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Power Forward Supplement: Climate and Energy Targets Set by Fortune 500 Companies

This table is a supplemental document listing all the corporate targets assessed for the report: Power Forward: How
American Companies are Setting Clean Energy Targets and Capturing Greater Business Value which can be found at:
http://worldwildlife.org/powerforward2014

F500
Rank

10

11

12

13

14

i

16

17

18

19

20

21

22

Company

Wal-Mart Stores,
Inc.

Exxon Mobil

Chevron

Phillips 66

Berkshire
Hathaway

Apple
General Motors

Company

General Electric
Company
Valero Energy

Ford Motor
Company

AT&T Inc.

Fannie Mae

CVS Caremark
Corporation

McKesson

Hewlett-Packard

Verizon
Communications
Inc.

UnitedHealth
Group Inc.

J.P. Morgan
Chase & Co.

Cardinal Health

International
Business
Machines

Bank of America

Costco Wholesale

Sector

Consumer
Staples

Energy

Energy

Energy
Financials
Information
Technology

Consumer
Discretionary

Industrials

Energy

Consumer
Discretionary

Telecomm-
unication
Services
Financials

Consumer
Staples

Health Care
Information

Technology

Telecomm-
unication
Services

Health Care

Financials

Health Care

Information
Technology

Financials

Consumer
Staples

Greenhouse Gas Targets

Scope 1: Reduce emissions intensity
80% from 2005 levels by 2015 for cases
shipped/ gallon fuel

Scope 1+2: Reduce emissions intensity
30% from 2010 levels by 2020 for

kW h/square foot

Scope 3: 100% emissions reduction
from 2010 levels by 2015

None

None

None
None
None

Scope 1+2: Reduce emissions intensity
20% from 2010 levels by 2020 per
vehicle produced

Scope 1+2: Reduce absolute emissions
25% from 2004 levels by 2015

None

Reduce our facility CO2 emissions by 30
percent per vehicle by 2025 compared
to a 2010 baseline, building on our
reduction of 31 percent from 2000 to
2010

Scope 1: Reduce absolute emissions
20% from 2008 levels by 2020

None

Scope 1+2+3: Reduce emissions
intensity 15% from 2010 levels by 2018
per square foot

None

Scope 1+2: Reduce absolute emissions
20% from 2010 levels by 2020

Scope 1+2: Reduce absolute emissions
50% from 2009 levels by 2020 per
terabyte of data

Scope 1+2: Reduce absolute emissions
15% from 2010 levels by 2015 per
square foot

Scope 1+2: Reduce absolute emissions
net 40% by 2020 from 2005 levels

None

None

Scope 1+2: Reduce absolute emissions
15% from 2010 levels by 2015

None

Renewable Energy Targets

Aspirational goal for 100% renewable
energy

Drive the production or procurement of 7
billion kWh of renewable energy globally
by Dec. 31, 2020 - an increase of more
than 600 percent versus 2010

None

Invest $2.2 billion between 2011 and
2013 on renewable energy and
efficiency

None

None

Aspirational goal: supplied by 100%
renewable energy

Utilize 125 MW of renewable energy by
2020 (globally), including a commitment
to double solar from 30 to 60 MW by
2015

Invest $1 billion per year in renewable
energy projects
None

None

Expand alternative energy deployment
by a minimum of 10 MW of additional
installations (2013 goal)

None

None

None
8% by 2012 - Expect to continue this

commitment for 2020 GHG goal

Implement 10MW of "green energy" by
2014. Invest $100 million in solar and
natural gas fuel cells.

None

None

None

None

None

None

Energy Efficiency Targets

None

None

None

None
None
None

Reduce energy intensity by 20 percent
by 2020 from 2010 baseline

Scope 1 + 2 worldwide: Reduce energy
intensity 50% from a 2004 baseline by
2015 based on worldwide energy use
divided by worldwide revenue.

None

Reduce facility energy use by 25 percent
per vehicle by 2016 from 2011 baseline
(adjust for weather and production)

Reduce the electricity consumption of
our company relative to data growth on
our network by 60 percent by 2014
(baseline of 2008)

None

None

None

None

None

None

None
None

Achieve annual energy conservation
savings equal to 3.5 percent of IBM's
total energy use

25% reduction in energy consumption by
2015 from 2004 baseline.

None
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00]
Rank

23

24

25

26

27

28

29

30

31

32

33

34

85

36

37

38

39

40

41

42

43

44

45

46

47

48

49

Company

Kroger

Express Scripts
Holding

Wells Fargo &
Company
Citigroup Inc.
Archer Daniels
Midland

Procter & Gamble

Prudential
Financial

Boeing Company

Freddie Mac

Amerisource
Bergen

Marathon
Petroleum

The Home Depot,
Inc.

Microsoft
Target
Corporation
Walgreen
American
International
Group

INTL FCStone
MetLife
Johnson &

Johnson
Caterpillar

PepsiCo

State Farm
Insurance Cos.

Conoco-
Phillips
Comcast

WellPoint

Pfizer

Amazon.com

Sector

Consumer
Staples
Health Care

Financials

Financials

Consumer

Staples

Consumer
Staples

Financials

Industrials

Financials
Health Care
Energy

Consumer
Discretionary

Information
Technology
Consumer
Discretionary

Consumer
Staples
Financials
Financials
Financials
Health Care
Industrials
Consumer
Staples
Financials
Energy
Consumer
Discretionary
Health Care
Health Care

Consumer
Discretionary

Greenhouse Gas Targets

None
None

Scope 1+2+3: Reduce absolute
emissions 35% from 2008 levels by
2020

Scope 1+2: Reduce absolute emissions
25% from 2005 levels by 2015

15% reduction on a per-unit-of-
production basis by 2020 (relative to
2010 baseline)

Scope 1+2: Reduce emissions intensity
per unit of production 20% by 2020 from
2010 baseline

Reduce absolute greenhouse gas
emissions by 10 percent from 2007
levels by 2013 at our U.S. office
properties

Scope 3: Reduce emissions intensity of
net aviation carbon emissions by 50%
from 2005 levels by 2050. Signed onto
2010 global Aviation Position Paper.
None

None
None

Scope 2: Reduce energy consumption
20% from 2004 levels by 2015 per
square foot (US stores)

Scope 3: Upstream transportation &
distribution: Reduce absolute emissions
20% from 2009 levels by 2015

Carbon neutral by 2013

Scope 1+2: Reduce emissions intensity
10% from 2007 levels by 2016 per
square foot and 20% from 2007 levels
by 2016 per unit revenue

None

None

None
None

Scope 1+2: Reduce absolute emissions
20% from 2010 levels by 2020

Reduce greenhouse gas emissions
intensity by 50% by 2020 from 2006
levels

Scope 1+2: Hold emissions flat from
2008 to 2015

None

Scope 1: Reduce emissions intensity
12% from 2010 levels by 2016 per cubic
meter Bitumen Production

None

None

20% absolute reduction by 2020 over
2012 baseline.

None

Renewable Energy Targets

None
None

None

None

None

30% renewable energy by 2020, 100%
long-term goal

None

None

None
None
None

None

None

None

None

None

None
None
50 MW of renewable energy by 2015

Use alternative/renewable sources to
meet 20% of our energy needs

None

None

None

None
None

None

None

Energy Efficiency Targets

None
None

40% increase in energy efficiency by
2020 from 2008 baseline

20% energy efficiency gains by 2015
from 2005 baseline "where we have
direct control of operations"

None

None

None

None

None
None
None

Reduce energy consumption in stores
20% by 2015 from 2004 baseline

None

None

None

None

None
None
None

Reduce energy intensity 50% by 2020
from 2006 baseline

20% per unit of production improvement
in energy efficiency in manufacturing
facilities and fleet by 2015 from 2006
baseline

None

None

None
None

Improve energy efficiencies across each
business by setting an internal target of
5 percent (no end date)

None
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Rank

50

it

52

68

54

B5|

56

57

58

59

60

61

62

63

64

65

66

67

68

69

70

71

72

Company

United
Technologies
Corporation
Dell Inc.

Dow Chemical
Company

UPS

Intel Corporation

Google
Lowe's

The Coca-Cola
Company

Merck & Co., Inc.

Lockheed Martin

Cisco Systems

Best Buy Co., Inc.
Safeway

FedEx
Corporation

Enterprise
Products Partners
Sysco

Walt Disney
Company

Johnson Controls
Goldman Sachs
Group Inc.

CHS

Abbott
Laboratories

Sears Holdings

DuPont

Sector

Industrials

Information
Technology

Materials

Industrials

Information
Technology

Information
Technology
Consumer
Discretionary

Consumer
Staples

Health Care

Industrials

Information
Technology

Consumer
Discretionary
Consumer
Staples
Industrials

Energy

Consumer
Staples
Consumer
Discretionary

Consumer
Discretionary

Financials

Consumer
Discretionary
Health Care

Consumer
Discretionary
Materials

Greenhouse Gas Targets

Scope 1+2+3: Reduce absolute
emissions 27% from 2006 levels by
2015

Scope 1+2: Reduce absolute emissions
40% from 2007 levels by 2015

Scope 1+2: Carbon neutral growth:
Scope 1&2 emissions will not exceed
2006 levels through 2025

Scope 1: Reduce emissions intensity
20% from 2005 levels by 2020 per
available ton-mile

Scope 1+2: Reduce emissions intensity
10% from 2007 levels by 2016 per UPS
Transportation Index methodology
Scope 1+2: Reduce absolute emissions
20% from 2012 levels by 2015

Scope 1: Reduce emissions intensity
10% from 2010 levels by 2020 per unit
of production

None

Reduce carbon emissions 20% per
square foot (tons CO2/ft2) by 2020 from
2010 baseline

Scope 1+2: Reduce absolute emissions
5% from 2004 levels by 2015 in Annex |
countries

Scope 1+2: Stabilize emissions to 2004
levels by 2015 for global manufacturing
operations

Scope 1+2+3: Reduce emission
intensity of the drink in your hand by
25% from 2010 levels by 2020 in g CO2
per liter

Scope 1+2: Reduce absolute emissions
10% from 2009 levels by 2015

Reduce absolute emissions 35% by
2020 from 2010 baseline

By fiscal year 2017, reduce absolute
Scope 1 and 2 emissions by 40%; 40%
air travel reduction in Scope 3,

Scope 1+2: Reduce absolute emissions
20% from 2009 levels by 2020

None

Scope 1: Reduce aircraft emissions
intensity 30% from 2005 levels by 2020
per available ton mile

None
None

Scope 2: Reduce absolute emissions
10% from 2006 levels by 2013

Scope 1+2: Reduce emissions intensity
30% from 2008 levels by 2018 per unit
revenue

Scope 1+2: Reduce emissions 100%
from 2012 levels by 2020 (carbon
neutrality for all offices and data centers)
None

Scope 1+2: Reduce absolute emissions
15% from 2005 levels by 2015

None

Reduce absolute emissions by at least
15% from 2004 levels by 2015

Renewable Energy Targets

None

None

50% zero carbon energy by 2050

None

Purchase RECs for 100% of power

At Google, we're striving to power our
company with 100% renewable energy

None

None

None

None

25% annually through FY17

None
None

None

None
None

None

None

None

None
None
None

Reduce non-renewable energy use by
10% per adjusted dollar revenue by
2020 (relative to 2010 baseline)

Energy Efficiency Targets

None

Reduce the energy intensity of product
portfolio 80% by 2020 (baseline not yet
released)

Reduce energy intensity 25% by 2015
from 2005 baseline

None

None

None

Improve energy efficiency 13% per
square foot (kWh/ft2) by 2020 from 2010
baseline

None

None

Reduce facility energy use by 20%

Reduce total Cisco operational energy
use per unit of revenue worldwide by 15
percent by FY17 (FY07 baseline)

None

None

None

None
None

By 2013, reduce electricity consumption
of existing assets by 10% from 2006
baseline

Reduce energy intensity 30% by 2018
from 2008 baseline

None

None
None
None

None
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00]
Rank

73

74

15}

76

7

78

79

80

81

82

83

84

85

86

87

88

89

90

91

92

93

94

95

Company

Humana

World Fuel
Services

Hess Corporation

Ingram Micro

Plains All
American Pipeline

Honeywell
International

United
Continental
Holdings

Oracle
Corporation

Liberty Mutual
Insurance Group
HCA Holdings
Delta Air Lines

Aetna

Deere &
Company

Supervalu

Sprint Nextel
Corporation

Mondelez
International Inc.

New York Life
Insurance

American Express

News Corporation

Allstate
Corporation

Tyson Foods

Massachusetts
Mutual Life
Insurance

Tesoro

Sector

Health Care

Energy

Energy

Information
Technology
Energy
Industrials

Industrials

Information
Technology

Financials
Health Care
Industrials
Health Care

Industrials

Consumer
Staples

Telecomm-
unication
Services

Consumer
Staples

Financials

Financials

Consumer
Discretionary

Financials

Consumer
Staples
Financials

Energy

Greenhouse Gas Targets

Scope 1+2: Reduce absolute emissions
10% from 2009 levels by 2012 (say they
are still working on this goal, which they
did not meet, but provide no new
deadline)

None

Scope 1: Reduce emissions absolute
54% from 2008 levels by 2013

Scope 1+2: Reduce emissions intensity
20% from 2008 levels by 2013 per barrel
of oil equivalent

None

None
None

50% absolute reduction in CO2 by 2050
relative to 2005 baseline levels, Carbon-
neutral growth beginning in 2020, 1.5%
average annual fuel efficiency
improvement through 2020

None

None
None
None
None

Scope 1+2: Reduce emissions intensity
25% from 2005 levels by 2014 per unit
revenue

Scope 1+2: Reduce emission intensity
25% from 2005 levels by 2014 per unit
revenue

None

Scope 1+2: Reduce absolute emissions
20% from 2007 levels by 2017

Scope 1+2: Reduce emissions intensity
75% from 2007 levels by 2017 per unit
of service provided

Scope 1+2: Reduce emissions intensity
15% from 2010 levels by 2015 per
metric tonne of product

None

Scope 1+2+3: Reduce absolute
emissions 10% from 2011 levels by
2017

Scope 1+2+3: Reduce absolute
emissions 15% from 2006 levels by
2015

Scope 1: Reduce absolute emissions
13% from 2007 levels by 2020
Scope 2: Reduce absolute emissions
8% from 2007 levels by 2020

None

None

Reduce absolute GHG emissions to
1990 levels by 2020

Renewable Energy Targets

None

None

10% renewable energy for company
operations (long-term goal)

None
None
None

None

None

None
None
None
None

None

None

10% renewable energy by 2017

None

None

None

Invest in clean energy equal to 20% of
electricity usage

None

None

None

None

Energy Efficiency Targets

None

None

None

None
None
None

None

Scope 1+2: Reduce emissions intensity
10% from 2010 levels by 2016 per FTE
employee

Scope 1+2: Datacenters: Reduce Power
Usage Effectiveness 6% from 2010
levels by 2016

None

None

None

None

Reduce energy consumption 15% per

ton of production by 2018 from 2012
baseline

None

Reduce electric energy consumption
15% by 2017 from 2007 baseline

Cut energy use in manufacturing by 15%

None

None

None

Reduce energy consumption 20% by
2020 from 2007 baseline

None

None

None
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00]
Rank

96

97

98

99

100

101

102

103

104

105

106

107

108

109

110

111

112

113

114

115

116

117

118

119

Company

Morgan Stanley

TIAA-CREF

General
Dynamics
Philip Morris
International

Nationwide

3M

DIRECTV
Cigna
Murphy Oil
Time Warner
Halliburton

International
Paper Company

Publix Super
Markets

Macy's

Fluor

McDonald's

The Hartford
Financial Services
Group, Inc.

Rite Aid

Northwestern
Mutual

TJX Companies,
Inc.
Travelers Cos.

Avnet

AFLAC
Incorporated

Tech Data

Sector

Financials

Financials

Industrials

Consumer
Staples

Financials
Industrials
Consumer
Discretionary
Health Care
Energy

Consumer
Discretionary
Energy

Materials

Consumer
Staples
Consumer
Discretionary

Industrials

Consumer
Discretionary

Financials

Consumer
Staples
Financials

Consumer
Discretionary

Financials
Information

Technology
Financials

Information
Technology

Greenhouse Gas Targets

Scope 1 & 2: Office Buildings (excludes
Data Centers): Reduce emissions
intensity 15% from 2006 levels by 2013
per square foot

Scope 1 & 2: Office Buildings (excludes
Data Centers): Reduce emissions
intensity 15% from 2012 levels by 2017
per square foot

Scope 1 & 2: Data Centers (excludes
Office Buildings): Reduce Power Usage
Effectiveness (PUE) by 5% from 2008
levels by 2013

Scope 1+2: Reduce emissions intensity
by 2013 by 20% from 2007 levels per
square foot

None

Scope 1+2: Reduce emissions intensity
(kg CO2) 20% from 2010 levels by 2015
per million cigarettes

Scope 1+2+3: Reduce emissions
intensity (kg CO2) 30% from 2010 levels
by 2020 per million cigarettes

None

None

Scope 1+2: Reduce absolute emissions
5% from 2011 levels by 2015

None

None

None
None

Scope 1+2: Reduce absolute emissions
20% from 2010 levels by 2020

None

None

None

None

Scope 1+2+3: Reduce absolute
emissions 20% from 2010 levels by
2017

None
None

Scope 1+2: Reduce emissions intensity
5% from 2010 levels by 2013 per million
US$ revenue

None

None

Scope 2: Reduce absolute emissions
5.1% from 2012 levels by 2013

Scope 2: Reduce emissions intensity 2%
from 2012 levels by 2013 per square
foot

None

Renewable Energy Targets

None

None

None

None

None

None

None
None
None
None
None

None

None

Install an additional 25% to 35% of solar
power systems from 2012 levels

None

Committed to use renewable energy in
its company-owned restaurants in an
amount equal to at least 30% of the
company-owned restaurants’ total
electricity usage in 2013

None
None
None

None

None

None

None

None

Energy Efficiency Targets

None

None

None

None

None

Improve energy efficiency 25%

by 2015 from a 2005 baseline, indexed
to net sales

None

None

None

None

None

15% improvement of energy efficiency in
purchased energy use by 2020 over
2010 baseline.

