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Measure

Understand your carbon 
footprint and identify 
your biggest climate 
opportunities and risks

Watch Recording

http://www.climatecollaborative.com/
climate_action_guidance_for_business_
measure

Guidance for small to medium size companies to get started on climate action, including step-by-step

actions to:

Commit

Set targets and goals that 
are relevant to your 
company, including 
reducing your own 
footprint and advocating 
for federal, state and 
local climate policies

Watch Recording

https://www.climatecollaborative.com/cl
imate_action_guidance_for_business_co
mmit

Impact

Identify actions to 
reduce your carbon 
emissions  and influence 
the broader conversation

Today

https://us06web.zoom.us/webinar/regist
er/WN_ZoiUJq4JSSeqJMNr39SuBA#/regis
tration  

Disclose

Report on your climate 
targets and goals, actions 
you’ve taken, and the 
progress you’re making. 

December 7th, 2022, at 1 
pm EST

https://us06web.zoom.us/webinar/regist
er/WN_S0NahlS1Sy-ZyIBHQp7wFQ

Climate Action Guidance: 4-Part Webinar Series

3

http://www.climatecollaborative.com/climate_action_guidance_for_business_measure
https://www.climatecollaborative.com/climate_action_guidance_for_business_commit
https://us06web.zoom.us/webinar/register/WN_ZoiUJq4JSSeqJMNr39SuBA#/registration
https://us06web.zoom.us/webinar/register/WN_S0NahlS1Sy-ZyIBHQp7wFQ


Impact: 
Taking Climate Action

Measure Commit Impact Disclose



WHERE TO TAKE ACTION?
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“To do good, you actually have to do something.” 
Yvon Chouinard, Patagonia founder



General Emission Reduction Guidance (For All Industries)

Focus first on:

• “Low-hanging fruit”

• Opportunities to make 
the biggest impact
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Emissions reduction focus areas

• Energy efficiency

• Electrification (eliminate fossil fuels)

• Transportation

• Integrating climate into business strategy



Case Study: Annie’s
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Carbon footprint allocation across the lifecycle of Annie’s products.
Source: Annie’s Case Study, Climate Collaborative 

Your GHG footprint informs action!
Annie’s used a GHG footprint to identify 
hotspots for emissions reductions.

Focused on improving 5 key areas:
1. Agriculture
2. Policy
3. Food waste
4. Packaging
5. Energy Efficiency

https://www.climatecollaborative.com/spotlight_annies


EXAMPLE ACTIONS
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Energy Efficiency

• Use smart thermostats to avoid wasted energy

• Switch to LED lighting in every space

• Choose Energy Star certified appliances and electronics

• Switch to Heat Pumps for heating and cooling

• Lease or purchase LEED buildings

• Invest in renewable energy
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Electrification
Source: Electrify Now Reduce emissions by replacing anything 

that burns fossil fuels with an electric 
alternative

Source: Electrify Now

https://electrifynow.net/
https://electrifynow.net/


Transportation
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EVs cost 40% less to maintain than conventional cars

• Promote commuting alternatives

• Reduce business travel

• Electrify your vehicle fleet

Start an eco-challenge: 
reward employees who choose 

less carbon-intensive 
commuting options!

1. US Dept. of Energy, April 2021
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https://www.osti.gov/biblio/1780970


Agriculture
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Climate-smart farming practices

Regenerative farming, including:

• Reduced tilling

• Polyculture/intercropping

• Cover crops

• Reducing chemical inputs

• Compost application

Power farm machinery with alternative 
fuels (biodiesel)



CLIMATE ACTION & BUSINESS STRATEGY
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Integrating Climate into Business Strategy
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Emissions reductions should be 
central to business decisions:

• Product design

• Supplier decisions 

• Capital purchases

• Stakeholder communications 
Source: Climate Disclosure Project, Global Supply Chain Report 2020

Use your influence as a buyer!

https://www.cdp.net/en/research/global-reports/transparency-to-transformation


• Communicate climate goals 
with suppliers and vendors

• Small changes in Scope 3 = big 
emissions reductions
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Products / Consumer 
Goods / Food & Beverage

>80% of GHG footprint 
comes from supply 

chain emissions!
1. Carnegie Mellon University; CDP; GreenBiz; McKinsey analysis, 2016 
2. Climate Disclosure Project, Global Supply Chain Report 2020

