With greening more popular than ever and diverse
interests positioning themselves as environmentally
friendly, The Vandiver Group, Inc. and Pinnacle
Worldwide thought the time was right to capture

baseline data on the global status of sustainability

strategy. The following report provides insights into

who is leading strategy within organizations, strategy
drivers, and the desired outcomes from sustainability

strategies.

Copyright 2008 by The Vandiver Group, Inc. All Rights Reserved.

‘b Pinnacle Worldwide

GLOBAL SUSTAINABILITY STRATEGY

SURVEY RESULTS

FOR MORE INFORMATION ABOUT THE SURVEY RESULTS,
OR FOR HELP WITH YOUR SUSTAINABILITY STRATEGY AND
COMMUNICATIONS PROGRAMS, PLEASE CONTACT:

E-MAIL: HQ@pinnacleww.com
Toll-free from within US and Canada: 1-800-835-8828
International: +1-952-475-9000

101 Lake Street West, Suite 210, Wayzata, MN 55391

www.pinnacleww.com




‘b Pinnacle Worldwide
' - GLOBAL SUSTAINABILITY STRATEGY SURVEY RESULTS

=
Executive Summary:

With sustainability and fAgreeningo becoming increasi
world, The Vandiver Group, Inc. (TVG) and Pinnacle Worldwide (PWW) set out to determine exactly how

people are approaching sustainability within their organizations. Pinnacle Worldwide fielded a global

sustainability strategy online survey between April 15 and May 5, 2008. The survey sought to capture

baseline data on:

AStatus of sustainable development

AResourcing for sustainability programs

Mecision drivers of sustainability strategy

Mesired outcomes from sustainability strategies

Aviewpoints about potential for various agricultural technologies to meet future population needs

We wish to credit Dr. Stuart Hart, Samuel C. Johnson Chair in Sustainable Global Enterprise, Cornell
University, for inspiring this survey through his innovative strategy ideas in his 2005 book Capitalism at the
Crossroads: The Unlimited Business Opportunities 11

Survey Methodology:

The survey was distributed to executive leadership, public affairs, communications and environmental health
and safety leadership and conducted online. There were 337 responses from:

A Continents (Plus New Zealand)
A5 Countries
A0 Industries
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Key findings:

A Respondents were first asked if they had a sustainability strategy in place:
A 45% had an existing sustainability strategy
A 27% were developing a sustainability strategy
A 18% did not plan to have a sustainability strategy
A When asked why they had sustainability strategies in place, the three leading drivers were:
1. To have a competitive advantage,;
2. To be seen as leaders in sustainability; and
3. Public interest in the environment.
A Respondents saw the following opportunities associated with a sustainability strategy:
1. Reducing material and energy consumption;
2. Ensuring sustainable use of natural resources; and
3. Reducing pollution burdens.

A The least important opportunities were fostering new business relationships in developing economies, and
building the skills of the poor and dispossessed (somewhat important).

A CEOs were reported to be the primary drivers of sustainability decisions, with communications and public affairs
managers being the drivers almost never.

A More than 65% of companies do not have any dedicated sustainability staff. Of those with a dedicated staff,
nearly half have fewer than five employees working more than half of their job on sustainability.

A The highest-rated sustainability business strategy was to create a sustainability vision, which establishes a shared
roadmap for meeting unmet needs. Developing clean technologies was the least important driver of sustainability
business strategy.
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Key findings, Continued:

A When asked about information sources, respondents offered that empirical data in peer-reviewed journals
and marketing data conducted by an organization were the highest rated decision support sources. Blogs,

radio and TV were the lowest-r at ed dri vers, scoring bel ow fisomewhat
A About half of respondents (46%) perceived media coverage of environmental topics as accurate about half

the time, with 28% seeing reporting as fAmostly accur
l naccurateo or fAextremely inaccurate. o When asked
opinion about environmental and natural science topi
accuracy.

A Improving perceptions of the company was rated as more important than increasing revenue via
sustainability progr ams. However, revenue was stil]l

A Nearly half of companies surveyed had less than $50,000 allocated to sustainability-related
communications. Ten percent had more than $50,000 allocated, and 3% had more than $500,000 allocated.