None

Reduce energy consumption on a kWh-
per-square-foot basis by another 6% to
10% by 2015 from a 2012 baseline

None

None

None

None
None

None

None

None

None

None

Power Forward 2.0 How American Companies are Setting Clean Energy Targets and Capturing Greater Business Value 5





00]
Rank

120

121

122

123

124

125

126

127

128

129

130

131

132

133

134

135

136

137

138

139

140

141

142

143

144

Company

Northrop
Grumman Corp

AMR Corporation*
(American
Airlines)

Staples, Inc.
Emerson Electric
Raytheon
Company

Occidental
Petroleum

NIKE Inc.

Capital One
Financial

Alcoa Inc.

Exelon
Corporation

Eli Lilly & Co.

Xerox
U.S. Bancorp

EMC Corporation

Time Warner
Cable
Baker Hughes

Kimberly-Clark
Corporation
Goodyear Tire &
Rubber Company

Union Pacific

United Services
Automobile Assn.

Manpower-Group
Arrow Electronics
PBF Energy
HollyFrontier

National Oilwell
Varco

Sector

Industrials

Industrials

Consumer
Discretionary
Industrials
Industrials

Energy

Consumer
Discretionary

Financials

Materials

Utilities

Health Care

Information
Technology
Financials

Information
Technology

Consumer
Discretionary
Energy
Consumer
Staples
Consumer

Discretionary

Industrials

Financials

Industrials

Information
Technology
Energy

Energy

Energy

Greenhouse Gas Targets

Scope 1+2: Reduce emissions intensity
25% from 2008 levels by 2014 per unit
revenue

Scope 1: Reduce emissions intensity
30% from 2005 levels by 2025 per unit
of production

Also adheres to industry targets*

Scope 1+2: Reduce absolute emissions
50% from 2010 levels by 2020

None

Scope 1+2: Reduce absolute emissions
25% from 2008 levels by 2015

None

Scope 1+2+3: Reduce absolute
emissions 30% from 2003 levels by
2020

Scope 1: Carbon neutral facilities by
2015

Scope 1+2+3: Reduce emission
intensity 20% from 2011 levels by 2015
per unit of production

Scope 1+2: Reduce absolute emissions
10% from 2008 levels by 2013

Scope 1+2: Reduce emissions intensity
30% from 2005 levels by 2020 per
metric tonne of product

Scope 1+2+3: Reduce emissions 100%
from 2001 levels by 2020

Scope 1+2+3: Reduce absolute
emissions 90.7% from 2012 levels by
2013

Scope 1+2: Reduce emissions intensity
15% from 2007 levels by 2013 per 1000
square feet

Aspirational goal to be climate neutral

None

Scope 1+2: Reduce absolute emissions
80% from 2000 levels by 2050

Scope 1+2: Reduce emissions intensity
40% from 2005 levels by 2015 per unit
revenue

Committed to lowering 2012 carbon
emissions by 15% on an intensity basis
(ratio of carbon output over data
throughput), by the end of 2014

None

Scope 1+2: Reduce absolute emissions
5% from 2010 levels by 2015

Scope 1+2: Reduce emissions intensity
15% from 2010 levels by 2015 per unit
of production

Scope 1: Reduce emissions intensity 5%
from 2010 levels by 2015 per fuel C-rate
(fuel per gross ton-mile)

None

None

None

None

None

None

Renewable Energy Targets

None

None

None
None
5% renewable by 2015.
None

None

None

None

None

None

None
None

Procure 50% of energy from renewable
sources by 2040

None

None
None

None

None

None
None
None
None
None

None

Energy Efficiency Targets

None

None

Reduce electrical intensity of operations
by 25% by 2020 from 2010 baseline
None

None

None

None

None
Reduce energy intensity in global

primary products by 10% by 2020 from
2005 baseline

None

15% reduction in energy intensity by
2013 over 2007 baseline

None
None

None

Reduce overall national data center
energy use 10%
None

None

Reduce energy use 15% by 2015 from
2010 baseline

Reduce locomotive fuel consumption
rate by 1% annually from 2011 to 2015,
as measured on a gross-ton mile basis,
resulting in a greenhouse gas emissions
reduction of 1% annually

None

None
None
None
None

Reduce energy consumption 10% by
2020 from 2010 baseline
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Rank

145

146

147

148

149

150

151

152

153

154

155

156

157

158

159

160

161

162

163

164

165

166

167

168

Company

Duke Energy
Corporation

Nucor
United States

Steel

Kohl's
Corporation

Qualcomm

CenturyLink

Kraft Foods

Danaher

The AES
Corporation
Whirlpool

lllinois Tool Works

Freeport-
McMoRan Copper
& Gold

Global Partners

Bristol-Myers
Squibb

Altria Group, Inc.

Cummins Inc.

Energy Transfer
Equity
Amgen

Jabil Circuit

Southwest
Airlines Co.*

Colgate Palmolive
Company
Progressive
Apache

Paccar

Sector

Utilities

Materials
Materials

Consumer
Discretionary

Information
Technology

Telecomm-
unication
Services

Consumer
Staples
Industrials
Utilities
Consumer

Discretionary
Industrials

Materials

Energy
Health Care
Consumer

Staples
Industrials

Energy

Health Care
Information
Technology

Industrials

Consumer
Staples

Financials
Energy

Industrials

Greenhouse Gas Targets

Scope 1: Reduce absolute emissions

17% from 2005 levels by 2020

Scope 1: Reduce emissions intensity

21% from 2005 levels by 2020 per net
MWh generated

None

None

Scope 2: Reduce emissions intensity
20% from 2011 levels by 2020 per
square foot

Committed to carbon neutrality through
2015

None

Other: Reduce Power Usage
Effectiveness by 8% from 2009 levels by
2013

Scope 1+2: Reduce emissions intensity
15% from 2010 levels by 2015 per
metric tonne of product

None

Scope 1+2: Reduce absolute emissions
20% from 2011 levels by 2016

None

Reduce energy intensity and the
resulting greenhouse gas emissions by
20% at top-ten energy-consuming
businesses within 5 years, starting in
2011

None

None

Scope 1+2+3: Reduce absolute
emissions 15% from 2009 levels by
2015

Scope 1+2: Reduce absolute emissions
20% from 2011 levels by 2016

Scope 1+2: Reduce emissions intensity
27% from 2005 levels by 2015 per unit
revenue

Scope 1+2: Reduce emissions intensity
40% by 2015, from a 2005 baseline per
unit revenue

None

Reduce absolute facility carbon
emissions 10% and reduce absolute
fleet carbon emissions 20% by 2020
Reduce absolute global carbon
emissions and energy consumption 5%
in CY13

Scope 1: Reduce emissions intensity
4.5% from 2009 levels by 2020 per 1000
revenue ton miles

Adheres to industry targets*

Reduce absolute carbon emissions by
25% 2002 levels by 2020 and 50% by
2050

None

None

None

Renewable Energy Targets

None

None

None

200 stores w/ rooftop solar by 2015

None

None

None

None

None
None

None

None

None

None

None

None

None

None

None

None

None

None
None

None

Energy Efficiency Targets

None

None

None

Reduce energy use in more than 112
million square feet of occupied business
space by 20%, by 2020; 800 Energy
Star labeled stores

None

None

Reduce energy use in manufacturing
plants by 15% by 2015 from 2010
baseline

None

None

None

None

None

None

Reduce energy use 15% by 2015 from
2009 baseline

Reduce energy use 10% by 2016 from

2011 baseline
None

None

None

None

None

Reduce energy consumption 20% per
unit of production by 2015 from 2005
baseline

None

None

None
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169

170

171

172

173

174

175

176

177

178

179

180

181

182

183

184

185

186

187

188

189

190

191

192

193

Company

General Mills Inc.

PNC Financial
Services Group,
Inc.

Southern

Medtronic, Inc.

TRW Automotive
Holdings
Marathon Oil
Corporation

Dollar General

Computer
Sciences

AutoNation
Icahn Enterprises
Gap Inc.

Bank of New York
Mellon Corp.
FirstEnergy

PPG Industries,
Inc.

PG&E
Corporation

Community
Health Systems
American Electric
Power Company,
Inc.

CBS
Lear
Loews

DISH Network

NextEra Energy

Omnicom Group
Inc.

Kellogg Company

Baxter
International Inc.

Sector

Consumer
Staples

Financials

Utilities

Health Care

Consumer
Discretionary
Energy

Consumer
Staples
Information
Technology
Consumer
Discretionary
Industrials

Consumer
Discretionary
Financials

Utilities

Materials

Utilities

Health Care

Utilities

Consumer
Discretionary
Consumer
Discretionary
Industrials

Consumer
Discretionary
Utilities

Consumer
Discretionary
Consumer
Staples

Health Care

Greenhouse Gas Targets

Scope 1+2: Reduce emissions intensity
20% from 2005 levels by 2015 per
metric tonne of product

Scope 3: Downstream transportation
and distribution: Reduce emissions
intensity 35% from 2009 levels by 2015
per metric tonne of product

Scope 1+2: Reduce absolute emissions
30% from 2009 levels by 2020

None

Scope 1+2: Reduce emissions intensity
10% from 2007 levels by 2013 per unit
revenue

None

Scope 1+2: Reduce emissions intensity
4% from 2008 levels by 2013 per million
barrels of oil equivalent

None

None
None
None

Scope 1+2: Reduce absolute emissions
20% from 2008 levels by 2015

None
None

Scope 1+2: Reduce emissions intensity
1.5% from 2012 levels by 2020 per
metric tonne of product

Scope 1+2+3: Reduce absolute
emissions back to 1990 levels by 2020
under California's AB 32 law

Scope 1+2: Reduce absolute emissions
15% from 2009 levels by 2014 in
corporate offices and service yards
Scope 1+2 (excluding fuel for electricity
generation): Reduce supply chain
operations' absolute energy use by 10%
from 2008 levels by 2015

None

Scope 1: Reduce absolute emissions
10% from 2010 levels by 2020

None
None

None

None

None

Scope 2: Reduce absolute emissions
19% from 2008 levels by 2013

Scope 1+2: Reduce emissions intensity
15% from 2005 levels by 2015 per
metric tonne of product

Scope 1+2: Reduce emissions intensity
45% from 2005 levels by 2015 per unit
revenue

Scope 1: Reduce emissions intensity
20% from 2007 levels by 2015 per
kilometer

Renewable Energy Targets

None

None

None

None

None

None

None
None
None
None
None
None

None

None

Develop 150 MW of utility-owned PV
generation and another 250 MW
procured from independent developers

None

None

None
None

None

None

None

None
None
Increase facility energy usage of

renewable power to 20% (of total) by
2015

Energy Efficiency Targets

Reduce energy usage rate 20% by
FY2015 from a FY2005 baseline
(KW h/metric ton of product)

Reduce energy use 30% by 2020 from
2009 baseline

None

None

None

None

None

Reduce energy consumption 10% by
2015 from a 2012 baseline

None

None

None

None

None

Reduce energy use 1.5% per year from
2012 to 2020

None

None

None

None
None

None

None

Committed to a 15% improvement by
2020 from 2000 baseline

in the efficiency of power plant fleet by
2020 from a 2002 baseline

Reduce overall energy consumption by
10 to 20% by 2013 from a 2008 baseline
Reduce energy use 15% per metric ton
of food produced by 2015 from 2005
baseline

Reduce energy usage 30% (indexed to
revenue) by 2015 from a 2005 baseline
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Rank

194

195

196

197

198

199

200

201

202

203

204

205

206

207

208

209

210

211

212

213

214

215

216

217

218

219

220

221

Company

Land O'Lakes

Coventry Health
Care

eBay Inc.

L-3
Communications
Viacom

US Airways
Group*

Waste
Management, Inc.

Yum! Brands, Inc.

The Chubb
Corporation
Penske
Automotive Group

Toys "R" Us
Aramark
Monsanto

Anadarko
Petroleum
Starbucks
Corporation

ConAgra Foods,
Inc.

Dominion
Resources

Parker-Hannifin

Edison
International
Smithfield Foods,
Inc.

Genuine Parts

J.C. Penney

Navistar
International

Dean Foods
Company

Texas
Instruments
Incorporated
Oneok

Thermo Fisher
Scientific
Ally Financial

Sector

Consumer
Staples

Health Care

Consumer
Discretionary

Industrials
Consumer
Discretionary

Industrials

Industrials

Consumer
Discretionary

Financials
Consumer
Discretionary
Consumer
Discretionary
Industrials
Materials

Energy

Consumer
Discretionary

Consumer
Staples

Utilities
Industrials
Utilities

Consumer
Staples

Consumer
Discretionary
Consumer
Discretionary

Industrials

Consumer
Staples

Information
Technology

Energy
Industrials

Financials

Greenhouse Gas Targets

None

None

Scope 2: Reduce emissions intensity
10% from 2012 levels by 2013 per 1000
eBay.com transactions

None

None
Adheres to industry targets*

Scope 1+2: Reduce absolute emissions
50% from 2011 levels by 2020

Scope 1+2+3; Reduce absolute
emissions 58% from 2011 levels by
2020

Scope 1+2: Reduce absolute emissions
9% from 2005 levels by 2015

None
None
None
None
None
None

Scope 2: Reduce emissions intensity
25% from 2008 levels by 2015 per

kW h/square foot/month

Scope 1+2: Reduce emissions intensity
20% from 2008 levels by 2015 per unit
of production

None
None
None

Scope 1+2: Reduce emission intensity
10% from 2008 levels by 2016 per 100
pounds produced

None

Scope 1+2: Reduce emissions intensity
20% from 2008 levels by 2015 per gross
square foot of retail space

Reduce absolute greenhouse gas
emissions 20% by the end of 2013, from
a 2008 baseline

Scope 1: Reduce absolute emissions
19.1% from 2007 levels by 2020

Scope 1+2: Reduce emissions intensity
25% from 2007 levels by 2020 per
gallon of product

Scope 1+2: Reduce emissions intensity
30% from 2010 levels by 2015 per chip
produced indexed to 2005

None

None

None

Renewable Energy Targets

None

None

8% of energy use from clean sources by
2015 over 2013 baseline

None
None
None

Generate enough renewable energy to
power more than 2 million homes by the
year 2020

None

None
None
None
None
None
None

Purchase renewable energy equivalent
to 100% of the electricity used in global
company-owned stores by 2015

None
None
None
None

None

None

Aspirational goal to source 25% of
energy from renewable sources by 2020,
from a 2008 baseline

None

None

None

None
None

None

Energy Efficiency Targets

Reduce consumption of energy at
processing facilities by 25% by 2018
from a 2008 baseline

None

None

None
None
None

None

Reduce energy consumption in
company-owned restaurants 15% by
2015

None

None

None

None

None

None

Reduce energy consumption 25% in

company-owned stores by 2015 from
2008 baseline

None
None
None
None

Reduce energy use 10% by 2016 from
2008 baseline

None

Reduce energy consumption 20% by
2015 from 2009 baseline

Reduce energy intensity by 25% over 10
years

Reduce energy use 20% by 2020 from
2007 baseline

Reduce energy use by 45% (per chip
produced) by 2015 from a 2010 baseline

None
None

None
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Rank

222

223

224

225

226

227

228

229

230

231

232

233

234

235

236

237

238

239

240

241

242

243

244

Company

Western Digital
Chesapeake
Energy

PPL

Textron Inc.

Consolidated
Edison, Inc.

Nordstrom

Marsh &
McLennan
Companies, Inc.
Ecolab

Marriott
International, Inc.

CSX Corporation

Whole Foods
Market
EOG Resources

H.J. Heinz
Company

Lincoln National
Health Net
C.H. Robinson

Worldwide
Guardian Life Ins.

Co. of America
SunTrust Banks
SAIC Inc.

