas measurements, and mitigation plans. In
2010 theCDRwill introduce a wéer use questionnaire as wellhe GRprovides a

framework for sustainability repting that has been developed through a consensus
process with its members. It offers its guidelinesrently called the G3 guidelinefsee to

the public, as well as offering verification services and a discldeuet rating.

Whobés Reporting?

Of thetop 200 companies ithe San Francisco Bay Area, thogeartersof them do not
provide a brmal sustainability report (Figui®. We noticed a correlation between
company size and propensity to repos9%of the companies with annual revenues above
$1 hllion issue formateports®

Eighteen percenof the top Bay Area companies responded to the CDP questionnaires,
with five companies choosing to keep their reporting data priv@éailable only to
signatories of the CDP and not the general investindipub

® This is influenced by the fact that the Carbon Disclosure Prsgauts 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
supplers respond to the CDP questionnaire.




o

Only 8 companies (4%) used the GRI framewarkfiled 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 conuamtions.

~

The highest level of seffeclared adherence to the GRI framewdrk & & . ¢ - 61 Sgt SG
Packard, Intel and AMB PropertyOther GRI reporters either did not declare an adherence

level orselR S Of | NB R I @nly bne firhad ité répdrvieified, thereby declaring
a B+ level of adherence.

Number of Companies

0 50 100 150 200
| |
did not report 148
issued report/website 52
responded to 6
CDP questionnaire
filed report with GRI |8

FGURE2 - SUSTAINABILITREPORTING BBHRONICLEROO COMPANIES

How Do Bay Area Companies Rate?

We took a close look at the sustainability communications of the 68 independent
companie$with revenue of $1 billion or greaterWe examinethe information they make
public through responses to the CDP questionndire information in their annual reports
and CSR reports, artide information they provide publicly on their websites. Of B

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 FiguBe Companies in the top tier scored 70 or gazain 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

" 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 ho longer an independent entity.
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internet companiex, Adobe, eBay, Google and

Symanteq; also madeheir way into the top tier.
Using our rating criteriaf 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

Three companies, Cisco, H
and Intel stood out with the
best ratings overall

dramatically across the four performance tiel€ompanies in the"3and 4" tiers only
scored an average of only 28 and 11, respectively, on oupdia rating scale. In
general, companies in the lower two tiers fall short in the areas of setting gpalting
against targets, and in the completess of their communications. For examplany
have notbegun to report even baseline performance in terms of GHG emissionst wat
usage, or waste management. These companies may be missing opportunitiesgete
effectively, to better manage their reputations, and to stay ahead of future reporting

requirements.

FGURE3 - SUSTAINABILITROMMUNICATIONBATINGS COMPANIES$1 BILLION- IN REVENE

Top Tier
70-100 points

2nd Tier
40-69 points

3rd Tier
20-39 points

4th Tier
4-19 points

average: 82

wAdobe
wAgilent
wWAMD
wApple

wApplied
Materials

wCisco
weBay
wGoogle
wHP

wintel
wPG&E
wSymantec

average: 55

wAutodesk
wChevron
uClorox
wGap
wJuniper
w_SI

uN\ational
Semiconductor

Y ahoo!

average: 28

wAltera

wDel Monte
wFranklin
wGilead
wlntuit
wMcKesson
wNVIDIA
wOracle
wSafeway
wWells Fargo

average: 11

wBrocade

wCharles
Schwab

wJDS Uniphase
wKLA Tencor
wMaxim
wNetApp
wSanDisk
wVerisign
wVisa
wVMWare
wXilinx
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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
viewedas important and where the company believes it has the greatest impact or the
0Sald aadaz2Neée G2 GStfto {SS CAIdzNBE no

Top Rated Companies
(companies listed in alphabetical order)

=

Applied Materials
Stakeholder

Autodesk
Inclusiveness

= =4 4 -4

PG&E

Adobe
AMD
Applied Materials

eBay
HP
Intel

= =4 -4 -4

Chevron Symantec

=A =4 4 -4 -

Cisco

Reduction Targets

Apple
Cisco
Clorox
Google
HP

Completeness Cisco
Intel
1 Google
Overall M Cisco
1 HP
1 Intel
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Materiality

Applied Materials scored well on materialyaddressing the most significant sustainability
issues for its key stakeholdershe Applied Materials 2008 Citizenship Report does a good

job of providing environmental impact information for multiple conséihcies, 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.

(Ql HieRia.

Key C5R Data

GLOBAL GHG INVENTORY 2008 2007 2006
Total woerldwide direct and indirect GHG emissions by weight (1COz) 183,326 202,000 204,000
Other relevant indirect GHG (air travel) by weight (tCOz) 45 206 36 806 33,560
ELECTRICITY AND GAS PURCHASES

Worldwide total - Electricity (GWh) 320 347 355
Worldwide total - Natural Gas (Therms) 4214000 4,151,000 3,563,000
OPERATIONAL WASTE

Hazardouws Waste (metric fons) 1,100 1,950 2,150
Non-Hazardous Waste (melric tons) 1,300 1,580 2,330

FGURES ¢ EXCERPT FROAPPLIEODMATERIALE SRVEBSITE KEYPERFORMANORDICATORS

With regard to risks, Applied has assessed the impacts of their manufacturing processes
and has taken steps to mitigateema® Ly G(KS LINE OS a asigiifisagte K| @

' Y2dzyG 2F SELISNIAAS 6AGK GKS tC/ & o6LISNFE dz
including emissions measurent, processcontrd YR L2 € f dziA2y | o6FGSY
This expertise may, in fact, lead to additional business oppotu§iti I & aaz2vYS Od

have already begun to inquire about solutions for their PFC emissions and have asked for
assistance from Appliet.

