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Research Introduction:

Purpose and Overview

 Gauge the trends of sustainability in largest 

corporations in America

 Follow-up to 2006 and 2009 studies 

 Assess how sustainability is being practiced in 

corporations - and what is behind it 

 Reveal opinions of top C-suite level executives 

on sustainability

 Explore the evolving role and function of the 

Corporate Sustainability Officer (CSO)



Survey Characteristics

 203 Respondents across 

corporate executive positions

 All firms with revenues greater 

than $250 million

 Wide geographic diversity

 Accuracy: 95% 

Confidence Interval +/- 7%

 Survey period: Summer 2012

 Chief Sustainability Officer 

(CSO) function added in 2009

52%

48%

57%

21% 22%

50%

18%

32%

CEO/COO/Other CFO CSO

2006 2009 2012

Positions of Survey Respondents

N/A for 

2006



2006 2009 2012

What a Difference 6 Years Makes!



The Stages of Sustainability

Key AttitudesStage Description

Stage 1

Stage 2

View Environmental 

Initiatives as Costs

Green not part of the organization mission

Green enters into the organization 

mission as it is legally required

Stage 3
Sustainability can 

save money

The organization considers the proactive 

application of Green to be consistent with 

the profit mission

Stage 4

Stage 5

Sustainability part of 

corporate strategy

The organization transforms into a Green 

organization. Green is viewed more as an 

opportunity than a cost

The organization approaches business as a 

holistic, restorative company



11%

32%

40%

15%

3%
5%

20%

39%

30%

7%

2%

15%

40%

34%

9%

Stage 1 Stage 2 Stage 3 Stage 4 Stage 5

2006 2009 2012

Corporations Are Increasing Levels of 

Commitment to Sustainability

Levels of Corporate Commitment to Sustainability

As required

Doing  internally: 

Seen as 

a Cost

Engaging:

Consistent 

with Profit Mission

Selling 
Sustainability: 

Products/Services;

Sustainability 
Reporting

Transformational:

Defined by 

Sustainability



43%

40%

18%

25%

39%
37%

17%

40%

43%

Stages 1 & 2 Stage 3 Stages 4 & 5

2006 2009 2012

Corporations Are Increasing Levels of 

Commitment to Sustainability

Levels of Corporate Commitment to Sustainability



 Dramatic decline in 

those firms merely 

exploring green 

building activities

 Expected tipping 

point by 2015, 

where nearly 50% of 

firms committed to 

green for 60% or 

more of projects

Company Involvement in Green Building

Depth of Green Building Commitment is 

Increasing

50%

12%

21%

30%

13%

47%

0%

10%

20%

30%

40%

50%

60%

Exploring Involvement (<16% of 
Projects)

Largely/Fully Dedicated (60+% of 
Projects)

2009 2012 2015 Proj.



 Many activities are 
now standard practice

 Transparency 
becoming more 
important as annual 
reports and NGO 
engagement increase

 Renewables increase 
despite economy—
impact of incentives

All Sustainability Activities are Increasing

30%

41%

53%

50%

69%

89%

43%

50%

58%

59%

71%

96%

0% 20% 40% 60% 80% 100%

Publish Annual 
Sustainability 

Reports

Engagement with 
NGOs

Green Buildings in 
Portfolio

Renewable 
Energy/RECs

Employee 
Engagement in Green

Waste Reduction & 
Recycling

2012

2009



Dedicated Corporate 

Sustainability Resources



CSO Influence and Integration Continuum

Level 1

Peripheral

Level 2

Minimal

Level 3

Contributing

Level 4

Transformational

 No involvement 

in corporate 

strategy

 Some input and 

influence into 

strategy and 

goals

 Helping inform 

goals and 

reporting

 Integrated into 

areas of 

company 

operations

 Setting the 

direction, 

metrics and 

leading 

implementation

 Integrated and 

involved in all 

operations and 

procurement

LEVEL OF INTEGRATION

INFLUENCE



CSOs Increasing in Influence

8%

27%

46%

19%

8%

30%

34%

28%

Peripheral Minimal Contributing Transformational

8%

27%

46%

19%

Peripheral Minimal Contributing Transformational

 Those with dedicated staff, 

transformational influence = 

34% vs. only 20% for those 

without

 CEOs rate the influence of 

CSOs more conservatively 

than CSOs do

56% in Stage 5 rate 

influence at 

Transformational

2009 2012



More Firms are Dedicating Funds to 

Sustainability

31%

43%

2009 2012

Firms with Sustainability Budget

60% of firms in Stages 4 and 
5 have dedicated budgets

Source of Budget Funding (‘12)

78%

60%

17%

9%

Operations 
Budget

Capital Budget Separate 
Sustainability 

Fund

Other



Function and Role of Sustainability in 

Corporate America

Dedicated 
Staff
60%

No 
Dedicated 

Staff
40%

 CEO/ President (22%)

 VP Operations (8%)

 COO (6%)

 Env. Health and Safety 

(19%)

 Real Estate (15%)

 Operations (11%)

 Marketing (7%)

Most often Report to:

Location of Sustainability 

Function in Firm:



Function and Role of Sustainability in 

Corporate America

Revenue 
Generating

37%
Internal 

Activities
63%

Over a Third of Firm Activities Are 

Tied to Revenue Generation



Sustainability Having Impact on 

Corporate Financials

Impact of Sustainability on Financials

24%

21%

18%

6%

55%

47%

47%

41%

21%

32%

35%

53%

Premium Pricing 
for Green 
Products

Revenue

Profitability

Manufacturing 
Productivity

Negative Neutral Positive

More data is needed to tie Sustainability efforts to 

defined business goals and objectives



Business Benefits and Impacts 
of Corporate Sustainability 



Sustainability is Tied to Business Benefit

39%

61%

73%

71%

39%

37%

50%

61%

74%

92%

More Tax 
Incentives

Greater 
Manufacturing 

Productivity

Greater 
Worker 

Productivity

Employee 
Retention and 
Recruitment

Customer 
Retention and 

Attraction

Drop in Costs

2012

2009

N/A

N/A

40%

51%

72%

76%

88%

Lower Absenteeism

Lower Company 
Healthcare Costs

Stronger Competitive 
Advantage

Lower GHG Footprint

Improved Company 
Image

Other Factors Only Addressed in 2012



Benefit: Sustainability Leads to Market 

Differentiation

More firms recognize value of 

sustainability on competitive advantage

 31% in 2006

 60% in 2009

Agree
65%

Neutral
26%

Disagree
9%

76%

38%

74%

58%

80%

49%

73%

58%

CSO

CFO

COO

CEO

2012

2009

By Executive Position

2012



Firms Are Increasing the Number of 

Implementation Activities 

Efforts Encouraging Sustainability Adoption

38%

53%

52%

28%

47%

49%

50%

59%

62%

Developed Separate 
Sustainability Budget

Hired Outside Firm for 
Advice

Created Dedicated 
Sustainability Resources

Received CEO Mandate for 
Sustainability

Communicated Externally on 
Sustainability

Formed Green Committees

2012

2009

N/A in 2009

N/A in 2009

N/A in 2009



43%

65%

66%

67%

59%

79%

91%

46%

66%

67%

68%

70%

81%

96%

Staff Retention

Public Relations / 
Media Coverage

Competitive 
Advantage 

Customer Need

Increases in 
Regulation

Changes in 
Technology

Energy and Cost 
Savings

2012

2009

Drivers to Corporate Sustainability



Examples of Key Drivers by Stage

59%

80%

75%

68%

95%

42%

60%

68%

60%

96%

24%

48%

48%

97%

94%

0% 20% 40% 60% 80% 100% 120%

Staff Retention

Competitive 
Advantage

Customer Need

Regulation

Energy/Cost 
Saving

Stages 1 & 2 Stage 3 Stages 4 & 5

 On average, 81% 

Report that the Public 

is Expecting 

Sustainability from 

Corporate America -

up from 66% in 2009

 All are driven by 

energy and cost 

savings…but

 Firms in higher 

stages also 

recognize importance 

of intangible metrics



Challenges to Corporate Sustainability

5%

20%

31%

30%

53%

37%

74%

4%

26%

36%

38%

40%

54%

59%

79%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Shareholder 
Opposition

Organizational 
Issues/Lack of …

Availability of Data

Difficulty Measuring 
ROI

Lack of Government 
Incentives

Implementation/Ops 
Issues

Current State of 
Economy

Budget 
(Capital/Operations)

2012

2009

N/A in 2009

2012 by Stage



88%

87%

67%

60%

58%

55%

51%

Waste Reduction

Energy Efficiency

Corporate Social 
Responsibility

Water Conservation

Human Factors

Energy/GHG Reduction --
for Customers

Green Buildings in 
Portfolio

Many Firms Have Implemented Specific 

Sustainability Goals

Sustainability Goals Tied to Specific Targets…

Not all are Easily Measurable

Other Activities over 40% 
Include:

 Renewable Energy Use

 New Product 
Development

 Business Risk 
Management 

 Business Growth

Despite measuring difficulty, 

triple bottom line metrics are in 

targets set by executives



Across the Board More Firms Report Use 

of Metrics

27%

46%

55%

67%

36%

38%

45%

57%

65%

73%

Amount of LEED Space

Tracking of Price Premiums

Lifecycle Assessment Data

Reduce Emissions Footprint  

ROI (Return on Investment)

Use Own Internal Benchmarks 
for Measurement of Efficiency

2012 2009

Metrics Used to Measure Effectiveness of Sustainability 

Practices
% of CSOs Evaluated Based 
on Sustainability Metrics:

34%

22%

24%

15%

12%

11%

N/A in 2009

N/A in 2009



Evaluating Impact of Sustainability on Soft 

Measures Continues Remains a Challenge

62%

90%

66%

48%

59%

68% 65% 65%

58%
52%

Health Care 
Claims

Worker 
Productivity

Employee 
Retention/ 
Turnover

Absenteeism Customer 
Loyalty

2009 2012

Yes
16%

No
84%

Soft Measures of Sustainability Used

Currently Evaluate 

Benefits with Soft 

Measures

Similar use in 2009 
(14%)



Key Takeaways

 Sustainability is becoming “business as 

usual” with more firms increasing 

sustainability investments

 Firms are expecting significant benefits 

from sustainability beyond financial -

social and human factors, but metrics to 

evaluate triple bottom line are challenging

 Sustainability is increasing in its role in 

corporate financial plans and new product 

and business development

Download your copy of the report at: 

www.usa.siemens.com/greeningusa

http://www.usa.siemens.com/greeningusa