Praxair

Huntsman
Peter Kiewit Sons'

Las Vegas Sands

Sector

Information
Technology
Energy
Utilities

Industrials

Utilities

Consumer
Discretionary
Financials

Industrials

Consumer

Discretionary

Industrials

Consumer
Staples
Energy

Consumer
Staples

Financials
Health Care
Industrials
Financials
Financials
Information

Technology
Materials

Materials
Industrials

Consumer
Discretionary

Greenhouse Gas Targets

None
None
None

Scope 1+2: Reduce emissions intensity
20% from 2008 levels by 2015 per unit
revenue

Scope 1: Reduce absolute emissions
40% from 2005 levels by 2020

Scope 3: Downstream transportation
and distribution: Reduce absolute
emissions 4% from 2005 levels by 2020
None

Scope 2: Reduce absolute emissions
20% from 2009 levels by 2017

Reduce absolute greenhouse gas
emissions 5% by 2017 from a 2012
baseline

Scope 1+2: Reduce emissions intensity
20% from 2007 levels by 2020 per
square meter of conditioned space
Scope 1+2: Reduce emissions intensity
6% from 2011 levels by 2020 per
revenue ton mile (tons of revenue freight
miles travelled)

None

None

Scope 1+2: Reduce emissions intensity
20% from 2005 levels by 2015 per unit
of production

Scope 3: Transportation and distribution
of sold products: Reduce emissions
intensity 10% from 2009 levels by 2015
per kg CO2e per weight of product
transported and liters of fuel per weight
of product transported

Scope 3: Purchased goods and
services: Reduce emissions intensity
15% from 2009 levels by 2015 in kg
CO2e per weight of finished production
and weight of packaging material
purchased per weight of finished
production

None

None
None
None
None
Scope 1+2: Reduce absolute emissions

25% from 2010 levels by 2020
None

None
None

Scope 1+2: Reduce absolute emissions
5% for existing operations by 2015 from
a 2010 baseline; Scope 1+2: Reduce
absolute emissions 3% by 2015 for new
operations from a 2012 baseline

Renewable Energy Targets

None
None
None

None

None

None

None

None

None

None

None
None

Increase renewable energy 15% by FY
2015

None
None
None
None
None
None

None

None
None

None

Energy Efficiency Targets

None
None
None

Reduce energy use 20% by 2015 from
2008 baseline

None

Reduce year-over-year energy
consumption by 3.5% in 2013

None
None
Reduce energy consumption 20% by

2020 from 2007 baseline

None

Reduce energy consumption at all stores
by 25% per square foot by 2015
None

Reduce energy consumption 20% by FY
2015 from a 2005 baseline

None

None

None

None

None

None

Achieve a minimum energy savings of
1.8 million MWh of electricity and 2.5
million MMBtu of natural gas, delivering
anticipated savings > $100 million by
2020 vs. 2009

None

None

None
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Rank

245

246

247

248

249

250

251

252

253

254

255

256

257

258

259

260

261

262

263

264

265

266

267

268

269

270

271

Company

Stanley Black &
Decker

Mosaic Company

Norfolk Southern
Corp.

URS
Jacobs
Engineering

Group Inc.
VF Corporation

BB&T Corp.
Avon Products,
Inc.

Office Depot
First Data
Automatic Data
Processing, Inc.
Liberty Global

Unum Group

L Brands

CarMax
Visa

Entergy
Corporation

Synnex
Ameriprise

Financial

R.R. Donnelley &
Sons

Kinder Morgan

Xcel Energy Inc.

CDW

State Street Corp.
Tenet Healthcare
Liberty Interactive

Genworth
Financial

Sector

Consumer
Discretionary

Materials

Industrials

Industrials

Industrials

Consumer
Discretionary

Financials

Consumer
Staples
Consumer
Discretionary
Information
Technology
Information
Technology
Consumer
Discretionary
Financials

Consumer
Discretionary

Consumer
Discretionary
Information
Technology
Utilities

Information
Technology
Financials

Industrials
Energy
Utilities
Information
Technology
Financials
Health Care
Consumer

Discretionary
Financials

Greenhouse Gas Targets

Reduce emissions 3% (metric tonnes
CO2e per unit of production) on a year-
over-year basis

Scope 1+2: Reduce absolute emissions
10% from 2005 levels by 2015

Scope 1+2: Reduce emissions 5% from
2005 levels by 2015 per metric tonne of
product

Scope 1+2: Reduce emissions intensity
10% from 2009 levels by 2014 per
revenue ton mile

None

Scope 3: Waste generated in
operations: Reduce absolute emissions
96% from 2009 levels by 2013

Scope 1+2: Reduce emissions intensity
50% from 2009 levels by 2015 per unit
revenue

Scope 1+2: Reduce emissions intensity
10% from 2009 levels by 2015 per unit
of production

Scope 1+2: Reduce emissions intensity
16% from 2009 levels by 2015 per unit
shipped

Scope 1+2: Reduce emissions intensity
25% from 2009 levels by 2015 per FTE
employee

None

Scope 1+2: Reduce absolute emissions
25% from 2005 levels by 2020

None
None

Scope 1+2: Reduce absolute emissions
5% from 2010 levels by 2015

None

Scope 1+2: Reduce absolute emissions
30% from 2008 levels by 2015

Reduce Scope 1 & 2 greenhouse gas
absolute emissions 3% by 2014 from
2007 baseline.

None

None

Scope 1+2+3: Reduce absolute
emissions 20% from 2000 levels by
2020

None
None
None
None
Other: Owned and Purchased Energy:

Reduce absolute emissions 20% from
2005 levels by 2020

None

Reduce enterprise-wide absolute carbon
emissions by 20% by 2020

None

None

None
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Renewable Energy Targets

None

None

None

None

None

None

None
None
None
None
None
None
None

None

None
None

None

None
None
None

None

None

None
None
None
None

None

Energy Efficiency Targets

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None





00]
Rank

272

273

274

275

276

277

278

279

280

281

282

283

284

285

286

287

288

289

290

291

292

293

294

295

296

297

298

299

Company

AGCO

Air Products &
Chemicals, Inc.

Newmont Mining
Corporation

Reinsurance
Group of America
Public Service
Enterprise Group
KKR

Ross Stores

Estee Lauder
Companies Inc.

Gilead Sciences
Sempra Energy
Sherwin-Williams
Company
Western Refining

Devon Energy

Bed Bath &
Beyond
BlackRock

Family Dollar
Stores

Hillshire Brands
Leucadia National
Principal

Financial Group,
Inc.

Rock-Tenn

MGM Resorts
International
Hertz Global
Holdings
Discover
Financial Services
W.W. Grainger
Henry Schein
Owens & Minor

GameStop

DTE Energy

Sector

Industrials

Materials

Materials

Financials
Utilities
Financials
Consumer
Discretionary
Consumer
Staples
Health Care
Utilities
Consumer
Discretionary

Energy

Energy

Consumer
Discretionary
Financials
Consumer
Discretionary
Consumer
Staples
Financials

Financials
Materials
Consumer
Discretionary
Industrials
Financials
Industrials
Health Care
Health Care
Consumer

Discretionary
Energy

Greenhouse Gas Targets

None

Scope 1+2: Reduce emissions intensity
7% from 2007 levels by 2015 per unit of
production indexed to base year

Scope 1: Reduce absolute emissions
10% from 2011 levels by 2015
Scope 2: Reduce absolute emissions
10% from 2011 levels by 2015

None
None
None
None

Scope 1+2: Reduce emissions intensity
20% from 2008 levels by 2015 per unit
revenue

None

Scope 1: Reduce emissions intensity
20% from 2010 levels by 2016 per MWh
electricity produced

Scope 1+2: Reduce emissions intensity
20% from 2007 levels by 2016 per 100
pounds produced

None

Aspirational goal: Reduce carbon
emissions by installing a revolutionary
valve in older wells. Each device has
reduced methane emissions by about 50
metric tons of carbon dioxide equivalent
per valve. Devon plans to replace about
2,300 more valves in Wyoming and 700
in Western Oklahoma and the Texas
Panhandle.

None
None
None
None
None

Scope 1+2: Reduce absolute emissions
10% from 2011 levels by 2016

Reduce greenhouse gas emissions by
10% by 2020 from 2009 baseline (per
ton of production).

Reduce Scope 1 & 2 greenhouse gas
emissions by 10% per square foot by
2020

None

None

None

None

None

None

None

Renewable Energy Targets

None

None

None

None
None
None
None

None

None

Invest in projects that represent 1,850
MW of renewables by 2017.

None

None

None

None
None
None
None
None

None

None

None

None
None
None
None
None
None
Increase DTE Energy's energy

generation from renewable resources to
10 percent by 2015

Energy Efficiency Targets

Reduce energy intensity by 10% (per
dollar of net sales) for all current
manufacturing sites by 2017 from 2013
baseline.

Reduce energy consumption 7%
indexed against production by 2015 for
ASUs and HyCO from 2007 baseline.

None

None
None
None
None

None

None

None

None

None

None

None
None
None
None
None
None
Reduce energy use 10% by 2020 from
2009 baseline (per ton of production).

None

None
None
None
None
None
None

None
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Rank

300

301

302

303

304

305

306

307

308

309

310

311

312

313

314

Sils

316

317

318

319

320

321

322

323

324

325

326

327

328

Company

Caesars
Entertainment

Ball Corporation

Applied Materials
Centene

Motorola
Solutions

Stryker
AutoZone
Sonic Automotive

Dover
Corporation

Assurant

Cameron
International

DaVita
HealthCare
Partners

Crown Holdings

Reliance Steel &
Aluminum

NRG Energy Inc.

Peabody Energy

Reynolds
American Inc.

Autoliv

Micron
Technology
Hormel Foods

AECOM
Technology
Ashland

Oshkosh
Republic Services

Eastman
Chemical
Company
Thrivent Financial
for Lutherans
Corning

Broadcom

Darden
Restaurants, Inc.

Sector

Consumer
Discretionary

Materials

Information
Technology
Health Care
Information
Technology
Health Care
Consumer
Discretionary
Consumer
Discretionary
Industrials

Financials
Energy

Health Care

Materials

Materials

Utilities

Energy

Consumer
Staples
Consumer
Discretionary
Information
Technology
Consumer
Staples
Industrials

Materials
Industrials
Industrials

Materials

Financials
Industrials

Information
Technology

Consumer
Discretionary

Greenhouse Gas Targets

Scope 1+2: Reduce absolute emissions
7% from 2007 levels by 2013

Scope 1+2: Reduce emissions intensity
22% from 2007 levels by 2025 per
square foot

Scope 1+2: Reduce emissions intensity
10% from 2010 levels by 2015 per
Carbon Intensity Index that is calculated
based on the total GHG emissions of
each business, normalized by a
denominator specific to each business

None
None

Scope 1+2: Reduce absolute emissions
12% from 2011 levels by 2015
None

None
None

Scope 1+2: Reduce emissions intensity
20% from 2010 levels by 2020 per unit
revenue

None

None

None

None

None

Scope 1: Reduce emissions intensity
44% from 2000 levels by 2025 per MWh
Scope 1+2+3: Reduce emissions
intensity 10% from 2012 levels by 2013
per FTE employee

None

Scope 1+2: Stabilize absolute emissions
to 2009 levels by 2014

None
None

Scope 1+2: Reduce absolute emissions
10% from 2011 levels by 2020

None
None
None
None

Scope 1+2: Reduce emissions intensity
20% from 2008 levels by 2018 per unit
of production

None

None

Aspirational goal: Broadcom will
continue to reduce greenhouse gas
emissions in 2013. Broadcom
anticipates reductions in natural gas and
electricity consumption at these sites by
at least 10%

Scope 1+2: Reduce emissions intensity
15% from 2008 levels by 2015 in KWh
per restaurant

Renewable Energy Targets

15% increase in use of renewables by
2020 over 2007 baseline

None

None

None

30% renewables by 2030 (however, this
includes RECs)

None

None

None

None

None

None

None

None

None

None

None
None
None
None
None
None
None
None
None

None

None
None

None

None

Energy Efficiency Targets

None

None

None
None
None
None
None
None

None

None

None

Reduce energy consumption 15% by
2015 from 2010 baseline.

None

None

None

None
None
None
None
None
None
None
None
None

None

None
None

None

Reduce per restaurant energy use by
15% by 2015 over 2008 baseline
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Rank

329

330

331

332

333

334

335

336

337

338

339

340

341

342

343

344

345

346

347

348

349

350

351

352

353

354

B855]

356

357

358

Company

TravelCenters of
America

HD Supply

Spectrum Group
International

Becton, Dickinson
and Co.

Sealed Air Corp.

KBR

Commercial
Metals
Masco
Corporation

Universal Health
Services

Campbell Soup
Company

Coca-Cola
Enterprises, Inc.

Charter
Communications
Quest
Diagnostics
Williams

Group 1
Automotive

CenterPoint
Energy
WellCare Health
Plans

Dollar Tree

Pantry
MasterCard

Tenneco

Avis Budget
Group

Terex Corporation

Cognizant
Technology
Solutions Corp.

Fidelity National
Financial

Steel Dynamics

Precision
Castparts
Dana Holding

Boston Scientific
Corporation

BorgWarner

Sector

Consumer
Discretionary
Industrials

Consumer

Discretionary
Health Care

Materials

Industrials
Materials

Industrials

Health Care

Consumer
Staples

Consumer
Staples

Consumer
Discretionary
Health Care

Energy

Consumer
Discretionary
Utilities
Health Care
Consumer
Discretionary
Consumer
Staples
Information
Technology

Consumer
Discretionary

Industrials
Industrials

Information
Technology

Financials
Materials
Industrials
Consumer
Discretionary

Health Care

Consumer
Discretionary

Greenhouse Gas Targets

None
None
None

Scope 1+2: Reduce energy consumption
intensity 30% from 2008 levels by 2015
in GJ of Energy per $1000 (cost of
goods sold)

Scope 1+2: Reduce absolute emissions
20% from 2006 levels by 2015

Scope 1+2; Reduce emissions intensity
10% from 2006 levels by 2015 per kg
raw material

None
None

Scope 1+2: Reduce emissions intensity
10% from 2007 levels by 2015 per unit
revenue

None

Scope 1+2: Reduce absolute emissions
10% from 2010 levels by 2020

Scope 1+2: Reduce emissions intensity
50% from 2008 levels by 2020 per
metric tonne of product

Scope 1+2+3: Reduce absolute
emissions 15% from 2007 levels by
2020

Scope 1+2+3: Reduce emissions
intensity 33% from 2007 levels by 2020
for the 'drink in your hand'

None
None
None
None
None
None
None
None
None

Reduce absolute greenhouse gas
emissions 20% by 2014 over 2008
baseline.

None

None

Scope 1+2: Reduce emissions intensity
40% from 2008 levels by 2014 per FTE
employee

None

None

None

None

Scope 1+2: Reduce absolute emissions

15% from 2009 levels by 2014.
None
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Renewable Energy Targets

None
None
None

Increase renewable energy use to 25%
globally by 2015 (currently at 35%)

None

None
None

None

None

40% of electricity from renewables by
2020

Source 35% of manufacturing energy
from renewable/low-carbon sources by
2020

None
None

None
None
None
None
None
None
None

None

None

None

None

None
None
None
None
None

None

Energy Efficiency Targets

None
None
None

None

Reduce energy intensity by 10%
between 2006 and 2015

None
None

None

None

None

None

None
None

None
None
None
None
None
None
None

None

None

None

None

None
None
None
None
None

None
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Rank

359

360

361

362

363

364

365

366

367

368

369

370

371

372

373

374

815!

376

377

378

379

380

381

382

383

384

385

386

387

388

389

Company

Visteon
Barnes & Noble

Fifth Third
Bancorp
Franklin
Resources

Weyerhaeuser
Company
Owens-lllinois

Alpha Natural
Resources
Interpublic Group
OfficeMax
Core-Mark
Holding

Pacific Life
Ralph Lauren
Agilent
Technologies

Dole Food

Ameren
Corporation

Mylan

Avery Dennison
Corporation

Health
Management
Associates
PetSmart

Dillard's
Symantec
Huntington Ingalls

Industries

Enbridge Energy
Partners

Cablevision
Systems
Jarden

The Hershey
Company

WESCO
International

Ingredion
CBRE Group, Inc.
UGI

NuStar Energy

Sector

Consumer
Discretionary
Consumer
Discretionary
Financials

Financials
Financials
Materials
Energy

Consumer
Discretionary
Consumer
Discretionary
Consumer
Discretionary
Financials

Consumer
Discretionary
Information
Technology
Consumer
Staples
Utilities

Health Care

Industrials

Health Care

Consumer
Discretionary
Consumer
Discretionary
Information
Technology
Industrials

Energy

Consumer
Discretionary
Consumer
Discretionary
Consumer
Staples

Industrials
Consumer
Staples
Financials
Utilities

Energy

Greenhouse Gas Targets

None
None
None
None

Scope 1+2: Reduce absolute emissions
40% from 2000 levels by 2020

Scope 1: Reduce absolute emission
17.9% from 2007 levels by 2017
None

None
None
None
None
None
None
None

Scope 1: Reduce absolute emissions
0.3% from 2011 levels by 2013 through
energy efficiency programs

Scope 1: Reduce absolute emissions
0.03% from 2011 levels by 2013 through
natural gas programs

None

Scope 1+2: Reduce emissions intensity
15% from 2005 levels by 2015 per
Million US $ revenue

None

None

None

None

None

They have a target of keeping absolute
emissions stable at 2009 levels.

None

None

Scope 1+2: Reduce emissions intensity

13% from 2009 levels by 2015 per
metric tonne of product

Reduce greenhouse gas emissions
intensity 10% from 2010 levels by 2015
(Ibs CO2e/sq. ft.)

