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  When we try to pick out anything by itself, we find it hitched to every-
thing else in the Universe.  1   

 —John Muir  

  Until 2009, one of the world’s largest producers of tissues and 
 toilet paper sourced fibers from trees that were clear-cut from Canada’s 
boreal forest. Destruction to these forests threatened the region, which is 
home to nearly a million aboriginal peoples, as well as the woodland caribou, 
lynx, grizzly bears, wolverine, and one billion migratory birds.  2   The boreal 
is also the largest storehouse of terrestrial carbon on Earth, so deforestation 
in this area undermines its impact in reversing up to 20 percent of global 
greenhouse gas emissions–more than all the cars, trucks, planes, boats, and 
trains in the world combined.  3   

 Clean air, water, timber, and arable land are essential for human suste-
nance; without them, we’d all perish. Yet, already 780 million people lack 
access to clean drinking water, women spend 200 million hours a day collect-
ing water, and 3.4 million people die annually from water-related diseases.  4   
With flooding, droughts, natural disasters caused by climate change, and 
increasing demands for food and potable water resulting from population 
growth from 7 billion today to 9 billion by 2043,  5   the challenges will only 
worsen. 

 The growing population, coupled with the increasing consumer demand 
from developed and developing nations,  6   is accelerating the stress on Earth’s 
ecosystems. The growth in consumer demand is described in a January 2013 
report by the World Economic Forum’s Sustainable Consumption Initiative, 
prepared in collaboration with Accenture, a management consulting, technol-
ogy services, and outsourcing company.  7   According to the report, “3 billion 
consumers are expected to enter the middle class by 2050, the vast majority 
of them from developing markets. These emerging middle class consumers 
want a lifestyle like today’s western lifestyles, one characterized by conspicu-
ous consumption and intense resource use. With a global population already 
consuming resources equivalent to more than 1.5 Earths annually, we cannot 
continue on this path.” 

 In “Conservation by Design: A Strategic Framework for Mission Success,”  8   
The Nature Conservancy (the Conservancy) reveals the threats of continuing 
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to ignore the value of nature. The Conservancy describes the shrinking 
opportunities for people to support themselves through sustainable environ-
ments when there are “fewer fish to catch, less available clean water, more soil 
erosion and a growing potential for conflict as people compete to have and 
control these increasingly limited resources.” 

 Planet Earth is on the wrong course. An expanding consumer popula-
tion has demonstrated a growing appetite for goods and products, using 
natural resources in increasing amounts. Moreover, too many companies 
have exploited and managed resources irresponsibly, degrading and deplet-
ing the world’s water, forests, and soil. Unfortunately, governments, which 
are entrusted to protect the interests of the people, have not succeeded in 
addressing the challenges of the world’s ecosystems. 

 Yet, a better future is possible. The Conservancy shows what is possible 
as well as the path forward. The Conservancy envisions a world where “for-
ests, grasslands, deserts, rivers and oceans are healthy; where the connec-
tion between natural systems and the quality of human life is valued; and 
where the places that sustain all life endure for future generations.”  9   The 
Conservancy collaborates with businesses, other NGOs, and governments to 
preserve “healthy ecosystems that support people—their health, their liveli-
hoods, their futures—and host the diversity of life on Earth.” 

 Market forces present the most powerful force to save our planet and all 
living things. In fact, many businesses are reversing their past practices of 
harming the environment, and some are now taking affirmative steps to 
achieve compelling results in advancing the Earth toward the Conservancy’s 
vision. Customers, employees, and investors are proving to be the necessary 
drivers. This chapter will show how twenty-first century companies have the 
resources, global reach, and self-interest to be the leading force in ameliorat-
ing the ecosystem.  

  The Rapid Deterioration of the World’s Ecosystems 
under the Watch of Governments 

 Earth is facing an environmental crisis that threatens lives, jobs, and global 
security. According to the Millennium Ecosystems Assessment Conditions 
and Trends Working Group,  10   “over the past 50 years, humans have 
changed ecosystems more rapidly and extensively than in any comparable 
period of time in human history, largely to meet rapidly growing demands 
for food, fresh water, timber, fiber and fuel. This has resulted in a substan-
tial and largely irreversible loss in the diversity of life on Earth. In addition, 
approximately 60 percent (15 out of 24) of the ecosystem services it exam-
ined are being degraded or used unsustainably, including fresh water, capture 
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fisheries, air and water purification, and the regulation of regional and local 
climate, natural hazards, and pests.” 

 Drought is already driving mass numbers of farmers from their lands to 
the cities, where there are insufficient jobs and infrastructure and a lack of 
government response, which—in countries like Syria—can ultimately lead 
to hunger, frustration, and civil war.  11   

 As shown in the chapter on climate change and energy, a special report 
by the Council on Foreign Relations,  12   brings attention to the destabiliz-
ing affects of storms, droughts, and floods. The threat arises from damage 
caused domestically from extreme weather, in addition to the disruption of 
“US interests in strategically important countries.”  13   

 Governments have attempted to respond to these environmental chal-
lenges. Most often, these approaches have taken the form of global sum-
mits and compacts between nations, reflecting the fact that environmental 
threats know no borders. In the summer of 2012, the Rio+20 United Nations 
Conference on Sustainable Development,  14   also known as Earth Summit 
2012, provided an opportunity for 193 United Nations member states—
including 57 heads of state and 31 heads of government, private sector com-
panies, NGOs, and other groups to plan for a sustainable future. Rio�20 
was the successor to the first Earth Summit of 1992 and 2002’s Climate 
Change Convention in Kyoto. 