AWhen asked about potenti al production methods for n

very little difference in current practices.
A Biotechnology just slightly out-ranked organic farming, but not by enough to be statistically
significant.
A However, both food production practices out-ranked conventional farming.
A Clearing forests and grasslands for food production, and ocean-caught fish, were seen as having
the least potential for success at providing future food needs for the planet.

A More than half of the respondents believe sustainability will become increasingly important.
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Conclusion:

TVG and PWW would like to thank all who participated. With surveys such as these, we can as
communicators better understand how the corporate world is thinking about sustainability and how we may
assist our clients in communicating within this unique business segment.

We believe the survey uncovered opportunities for innovative companies to take a different approach from the
mainstream focus on greening or pollution control. With most companies focused on pollution reduction or
increased efficiency of resource use, moving beyond greening 1 connecting environmental and social needs

more tightly with revenue opportunities -- is a chance for companies to differentiate themselves and create
value within an increasingly cluttered 6greend envir
beyond greening and innovate at the intersection of social needs, the environment and the bottom line.

We plan to repeat the survey next year and use the results again to measure change as sustainability strategy
continues to evolve within the business community.

About The Vandiver Group, Inc.

The Vandiver Group, Inc. is a full-service, award winning strategic communications firm helping clients
strategize, visualize, articulate and navigate communications issues by providing strategic counsel, reputation
and image management, services that support and further sustainability, social media and word of mouth
marketing, branding, market research, public relations, creative/graphics/web design and executive/employee
training. For more information, visit http://www.vandivergroup.com.

About Pinnacle Worldwide

Established in 1976 in the United States, Pinnacle Worldwide is one of the world's leading organizations of
independently owned public relations firms. Pinnacle Worldwide offers access to experienced local public
relations practitioners in Europe, North America, Latin America and the Asia Pacific region. For more
information, visit http://www.pinnacleww.com.
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WHO TOOK THE SURVEY

m CEO 38.6%

m Executive VP 15.89
1%

m Communications Manager 14.5¢

m Division Director 12.7%

m Public Affairs Manager or Director 12.3

w Board 4.8%

16%

= Environmental Health and Safety Officer 1.1

N =228
N = Number of respondents to question
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ANNUAL BUDGET

Number of Responses

Prefer not to disclose 38

$1 billion or more

|

$100 million to $1 billion _ 28

$500,000 to $1 Million _ 27

10 20 30 40 50 60 70 80 90 100

o

N = 306
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SUSTAINABILITY STRATEGY?

m Yes, we have a sustainability strateg
38.6%

m No, but we are developing a
sustainability strategy 27.0%

mb23 YR 6S R2Y!
sustainability strategy 18.0%

m52y Q0 1Y

m Yes, we are recognized as industry
leaders in sustainability strategy 6.19

N =311
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WHY NOT?

m We are not heavy users of natural resources
31.1%

m Management does not understand the need

4(%1\ 2%
24.4% |

5%
01 31%

m We do not impact the environment. 11.1¢ ey

m The topic is not important in our industry.
8.9%

0
m Our small efforts would not make enough 019 "
an impact to be worth our while. 6.7%

m Sustainability is a faglit will not last. 6.7%

We do not see any way to reduce 24%
environmental impact. 4.4%

We do not see any connection to the bottom
line. 4.4%

Too expensive to pursue given other budge
priorities. 2.2%
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SAMPLE COMMENTS ON WHY NOT

Mmong the many priorities we have... this one has not made it to the top of the list... we are
conscious about our environmental impact, but have not developed a formal plan as a
response. 0

NResources focused on clients, not on firm'
NAs a sole proprietor, | am able to make de
AJust haven't thought about 11t1.0

nNOt her strategies are taking priority, and
sustainability, not Just the fad. o

ANot sure how to pursue It.o0

~

nlt has not surfaced at the senior executiyv
workforce, in limited fashion, over the issue of company use of Styrofoam cups in the coffee
| ounges. 0
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STRATEGY DRIVERS-- IMPORTANCE