None

Scope 1+2: Reduce absolute emissions
10% from 2011 levels by 2014

None

None

Renewable Energy Targets

None
None
None
None
None
None
None
None
None
None
None
None
None
None

None

None

None

None

None
None
None
None

They say they will generate a kilowatt of
renewables for every kilowatt consumed
by operations. They own 12 wind farms
and 4 solar facilities.

None

None

None

None

None
None
None

None

Energy Efficiency Targets

Energy efficiency 10% year-over-year
improvement

None

None

None

Improve energy efficiency 20% by 2020
over 2009 baseline

None

None

None

None

None

None

None

Aspirational goal: Reduce worldwide
energy use by 3%

None

None

None

None

None

None
None
None
None

None

None

None

None

Improve energy efficiency of our
buildings 8% from 2010 levels by 2015
(BTU/sq. ft.)

None

None

None

None
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F500
Rank Company Sector Greenhouse Gas Targets Renewable Energy Targets Energy Efficiency Targets

390  McGraw-Hill Consumer Scope 1+2: Reduce absolute emissions None None
Companies, Inc. Discretionary 15% from 2008 levels by 2015
Scope 3: Business travel: Reduce
absolute emissions 10% from 2008
levels by 2015

391 = Vanguard Health Health Care None None None
Systems

392  Casey's General Consumer None None None
Stores Staples

393 American Family Financials None None None
Insurance Group

394 | Mutual of Omaha = Financials None None None
Insurance

395 Mattel, Inc. Consumer Scope 1+2: Reduce emission intensity None None

Discretionary 50% from 2008 levels by 2020 per unit
revenue
396  Celanese Materials By 2015 achieve a 20% reduction in None None

energy intensity and in greenhouse
gases (GHGs)

397 = Quanta Services Industrials None None None
398 | Level 3 Telecomm- None None None
Communications unication
Services
399  EMCOR Group Industrials None None None
400 = Starwood Hotels Consumer Scope 1+2+3: Reduce emissions None None
& Resorts Discretionary intensity 30% from 2008 levels by 2020
Worldwide, Inc per 1000 built room
401 = Regions Financial | Financials None None None
402 = Northeast Utilities = Utilities None None None
403 = Rockwell Industrials Scope 1+2: Reduce absolute emissions None None
Automation 3% from 2011 levels by 2012

Scope 1+2: Reduce emissions intensity
20% from 2008 levels by 2022 per unit

revenue
404 = Ryder System, Industrials Scope 2: Reduce absolute emissions None None
Inc. 10% from 2011 levels by 2015
405 | Anixter Information None None None
International Technology
406 = CMS Energy Utilities Scope 1: Reduce absolute emissions None None
Corporation 9.9% from 2009 levels by 2015
Scope 1: Reduce emissions intensity
20% from 2008 levels by 2025 per MWh
Scope 3: Fuel- and energy-related
activities: Reduce absolute emissions
5.6% from 2009 levels by 2015
407 = CC Media Consumer None None None
Holdings Discretionary
408 = NetApp Information None None None
Technology
409 = Advance Auto Consumer None None None
Parts Discretionary
410 = Kindred Health Care None None None
Healthcare
411 = Seaboard Consumer None None None
Staples
412 = O'Reilly Consumer None None None
Automotive Discretionary
413 = Foot Locker Consumer None None None
Discretionary
414 = Windstream Telecomm- None None None
unication
Services
415 = CH2M Hill Industrials None None None
416 = Omnicare Health Care None None None
417 = FMC Energy None None None
Technologies
418  SLM Financials None None None
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00]
Rank

419

420

421

422

423

424

425

426

427

428

429

430

431

432

433

434

435

436

437

438

439

440

441

442

443

444

445

446

447

448

Company

CF Industries
Holdings
Sanmina

NIl Holdings

PVH
Molina Healthcare

Cliffs Natural
Resources
General Cable

Shaw Group

Dr Pepper
Snapple Group
Inc.

Expeditors
International of
Washington
Harris

AK Steel Holding
SPX
Actavis

Newell
Rubbermaid

Fidelity National
Information
Services

Targa Resources

Booz Allen
Hamilton Holding
Dick's Sporting
Goods

W.R. Berkley

Live Nation
Entertainment

Allergan, Inc.

NCR

Mohawk
Industries

Auto-Owners
Insurance

Laboratory Corp.
of America

Western Union
Joy Global

Energy Future
Holdings
MeadW estvaco
Corp.

Sector

Materials

Information
Technology
Telecomm-
unication
Services
Consumer
Discretionary
Health Care

Materials
Industrials
Industrials

Consumer
Staples

Industrials

Information
Technology
Materials

Industrials
Health Care

Consumer
Discretionary
Information
Technology

Energy

Information
Technology
Consumer
Discretionary
Financials

Consumer

Discretionary
Health Care

Information
Technology
Consumer
Discretionary

Financials
Health Care
Information
Technology
Industrials

Energy

Materials

Greenhouse Gas Targets

None
None

None

None

None

None

None

None

Scope 2: Reduce emissions intensity
15% from 2011 levels by 2015 per
gallon of product produced

Scope 1+3: Reduce emissions intensity
20% from 2011 levels by 2015 per case
shipped

Scope 1+2: Reduce emissions intensity
5% from 2011 levels by 2014 per square
meter

None

None

None

None

None

None

None

None

None

None

None

Scope 1+2: Reduce absolute emissions
15% from 2010 levels by 2015

Scope 1+2: Reduce emissions intensity
15% from 2010 levels by 2015 per unit
of production

None

Reduce GHG intensity 25% by 2020

None

None

None

None

None

Scope 1+2: Reduce absolute emissions
25% from 2010 levels by 2015

Scope 1+2: Reduce emissions intensity

15% from 2005 levels by 2020 per short
ton of product

Renewable Energy Targets

None
None

None

None
None
None
None
None

None

None

None
None
None
None
None

None

None
None
None
None
None

Purchase 50% green energy by 2020
(15% by 2015)

None

None

None
None
None
None
None

None

Energy Efficiency Targets

None
None

None

None
None
None
None
None

None

None

None

None

None

None

A goal of 15 percent energy reduction by
2015 from our 2009 baseline

None

None

None

None

None

None

None

None

Reduce energy intensity 25% by 2020

None
None
None
None
None

None
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00]
Rank

449

450

451

452

453

454

455

456

457

458

459

460

461

462

463

464

465

466

467

468

469

470

471

472

473

474

475

476

477

Company

Harley-Davidson
Con-way
MRC Global

The J.M. Smucker
Company

Exelis

Biogen Idec Inc.
Erie Insurance
Group

Celgene

St. Jude Medical
Domtar
Corporation
Calpine

Susser Holdings

Clorox Company

Kelly Services

Consol Energy

Advanced Micro
Devices, Inc.

Graybar Electric
Big Lots
Gannett

Telephone & Data
Systems

Host Hotels &
Resorts, Inc.

Insight

Enterprises
Western &

Southern
Financial Group
Andersons
Priceline.com

United Natural
Foods

Spectra Energy

Owens Corning

Avaya

Sector

Consumer
Discretionary
Industrials

Industrials

Consumer
Staples

Industrials
Health Care
Financials
Health Care
Health Care
Materials
Utilities

Consumer
Staples
Consumer
Staples

Industrials

Energy

Information
Technology

Industrials

Consumer
Discretionary
Consumer
Discretionary
Telecomm-
unication
Services
Financials

Information
Technology
Financials

Consumer
Staples
Consumer
Discretionary
Consumer
Staples

Energy

Industrials

Information
Technology

Greenhouse Gas Targets

None
None
None

Scope 1+2: Reduce emission intensity
15% from 2009 levels by 2014 per unit
of production

None

Scope 1+2+3: Reduce absolute
emissions 5% from 2006 levels by 2015
None

None
None
None
None
None

Scope 1+2+3: Reduce emissions
intensity 20% from 2011 levels by 2020
per unit of production

None

Aspirational Goal: To reduce absolute
emissions of sulfur dioxide by about
50%, and to reduce absolute emissions
of nitrogen oxides, particulate matter,
carbon monoxide, and carbon dioxide all
by about 20%

Scope 1+2: Reduce absolute emissions
5% from 2009 levels by 2014

Scope 1+2: Reduce emissions intensity
5% from 2009 levels by 2014 per
production index ((PI) equals (units x
average cycle times))

None

None
None

None

Scope 1+2: Reduce emissions intensity
12% from 2008 levels by 2017 per
available room

None

None

None
None

Reduce absolute greenhouse gas
emissions 5% by 2014 from 2009
baseline.

None

Scope 1+2+3: Reduce emissions
intensity 20% from 2010 levels by 2030
per unit of production

Reduce absolute greenhouse gas
emissions 15% by 2015 over 2009
baseline.

Renewable Energy Targets

None
None
None

None

None
None
None
None
None
None
None
None

None

None

None

None

None
None
None

None

None

None

None

None
None

None

None

None

None

Energy Efficiency Targets

None
None
None

None

None
None
None
None
None
None
None
None

Reduce energy consumption 20% by
2020 from 2012 baseline (per case of
product sold)

Reduce energy consumption 5% by
2014 from a 2009 baseline (for office
buildings).

None

None

None
None
None

None

None

None

None

None
None

None

None

None

None
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00]
Rank

478

479

480

481

482

483

484

485

486

487

488

489

490

491

492

493

494

495

496

497

498

499

500

Company

Wynn Resorts
Bemis Company
NiSource

MetroPCS
Communications

Facebook

Pepco Holdings
United Stationers

American
Financial Group
J.B. Hunt
Transport
Services

SanDisk
Corporation

Charles Schwab
Pitney Bowes
Allegheny
Technologies

Jones Financial

Frontier
Communications

Timken

Yahoo! Inc.

JetBlue Airways*

Old Republic
International

Simon Property
Group

YRC Worldwide
CA Technologies

Nash-Finch

Sector

Consumer
Discretionary
Materials
Utilities
Telecomm-

unication
Services

Information
Technology
Utilities
Industrials
Financials
Industrials

Information
Technology

Financials
Industrials
Materials
Financials
Telecomm-
unication
Services

Industrials

Information
Technology

Industrials
Financials
Financials
Industrials
Information
Technology

Consumer
Staples

Greenhouse Gas Targets

None

Reduce electricity & fuel consumption
intensity 10% per unit of production
None

None

None

None

None

None

None

Scope 1+2: Reduce emissions intensity
30% from 2010 levels by 2015 per unit
revenue

Scope 1+2: Reduce emissions intensity
30% from 2011 levels by 2016 per
petabytes

None

None

None

None

None

None

Scope 2: Reduce emissions intensity
40% from 2007 levels by 2014 per unit
of service provided

Adheres to industry targets*

None

None

None

Scope 1+2: Reduce absolute emissions

35% from 2006 levels by 2020
None

*Adheres to Airline Industry Standard Targets which include:

1.

Renewable Energy Targets

None

None

None

None

25% renewable by 2015. (Agreement w/
Greenpeace in 2011 could be read as
saying that their ultimate goal is 100%.)
None

None

None

None

None

None
None
None
None

None

None

None

None
None
None
None
25% renewables by 2015

None

Energy Efficiency Targets

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

None

Continue industry fuel efficiency improvements, resulting in an average annual CO: efficiency improvement of 1.5
percent per year on a revenue ton mile basis through 2020.
Cap industry-wide CO2 emissions from 2020 (carbon-neutral growth) subject to critical aviation infrastructure and
technology advances achieved by the industry and government.
Contribute to an industry-wide goal of reducing CO2 emissions by 50 percent by 2050 relative to 2005 levels.

http://airlines.org/Pages/A4A-Climate-Change-Commitment---A-Global,-Sectoral-Approach.aspx
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~No W P

10

11
13

15
16

17

18

20

21

25

26

27
28
29
30
34

35

36

41
42
43

45

48

50

51

52

53

54
55

56
57

Wal-Mart Stores, Inc.
Chevron

Apple

General Motors
Company
General Electric
Company

Ford Motor Company

AT&T Inc.

CVS Caremark
Corporation
Hewlett-Packard

Verizon
Communications Inc.

UnitedHealth Group
Inc.

J.P. Morgan Chase &
Co.

International Business
Machines

Bank of America

Wells Fargo &
Company

Citigroup Inc.

Archer Daniels Midland
Procter & Gamble
Prudential Financial
Boeing Company

The Home Depot, Inc.

Microsoft

Target Corporation

Johnson & Johnson
Caterpillar
PepsiCo

ConocoPhillips
Pfizer

United Technologies
Corporation
Dell Inc.

Dow Chemical
Company
UPS

Intel Corporation
Google
Lowe's

The Coca-Cola
Company

CDP 2013 Climate Disclosure
CDP 2013 Climate Disclosure

https://www.apple.com/environment/climate-change/
CDP 2013 Climate Disclosure http://gmsustainability.com/report.html

CDP 2013 Climate Disclosure
http://www.gecitizenship.com/2012-report/performance-against-commitments/planet/progress/
http://www.bloomberg.com/news/2014-04-24/ge-plans-to-invest-1-billion-annual-on-solar-wind-farms.html
CDP 2013 Climate Disclosure
http://corporate.ford.com/microsites/sustainability-report-2012-13/review-goals

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://responsibility.verizon.com/sustainability/2012
CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
https://www.ibm.com/ibm/responsibility/2012/environment/energy-climate-programs.html

CDP 2013 Climate Disclosure
http://about.bankofamerica.com/en-us/global-impact/operations.html#fbid=5EOOvcjQBEA

CDP 2013 Climate Disclosure https://www08.wellsfargomedia.com/downloads/pdf/about/csr/reports/2012-social-
responsibility-interim.pdf

CDP 2013 Climate Disclosure
http://www.citigroup.com/citi/environment/operations.htm

http://www.adm.com/en-US/responsibility/2011CR/Pages/Environment.aspx
http://www.pg.com/en_US/sustainability/performance/index.shtml
http://www.prudential.com/view/page/public/15961#Reducing%20our%20operational%20footprint
CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
https://corporate.homedepot.com/CorporateResponsibility/Environment/Documents/Sustainability_Brochure_pages.pd
f

http://blogs.msdn.com/b/microsoft-green/archive/2012/05/08/going-carbon-neutral-and- putting-an-internal-price-on-
carbon.aspx
CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://www.caterpillar.com/en/company/sustainability/vision-mission-strategy.html

CDP 2013 Climate Disclosure
http://www.pepsico.com/Purpose/Environmental-Sustainability/GHG-Emissions
CDP 2013 Climate Disclosure

http://www.pfizer.com/responsibility/protecting_environment/energy_efficiency
https://www.pfizer.com/files/responsibility/protecting_environment/Environmental-Sustainability-G oals. pdf

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://www.dell.com/learn/us/en/uscorp1/corp-comm/2020-goals-overview?c=us&l=en&s=corp&cs=uscorpl
CDP 2013 Climate Disclosure

http://www.dow.com/sustainability/goals/

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://www.google.com/green/energy/

http://responsibility.lowes.com/environment/2020-goals/#prettyPhoto

CDP 2013 Climate Disclosure
http://www.epa.gov/greenpower/toplists/partner100.htm
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58
59

60
61
63

66

67

68

70

72

73
75
79

80
85

87

88

90
91
92

94

95
96
97
99
101
102
107

109
111

112

115

117

118

120

121

Merck & Co., Inc.
Lockheed Martin

Cisco Systems
Best Buy Co., Inc.

FedEx Corporation
Walt Disney Company

Johnson Controls

Goldman Sachs Group
Inc.

Abbott Laboratories

DuPont

Humana
Hess Corporation

United Continental
Holdings

Oracle Corporation

Deere & Company

Sprint Nextel
Corporation

Mondelez International
Inc.

American Express

News Corporation
Allstate Corporation

Massachusetts Mutual
Life Insurance

Tesoro
Morgan Stanley
TIAA-CREF

Philip Morris
International
3M
DIRECTV

International Paper

Company
Macy's

McDonald's

The Hartford Financial
Services Group, Inc.

TJX Companies, Inc.

Avnet

AFLAC Incorporated

Northrop Grumman
Corp

AMR Corporation
(American Airlines)

CDP 2013 Climate Disclosure
http://www.lockheedmartin.com/us/who-we-are/eesh/from-inside.html

https://www.cisco.com/assets/csr/pdf/CSR_Report_2013.pdf#page=93
CDP 2013 Climate Disclosure

http://about.van.fedex.com/2012-environment-efficiency-metrics#2

CDP 2013 Climate Disclosure
http://thewaltdisneycompany.com/citizenship/environmental-stewardship/performance

CDP 2013 Climate Disclosure
http://www.johnsoncontrols.com/content/us/en/sustainability/accross_johnson_controls/environmental_leadership.html
CDP 2013 Climate Disclosure
CDP 2013 Climate Disclosure

http://www2.dupont.com/inclusive-innovations/en-
us/sites/default/files/DuPont_2011_Sustainability_Progress_Report.pdf

CDP 2013 Climate Disclosure
CDP 2013 Climate Disclosure

http://www.united.com/web/en-US/content/company/globalcitizenship/environment/fuel-efficiency-and-carbon-
footprint.aspx

CDP 2013 Climate Disclosure http://www.oracle.com/us/corporate/citizenship/sustainability/facilities/index.html

CDP 2013 Climate Disclosure
http://www.deere.com/wps/dcom/en_US/corporate/our_company/citizenship/environmental_stewardship/ecogoals/ecog
oals.page

CDP 2013 Climate Disclosure

http://www.sprint.com/responsibility/ouroperations/index.htmi

CDP 2013 Climate Disclosure

http://www.mondelezinternational.com/well-being/sustainable-resources-and-agriculture

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://www.allstate.com/corporate-responsibility/environment/energy-and-emissions-reductions.aspx
http://www.massmutual.com/mmfg/docs/annual_report/environment.html

http://www.tsocorp.com/stellent/groups/corpcomm/documents/gt_contribution/001560.pdf

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://solutions.3m.com/wps/portal/3M/en_US/3M-Sustainability/Global/VisionHistory/Goals_2015/
CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure http://internationalpaper.com/applications/rao2012/interna.asp?i=0&pag=06&secao=1

http://www.macysinc.com/social-responsibility/sustainability-five-point-plan/default.aspx

http://www.aboutmcdonalds.com/mcd/sustainability.html
http://www.epa.gov/greenpower/partners/partners/mcdonaldsusallc.htm

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure

http://www.ts.avnet.com/emea/avnet_environmental_policy.pdf http://www.avnet.com/en-us/about-
us/Pages/environment.aspx

CDP 2013 Climate Disclosure
CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
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122

124

126
127

128

129
130

131

133
134

136

137

138

144

145

148

150

151

153

155
158
159

160

162
163

164
165

169

170

172
174

Staples, Inc.