 Rio+20 focused on building “a green economy in the context of sustain-
able development in poverty eradication” and creating a framework for 
sustainable development. The outcome of Rio+20 was a nonbinding docu-
ment, “The Future We Want,”  15   that also supports the development of the 
Sustainable Development Goals (SDGs). The SDGs, which include mea-
surable goals for global sustainable development, are designed to follow up 
on the Millennium Development Goals (MDGs). The eight Millennium 
Development Goals (MDGs), adopted by all 193 UN member states, range 
from halving extreme poverty rates to halting the spread of HIV/AIDS to 
providing universal primary education by the target date of 2015. The MDGs 
form a blueprint to galvanize unprecedented efforts to meet the needs of the 
world’s poorest.  16   

 While the goals are laudable and some have been achieved or are on track, 
some policy experts have raised environmental concerns. “Whether in Davos 
or almost anywhere else that leaders are discussing the world’s problems, they 
are missing by far the biggest issue: the rapidly deteriorating global environ-
ment and its ability to support civilization,” according to Thomas E. Lovejoy, 
professor of science and public policy at George Mason University and bio-
diversity chairman at the H. John Heinz III Center for Science, Economics 
and the Environment.  17   Describing Rio+20 as “a failure of epic proportions,” 
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Kumi Naidoo, the executive director of Greenpeace International, referred to 
the final negotiated statement as “the longest suicide note in history.”  18   

 In the June 7, 2012 issue of the journal  Nature ,  19   leading  scientists—biologists 
ecologists, complex-systems theoreticians, geologists, and paleontologists 
from the United States, Canada, South America, and Europe—predicted 
that population growth, ecosystem destruction, and climate change could 
continue to move Earth toward an irreversible change in the biosphere, a 
planet-wide tipping point that would have perilous consequences. “It really 
will be a new world, biologically, at that point,” cautioned Anthony Barnosky, 
lead author of the  Nature  article, and professor of integrative biology at the 
University of California, Berkeley. “The data suggests ( sic ) that there will be 
a reduction in biodiversity and severe impacts on much of what we depend 
on to sustain our quality of life, including, for example, fisheries, agriculture, 
forest products and clean water.” 

 Co-author Elizabeth Hadly of Stanford University reported that she “just 
returned from a trip to the high Himalayas in Nepal, where I witnessed 
families fighting each other with machetes for wood—wood that they would 
burn to cook their food in one evening. In places where governments are 
lacking basic infrastructure, people fend for themselves, and biodiversity suf-
fers. We desperately need global leadership for planet Earth.” 

 To make matters worse, due to economic challenges, government is slash-
ing its key role of sponsoring scientific research necessary to address the envi-
ronment. Stephanie Kirchgaessner wrote in the  Financial Times  that “while 
lawmakers have focused on belt tightening as a response to concerns about 
the nation’s long-term fiscal health, government investment in almost all 
areas of research is under threat.”  20   

 Governments face a variety of challenges in attempting to restore and 
protect the world’s ecosystems. First, governments represent nation-states 
with clearly defined borders; officials are accountable to their constituents 
who often focus on immediate and parochial interests. Second, governments 
have an array of stakeholders to manage and many issues to balance. When 
people are out of jobs, concerns about protecting ecosystems can seem to 
the voting public as conflicting with what appear to be more immediate 
needs. Third, government leaders are usually not in office long enough to 
establish and implement long-term visions and strategies, while ecosystem 
planning requires longer-term thinking and investments. Finally, many gov-
ernments are composed of coalitions of parties with a variety of interests and 
constituents. 

 If governments have a mandate that is too short-term and parochial to 
protect ecosystems in a meaningful way, then perhaps corporations spanning 
borders, driven by market interests, can achieve the promised land.  
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  Companies Are Pioneering Advances in Conservation 

 A number of companies are paving the way forward by creating solutions 
to conserve water, forests, and arable land. They are stepping in front of the 
crowd as innovators and global problem-solvers to distinguish themselves in 
the marketplace among customers, employees, and investors. These compa-
nies are on a trajectory to build a better world, while burnishing their brands 
and increasing shareholder value. 

 Four corporations have been chosen for discussion in this chapter because 
of their leadership and innovation in developing environmentally friendly 
solutions for the manufacture of their products and their services to cus-
tomers. As these case studies demonstrate, company efforts are enabled and 
leveraged by powerful collaborations with NGOs/nonprofits and by healthy 
interaction with governmental actors. 

 Ecolab, with a 90-year history of helping hospitals, hotels, and food 
services to find new solutions that address cleanliness, health, and safety, 
recently merged with Nalco, a company known for helping its heavy industry 
clients to be more sustainable. The merged company is creating a new model 
and brand, integrating sustainable solutions among all of its services. 

 Kimberly-Clark (K-C), the company noted in the opening of this chapter 
for its use of wood derived from the boreal forest, is an excellent example 
because of their bold shift in 2009. After tussling with Greenpeace for four 
years over the sourcing of their fibers, K-C transformed from a position of 
resistance and opacity to become a leader in sustainability, transparency, and 
accountability through a partnership with Greenpeace and other NGOs. 
Additionally, K-C enhanced its advisory board to involve stakeholder exper-
tise that is a model for its high level of engagement. 