I
advantage 7.02

AAAAAA

Sustainability offers us a competiti

We want to be a leader in sustainabilii

Public interest in the environmen

Profit potential from new products and_ 6.3

services m Rating Average

Government regulations [N 6.1
Rating Scale:

Availability of natural resource: [N 5.97 L = Not Important
5 = Medium Importance
. 10 = High Importance
Suppliers/clients/customers are askin
: 5.85
us about it

N =184
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IMPORTANCE OF SUSTAINABILITY
OPPORTUNITIES AND STRATEGIES

Ensure sustainable use of natural resourc _ 6.78
Clean technology development, featuring ne_ 6.6
products or services :

Rating Scale:

Building the skills of the poor and dispossess _ 5.28 1 = Not Important
5 = Somewhat Important

Foster new villagéased business relationship_ 4.86

(in developing economies) :

m Rating Averag

10 = Extremely Important

N =183

Copyright 2008 The Vandiver Group, Inc.. All Rights Reserved.



— qu (b Pinnacle Worldwide

. GLOBAL SUSTAINABILITY STRATEGY SURVEY RESULTS
WHOOS DRI VI NG SUSTAI T

m CEO 42.4%

m Board 18.5%

m Other 12.0%

m Executive VP 10.99
M52y Qi Yy

m Division Director 6.0%

o = Environmental Health and Safety
18% Officer 1.6%

= Public Affairs Manager or Director
1.1%

Communications Manager 0.5¢

N =184
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DOES SUSTAINABILITY HAVE
DEDICATED STAFF?

140

120

100

80

60

m Response Coun

40

20

0

65.2% 34.8%
No Yes
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NUMBER OF SUSTAINABILITY STAFF

m1¢547.6%

48%

m6¢1017.5%
. m11¢5012.7%
m All Employees 11.19

17% m 101 7.9%

m51¢100 3.2%



Sustainability vision (Create a shar
roadmap for meeting unmet needs)

Pollution prevention (Minimizing wast

[

and emissions from operations) 6.2
Product stewardship (Integrate

stakeholder views into busines 6.5

processes)

Clean technology (Develop the
sustainable competencies of th
future)

6.49

6.3 6.4 6.5 6.

N =153
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.86

6.9

m Rating
Average

Rating Scale:

1 = Not Important
5 = Somewhat Important
10 = Extremely Important
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IMPORTANCE OF INFORMATION
SOURCES IN SHAPING RESPONSE

Rating Average

Empirical data in peer reviewed journa 5.94
Marketing research conducted by our organizati 5.85
Public opinion survey: 5/59

Policy recommendations from environment

- T
‘b Pinnacle Worldwide

groups 5.46
i m Rating Average
Newspaper articles I 5.22
i Rating Scale:
Internet News Reports [N 4.84
7 1 = Not Important
Television coveragt NN NN 474 5 = Somewhat Important
10 = Extremely Important

Radio reports or talk show: [N 2.34

Blogs H 371
N _ 153 I I I I
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" PERCEIVED MEDIA ACCURACY AND
COMPLETENESSI ENVIRO REPORTING

m Neutral (Right about 50% of the
time) 45.8%

7% 2% 1%

m Mostly accurate 28.8%

m Mostly inaccurate 15.0%

m Extremely inaccurate 7.29

m52y Q0 1Y

m Extremely accurate 0.79

N =153
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BASIS FOR MEDIA
ACCURACY PERCEPTIONS

7% m Personal opinion about environment:
[ and naturalscience topics 35.1%

26%

m Education about environmental and
naturalscience topics 31.8%

m Career experience with environment:
and natural sciences 26.5%

32%

m Empirical data in peereviewed
science journals 6.6%

N =151
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" ANNUAL BUDGET i
SUSTAINABILITY STRATEGIES AND
PROGRAMS

m $0 to $100,000 41.4¥

“* " B52y Qi 1y

41% m Prefer not to answer 13.8%

14% |
m $100,000 to $500,000 6.6¢
m $1 million to $5 million 3.9%

m $5 million or more 3.9%

i $500,000 to $1 million 3.3%
27