Raytheon Company

NIKE Inc.
Capital One Financial

Alcoa Inc.

Exelon Corporation
Eli Lilly & Co.
Xerox

EMC Corporation

Time Warner Cable

Kimberly-Clark
Corporation

Goodyear Tire &
Rubber Company

Union Pacific

National Oilwell Varco

Duke Energy
Corporation
Kohl's Corporation

CenturyLink
Kraft Foods

The AES Corporation

lllinois Tool Works
Bristol-Myers Squibb

Altria Group, Inc.

Cummins Inc.

Amgen
Jabil Circuit

Southwest Airlines Co.

Colgate Palmolive
Company

General Mills Inc.
PNC Financial
Services Group, Inc.
Medtronic, Inc.

Marathon Qil
Corporation

CDP 2013 Climate Disclosure http://www.staples.com/sbd/cre/marketing/staples_soul/performance.html#id_p2

CDP 2013 Climate Disclosure
http://www.raytheon.com/responsibility/stewardship/sustainability/

CDP 2013 Climate Disclosure
CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure

http://www.alcoa.com/sustainability/en/resources.asp

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://www.lilly.com/Responsibility/environmental-sustainability/Pages/commitment-approach.aspx
http://www.xerox.com/about-xerox/environment/carbon-footprint/enus.html

CDP 2013 Climate Disclosure

http://www.twccorporateresponsibility.com/enterpriseCarbon.html
http://www.twccorporateresponsibility.com/energyBuildings.html

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://www.goodyear.com/responsibility/environment-sections.html?6#energy

CDP 2013 Climate Disclosure
http://www.up.com/cs/groups/public/@uprr/documents/up_pdf_nativedocs/pdf_up_sustainability-2012.pdf

http://www.nov.com/aboutnov.aspx?id=5229&linkidentifier=id&itemid=5229
http://www.nov.com/investor/investorrelations.aspx?id=politicalcont

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://www.kohlsgreen.com/sustainable-operations/energy-and-carbon-reduction/

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://www.triplepundit.com/2011/05/kraft-foods-sustainability-2015-2/
CDP 2013 Climate Disclosure

http://www.itw.com/wp-content/uploads/2013/04/ITW_CSR_2012.pdf

CDP 2013 Climate Disclosure http://www.bms.com/news/features/2010/Pages/Sustainability2015Goals.aspx

CDP 2013 Climate Disclosure http://www.altria.com/Responsibility/Environmental-Management/Pages/default.aspx
CDP 2013 Climate Disclosure
http://cmipef.cummins.com/CMIPEFMIG/CumminsNA/SiteContent/en/BinaryAsset/Attachments/Sustainability/SR-2013-

Full%20Report-0514-Web.pdf
http://cmipef.cummins.com/CMIPEFMIG/CumminsNA/SiteContent/en/BinaryAsset/Attachments/Sustainability/ Cummins

_CDP_Response.pdf

http://environment.amgen.com/commitment/plan

http://www.jabil.com/jabilcares/environment/
http://files.shareholder.com/downloads/JBL/2602592179x0x622359/71e2771f-80e4-4bb5-9a73-e7a5c 1b6c09b/IBL-
2012AR_10k.pdf

CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://www.waldenassetmgmt.com/LiteratureRetrieve.aspx?ID=170284

CDP 2013 Climate Disclosure
http://www.generalmills.com/~/media/Files/CSR/2013_global_respon_report.ashx#page=29
http://www.generalmills.com/en/Responsibility/Environment.aspx

CDP 2013 Climate Disclosure
https://www.pnc.com/webapp/unsec/Requester?resource=/wps/wcm/connect/f9f7c7804e5c6c2c8b478ffc6d630ad7/Gre
enBuilding_FactSheet_0811_REV2.pdf?MOD=AJPERES&CACHEID=f9f7c7804e5c6c2c8b478ffc6d630ad7

CDP 2013 Climate Disclosure
CDP 2013 Climate Disclosure
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176

179
182

183
185

190
191

192

193

194
196

199
200

201

208

209
213

215

216
217

218

225

226

227
228

229

230

231
232

234

Computer Sciences

Gap Inc.
PPG Industries, Inc.

PG&E Corporation
American Electric
Power Company, Inc.

NextEra Energy

Omnicom Group Inc.

Kellogg Company

Baxter International
Inc.

Land O'Lakes

eBay Inc.

US Airways Group

Waste Management,
Inc.

Yum! Brands, Inc.

Starbucks Corporation

ConAgra Foods, Inc.

Smithfield Foods, Inc.

J.C. Penney

Navistar International

Dean Foods Company

Texas Instruments
Incorporated

Textron Inc.

Consolidated Edison,
Inc.

Nordstrom

Marsh & McLennan
Companies, Inc.

Ecolab

Marriott International,
Inc.

CSX Corporation
Whole Foods Market

H.J. Heinz Company

http://assets1.csc.com/cr/downloads/CRReport2012_full.pdf http://www.csc.com/newsroom/news/98109-
csc_sets_global_energy_reduction_target
CDP 2013 Climate Disclosure

CDP 2013 Climate Disclosure
http://sustainability.ppg.com/environment-goals.aspx
CDP 2013 Climate Disclosure
CDP 2013 Climate Disclosure

http://www.nexteraenergy.com/pdf/sustain-report.pdf http://www.nexteraenergyresources.com/who/climate.shtml

CDP 2013 Climate Disclosure
http://csr.omnicomgroup.com/home/citizenship-and-sustainability-goals-and-progress/
http://csr.omnicomgroup.com/environment/reducing-our-impact/

CDP 2013 Climate Disclosure
http://www.kelloggcompany.com/content/dam/kelloggcompanyus/corporate_responsibility/pdf/2012CR/2012_Kelloggs_
CRR.pdf

CDP 2013 Climate Disclosure

http://sustainability.baxter.com/priorities-goals/our-operations-products/

http://www.landolakesinc.com/stellent/groups/public/@lolinc/documents/web_content/ecmp2-0172596.pdf

CDP 2013 Climate Disclosure
http://www.bloomenergy.com/customer-fuel-cell/ebay-renewable-energy/ http://news.ebay.com/content/gc-2015-goals

http://shopping.usairways.com/en-US/aboutus/pressroom/gogreen/green.html
CDP 2013 Climate Disclosure
http://www.wm.com/sustainability/pdfs/2012_Sustainability Report.pdf

CDP 2013 Climate Disclosure
http://www.yumcsr.com/environment/commitments.asp
CDP 2013 Climate Disclosure
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EXECUTIVE SUMMARY

For the largest corporations in the United States, clean energy is now becoming
mainstream. Overall, 43 percent, or 215 of the companies in the Fortune 500
have set targets in one of three categories: (1) greenhouse gas (GHG) reduction
commitments, (2) energy efficiency, and (3) renewable energy. Nearly half of the
largest companies in the U.S. are capturing significant business value by cutting
emissions and using clean forms of energy to power their operations. Leaders
such as Caterpillar, Dow Chemical, General Electric, General Motors, Procter &
Gamble, Sprint, and Walmart have set targets across all three categories.

The largest companies in the Fortune 500 — the Fortune 100 — continue to lead:
60 percent of Fortune 100 companies have set clean energy and GHG reduction
targets as of 2013. Since the first Power Forward report was released, companies
like Apple and Pepsi have joined the ranks of other Fortune 100 companies with
climate and clean energy targets.

The aggregate impact of the company actions is significant. Among the 53 Fortune
100 companies reporting on climate and energy targets to CDP (formerly the
Carbon Disclosure Project), they are conservatively saving $1.1 billion annually
through their emission reduction and renewable energy initiatives. In 2012 alone,
these companies decreased their annual emissions by approximately 58.3 million
metric tons of CO2 equivalent — comparable to retiring about 15 coal plants

— saving them an average of $19 per metric ton of carbon dioxide equivalent
emissions (mtCO,e).

As companies exceed their targets, these successes are resulting in new renewable
energy projects and expanded deployment of energy efficiency in states across
the country. For example, AT&T had a 2012 goal of adding 5 megawatts (MW)

of alternative energy from a 2011 baseline of 3.9 MW. They surpassed this

target, adding 7 MW of alternative energy, and have now installed 11 MW total

as of 2013. Hewlett-Packard exceeded its target to double renewable energy
purchases to 8 percent of electricity use by 2012. They purchased 496 million
kWh of renewable energy worldwide in 2012 and generated 3 million kWh onsite,
equivalent to 13 percent of total electricity consumption.*

For the 20 Fortune 100 companies with targets that ended in 2012, 85 percent
achieved their target and 80 percent have gone on to set greater targets or still
have other ongoing targets. Looking at the benefits these companies realized, it’s
not surprising most set new targets. These companies alone executed roughly
20,900 projects that recorded nearly $400 million in annual savings through
their carbon reduction projects and reduced 44 million metric tons of carbon
dioxide equivalent (mtCO,e) annually. Many of these projects achieve significant
financial returns within short- and medium-term time frames, with some
achieving profitability within one to three years, according to company-reported
payback periods described in unaudited CDP climate change reports.

The scale of these savings is likely to grow substantially. Individual companies
have already achieved significant savings and have high expectations going
forward. For example, IBM has saved a cumulative $477 million through its
annual energy conservation actions. Walmart expects to save $1 billion globally





per year through its renewable energy and energy efficiency initiatives. Dell
estimates that improvements in the efficiency of its products will save customers
$1.1 billion annually. The trends are clear: leading companies are capturing
business value by executing effective clean energy strategies, and with proven
results, more are sure to join the pursuit.

However, despite the overwhelming success of these American companies
meeting their targets and saving money, smaller companies and some entire
sectors are missing climate business opportunities. For example, only 30 percent
of the companies among the Fortune 250 to Fortune 500 have a GHG, renewable
energy, or energy efficiency target or some combination thereof. Less than a third
of companies in the Energy and Financial Services sectors have adopted targets.

Furthermore, the ambition of company targets and time frames for achieving
them vary widely. Very few companies have time-bound GHG reduction targets
that align with the pollution reductions climate scientists say are urgently needed
to avoid the worst impacts of climate change. Leading are companies such as
Apple, Procter and Gamble, and Walmart that have long-term commitments to be
100% powered by renewable energy. Cisco is one of a few that have set a science-
based target to reduce absolute emissions 40 percent by 2017.

This is consistent with the findings of a recent Ceres report, Gaining Ground,
which found that two-thirds of companies are taking some action on climate
change but only 35 percent of those surveyed had time-bound targets for reducing
GHG emissions.? Thirty-seven percent have implemented renewable energy
programs, with only 6 percent having specific targets for boosting renewable
energy sourcing.

The leaders are demonstrating the value of clean energy and raising expectations
that other companies will do the same. Yet, the companies in the Fortune 500 that
are not adopting the practices of the leading companies are forgoing substantial
opportunities to save money, generate shareholder value, and minimize their
environmental footprint. Collectively, the failure of these companies to follow
what has become best practice also means that the corporate response to climate
change is insufficient.

Recommendations for Companies

« Companies should set time-bound renewable energy, energy efficiency, or
GHG emissions reduction commitments. Companies across the Fortune
500 have set increasingly aggressive targets. The 3% Solution and The 21st
Century Corporation: The Roadmap to 2020 provide two resources for
companies to follow as they define the ambition of these targets.

« Companies with GHG targets should also set renewable energy and energy
efficiency targets, or at a minimum ensure that both are part of any GHG
reduction strategy. Many companies are realizing a strong return on
investment by achieving these targets.

« Companies should be fully transparent in reporting their GHG commitments
and the role that renewable energy should play in meeting them, using
emerging global standards for Scope 2 carbon accounting.? To measure
progress, companies should publicly disclose the amount of renewable
energy they purchase annually compared to their total energy consumption.
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Companies should identify opportunities to support local, state and national
policies that remove barriers to scale up renewable energy, deploy energy
efficiency, and enable companies to achieve their climate commitments. All
companies should be engaged in policy advocacy because it helps increase
availability of renewable energy and lower prices, while bringing corporate
commitments and public policy positions in line with one another.

Recommendations for Investors

Investors should continue to file resolutions with companies to set climate
and energy targets to deliver cost savings and reduce climate-related
business risk.

Recommendations for the Electric Sector

Utilities should offer cost-competitive clean energy options to large
customers. Without competitive renewable energy offerings, for example,
companies in the Fortune 500 have a continued incentive to bypass their
utilities to meet their public clean energy commitments. Most utilities are
not offering these options to large customers.

Utility executives should take note of this increasing market demand and
engage in dialogues with their large customers on ways to sell the renewable
energy offerings corporate customers are looking for. Special “green tariffs”
that allow large customers to buy renewable energy through the utility offer
a promising development.

Recommendations for Policymakers

Federal policymakers should continue to support the Production Tax Credit
for wind and Investment Tax Credit for solar, both of which have helped
bring emerging technologies into the mainstream. Allowing both to expire
will raise prices for companies committed to buying renewable energy.

State utility regulators should authorize the use of third-party Power
Purchase Agreements (PPAs) and allow access to net-metering. Unstable
or outdated policies are creating roadblocks for large corporate buyers of
renewable energy.

State policymakers should continue to support renewable portfolio
standards, which have provided a marketplace for renewable energy in
which large corporate buyers are now participants. Fortune 500 companies
are developing renewable energy opportunities in locations where market
conditions are most favorable.
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INTRODUCTION

Purpose of report

Clean energy has entered the mainstream at the world’s largest corporations. In
this report, the second in the Power Forward series, we expand upon the analysis
of clean energy and climate targets from the U.S. Fortune 100 to include the

full U.S. Fortune 500. We total the savings that leading companies are realizing
and chronicle the rapidly evolving business practices, financial tools, and policy
developments that are catalyzing corporate clean energy adoption and making
non-energy companies significant players on the electric grid.

This report on Fortune 500 commitments is intended to inform companies,
investors, the electric power sector, and state and federal policymakers on trends
and preferences among large corporate renewable energy buyers. It is also
intended to encourage companies in and out of the Fortune 500 to understand
the value of setting renewable energy, energy efficiency, and greenhouse gas
emissions reduction commitments. Corporate initiatives on climate change and
clean energy are increasing as companies are capturing cost-savings and profits
from their energy efficiency and renewable energy initiatives. Energy efficiency
and renewable energy activities are here to stay.

The report covers both energy efficiency and renewable energy as the primary
means of achieving GHG reductions. The report gives greater consideration to
the rationales, approaches, and barriers to renewable energy procurement than
to energy efficiency. Barriers and opportunities for energy efficiency have been
thoroughly covered in other reports. While energy efficiency is a key component
of a company’s emissions reduction strategy, any company hoping to grow
production while reducing emissions on an absolute basis will need to have a
strategy for procuring renewable energy.

Report methodology

The findings in this report are based on publicly available information, including
2013 corporate responses to CDP (formerly Carbon Disclosure Project), the

EPA Green Power Partnership, public company websites, corporate social
responsibility and sustainability reports, and other public disclosures. Public
CDP reports are from the 2013 disclosure cycle reflecting data from 2012. The
data set is limited to the 2013 U.S. Fortune 500 list of companies, which are the
largest companies in the U.S. by total revenue and include both publicly traded
and private companies.*

This study expands beyond the original Power Forward report, which focused
on the Fortune 100, to include the Fortune 500. It does not review the Global
Fortune 100 that were included in the first report.

Power Forward 2.0 reviews business commitments to reducing greenhouse gas
emissions (GHG) and increasing energy efficiency and renewable energy. GHG
commitments constitute a target to reduce emissions by a certain amount over
time. These targets may be absolute (e.g., reduce the corporation’s emissions
by 30 percent by 2020) or intensity based (reduce emissions per ton of product





“More than ever, we know that
our goal to be supplied 100
percent by renewable energy
is the right goal and that
marrying up renewables with
energy efficiency is especially
powerful. The math adds up
pretty quickly — when we use
less energy, that’s less
energy we have to buy, and
that means less waste and
more savings. These new
commitments will make us a
stronger business, and
they’re great for our
communities and the
environment.”