 The Dow Chemical Company’s collaboration with The Nature Conser-
vancy is proving effective in reducing risks and costs, enhancing the brand, 
and fueling growth. Not only is the work piloted through a business-NGO 
relationship that is transformative to Dow in valuing nature with metrics for 
their own corporate decision-making, but the methodologies they developed 
will soon be adopted by 24 additional companies. 

 Finally, as discussed in the chapter on climate change and energy, Unilever 
is at the forefront in tying sustainability and responsibility with human wel-
fare and the environment. At Davos 2013, Unilever chairman and CEO Paul 
Polman declared, “We have a very bizarre situation in the world right now 
where 890 million people go to bed hungry, not knowing if they will wake 
up the next day. And yet we waste about 30 to 40 percent of the food as if it 
doesn’t matter. Businesses understand that any system where too many people 
are excluded or left behind is not a system that is in equilibrium.”  21    
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  Ecolab’s Work in Conservation Is Grounded in 
the Company’s Origins 

 With the purpose of making the world cleaner, safer, and healthier, Ecolab 
has four lines of business: clean water, safe food, abundant energy, and healthy 
environments. Following the merger of Ecolab with Nalco in December 2011, 
the company has 40,000 employees in 171 countries, 5,300 patents, and 
$11 billion in annual sales.  22   Their customers include many of the world’s 
largest companies, such as Pepsico and Marriott, whose products and services 
range from food service, retail, hospitality, health care, commercial laundries, 
and food and beverage processing, to heavier industries such as oil, gas, and 
chemicals, pulp and paper, metals, mining, and mineral processing.  23   

 Ecolab is particularly suited to advance the vision of healthy ecosystems 
that support people for three reasons. First, the company’s “Total Impact” 
approach to products and services is “designed to increase efficiency, mini-
mize the use of natural resources, and improve safety from sourcing to man-
ufacturing to use and through disposal.”  24   Second, the company’s values 
derive from its founding in 1923, when a traveling salesman imagined and 
established a company that would create and sell a better soap for hotel guest 
rooms and kitchens. Third, the company’s science-based approach involves 
1,300 scientists around the world who study germs that can make people 
sick, learn about water, and develop innovations that leverage chemistry, 
equipment, packaging, and dispensing. Ecolab’s 22,500 field experts work 
with customers on-site. 

 So while most companies can, at best, only improve their own footprint, 
Ecolab has an exponential impact by leveraging its expertise to help its cus-
tomers reduce their use of natural resources. For example, Ecolab reports 
that in 2010, the company made it possible for its customers to save more 
than 368 billion liters of water worldwide with Ecolab’s patented systems, up 
to 40 percent of a typical customer’s water consumption through the use of 
another of their innovations, and up to 50 percent of water use by restaurant 
customers with their patented dish machine.  25   

 Ecolab also reports making it possible for companies to save energy, sharing 
these examples from 2011: helping Marriott to save 17.6 million kWh of energy 
in 2011, helping one NV Energy station reduce coal consumption by 87,000 
tons, and helping one NV Energy station to save $3.5 million in fuel.  26   

 Ecolab’s NGO partners include Water for People and the World Wildlife 
Fund (WWF), as described by Emilio Tenuta, vice president of Corporate 
Sustainability.  27   In the summer of 2012, Ecolab announced a two-year 
commitment to WWF to support the organization’s Alliance for Water 
Stewardship (AWS) in establishing a global water standard and third-party 
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verification system. Ecolab provides the WWF with financial and technical 
support to field test the draft AWS standard. Additionally, Ecolab helps to 
build market awareness of the need for an international water standard to 
address water challenges. 

 AWS was formed in 2009 with a belief in collective action to “promote 
responsible use of freshwater that is socially and economically beneficial as 
well as environmentally sustainable . . . Socially beneficial water use recog-
nizes basic human needs and ensures long-term benefits (including economic 
benefits) for local people and society at large.”  28   

 AWS includes representation by the following organizations: The Nature 
Conservancy, Pacific Institute, Water Stewardship Australia, World Wildlife 
Fund, Water Witness International, Water Environment Federation, European 
Water Partnership, International Water Management Institute, UN Global 
Compact’s CEO Water Mandate, and Carbon Disclosure Project.  29   

 Investors are a key driver for Ecolab’s forward progress. Bill Gates is one of 
the company’s largest shareholders.  30   Ecolab considers itself well-positioned 
in the marketplace in the face of megatrends, such as the increasing world 
population, an aging demographic that is also living longer, and mutating 
and more resistant strains of infections.  31   

 Ecolab has made sustainability its business by creating solutions that address 
the scarcity of natural resources that confront their commercial and industrial 
customers. In doing so, Ecolab adds to their own bottom line and their cus-
tomers’ bottom lines, while helping to preserve the world’s ecosystems.  