Stakeholder Inclusiveness

HPR2Sa +y SEOStf Syl 220 2F Orgasserbdany 3 A (a
advsory council to address such issues as product takeback and recycling and has
RSOSt2LISR | 1y2¢6tSRAS YIyl 3ISYSyld aedaidsSy:
Sy3r3asSySyid | yR &KI NBisitofs ® thelBPsGlabaliGitizehsyiip S NJ/ | £
website can cusmize a report that compiles information on the topics of greatest interest

to them.

8 Applied Materials resporesto the Carbon Disclosure Project 2009 questionnaire.
o Seehttp://www.hp.com/hpinfo/globalcitizenship/gcreport/globalcitizen/stakeholder.html
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http://www.hp.com/hpinfo/globalcitizenship/gcreport/globalcitizen/stakeholder.html

Target Setting and Tracking

A handful of Bay Area cqranies

Our GHG Reduction Progress:
earned top scores in the area of From 2005-2008, GHG trend is flat in absolute but
target setting and tracking Clorox posiive ona seies bas® (nbel of ooes oM
did an excellent job of explaining 2 : " 29
their targets, displaying their g 155 EE
progress and making the information | £5 | " %g
meaningful. The company depicts its | &' | w Eg
greenhouse gas emissionsargraph EE 1 e E,E
(See Figure6), contained in its 2008 e L8
CSReport and normalizes the data 8 w: ' 1'3 gﬁ
by showing it per case sold. In P e ™ o
addition to providing this - T e ]
consolidated data, Clorox also breaks 3000 dats 5 projctad basad on YTO 6led and GHG erision ostmass

down the data on CO2 equivalent

Y Water Use & Conservation

The Clorox Company is dedicated to reducing our water usage. This includes water we use in products as
well as process water as part of daily manufacturing operations.

The Clorox Company pledges to reduce our water consumption by 10 percent per case of product sold from
2007 to 2013,

Our global water usage inventory for 2007 and 2008 is listed below: A
e AV

Water Use (million gallons) 9540 35100

1,000.0 r 2.30

[\
)
=]

Water Consumption
(Million Gallons)
)
s

p|os sases
1ad 121eM JO SuO||EY

2007 2008

Ourwater conservation efforts were off to a fast start from 2007 to 2008 due to a number of water recycling
infrastructure and equipment upgrade initiatives, as well as changes to some of our water management
practices. Most notably, our Kingsford plants in Parsons, West Virginia and Belle, Missouri both reduced
their water consumption by more than 40 percent primarily through investments in water recycling
infrastructure and replacing water with air compressor systems.

We are committed to building on our recent water conservation progress and have now set our sights on
meeting or beating our 10% reduction goal.

FGURES - CLOROYOPERATIONAEOOTPRINTGHGREDUCTIONS

emissions by Scope (1, 2, 3)
and by type of GHG (CO2, CH4,
N20, 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.)

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

NG 8t Q8 &daAGIAYIFOoAEAGE O2YYdyAOFiGA2YE y2i 2yf

operational control but also describes its efforts to collaborate with suppliers in order to
better manage environmental issues upstream. To that end, Intel requires stgppi®

FLILJ & F2NJ OKSANI daKAIKSAG &dzLlLId ASNI | g1 NR&
202S800A0Saw¢ YR Ay 2NRSNJ (2 SBduktyte NIy
Electronic Industry Citizenship Coalition (Et6@)lot a tool for sipplier carbon footprint
reporting. The company also reported that in 2008 it trained 160 of its top suppliers,

QCx

LJI

NBLINSASYGAY3 Fo2dzi ym> 2F LyGStQad LIzNOKIF AAY:

. SOFdzaS GKS Yz2al NBfAlIof ST &dz
their employees and care about the environment, Intel is working to
continuously improve transparency and promote corporate
responsibility throughout the global electronics supply cirantel
Corporate Responsibility Report 2008

The breadth of metrics tracked by Intel is impressive. Its published statistics on wat®r use
are a god example of this.

IWater Withdrawals by Manufactuning Location in 2008

Locations lnlater Use'  Primary Water Source® Locations Water Use'  Primary Water Source?
China Philippines

Chengdu 129 Surface Fuhe River Cavite 187  Ground local aquifer
Dallan® —  Surface Wolong River United States

Pudong 206 Surface Yangtze and Huangpu Jiang rivers Ocotfllo, 1456  Surface and ground: Salt and Verde
- Arlzona rivers, iocal aguifer

San Jose 151 Graund: Colima Superior Agquifer

Ireland

Lelxlip 1,096  Surface River Liffay

Israel

Qiryat-Gat 305  Surface and ground Lake Kinneret, Coast

Aquifer, Mourtain Agquifer (Yarkon-Tinin
and local desalination plant

Malaysia
Kullm 123 Surface: Muda River
Penang 340  Surface Muda River

" Millans of galians ¥ For each water Source, our 2008 water use did not exceed 5% of ™ar source. *

FGUREB - INTELWATERUSESTATISTICS

lOSeehttp://download.intel.com/intel/cr/qcr/pdf/lntel CSR _Report 2008.pdf#page=39



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


