Mike Duke, President and CEO,
Walmart?

produced by 50 percent). Targets are typically over a time-bound period and can
cover the company’s Scope 1, 2 or 3 emissions.* Energy efficiency and renewable
energy commitments are the primary means to achieving overall GHG targets but
we distinctly include any specific commitments to decrease the amount of energy
consumed or increase the amount of renewable energy consumed.

This analysis only looks at whether a company has set a GHG, renewable energy,
or energy efficiency target. It does not assess the ambition of those targets or
whether they are in line with science-based recommendations on the level of
action required to address climate change.

Why are companies adopting renewable energy targets?

Companies are motivated to purchase renewable energy for a number of reasons,
including:

1) the ability to reduce costs;
2) diversification of energy supply;

3) locking in long-term energy price stability to hedge against energy market
volatility;

4) achieving GHG emissions reduction targets;
5) meeting demand from investors and customers; and

6) demonstrating corporate leadership, innovation, and competitive first-mover
advantage.

Renewable energy investments can deliver attractive economic returns, and
large corporate buyers want to reduce risks and costs while creating competitive
advantage. A recent analysis finds that four out of five companies earn more on
average from investments aimed at reducing carbon emissions than on their
average investment portfolio.>

In 2013, for example, Walmart announced two new commitments to renewable
energy and energy efficiency: a) to drive the production or procurement of 7
billion kWh of renewable energy globally every year, and b) to reduce the kWh/sq.
ft. energy intensity by 20 percent, both by 2020 (compared to 2010 levels).°® The
two new commitments are anticipated to generate more than $1 billion in annual
energy savings once fully implemented.”

Walmart’s experience is not unique. Analysis for this report shows that companies
achieving their targets are realizing compelling returns for their investments

(see Progress in the Fortune 100: Promises Kept). With the financial benefits

of clean energy targets clearer than ever, institutional investors have been

calling for companies to adopt greenhouse gas and other clean energy targets.

In the past two years institutional investors have filed more than 100 climate-
related resolutions with companies in the electric power, oil & gas, insurance,
manufacturing, and other sectors.

a The GHG protocol characterizes an entity’s direct and indirect emissions into three broad categories or
“scopes.” Scope 1: All direct GHG emissions; Scope 2: Indirect GHG emissions from consumption of
purchased electricity, heat or steam; Scope 3: Other indirect emissions.
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The shareholder resolutions typically request that companies disclose climate-
related risks they are facing and strategies for managing those risks, including
greenhouse gas reduction plans, improved energy efficiency, and boosting use of
renewable energy.®° When these resolutions go to vote at shareholder meetings,
heavyweight investors increasingly support them. Some of the largest mutual fund
companies, including DWS, AllianceBernstein, Schroder, and Oppenheimer voted
for these resolutions over 66 percent of the time.*°

CLIMATE AND CLEAN ENERGY TARGETS
IN THE FORTUNE 500

Overall, 43 percent of the Fortune 500 (215 companies) have a greenhouse

gas target, a renewable energy target, an energy efficiency target, or some
combination. The largest companies of the Fortune 100 continue to lead, with 60
percent of companies setting targets.

The following table shows the percentage of Fortune 500 companies in each
division, ranked by revenue, that have set targets. The share of companies with
targets steadily declines further down the list with only 30 percent of companies
in the second half of the index having set targets.

Table 1: Percentage of Companies with Targets by Division of the Fortune 500

Division # Companies with Targets % with Targets
F100 60 60%
F200 114 57%
F250 139 56%
F300 158 53%
F400 190 48%
F500 215 43%
F250-500 76 30%

GHG targets are the most common and are often accompanied by other targets.
Of the 215 companies with targets, 111 companies have set just a GHG target,

14 companies have set targets in all three categories, and another 67 have set

a GHG target along with either a renewable energy or energy efficiency target.
Twenty-three companies have some combination of just energy efficiency and/or
renewable energy targets without a GHG commitment.

Sector analysis

A sectoral breakdown of the Fortune 500 reveals sectoral leaders and laggards.”
The Consumer Staples sector has the highest percentage of companies with a

b Sectors are classified by the Global Industry Classification Standard (GICS).
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Figure 1: Fortune 500: Percentage of Companies with a Target by Sector
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target at 62 percent. Both the Information Technology and Materials sectors follow
with 53 percent of companies setting targets.

More than half of the utilities in the Fortune 500 have set additional emissions
reduction targets beyond what is required through state Renewable Portfolio
Standard (RPS) or regional emissions regulations like the Regional Greenhouse
Gas Initiative and AB 32 in California. Industrials and Consumer Discretionary
follow with 44 percent and 43 percent of companies with targets, respectively.
Telecommunications, Health Care, and Finance have some of the lowest levels of
targets at 40 percent, 35 percent and 30 percent, respectively. The Energy sector
trails all other sectors of the Fortune 500, with less than a quarter of companies
setting targets.

The lagging status of the Energy sector is worth further comment. Despite
persistent advocacy by investors on their own and through groups such as CDP and
the United Nations Principles on Responsible Investment (UN PRI) Carbon Action
Initiative, the Energy sector is consistently resistant to committing to specific
reductions. The most likely reasons for this include the increasing demand for and
the increasing carbon content of fossil fuels, the lack of clarity regarding carbon
regulation on a global and national basis, and the perceived complexities involved
in setting enterprise-level targets that apply to operations that span continents
and employ a wide variety of technologies and processes. While the second two
reasons can and have been overcome before, the first — continued dependence on
more carbon intense fossil fuels — will require a demand-side transition in favor of
alternative energy, particularly in emerging countries.





The chart below shows the breakdown of target types set by companies within a given sector.

Figure 2: Fortune 500: Target Type Among Sectors
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How do companies plan to achieve their renewable energy commitments?

To meet their renewable energy targets, companies continue to use three
primary tools for procurement: tradable Renewable Energy Certificates (RECs),
Power Purchase Agreements (PPAs),? and on- or off-site direct investment.
Companies continue to shift away from large REC purchases toward direct forms
of renewable energy procurement in order to have a greater impact and capture
greater business value.

Because of an oversupply of RECs in the U.S., REC prices remain low and revenue
often is not substantial enough to cause new projects to be built. Some large
unbundled REC buyers have been accused of green-washing because the purchase
of cheap RECs from existing projects makes no impact on lowering overall
emissions or incentivizing new generation. RECs also don’t deliver business value
beyond reputational benefits because they are a pure cost premium.

Consequently, many large companies continue to move toward PPAs and direct
investment to capture energy cost savings, price certainty, and reasonable returns
on investment. Companies pursue direct investment opportunities where it is
technically and economically attractive but those opportunities can be limited and
require companies to be willing to invest capital.

For companies that are not able to assign their own capital to a renewable energy
project, PPAs create value by locking in energy prices to reduce the fuel-price
volatility of traditional energy and often are expected to provide a hedge against
predicted rises in traditional utility rates over the term of the contract. They have
the added benefit that another party is responsible for owning and managing the
renewable energy project.

PPAs as well as leasing structures are also used to leverage third-party finance to
install renewable energy projects onsite, most commonly solar PV on warehouses,
big-box retailers, and manufacturing sites. Walmart, Costco, and Kohl’s hold the
top three spots in the U.S. for onsite solar capacity, and most of their combined
216 MW of installed solar energy at the end of 2013 was third-party financed.*?

However, companies can only sign traditional PPAs in states where the utilities
have been deregulated to allow supplier competition. The prohibition on PPAs

in regulated markets prevents companies from exercising their choice of energy
supply and driving renewable energy demand.

To overcome this challenge and break the logjam, some companies are turning to
something called a “virtual PPA,” also known as a synthetic PPA or a contract for
differences. The virtual PPA helps overcome the prohibition on PPAs in regulated
markets by allowing companies to source renewable energy offsite, often in an
entirely different state.

A virtual PPA is basically a form of price hedge. A company enters into a contract
to pay a renewable energy project an agreed offtake price. However, the renewable
energy project sells the generated power into the local wholesale market on a
merchant basis. The hedge works both ways: the project pays the company if the
electricity is sold into the market above the agreed contract price. The company

d APPA s a contract to buy power over time at a negotiated price from a particular facility in which the
renewable energy is either located onsite or sited remotely.





American Express Rejects Michigan

In 2010, American Express was searching for a suitable site for a new data center, with locations in multiple
states on their short list. Included on the list was Michigan, a state that has not been known as a data center
haven, but which was making a play for this particular data center, ultimately pegged at $400 million of
investment and up to 150 jobs."

Among the criteria American Express had for determining the best site was the relative carbon footprint of
the location. One of the “key directives” of executive management was to locate in “a community and state
whose power providers are seen as environmentally friendly”.'* Oakland County, Michigan, was ranked third
among potential sites on the short list, with two other communities achieving a lower carbon-intensity of the
fuel mix.

The American Express carbon footprint criterion specifically mentioned the Renewable Electricity Standard
in each state as a critical policy. Michigan’s renewable energy standard is tied for lowest in the nation
among all states that have such a standard. Ultimately, American Express chose North Carolina, a state
that has a renewable energy standard higher than Michigan, as the location to build their data center. As
Michigan’s experience demonstrates, states without robust renewable energy policies may lose out on
corporate investment and job opportunities.

pays the project the difference if the electricity price falls below the agreed price.
The corporate purchaser keeps the RECs from the project to apply to facilities

in states where they are otherwise challenged to procure renewable energy and
is essentially banking that energy prices will go up over time in order to make
money off the contract.

Companies are also beginning to step in as tax equity investors in offsite
renewable energy projects — a role historically occupied mainly by utilities —
where they expect a healthy return on investment and usually a share of the RECs
to count toward their clean energy targets. Interest is growing in the tax equity
space but there are only a handful of non-utility corporate players, like Google
and Honda, that have executed tax equity deals.

Other companies are making access to renewable energy a key decision when siting
or expanding new facilities, particularly large energy consuming facilities like data
centers and factories. Companies like American Express, Apple, Facebook, Google,
Mars, Unilever, and Yahoo! have evaluated their ability to purchase renewable energy
when determining the best location with the lowest carbon footprint.'s

What are the challenges for large corporate buyers of renewahle energy?

Procuring renewable energy beyond unbundled RECs is just one of many
challenges companies face in scaling up their renewable energy use. Based on
feedback gathered' from some of the largest purchasers of renewable energy,
their challenges fall into three categories:

« Internal challenges, including knowledge, capacity, and management
support;

e Market challenges that lead to high transaction costs; and

« Limits on what they can do and how they can do it created by laws, utility
regulators, utility practices, and accounting standards.
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Facebook Chooses lowa Wind

In 2013, Facebook announced plans to build a new data center with a minimum investment of
approximately $300 million, with predictions that the entire site would ultimately have three data centers
and a total investment of $1.5 billion."”” Numerous states competed to attract this investment and in April,
Facebook confirmed it would open a new data center in Altoona, lowa, on the outskirts of Des Moines.

To accommodate Facebook’s demand for renewable energy, MidAmerican Energy agreed to build 138
MW of wind power in Wellsburg, lowa, to supply the data center in Altoona. Facebook made the following
statement in regard to their site selection:

“One of the deciding factors was the opportunity to help develop a new wind project in the state. The
project brings additional investment and jobs to the region, and in effect it makes it possible, on an
annualized basis, for 100% of our energy needs to be met entirely with one of lowa’s most abundant

renewable resources.”'®

lowa’s wind power resources were thus a significant factor in bringing this new data center to the state. A
spokesman for Facebook has stated that the company is seeking opportunities to use renewables in all
the regions in which they operate data centers."

“Utilities are now much more
interested in collaborating
with us, and | think we are at
the beginning of a period in
which we could see a very
rapid change in the energy
mix utilities are providing in
just a few short years.”

Bill Weihl, Facebook Manager of
Energy Efficiency and
Sustainability?®
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Internal challenges

As companies try to source and execute projects to meet their targets, even the largest
companies can lack capacity to handle the complex deal structures and financial
instruments needed to buy renewables. Understanding these financial accounting
and legal structures often requires expensive outside expertise. Renewable energy
developers, suppliers, and buyers need to work together to make information and
resources easier to access and understand so it is more straightforward for company
management to buy into the benefits and to complete and approve renewable energy
deals and investments.

Market challenges

There are certain market structures that raise the transaction costs of procuring
renewable energy. For example, the industry standard is for 15-to-20-year PPAs, but
many companies are not able to sign such long-term agreements. They may lease their
facilities or their risk/finance departments won’t approve such a long-term contract.
Developing shorter-term or transferable contracts would offer more flexibility.
However, even when companies are open to longer-term PPA or investment terms,
contracts aren’t standardized and require extensive expertise to complete. Companies
also find it challenging to identify potential projects because of the lack of market
transparency around available project opportunities.

Policy and utility challenges

When companies cannot meet their commitments with onsite renewable projects, they
either need to be able to sign PPAs or buy the renewable power through their utility.
PPAs can be challenging for the reasons discussed above and also require companies to
develop expertise in areas outside their core business. As a result, many large buyers
are interested in working with their utility suppliers to procure renewable energy on
their behalf just as they would turn to their suppliers of other input commodities.

Google is an example of a company that has gone to significant lengths to build up

the necessary expertise to complete large renewable energy transactions. Google has
contracted for over 1 gigawatt of renewable energy capacity, and even became a FERC-
registered wholesale seller of power in order to procure renewable energy and apply it
to states where utility and state policies prevent them from signing PPAs.





However, Google recently issued a white paper outlining a shift in strategy toward
working with their utilities rather than procuring projects independently.> Gary
Demasi, Google’s director of global infrastructure, said the company hopes their recent
agreement to buy 402 MW of wind power through MidAmerican “will inspire all of our
utilities to work with us in finding ways to increase the supply of clean power.”

Many other companies would welcome the opportunity to work collaboratively with
their utilities to procure the renewable energy they need to meet their targets without
having to build substantial energy procurement expertise internally.

PROGRESS IN THE FORTUNE 100:
PROMISES KEPT

America’s largest and most successful companies are consistently setting clean energy and
climate targets, demonstrating a common understanding of the significant benefits and
opportunities available. The vast majority of businesses are meeting and exceeding their
targets, following through on their commitments, and realizing attractive economic returns
on their investments.

Most companies are not yet pursuing targets in line with the ambition the science of climate
change shows is necessary. However, the successes companies are seeing in meeting

the targets they have set will hopefully inspire more companies to adopt targets with

the necessary rigor. Indeed, there is reason to believe this is beginning to happen. Most
companies that achieved their targets are doubling down on these achievements by setting
new, more aggressive targets for the years ahead.

In 2012, 20 companies in the Fortune 100 had an expiring renewable energy generation
or greenhouse gas reduction target. Of those 20 companies 17, or 85 percent, met their
target. In at least 15 of these 17 success stories, the target was exceeded, often by significant
margins.

It is notable that 80 percent of companies (16 of 20) with an expiring 2012 target still have
targets. Twelve companies out of 20 (60 percent) established new targets for future years
that build on what was already achieved in their 2012 targets; these companies include

Dell and TIAA-CREF that did not achieve their 2012 targets, but did set new targets. Four
more companies either committed to continuing their 2012 target or have other, ongoing
targets. Appendix A at the end of this report highlights the universe of achievements among
companies with a 2012 target, documenting specific targets and outcomes.

Figure 3: Percent of Fortune 100 Companies Meeting and Extending 2012 Targets

No

M Yes

Post 2012 Goal

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Table 2: Progress by Fortune 100 Companies with Targets that Expired in 2012

New

Result for TELE L

Company or Other 2012 Targets

2012 Target Ongoing

Targets?