  Kimberly-Clark to Greenpeace: “You made 
us a better company” 

 From 2003 until 2009, Kimberly-Clark was an “evil empire” to 
Greenpeace—an independent organization that uses protest and creative 
communication to expose global environmental problems and to promote 
solutions that advance a sustainable future.  32   Beginning in 2004, Greenpeace 
launched Kleercut, a now legendary campaign against K-C’s use of fibers 
derived from Canada’s boreal forest. Earlier rounds of talks between K-C and 
Greenpeace were unsuccessful until a breakthrough in 2009.  33   

 K-C is a publicly traded company listed on the New York Stock Exchange 
with sales of $21.1 billion in 2012. The company is headquartered in Irving, 
Texas and has 58,340 full-time employees with sales in more than 175 coun-
tries.  34   Its products are marketed under brands such as Kleenex, Huggies, 
Kotex, and Depend. 

 This story has a good result, for K-C and for the world. Today, only a few 
short years after the standoff with Greenpeace, K-C’s chairman and CEO, 
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Tom Falk, stated that “our business success entails providing people with the 
essentials for a better life while conserving the natural resources on which 
we all depend.” Falk’s letter in the company’s 2011 Sustainability Report 
proudly announces that K-C “became the first US branded consumer tissue 
maker to offer tissue products certified by the Forest Stewardship Council 
(FSC) to North American consumers, while Kimberly-Clark Professional 
expanded its FSC certification to more than 95 percent of its tissue and towel 
lines in North America.”  35   The company expanded FSC certification on tis-
sue products in additional countries as well as attaining other achievements 
and creating initiatives in water conservation and replenishment. 

 Richard Brooks, who planned and launched Greenpeace Canada’s Boreal 
Forest Campaign beginning in 2003, and who has coordinated and directed 
Greenpeace Canada’s forest campaign since 2006, attests to K-C’s transfor-
mation to a sustainability leader. “Kimberly Clark has gone from sourcing 
very little sustainable pulp to majority. That’s revolutionary for a company 
of this size to make such a major change,” said Brooks.  36   “They’re producing 
millions of tons of tissue. This is unique.” 

 Scott Paul was director of the US Greenpeace campaign in 2005, when 
the group decided to combine forces with the Canada campaign against K-C. 
Paul explained how a company is targeted.  37   Greenpeace works their way 
backwards, starting with a forest whose valuable ecosystem is under threat by 
forestry companies that are logging. It then researches the chain of custody 
to the branded companies that are buying from the destructive operators. 
Upon discovering that K-C was sourcing fibers from trees that were clear-
cut from Canada’s boreal forest, Greenpeace appealed to K-C to stop buying 
pulp from the logging company in Canada. 

 Paul elaborated that every negotiation is based on three central tenets: 
“First, (there is) an examination of fiber that is purchased. Greenpeace sup-
ports the Forest Stewardship Council (FSC) and encourages companies to 
purchase FSC-certified fibers. Second, companies must examine their supply 
chain and establish policies for which areas they will not source from. These 
are the so-called “threatened” or “endangered” forest regions or areas with 
particularly important biodiversity, habitat, or carbon value, or regions with 
important spiritual or cultural value. Here, we talk about mapping, land 
use planning, and stakeholder relations. Third, the company is expected to 
examine how it can reduce its fiber needs overall through greater efficien-
cies, recycling, or the use of alternative fibers like bamboo. Every corporate 
negotiation regarding forests is different, but they all come down to those 
three issues.”  38   

 The first phase of Greenpeace’s campaign against K-C lasted from 2004–
2007. This period was followed by a highly structured series of two-day 
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meetings spanning several weeks with attorneys and policy experts from both 
sides. The third such meeting broke down and ended so badly that Paul said 
that Greenpeace “doubled-down” on the campaign for the next two years.  39   

 In 2009, K-C chairman and CEO Tom Falk designated Drew Barfoot, 
a highly experienced and trusted executive, to negotiate one-on-one with 
Scott Paul as the exclusive point-of-contact for all intensive discussions. 
After Barfoot’s retirement mid-year, the negotiations with Scott Paul were 
completed by Suhas Apte, another highly experienced and trusted executive 
of the company. The negotiations resulted in a notable press conference in 
Washington, D.C. announcing K-C’s new commitments to sustainable for-
estry. From the time of that agreement forward, K-C embarked on the com-
mitment to using 100 percent credibly certified fiber with strong preference 
to FSC certified fiber. 

 “That transformation was pretty significant from who that company was 
to who they became,” said Paul. “Now Greenpeace and K-C get together 
every four to five months to review the goals to see where they are. One thing 
I admired about K-C: If K-C writes it down, they are really, really serious.” 

 Paul recalled K-C executive Robert Abernathy slapping him on the 
back at one meeting and saying to him, “Greenpeace made K-C a better 
 company . . . you can quote me on that.”  40   

 Paul also recalled giving a speech to employees several months after the 
agreement was finalized. He received a standing ovation. “I’ve heard that this 
is good for recruitment, retention, and morale,” he added. 

 Suhas Apte followed Barfoot in leading the company’s sustainability 
effort. He served as vice president of Global Sustainability from September 
2009 until he retired in August 2012. Apte continues to serve today on the 
company’s Sustainability Advisory Board which advises the company’s global 
strategic leadership team and sustainability staff.  41   

 Brooks, with Greenpeace Canada, elaborated on the very significant 
employee aspect of the campaign. “Throughout the five years, we were com-
municating with staff in factories via email, keeping them apprised of the 
campaign. People want to work at a company that they feel proud about,” 
Brooks explained.  42   As a result, many employees were making individual 
financial contributions to Greenpeace, which depends almost entirely 
on private donations. Additionally, between 2004–2009 when there were 
no  official conversations between K-C and Greenpeace, employees would 
encourage Greenpeace, revealing that they were seeing movement in the 
company’s position internally. 

 Furthermore, by engaging employees in the conversation, Brooks reported 
that there were two positive outcomes in 2009 when the company finally 
agreed to change its policy to source sustainable pulp. First, he said, morale 
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jumped. Employees saw their employer as a leader. Second, employees ran 
with the change. They felt empowered by the company’s decision, and this 
helped K-C to make the transformation. 

 The legacy of the new directions of 2009 remains strong at K-C today. 
Sustainability has a central role in the company’s strategic, financial, and 
operational plans.  43   In his letter at the opening of K-C’s 2011 Sustainability 
Report, Apte described the company’s Sustainability 2015 strategy and five-
year goals under three pillars: People, Planet, Products. “In addition to our 
Sustainability 2015 goals, we have identified four focus areas in which we 
believe we can take an industry-leading role,” Apte wrote. “These areas 
include forest conservation, access to water and sanitation in communities, 
responsible solutions for postconsumer waste, and providing access to essen-
tials for a better life through our global social giving programs developed in 
partnership with our brands’ health and hygiene products.”  44   

 Moreover, K-C has not just shifted its sustainability goals; the company is 
now transparent and accountable in reporting those goals, indicating exactly 
where they succeed and fall short. Additionally, K-C further enhanced its 
Sustainability Advisory Board (SAB) in order to take full advantage of its 
access to expertise on trends and best practices on sustainability. The SAB 
is composed of thought leaders and experts with a variety of perspectives 
worldwide, including finance, design, governance, and sustainability.  45   

 The Greenpeace campaign demonstrates the importance of brand and 
reputation as drivers of K-C’s sustainability strategy. Additionally, as the 
company expanded its sustainability strategy, it recognized greater values to 
the sustainability elements of risk-mitigation, energy efficiency savings, and 
business opportunities through innovation, particularly in emerging mar-
kets. When asked about the competitive advantages from the company’s sus-
tainability efforts, chairman and CEO Tom Falk cited “tens of millions of 
dollars in savings.”  46   He also noted customer advantages “where we’re selling 
products to our B2B customers as well as our consumer customers.” Falk also 
spoke of gaining a recruiting advantage. 

 On the investor side, Falk commented in “We Learned How to Listen 
Better,” published in the MIT Sloan Management Review, that “I’m starting 
to get questions from investors. On a recent investor relations trip, I spoke 
with one of our large longtime shareholders, and for whatever reason that 
day, all we talked about was sustainability.”  47   

 The K-C story illustrates many lessons: it’s never too late for companies 
to adopt sustainability strategies, regardless of past opposition and even 
conflict; sustainability adds to the bottom line, in spite of previously held 
assumptions; and NGOs/nonprofits can become mutually beneficial part-
ners, which will ultimately improve the world.  
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  Dow and The Nature Conservancy Break 
New Ground in Valuing Nature 

 Andrew Liveris began to transform The Dow Chemical Company when he 
became the CEO in 2004. With the acquisition of Rohm and Haas, a spe-
cialty chemical company in 2009, Dow was positioned to provide a more 
comprehensive mix of products to its customers in value-added chemicals, 
plastics, and materials. With chemistry enabling more than 96 percent of 
manufactured products, Dow sought to create new technologies and solu-
tions for world challenges, focusing in particular on “alternative energy, 
water purification, crop productivity, building efficiency, and many more 
solutions that improved lives while protecting the planet.”  48   

 Under Liveris’ leadership, Dow shifted to become a more transparent and 
accountable company with a strategy oriented around sustainability. Aligned 
with these interests, Dow partnered with The Nature Conservancy (the 
Conservancy), a global NGO, to develop a tool to enable their own company 
as well as others to measure the impact of their actions on nature and sur-
rounding communities. The tool was designed to provide the data for com-
panies to make decisions to better mitigate risk, improve their bottom lines, 
benefit communities, and help preserve the ecosystem.  49   

 In early 2011, Dow and the Conservancy began their collaboration to 
create a methodology to measure the value of nature to a company and a 
community in order to inform business decision-making and purposeful 
conservation outcomes. The first pilot project at Dow’s Texas operations 
focused on valuing ecosystems services such as air quality, water supply, and 
coastal hazard protection. The approach included defining business deci-
sions, projecting future scenarios, running biophysical models, assessing eco-
nomic values, and evaluating options and trade-offs.  50   

 “When our conservationists and Dow’s engineers had their first conversa-
tions, we were speaking in different languages,” recalled Mark Tercek, presi-
dent and CEO of The Nature Conservancy. “But today, we are all on the 
same page, talking about incorporating the value of nature into business 
goals, decisions, and strategies.”  51   