Reduce absolute Scope 1, 2 & 3 emissions by 10% by

American Express | Exceeded Yes 2012 relative to 2006 baseline

5MW of alternative energy from fuel cell and
AT&T Exceeded Yes solar production against 2011 capacity baseline of
3.888 MW by 2012

1) a 1% reduction in Scope 1 &2 emissions by 2012; 2)
a 25% reduction (per adjusted unit revenue) in Scope

Boeing Exceeded Yes 1 & 2 emissions at major manufacturing facilities. Both
goals relative to a 2007 baseline
Reduce absolute Scope 1 & 2 emissions by 0.7% by
Chevron Met No 2012 relative to 2011 baseline
o .
. Exceeded Yes 25% gbsolute GHG reduction by 2012 over 2007
baseline
. o
Dell Missed target | Yes Reduce carbon emissions by 15% per dollar of revenue

by 2012 relative to 2007 baseline

Reduce Scope 1 GHG intensity by 10% by 2012
ExxonMobil Exceeded No relative to 2002 baseline for its downstream and
chemical operations

Reduce absolute Scope 1 & 2 emissions by 7% by
Goldman Sachs Exceeded Yes 2012; reduce absolute Scope 1 & 2 emissions from all
facilities to zero by 2020 (both relative to 2005 baseline)

Double purchases of renewable energy to 8% of
Hewlett-Packard Exceeded Yes® electricity use (in addition to the renewable energy
available by default in the power grid)

Reduce Scope 1 & 2 emissions by 10% by 2012 per

H f
s U Missed target | Yes square foot, relative to 2012 baseline
i H 0,
IBM Exceeded Yess Redgce Scope 1 & 2 §m|55|ons by 12% by 2012
relative to 2005 baseline
i H 0,
Intel Exceeded Yes Redgce Scope 1 & 2 §m|53|ons by 20% by 2012
relative to 2007 baseline
J.P. Morgan Reduce absolute Scope 1 & 2 emissions by 20% by
Chase Exceeded Yes 2012 relative to 2005 baseline
. Reduce absolute carbon emissions by 25 percent by
Lockheed Martin Exceeded Yes 2012 against 2007 baseline
.. o )
Pfizer Exceeded Yes Reduce ab§olute emissions by 20% by 2012 relative to
2007 baseline
State Farm Exceeded No 18 pgrcent reduction |‘n emissions intensity by 2012
Insurance relative to 2002 baseline
Reduce carbon emissions by 10 percent by the end of
SRl Exceeded No 2012 from 2007 baseline levels
. . o )
TIAA-CREF Missed target | Yes Reduce scop<.a 1+2 intensity by 17.5% by 2012 relative
to 2007 baseline
Reduce absolute emissions 20% in stores, clubs,and
Walmart Exceeded Yes distribution centers by 2012 from 2005 baseline
. N §
Walt Disney Met Yes" By 2012, gchleve 50% gf Igng term absolute target of
zero net direct GHG emissions
e HP is continuing their renewable energy goal.

f Humana is extending their current goal.
g IBM has an ongoing energy efficiency goal and will announce new GHG goals later in 2014.
h Walt Disney has an ongoing goal for zero net direct GHG emissions, and the 2012 goal was an interim

target toward the longer-term goal.
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Baxter: A Multi-
Pronged Approach
to Achieving
Absolute Reductions

Baxter is committed to reducing
GHG emissions from operations
45% indexed to revenue by 2015
compared to 2005. From 2005
to 2013, Baxter decreased net
GHG emissions from operations
by 10% in absolute terms and
40% indexed to revenue. The
company did this despite a
significant expansion of its
business.

Baxter has pursued both
renewable energy adoption
and energy efficiency to
achieve its goals. The company
has sourced renewable

energy both through onsite
projects- including biomass
boilers, geothermal systems,
and solar electricity and hot
water generation- as well as
the purchase of renewable
energy and renewable energy
certificates. Baxter’s efficiency
efforts have included LED
lighting projects and the use
of cogeneration systems. The
company has also achieved
Leadership in Energy and
Environmental Design (LEED)
certification at several facilities.

Most of these companies are achieving high return on investment (ROI) by
achieving their targets. The companies that reported data to CDP on the savings
from their carbon investments are earning substantial returns on a broad range
of energy efficiency and renewable energy projects, many with payback periods of
1-3 years.

The 17 companies whose targets expired in 2012 and reported data to CDP
executed roughly 20,900 projects that recorded nearly $400 million in annual
savings associated with 44 million metric tons of CO2 equivalent in avoided
emissions annually. Payback periods for these projects—as self-reported by these
corporations—generally range from under one year to about 10 years.

Among the full Fortune 100 companies, 60 companies have targets and 53 of
those companies report progress on their targets to CDP. The companies report
annual savings of $1.1 billion from over 30,000 projects, with over 58 million
metric tons of CO,e saved. The emissions savings are equivalent to retiring 15
coal plants. Payback periods were typically reported from 1-10 years.

Table 3: Financial and Emissions Results for Targets in the Fortune 100
Number of companies reporting target data to CDP [lE}
Total projects implemented | 30,526
Total annual estimated mtCO,e savings | 58,300,268

L EIEULTEIREEWUEN $1 097,326,563

Average annual mtCO,e savings per project EEEeEN

Average annual dollar savings per project EXTX]

Average annual dollar saving per mtCO,e reduced STl

Companies report financially material annual savings of $16 to $77 per mtCO,e
reduced, with an average of $19. For these companies, achieving clean energy
targets means saving money and growing profits, and has become business as
usual. Appendix B summarizes the CDP data for the 53 Fortune 100 companies,
including the financial results for the 17 companies with 2012 targets discussed
above.

The shorter payback period of many of these emissions reduction projects means
that these energy efficiency and renewable energy projects can be less risky and
potentially more profitable than standard business investments. This is backed
up by findings from WWF, CDP, and McKinsey & Company, in The 3% Solution:
Driving Profits through Carbon Reduction, which found that companies with
GHG reduction targets achieved an average of 9 percent better ROI than those
without targets, and 80 percent of companies achieved higher returns on their
carbon investments than on their average investment portfolio.

Boeing Company, for example, has invested in 35 projects including lighting
retrofits, retro-commissioning, HVAC upgrades, and more, which together are
creating millions in annual savings. IBM has also implemented 2,670 efficiency
and conservation measures as of the end of 2012, resulting in tens of millions in
annual savings.
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RECOMMENDATIONS

Recommendations for companies

The recent Ceres assessment of leading U.S. companies against expectations set
out in the 21st Century Corporation: The Roadmap to 2020 makes clear that
cumulative efforts still fall short of meeting the challenge of climate change, and
that significant additional targets and actions need to be taken on renewable
energy.® According to The Ceres Roadmap, corporate leadership on climate
change will require companies to reduce greenhouse gas emissions by 25 percent,
improve energy efficiency of operations by at least 50 percent, and obtain at

least 30 percent of energy from renewable sources by 2020 (based on a 2005
baseline).>+

Furthermore, as a recent report by the International Energy Agency (IEA)
highlights, an average of $1 trillion in additional investment in clean energy needs
to take place every year between now and 2050 globally, in order to keep global
warming below the critical two degrees Celsius threshold.?

Much of the capital needed to achieve the IEA’s clean energy investment target
must come from corporate balance sheets. Companies across sectors are in a
position to not only deploy much of the capital needed, but also to influence the
utility industry’s own investments. Unleashing companies as investors and leaders
in clean energy requires further work to overcome barriers inside companies, in
the electric sector, and within legislative chambers and regulatory agencies.

Fortunately, substantial untapped potential exists for profitable clean energy
investments by the corporate sector. WWF and CDP’s The 3% Solution finds
that the U.S. corporate sector can capture up to $780 billion in net present value
(NPV) savings by ramping up clean energy investments, including large amounts
of energy efficiency. The investments the report identifies enable the entirety of
the emissions reductions called for by science from non-utility companies to be
met profitably. 52¢

The analysis also finds that four out of five companies capture greater returns

on their carbon reduction investments than they do on their average investment
portfolio.” What’s becoming clear is that companies don’t have to choose between
the bottom line and addressing climate change.

Moreover, such investments in renewable energy, greenhouse gas reductions,
and energy efficiency improvements have come to be expected by mainstream,
institutional investors. Setting targets in these areas is now “business as usual”
and at the very least, investors expect companies to transparently set and report
on targets and annual data on their emissions inventory and emission reduction
initiatives.

i The 3% Solution found that to be on track to keep the rise of global temperatures below 2° Celsius, the
U.S. corporate sector must reduce GHG emissions at least 25 percent from 2010 to 2020, or an average of 3
percent per year across the corporate sector. The study finds these reductions can be done profitably when
looking at potential opportunities by sector. The Materials, Consumer Discretionary, and Transport sectors
have the most cost saving opportunities to reduce emissions.

j  The 3% Solution and The 215! Century Corporation: the Roadmap to 2020 provide two resources for
companies to follow in setting goals or revising their goals to be in line with the demands of science.
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Companies should:

« Set time-bound renewable energy, energy efficiency, or greenhouse gas
(GHG) emissions reduction commitments.

« Include specific renewable energy and energy efficiency targets, or at a
minimum ensure that both are part of any GHG reduction strategy. Many
companies are realizing strong ROIs by achieving these targets.

« Be fully transparent in reporting their GHG commitments and the role
that renewable energy should play in meeting them, using emerging global
standards for Scope 2 carbon accounting.?® To measure progress, companies
should publicly disclose the amount of renewable energy they purchase
annually compared to their total energy consumption.

 Identify opportunities to support local, state, and national policies that
remove barriers to scale up renewable energy, deploy energy efficiency, and
enable companies to achieve their climate commitments. All companies
should be engaged in policy advocacy because it helps increase availability of
renewable energy and lower prices, while bringing corporate commitments
and public policy positions in line with one another.

Recommendations for investors

As investors realize companies can profit and save money from these clean energy
opportunities, they expect companies to set and achieve carbon reduction targets.
This report builds on a body of evidence that acting to adopt clean energy has
value beyond risk mitigation. Indeed, forgone clean energy investments are likely
forgone shareholder value.

Investors have recognized that climate change presents a “clear and present
danger” and financial risk to companies in their holdings, from physical impacts
of changing weather patterns, new regulations, and reputational risks among
the public and key stakeholders for failing to act. In each of the past two years,
investors have filed over 100 resolutions related to corporate climate change
strategy and related practices. Investors now know that climate risk is financial
risk.

Investors should:

« Continue to file resolutions with companies to set climate and energy targets
to deliver cost savings and reduce climate-related business risk.

Recommendations for the electric sector

Companies in the Fortune 500 are increasingly adopting renewable energy
strategies that bypass their utility, utilizing Power Purchase Agreements, third-
party financing and onsite direct generation. Corporate renewable energy
adoption is therefore both a significant threat and a promising opportunity for
utilities. Whether ultimately utilities benefit or are hurt by corporate efforts will
depend on the electric sector’s response.





With 215 major companies setting greenhouse gas and renewable energy targets,
there is significant market demand for renewable energy products and services.
However, many of these corporate leaders would prefer to buy renewable energy
directly from their utility, given that most do not want to be in the business of
procuring energy.

« Utility executives should acknowledge the trend of growing corporate
demand for renewable energy and engage in dialogues with their large
customers on ways to develop new renewable energy offerings to meet
growing corporate demand. Cost-competitive options are currently lacking
among the vast majority of utilities. Without competitive renewable energy
offerings, companies have a continued incentive to go around their utilities
to meet their public targets.

Special “green tariffs” or “green riders” that allow large customers to buy
renewable energy through the utility offer a promising development. Green tariffs
differ from utility green pricing programs in that the product offered includes
both the electricity and renewable energy credits (RECs) on a longer-term, fixed-
price basis, often from newly built renewable energy facilities. In December 2013,
for example, the North Carolina Utilities Commission approved a new renewable
energy program for Duke Energy Carolinas customers in North Carolina, the
Green Source Rider program, designed for manufacturers, data centers, college
campuses, and big box retailers.? NV Energy in Nevada and Dominion Energy in
Virginia have also introduced green tariffs for large customers, and several others
are exploring them. However, most of the existing tariffs in large part do not meet
the needs of large customers and more innovation and development is needed to
make these tariffs consumer friendly.

« Utilities should explore dedicated “green tariffs” for their commercial and
industrial customers.k

Recommendations for policymakers

As companies transition to being more active participants in the energy
marketplace, they are looking for greater choice in their options to procure clean
energy. Innovative public policy is key to opening this traditionally monopolistic
and highly regulated sector to allow companies greater choice as consumers and
the ability to participate as electricity generators.

Federal policies and many state policies have created, exacerbated, or failed to
correct barriers that create a challenge for America’s largest companies as they
pursue their renewable energy targets. In many cases, companies are pursuing
strategies to knock down those barriers to greater renewable energy deployment
and increasingly engaging in policy advocacy at local, state, and federal levels.

April 10, 2014, marked the one-year anniversary of the Climate Declaration, a
corporate call-to-action that urges federal and state policymakers to seize the
economic opportunity of addressing climate change. Launched by 33 founding
companies and Ceres’ business coalition—Business for Innovative Climate

and Energy Policy (BICEP)—the Climate Declaration now has more than 750

k The World Resources Institute has a paper for utilities on how to design green tariffs: Above and Beyond,
Green Tariff Design for Traditional Utilities: http://www.wri.org/publication/green-tariff-design.
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“Tackling climate change is
one of America’s greatest
economic opportunities of the
21st century (and it’s simply
the right thing to do).”

From Ceres’ Climate Declaration®

“So, what’s stopping Walmart
and other big energy buyers
from doing more [renewable
energy]? You guessed it:
policies. Instead of just
quotas and subsidies, energy
buyers need more market
freedom to be able to go
directly to renewable energy
developers to negotiate a
power purchase agreement.
Competition is a good thing
for renewables.”

Miranda Ballentine, Director of
Sustainability, Renewable Energy

and Sustainable Facilities at
Walmart?!
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signatories nationwide. These include large corporate buyers of renewable energy
from within and outside the Fortune 500, including Apple, eBay, General Motors,
IKEA, Intel, Mars Inc., Sprint, Starbucks, and Unilever.

As increasing numbers of companies find tackling climate change is smart
business, poor policy may lead to states losing out on economic development
opportunities as companies site facilities in other states where policies are more
conducive to corporate renewable energy adoption and the development of a
clean energy sector. Many Fortune 500 companies, particularly the information
technology (IT) industry, are developing renewable energy opportunities in
locations where market conditions are most favorable, such as where PPAs and
third-party financing are available as well as those with renewable portfolio
standards (see case study 1 and 2, on how Nebraska and Michigan lost Facebook
and American Express facilities, respectively, over access to clean power).

Ironically, some states may be using a range of incentives, like tax credits, to
attract data centers, while undermining the renewable energy sectors that will
attract them. One example is North Carolina, where the legislature has extended
lucrative tax credits to data centers while considering legislation to roll back their
renewable energy portfolio standard.

« Policymakers should take note of the fact that increasingly, companies are
siting new facilities that bring jobs and economic development in states
where they have access to renewable energy.

Stability in federal incentives

Inconsistent renewable energy policies hinder companies from setting ambitious
commitments and pose an obstacle to meeting existing commitments because of
uncertainty around the price, supply, and deployment of renewable energy.

The federal Production Tax Credit (PTC) for wind and Investment Tax Credit
(ITC) for solar have been key to leveling the playing field for clean energy, but
frequent expirations, particularly for the PTC, provide instability and uncertainty
in the marketplace. In 2012, two-dozen investors with more than $800 billion

in assets under management called for immediate extension of the PTC before

its expiration at the end of the year. In 2012, 20 companies, including Microsoft,
Starbucks, Staples, and Yahoo!, also called for an extension of the Production
Tax Credit before its expiration.3* Sprint, which also endorsed the letter and has
committed to securing 10 percent of its total electricity through renewable sources
by 2017, advocated for the extension of the federal PTC for wind because its
expiration puts their PPA strategy at risk.

« Federal policymakers should continue to support the Production Tax Credit
for wind and Investment Tax Credit for solar, both of which have helped
bring emerging technologies into the mainstream. Allowing both to expire
will raise prices for companies committed to buying renewable energy.

Beyond existing policy incentives, the U.S. is poised to enact the first nationwide
limits on carbon pollution from power plants, the single largest source of such
pollution in the United States. The Obama administration recently issued a new
Climate Action Plan that, among other things, will jumpstart the implementation





“We need our voices to be
heard. We think it’s important
to have more green energy
choices in the United States.”

Amy Hargroves, Manager for
Corporate Responsibility, Sprint®

“Undoing the smart clean
energy policies that are in
place today won’t help us build
a stronger Ohio tomorrow.”

Dave Stangis, Vice President, Public
Affairs and Corporate
Responsibility, Campbell Soup
Company**

of long-overdue pollution regulations in the utility sector using the EPA’s existing
authority to regulate greenhouse gases under the Clean Air Act. Energy efficiency
and renewable energy may be considered as eligible compliance options under
EPA guidelines for limiting carbon dioxide emissions from existing power plants.
If EPA takes this flexible approach, companies could scale up their efforts in
energy efficiency and renewable energy.

State renewable portfolio standards

Nearly 30 states have adopted binding renewable energy targets, often called
Renewable Portfolio Standards (RPS). Such targets are key to helping corporate
buyers procure renewable energy — they create a marketplace to serve corporate
buyers and allow non-utility participation to diversify a state’s renewable energy
resources.

In recent years, these standards have withstood efforts by lawmakers to weaken
or repeal the rules, helped in part by large corporate buyers and other business
leaders. In Ohio, for example, Campbell’s Soup Company issued a public
statement in support of state renewable and energy efficiency targets.

Campbell’s Soup has set a corporate commitment to reduce greenhouse gas
emissions by 50 percent per unit of production by 2020 and currently sources 8
percent of its total global electric power from renewable energy, including 33,000
solar panels at facilities around the world. At the company’s Napoleon, Ohio,
plant, Campbell’s Soup has installed a 9.8 MW solar field to generate 15 percent
of the electricity required to run the operations at the largest soup manufacturing
plant in the world.3s

In Kansas, a similar effort to repeal the state Renewable Portfolio Standard was
recently defeated. This was helped in part by support from the Greater Kansas
City Chamber of Commerce®® and large corporate buyers like Sprint, which
submitted written testimony to support the existing RPS.3

« State policymakers should continue to support renewable portfolio
standards, which have provided a marketplace for renewable energy in
which large corporate buyers are now participants. Fortune 500 companies
are developing renewable energy opportunities in locations where market
conditions are most favorable.

Ability to access renewable energy

In addition to state renewable targets, other key policy mechanisms for large
corporate buyers include policies that allow for non-utility companies to
participate in a market that has been historically limited to monopoly utilities.
These policies include the ability to negotiate third-party PPAs and wheel power
in regulated states, net metering, and standby charges.
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eBay Partners with Legislator for Energy Choice

In Utah, a unique collaboration between a Republican state senator, the state’s largest electric utility, and
eBay championed legislation (which was ultimately passed and signed by the governor) to allow non-utility
energy consumers to buy and transmit power directly from renewable energy developers in a regulated
market. Following passage of the legislation, eBay installed its largest onsite solar array (665 kW) and
announced plans to build a second data center in Utah. Similar legislation has now been explored in
Kansas. This policy tool is likely to continue to be pursued to allow large companies to scale their
renewable energy use.