 By the time the 2012 Progress Report was issued by Dow and the 
Conservancy, the first pilot project had been completed in Dow’s Texas 
operations in Freeport, and the second project had been initiated in Santa 
Vitoria, Brazil. Moreover, Dow and the Conservancy had begun creating 
the Biodiversity and Ecosystem Services Trends and Conditions Assessment 
Tool (BESTCAT) for use by additional companies.  52   In fact, by June 2012, 
24 major companies representing $500 million in combined revenue 
announced commitments to incorporate ecosystems and biodiversity into 
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business strategy.  53   The companies included Alcoa, the Clorox Company, 
Coca-Cola, Dell, Dow Chemical, Duke Energy, Ecolab, Enterprise Rent-
A-Car, FEMSA, General Motors, Hanesbrands, Kimberly-Clark, Lockheed 
Martin, Marriott International, Nike, Patagonia, TD Bank, Unilever, The 
Walt Disney Company, Xerox, Weyerhaeuser, and others. With regard to 
businesses collaborating with NGOs, Tercek commented that “environmen-
talists should take full advantage of the opportunity that partnerships with 
forward-thinking companies provide.”  54   

 The 24 companies also launched a report called “The New Business 
Imperative: Valuing Natural Capital,”  55   published by the Corporate 
EcoForum,  56   a membership organization for large companies that demon-
strate a serious commitment to environment as a business strategy issue. The 
Corporate EcoForum report describes the business imperative to safeguard 
the natural goods and services on which the global economy depends: “Clean 
water and air, affordable raw materials and commodities, fertile soil to grow 
crops, abundant fish stocks, buffers to floods, droughts, fires and extreme 
weather, barriers to the spread of disease, and biological information to pro-
pel scientific and medical breakthroughs.” The report notes that “each year 
nature provides $72 trillion of ‘free’ goods and services essential to a well-
functioning global economy.” 

 “The New Business Imperative: Valuing Natural Capital”  57   also explains 
the four benefits of “prioritizing ecosystems within business strategy: 
(1)  cutting costs, (2) reducing risks, (3) enhancing brand and reputation, and 
(4) growing revenues.” 

 The article continues with recommendations as to how companies can 
capture these opportunities: “(1) Assess your company’s impacts and depen-
dencies on ecosystems, (2) put a price on nature’s value, (3) optimize resource 
use to minimize environmental degradation, (4) invest strategically in con-
servation and restoration, (5) engage your value chain to bring solutions to 
scale, (6) innovate in materials, processes and products, (7) build natural 
instead of man-made infrastructure, (8) leverage new natural capital markets 
and investment tools, and (9) join forces.”  58   

 “For its part, Dow has embedded sustainability and transparency within 
the company’s culture,” explained Neil Hawkins, vice president of Global 
Environment, Health & Safety (EHS) and Sustainability at Dow. The sus-
tainability team for which he is responsible convenes to ensure that environ-
mental, health, and safety standards and expectations of management are 
being implemented in every business unit. Additionally, Hawkins has prod-
uct sustainability leaders in every business unit, supporting them in life-cycle 
analysis work in value chain and EHS implementation. “If you’re a chemicals 
and materials company, you want risks managed well,” Hawkins said.  59   
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 Hawkins is responsible to the Environmental, Health, Safety and 
Technology Committee of the Board of Directors. Additionally, he works 
with the Sustainability External Advisory Committee (SEAC), first launched 
in 1992. The SEAC is composed of leaders from around the world who have 
expertise in corporate social responsibility and the environment. The role of 
the SEAC is to provide advice, not oversight, and not to endorse; SEAC offers 
guidance to Dow executives about where they are not doing as well as they 
can, and lets them know where the opportunities are. 

 Dow’s collaboration with the Conservancy is not only a value for the com-
pany but for many others who are also valuing nature for the benefit of their 
businesses and a better world.  

  Unilever: Living the Good Life 

 No chapter on ecosystems is complete without a discussion of Unilever and 
its innovation and leadership in sustainability.  Chapter two , which addresses 
 climate change and energy, provides a more comprehensive description of 
Unilever and their sustainability strategy. The company’s Sustainable Living 
Plan, launched in November 2010, commits to three outcomes by 2020: “To help 
more than one billion people take action to improve their health and well-being; 
to halve the environmental footprint of the making and use of our products; 
and, to source 100 percent of our agricultural raw materials sustainably.”  60   

 Unilever makes the business case for integrating sustainability into its 
brands by recognizing that sustainability appeals to consumers and retailers, 
fuels innovation, helps develop new markets in developing countries, saves 
money for the company and its customers, and inspires employees and pro-
spective employees.  61   

 Unilever’s strategy for protecting ecosystems includes goals for reducing 
the use of water in manufacturing and agriculture, as well as in the habits 
of consumers of the company’s personal care products. The company claims 
significant progress in reducing the use of water in manufacturing and agri-
culture, yet consumers’ use of water appears to be a more elusive goal. The 
company seeks to cut consumers’ water use in half by 2020.  62   To this end, 
they work on “The Five Levers for Change” to inspire sustainable living: 
Make it understood, make it easy, make it desirable, make it rewarding, make 
it a habit. Unilever uses this approach to encourage customers to change their 
behavior and reduce their use of water.  63   

 Half of Unilever’s raw materials derive from forests and farms, so sus-
tainable sourcing is important to the company. Unilever commits to source 
100 percent of its agricultural raw materials sustainably by 2020 and 
records being on track to that goal. Similarly, Unilever, in partnership with 
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governments, industry, and NGOs, has set a goal to increase recycling and 
recovery rates by 5 percent by 2015 and by 15 percent by 2020 in its largest 
market countries. To do so, Unilever will make it easier for customers to 
recycle packaging by using materials best aligned with treatment facilities in 
the various countries.  64   

 According to Chief Sustainability Officer Gail Klintworth of Unilever, 
the company’s business case for protecting ecosystems is multi-faceted. It 
includes risk mitigation with the scarcity of resources; a consumer base that 
is endangered due to flooding, droughts, hunger, and disease; cost manage-
ment; and the opportunity for growth by finding sustainable solutions to 
global challenges. Unilever’s sustainability mission and strategy is driven by 
consumers, employees, and investors.  65   

 Unilever explains that “there is a clear business case for Unilever to source 
its raw materials sustainably. By taking a long-term view we can ensure secu-
rity of supply, reduce costs and protect scarce resources.”  66   

 Protecting and restoring ecosystems is at the core of Unilever’s business 
strategy. Its products are designed and manufactured with sustainability in 
mind. Unilever’s success is dependent on their effectiveness in building a 
better world.  

  Spurring Government Interest in Preserving 
Global Ecosystems 

 Protecting the most exceptional ecosystems and habitats is vital to preserving 
most of life on Earth.  67   Consider the Amazon rainforest in Brazil, the forests 
and carbon-rich peatlands in Indonesia,  68   and the boreal forest in Canada. 
These are just a few of the natural resources owned by national governments. 
Yet, these governments have neglected their responsibilities. 

 According to Brooks at Greenpeace Canada, involving businesses in 
demanding changes from governments has been a highly effective approach. 
“Businesses care about their brands and their employees. And once they’re 
engaged, you have partners worth billions, and you have employees. Then 
you can go with companies to ask governments to protect forests.” 

 Brooks explained that “governments have to be forced to embrace the 
responsibility that they inherently have as owners of the forest.” As to the 
motivation for companies to advocate for government regulation of ecosys-
tems: “Companies want an even playing field,” he said. “They also want their 
supply chain operating under the same rules, and as much choice as possible 
among legitimate fiber suppliers.” 

 BSR (Business for Social Responsibility) is a global NGO that works with 
businesses to create a just and sustainable world. BSR’s study of “Global 
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Public Sector Trends in Ecosystem Services, 2009–2012,”  69   reveals five trends 
showing governments’ growing interest in ecosystem services. Ecosystem ser-
vices are defined as benefits that derive from the ecosystem and contribute 
to personal health, jobs, and safety. Ecosystem services include provisioning 
services—goods and products such as freshwater, wood, and fiber; regulat-
ing services—natural processes regulated by ecosystems, such as filtering 
water and control of the climate and disease; cultural services—nonmaterial 
 services such as spiritual, cultural, and recreational programs; and support-
ing services—maintainence of the other services, such as nutrient cycles and 
crop pollination.  70   

 These are the five trends as described by Sissel Waage at BSR:  71    

   1.     National governments around the world are exploring expansion of 
GDP measures to include natural capital, which would include ecosys-
tem services measurements.  

  2.     Public-sector exploration of ecosystem services valuation is on the rise.  
  3.     Governments around the world are showing interest in attracting 

investment in ecosystem services, such as through payments for ecosys-
tem services (PES) and eco-compensation mechanisms.  

  4.     Public sector-funded research on ecosystem services is proliferating.  
  5.     Engagement between the private and public sectors on ecosystem ser-

vices is limited but has grown each year.    

 Governments that are increasingly interested in measuring and managing 
environmental and social impacts of ecosystem services will need to learn 
about the advances made by the most innovative companies. Businesses will 
need to understand governments’ interests. Collaboration will be required in 
order for the sectors to move forward together in the best interests of commu-
nities and the world. NGOs like BSR play a vital role in helping to facilitate 
and advance the discussion and progress.  

  Customers, Employees, and Investors Driving 
Companies to Build a Better World 

 Biodiversity—the existence of a wide variety of ecosystems, animals, and 
plants—is essential to the planet’s health. Biodiversity safeguards vital 
resources such as clean air and water, as well as providing the raw materials 
for food, medicines, and industries that support life. Yet overexploitation 
and habitat destruction imperil our Earth and damage is often irrevers-
ible.  72   Already 85 percent of ocean fisheries are overexploited or depleted, 
threatening sources of food and jobs. Nearly one billion people lack access 
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to clean, safe drinking water, leading to poverty, disease, hunger, inequality, 
and instability. 

 “Environmental change is happening rapidly and exponentially. We are out 
of time . . . Ecosystem destruction is massive and accelerating. Institutional 
responsiveness seems lethargic to a reptilian degree,” according to Lovejoy at 
George Mason University.  73   

 There are a number of impediments to reversing this treacherous course. 
During these times of economic uncertainty, people too often mistake efforts 
to protect ecosystems as a threat to jobs. Moreover, while our better instincts 
are to safeguard the planet, the desire to consume abundantly and even to 
“have it all” appears to be human nature. Additionally, the vast emerging 
middle class in the developing world is also looking for its share of creature 
comforts after centuries of deprivation, if not oppression. Finally, the global 
nature of ecosystem challenges requires unprecedented cooperation between 
nation-states that often have diverging interests. 

 As shown in other chapters, there are cases where a leading NGO makes 
an example of a major brand that is causing harm. As with Greenpeace and 
Kimberly-Clark, the NGO can publicly challenge the company until it 
finally reverses course, embracing best environmental and social standards. 
Once the NGO sets an example within an industry, other companies will 
often follow the reformed company in adopting the new environmental and 
social practices. 