Policymakers have the opportunity to help large companies accelerate their
renewable energy purchases and should be aware of the key criteria large
corporate buyers are looking for:

« cost parity or better compared with the default energy rate, which is already
possible in many markets

« access to long-term, fixed-price renewable energy options that reflect that
renewable energy doesn’t have fuel price volatility

 an ability to retain the renewable energy attributes (e.g., RECs, carbon
credits, etc.), which enables corporate claims on progress toward overall
commitments

« the ability to enter into PPAs in order to limit capital investment required

Net metering is another policy that has aided corporate participation in electricity
markets. Net metering enables customers who supply their own electricity from
onsite generation to sell electricity they do not use back into the grid at retail
rates. This allows utilities to avoid costs from generating and delivering energy
and better manage their peak electricity loads. To date, 43 states have passed
net metering laws.3® Commercial electricity customers utilize net metering where
it is available. In recent years, utilities have led efforts to weaken or amend net
metering laws, which have implications particularly for onsite solar economics.
These conflicts reflect a new reality where non-utility companies (along with
individual homeowners) are taking power production into their own hands and
creating an impetus for evolution in the prevailing business model of utilities.

« State utility regulators should authorize the use of third-party PPAs, preserve
access to net metering, and remove policies that limit the development of
onsite renewable power generation (including unreasonably high standby
charges). Unstable and outdated policies are creating roadblocks for large
corporate buyers of renewable energy.
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APPENDICES

Appendix A: Status of Fortune 100 companies

This appendix analyzes changes in Fortune 100 targets, including: 1) companies that had 2012 targets hat were
met or exceeded their goals, 2) companies that did not meet their 2012 targets, and 3) companies that set new
targets.

Companies from the Fortune 100 with targets that expired in 2012

Companies that met or exceeded targets:

American Express had a 2012 target of reducing emissions 10 percent from 2006 levels (scopes 1, 2 & 3). The
company reports achieving a 27.5 percent reduction and set a new target of achieving a 10 percent emissions reduction
from 2011 levels by 2017 (also all three scopes).

AT&T had a 2012 target of adding 5 MW of alternative energy from 2011 baseline of 3.9 MW, and ultimately added 7
MW to get up to 11 MW total. The company set a new target to add 10 MW in 2013.

Boeing had two 2012 targets: a 1 percent absolute emissions reduction, and a 25 percent reduction at major
manufacturing facilities, adjusted for revenue (both scope 1 & 2 and relative to 2007 baseline). The company reports
achieving reductions of 9 percent and 26 percent, respectively. Boeing’s new target is a 50 percent reduction by 2050 of
net aviation carbon emissions from a 2005 baseline.

Chevron’s target was a 0.7 percent reduction in scope 1 & 2 emissions in 2012 from 2011. Taking divestitures and
acquisitions into account, this target was met. Chevron does not appear to have a new target.

Cisco’s target was 25 percent absolute reduction by 2012 against a 2007 baseline, and it achieved this with a 28 percent
reduction. From the company’s 2012 baseline, Cisco now aims to reduce scope 1 & 2 emissions by 40 percent, and air
travel (scope 3) emissions by 40 percent as well.

Originating from an industry initiative, ExxonMobil’s 2012 target was to reduce its downstream and chemical
operations scope 1 GHG emissions intensity 10 percent through energy efficiency from its 2002 baseline. ExxonMobil
reported a 10 percent improvement in energy efficiency for refining, and a 12 percent improvement in energy efficiency
for chemical manufacturing.

Goldman Sachs had a target of achieving a 7 percent reduction of absolute scope 1 & 2 office emissions by 2012 from
a 2007 baseline. The company achieved a 19 percent reduction (10 percent if data centers are included). Goldman Sachs
wants to be carbon neutral (100 percent of scope 1 & 2 emissions reduction) by 2020 for all offices and data centers.

Hewlett-Packard had a 2012 target of acquiring 8 percent renewable energy for electricity use beyond what is already
on the grid, and this target was achieved one year early. The company’s GHG target is a 20 percent reduction of scope 1
+ 2 emissions by 2020 from a 2010 baseline. In 2011, HP had already achieved a 10 percent reduction.

IBM had a 2012 target of reducing scope 1 & 2 emissions by 12 percent from a 2007 baseline, and the company achieved
15.7 percent in reductions. IBM is currently preparing their next-generation climate target.

Intel had a target of reducing scope 1 & 2 emissions 20 percent by 2012 from a 2007 baseline. The company reports
absolute reductions of 60 percent, and is now aiming for a further 20 percent reduction from 2012 by 2015. Intel also
purchases RECs equal to 100 percent of their power usage.

J.P. Morgan Chase had a 2012 target of absolute scope 1 & 2 emissions reductions of 20 percent from a 2005
baseline. The company reduced emissions by 26 percent and has a new target of absolute emissions reductions of 40
percent by 2020 over a 2005 baseline.
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Lockheed Martin had a target of reducing emissions 25 percent by 2012 from a 2007 baseline, which was achieved
with a 31 percent reduction. Lockheed Martin’s new target is to reduce emissions 35 percent by 2020 from its 2010
baseline.

Pfizer’s 2012 target was a 20 percent reduction from its 2007 baseline, and this was achieved with a 25 percent
reduction. Pfizer now aims to achieve a 20 percent reduction by 2020 over its 2012 baseline.

State Farm'’s 2012 target was an 18 percent reduction of emissions from a 2002 baseline. The company reports a 46
percent reduction achieved by 2008. State Farm has no new target.

SuperValu had a 2012 target of reducing emissions 10 percent from a 2007 baseline. The company reports that it
exceeded this target.

Walmart’s GHG target was a 20 percent absolute emissions reduction in stores, clubs, and distribution centers by 2012
from a 2005 baseline. This target was achieved one year early. New targets have been created for scope 1, scope 1 & 2,
and scope 3 emissions by 2015, 2020, and 2015, respectively. Additionally, Walmart has an aspirational goal of being
powered 100% by renewables.

Walt Disney'’s target was to get 50 percent of the way to net-zero emissions by 2012. The company reports meeting this
target, and an additional target for 2013 is to reduce scope 2 emissions 10 percent from a 2006 baseline.

Companies that did not meet 2012 targets:

Dell had a target of reducing scope 1 & 2 carbon emissions by 15 percent per dollar of revenue by 2012 from its 2007
baseline. The company achieved reductions of nearly 11 percent per dollar of revenue. The scale of reductions and
financial savings was still one of the largest reported to CDP in 2013 (See Appendix B). Dell’s new target is a reduction of
50 percent in scope 1 +2 emissions by 2020, but the company is not releasing a baseline year against which this goal will
be measured until summer 2014.

Humana'’s target was to reduce scope 1 & 2 emissions by 10 percent by 2012 from its 2009 baseline. The company
achieved 4 percent reductions, and is keeping the 10 percent target as a continuing objective. Humana has not
announced a new deadline.

TIAA-CREF's target was to reduce scope 1 & 2 emissions intensity by 17.5 percent by 2012 over its 2007 baseline.
The company fell just shy of this target, with intensity reductions of 17 percent in office emissions and 15 percent in
multifamily and retail emissions. TIAA-CREF’s new target is a 20 percent intensity reduction by 2013 from the same
2007 baseline.

Fortune 100 companies with new commitments

Apple did not previously have renewable energy or greenhouse gas targets, but in 2013 the company created an
aspirational target of being 100 percent powered by renewable energy. To that end, Apple created the largest privately
owned clean energy facility in the country: two 20 MW solar farms at its data center in Maiden, NC. Apple also has a 10
MW fuel cell installation at the same site.

Pepsi did not previously have a target, but has now set a target of keeping scope 1 & 2 emissions flat at 2008 levels
through 2015.

Verizon already had a target of reducing scope 1 & 2 carbon intensity 50 percent by 2020 from its 2009 baseline. The
company has now added a renewable energy target of implementing 10 MW by 2014.

Wells Fargo increased the aggressiveness of their target. The baseline year of 2008 remains the same, while the target
has been moved from a 20 percent reduction in scope 1, 2 and business travel scope 3 emissions by 2018 to a 35 percent
reduction by 2020. The company has already achieved reductions of 18 percent.
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Appendix B: Fortune 100 targets: reported financial results
Table 4: 2012 financial performance of 53 Fortune 100 companies reporting results on their targets to CDP

Total projects
Company implemented (to Total annual Published pay back

$ ::\::als* range for reported
J projects*®

(reporting period be implemented, estimated mtCO,e
is calendar year 2012) commenced, or fully savings*
implemented)

Abbott Laboratories 78 45,239 $ 6,011,000 0-3
Allstate Corporation 10 21,834 $ 2,427,619 0-1
American Express 540 55,940 $ 87,000 0-3

AT&T Inc. 7495 527,183 $ 41,480,000 0-10

Bank of America 1600 60,000 $ 6,700,000 0-3

Best Buy Co., Inc. 10 129,456 $ 60,000 0-1

Boeing Company 35 37,200 $ 7,143,617 0-25

Cardinal Health 20 2,732 Not disclosed 0-10

Chevron 4 4,433,100 Not disclosed 0-15

Cisco Systems 87 103,700 $ 151,859,000 0-25

Citigroup Inc. 586 25,411 $ 11,718,037 0-3
ConocoPhillips 1 1,000,000 $ 8,300,000 0-3

CVS Caremark Corporation 28 126,760 $ 6,250,000 0-3
Deere & Company 164 115,184 $ 1,351,000 0-10

Dell Inc. 7 36,241,361 $ 1,100,000,000** 0-15

Dow Chemical Company 31 313,143 Not disclosed 0-3
Exxon Mobil 5 660,000 Not disclosed 0-10

FedEx Corporation 15 1,053,901 Not disclosed Not disclosed
General Electric Company 2243 855,644 $ 12,000,000 0-3
General Motors Company 785 461,396 $ 73,527,107 0-3
Goldman Sachs Group Inc. 33 9,250 $ 125,700 0-3
Google 7 1,581 $ 1,129,267 0-10

Hess Corporation 1 2,155,234 $ 12,944,310 0-25
Hewlett-Packard 9 92,000 $ 774,000 0-3

Humana 8 12,016 $ 787,507 0-10

Intel Corporation 3 263,000 $ 72,000,000 0-10
International Business Machines 2765 349,300 $ 33,661,000 0-3
J.P. Morgan Chase & Co. 1577 236,443 Not disclosed 0-10
Johnson & Johnson 50 69,554 $ 2,961,671 0-10
Johnson Controls 835 262,168 $ 3,558,843 0-10

Kroger 10 140,360 $ 15,475,000 0-10

Lockheed Martin 317 115,900 $ 7,132,000 0-10

Merck & Co., Inc. 226 39,205 $ 3,861,300 0-3

Note 1: The figures reported here are estimates because: 1) they are self-reported and not subject to external third-party periodic
verification, 2) results are strategically under-reported, and 3) the data is only partially disclosed.

*Note 2: The majority of the savings reported by companies are from energy efficiency projects.

** Note 3: Dell reported $1.1 billion in savings from product design improvement that reduced emissions in their products but the cost
saving are to customers so this is excluded from the total savings to companies reported here.
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Table 4 continued from Page 28

Company

(reporting period
is calendar year 2012)

Microsoft

Mondelez International Inc
Morgan Stanley

Oracle Corporation

PepsiCo

Pfizer

Philip Morris International
Prudential Financial

Sprint Nextel Corporation
Target Corporation

The Coca-Cola Company
The Home Depot, Inc.
United Continental Holdings
United Technologies Corporation
UnitedHealth Group Inc

UPS

Verizon Communications Inc.
Wal-Mart Stores, Inc.

Walt Disney Company

Wells Fargo & Company

Totals

Total projects
implemented (to
be implemented,

commenced, or fully
implemented)

13
31
45
145
1500
539
532

338
75

120
7435
10
10

30,526

Total annual
estimated mtCO,e
savings*

1,031,804
115,150
4,641
14,800
300,000
142,997
88,000
12,238
356,599
130,000
2,819,770
111,000
810,820
75,440
50,579
165,000
430,300
1,506,000
958
118,977

58,300,268

AGLUET
$ savings*

$ 425,000
Not disclosed
867,474
1,125,000
120,000,000
10,025,243
1,007,600
1,910,000
31,661,892
6,600,000
2,250,000
11,000,000
103,943,579
15,613,592
681,000
200,384,000
16,854,646
71,200,000
95,000
18,357,559

P P P PP P P P AP P P B AP P A B P

1,097,326,563

Table 5: Pay back comparison by period and integrated financial-climate returns

Total annual

estimated

mtCO.e
savings*

Annual $

CEV

Annual mtCO.e
savings per

project

Published pay back

range for reported
projects*®

0-10
0-10
0-3
0-3
0-3
0-10
0-10
0-25
0-25
0-10
0-10
0-10
Not disclosed
0-10
0-10
0-10
0-3
0-10
0-10
0-3

Annual dollar

Annual dollar

Payback .
. . Total projects
periods Companies .
implemented
reported
0-1 2 20
0-3 18 10,745
0-10 24 19,496
0-15 2 11
0-25 5 230
Not Disclosed 2 NA
All ranges 53 30,526

151,290
4,302,006
8,642,819

40,674,461
2,664,971
NA

58,300,268

$ 2,487,619
$ 320,219,823
$ 465,156,723
Not disclosed

$ 205,518,819
NA

$ 1,097,326,563

7,565

400

443

Not disclosed
11,587

NA

1,910

savings per saving per
ro'gctpl mtCO,e not
proj emitted*
$ 124,381 $16
$ 29,802 | $74
$ 23,859 $54

Not disclosed

Not disclosed

$ 893,560 $77
NA | NA
$ 35,947 | $18.82

*Note: The figures reported here are estimates because: 1) they are self-reported and not subject to external third-party periodic
verification, or 2) results are strategically under-reported, or 3) the data is only partially disclosed.
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Table 6: Integrated financial-climate returns by sector

Total annual

Annual mtCO_e

. Total projects estimated Annual $ .
Companies Sectors . R savings per
implemented mtCOe savings +
L2 project
savings

6 _Consumer 1,662 1,094,978 | $ 94,840,950 659
Discretionary

7 Consumer Staples 9,542 5,096,040 | $ 216,182,600 534

4 Energy 21 8,248,334 | $ 21,244,310 392,778

9 Financial 4,417 544,734 | $ 42,193,389 123

7 Health Care 996 362,322 | $ 24,327,721 364

8 Industrials 3,125 3,229,089 | $§ 347,567,788 1,033

8 Information 3,036 38,097,546 | $ 260,973,546 12,549
Technology

1 Materials 31 313,143 Not Disclosed Not Disclosed

3| Telecommunication 7,696 1,314,082 | $ 89,996,538 171
Services

Annual dollar
savings per
project®

$ 57,064

$ 22,656
$ 1,011,634
$ 9,552
$ 24,425
$ 111,222

$ 85,950
Not Disclosed

$ 11,694

Annual
dollar saved
per mtCO_e
not emitted*

87

42

7
67
108

P hH PP L H |

Not
Disclosed

$ 68

*Note: The figures reported here are estimates because: 1) they are self-reported and not subject to external third-party periodic

verification, or 2) results are strategically under-reported, or 3) the data is only partially disclosed.
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About the Organizations

World Wildlife Fund (WWF) is one of the world’s leading conservation
organizations, working in 100 countries for over half a century. With the
support of almost 5 million members worldwide, WWF is dedicated to
delivering science-based solutions to preserve the diversity and abundance
of life on Earth, halt the degradation of the environment and combat climate
change. For more information, visit www.worldwildlife.org.

Ceres is an advocate for sustainability leadership. It mobilizes a powerful
coalition of investors, companies, and public interest groups to accelerate
and expand the adoption of sustainable business practices and solutions to
build a healthy global economy. Ceres also directs the Investor Network on
Climate Risk (INCR), a network of 100 institutional investors with collective
assets totaling more than $10 trillion. For more information, visit
www.ceres.org and www.incr.com.

Calvert Investments is an investment management company serving
institutional investors, retirement plans, financial intermediaries, and their
clients. Many of Calvert’s investment strategies feature integrated corporate
sustainability and responsibility research. Founded in 1976 and based in
Bethesda, Maryland, Calvert Investments managed assets of more than $11.9
billion as of November 13, 2012. For more information, visit
www.calvert.com.

David Gardiner and Associates is a strategic advisor to organizations
seeking a sustainable future. We are focused on climate change, clean
energy, and sustainability. Our clients are non-profits, corporations, and
trade associations. Our non-profit clients include advocacy organizations and
foundations, while our corporate clients include clean energy companies and
companies committed to sustainability. We help our clients develop their
strategies, conduct research and analysis, and improve their communications
through our writing expertise, partnership building, and advocacy. Our team
integrates decades of practical experience across business sectors with diverse
subject expertise resulting in highly-tailored products or deliverables meeting
the specific needs of each client. For more information, visit
www.dgardiner.com.