 With today’s digital media, it takes even less effort to raise consumer 
awareness of a company’s practices that harm the environment.  74   As a result, 
there is greater demand from companies for NGOs to collaborate to help 
businesses to adopt more environmentally positive approaches. This is lead-
ing some NGOs to shift from the role of activist protester to collaborator—
and for new NGOs to emerge as consultants and advisors—in order to help 
achieve the mission of a better world. 

 Many top company executives understand that success in addressing 
global challenges will only come through partnerships with NGOs. “Instead 
of schmoozing clients or doing deals, he [Paul Polman, chairman and CEO, 
Unilever] will be brainstorming with Greenpeace and Oxfam on food secu-
rity, persuading other business leaders to commit to sustainability programs, 
and hanging out with social entrepreneurs, according to a savvy observer at 
Davos 2013.”  75   

 Consumers expect companies to be serious about sustainability, and they 
want action and evidence, not just words. 80 percent of Americans don’t 
believe companies are addressing all of their environmental impacts, and 
only 44 percent trust companies’ green claims. Consumer skepticism can go 
straight to the company’s bottom line, since the 2012 Cone Green Gap Trend 
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Tracker says that “as many as 77 percent would be willing to boycott if mis-
led.”  76   When you read Cone’s conclusion that “American consumers expect 
companies to address the full environmental impact of a product’s lifecycle, 
from the impacts associated with manufacturing the product (90 percent), to 
using it (88 percent), to disposing of it (89 percent),” it is clear that Ecolab, 
Kimberly-Clark, Dow, and Unilever are on the right track in understanding 
the consumer market. 

 Globally, consumer trust in corporations has dropped as well. According to 
the Brand Asset Valuator, conducted by BAV Consulting, trust has declined 
by 50 percent since the financial crisis in Fall 2008.  77   Furthermore, BAV 
recommends that companies can distinguish themselves in the marketplace 
through socially responsible practices. Their results show that 63 percent of 
respondents, who are consumers in 18 countries, make it a point to buy from 
“companies whose values are similar to their own,” and 69 percent feel that 
“they and their friends can change corporate behavior by supporting compa-
nies who do the right thing.” BAV concludes that “brands from companies 
with a strong record of social responsibility have greater usage (�33 percent) 
and preference (�39 percent), as well as greater loyalty (�27 percent), among 
consumers worldwide representing 78 percent of global GDP.”  78   

 Investors, consumers, and employees are key players in a company’s 
increased focus on sustainability. Corporate leaders who seek to maximize 
long-term shareholder value recognize and promote the importance of the 
environment. “There’s . . . a strong correlation between financial perfor-
mance and performance on environmental and social issues—we’ve found 
there’s an 11 percent higher return from companies that demonstrate high 
environmental and social standards,” says William Bulmer, director for the 
Environment, Social, and Governance Department at the International 
Finance Corporation (IFC), the private sector arm of the World Bank.  79   
Smart investors see this connection as well.  80   

 Companies at the environmental forefront also have better workforces. 
Studies show that such companies attract and retain the best  employees, 
while enhancing their motivation to deliver higher productivity by as much 
as 16 percent. “Adopting green practices is . . . good for your employees and 
it’s good for your bottom line. Employees in such green firms are more 
motivated, receive more training, and benefit from better interpersonal rela-
tionships. The employees at green companies are therefore more produc-
tive than employees in more conventional firms,” according to Professor 
Magali Delmas of UCLA and Sanja Pekovic from France’s University Paris-
Dauphine, who published “Environmental Standards and Labor Productivity: 
Understanding the Mechanisms That Sustain Sustainability” in the  Journal 
of Organizational Behavior .  81   In fact, BAV reports that “70 percent of workers 
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in our survey (and 91 percent of millennials) said they ‘would work for less 
money at a company whose culture they believed in.’”  82   

 It will continue to be important to discern which companies are “green 
washing” as opposed to becoming more sustainable. Let’s apply the defini-
tion of sustainability from the first chapter—a sustainable company finds 
solutions to protect the environment and serve society while pursuing their 
profit motive, measures their impact, and provides the public with an annual 
sustainability report along with the company’s financial report. In order to 
assess a company’s sustainability, consider the NGOs with which the com-
pany consults to derive expertise, the level in the company where the NGOs 
have the relationship and the depth and quality of the engagements, the 
degree to which the CEO and board of directors seem engaged and aware 
of significant environmental and social impacts, the nature of stakeholder 
engagement on material issues, and the company’s transparency in reporting 
on its environmental and social impacts. For each of the companies described 
in this chapter—Ecolab, Kimberly-Clark, Dow, and Unilever, the standard 
of being a sustainable company seems to be met.  

  Achieving the Vision 

 The Nature Conservancy describes a better world where “forests, grasslands, 
deserts, rivers and oceans are healthy; where the connection between natural 
systems and the quality of human life is valued; and where the places that 
sustain all life endure for future generations.”  83   Some global corporations are 
recognizing the imperative to achieve this mission and vision in order to build 
thriving businesses. They are transcending barriers to ecosystem protection 
by working with their customers, suppliers, and across national boundaries. 
Only companies have the resources, global reach, and self-interest to achieve 
what governments cannot.  
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