2

https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwil09mv25L7AhWSI30KHWQsCiUQFnoECBsQAQ&url=https%3A%2F%2Fwww.mckinsey.com%2Fcapabilities%2Fsustainability%2Four-insights%2Fstarting-at-the-source-sustainability-in-supply-chains&usg=AOvVaw1JtVOOY_5YycUx4SN5AyE_
https://www.cdp.net/en/research/global-reports/transparency-to-transformation
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Case Study: CLIF Bar & Co.
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Key lessons learned
• Treat energy as an ingredient: consider energy a key asset
• Prioritize: identify low-hanging fruit for reducing energy use 
• Put a stake in the ground: do not worry that you are not doing enough 

when you get started—just start
• Partner with experts: find allies with expertise in renewable energy 

finance and procurement
• Walk the talk: run your facilities at the standards you demand from 

your suppliers
• Empower your suppliers: providing suppliers with education and 

technical support will spur them to act more quickly

Source: CLIF Bar Case Study

https://www.climatecollaborative.com/guest_post_clif_bar_company_supply_chain_case_study


Manufacturers & Suppliers

• Reduce direct energy use

• Switch to renewable energy (on-site, 
RECs, VPPAs, Community Solar, Utility 
green energy option)

• Review whole-life costing (energy 
cost for operations) when selecting 
new equipment and vehicles

• Reduce / light-weight packaging and 
use more post-consumer recycled 
content
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Grocery Retailers

Reduce refrigerant impacts:

• Upgrade to more efficient 
equipment and avoid leaks 

• Example: Whole Foods Market 
announced that 100+ of its U.S. 
stores will lower CO2 emissions 
by retrofitting their commercial 
refrigerators with Honeywell’s 
Solstice refrigerant.
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EPA GreenChill Partners & Stakeholders

EPA GreenChill Program

https://www.epa.gov/greenchill/about-greenchill-corporate-emissions-reduction-program


CARBON OFFSETS
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Carbon Offsets: Balancing Your Emissions
• Offsets are projects designed to 

reduce and remove CO₂ from 
the atmosphere

• Prioritize emissions reductions 
first and then purchase offsets

Impact
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Only use offsets to balance 

out the emissions you 

genuinely cannot eliminate



Verified or Quantifiable

Offset projects should: 

• Use robust methodology 
for calculating avoided 
carbon emissions 

• Verify methodology 
through ongoing 
monitoring of project 
over time
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So, what makes a credible offset? There are four key criteria to look for:

Additional

• Offset credits should 
represent emissions 
reductions that would 
not have occurred 
without the sale of those 
credits

• Funding from offsets 
should be what made 
the project possible

Permanent

• Offset credits should 
represent emissions that 
are sequestered or 
avoided for the very long 
term

• Avoid projects that 
displace emissions to a 
different time or place 
rather than truly 
avoiding them

Avoids Harm

• Offset credits shouldn’t 
negatively impact local 
communities or 
ecosystems.

• Red flags include 
planting non-native 
species, causing 
increased water 
consumption, or 
developing land without 
buy-in from local 
residents

Carbon Offsets: Assessing Credibility

Impact



Influencing Climate Policy

• Educate and inform customers, suppliers, or 

the public about climate issues or potential 

policy solutions

• Consider financial support for non-profits or 

NGOs that support climate policy work

• Support electoral campaigns for climate-

positive politicians



Influencing Policy: Industry Groups

Climate industry groups can help organize!

• Industry sign-on letters

• Comments on rule-making

• Demonstrations and days of action

• Visits to the federal, state, and local legislatures



RECAP / CONCLUSION 
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• Use information gathered and commitments made to inform action
• Just get started! You don’t have to do everything at once
• Use tools available to support your areas of action. Learn from your peers
• Integrate into supply chain decisions
• Don’t silo your actions. Align your business strategy with your climate work
• Make your voice heard at the state and federal level



and we’re building a food system that is 

better for…

our people

our communities

Our associates are at the center of everything we do.

Our actions have ripple effects from our suppliers and customers, to 
the communities in which we all live and work.

our world
Our decisions can help influence broader systems change 
and safeguard natural resources.
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Setting ambitious targets to stay accountable

38%
INTENSITY 
REDUCTION

Fleet (Scope 1)

50%
REDUCTION

Facilities (Scope 1 and 2)

25%
REDUCTION

Value Chain (Scope 3)

W H AT  W E ’ R E  A I M I N G  F O R



Promote sustainable practices and social impact across our entire value 
chain – from farms to households
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In our Value Chain 

Partnering with suppliers to 
scale sustainable solutions

• Climate Action Hub

• CDP Supply Chain

In our Facilities

Proactively managing our direct 
environmental impacts

• On-site solar arrays

• LED lighting upgrades

In our Fleet

Being a force for good in our 
communities and a strong ESG 
partner to our customers 

• Solar-powered, all-
electric, refrigerated 
trailers

• Electric yard trucks

O U R  C L I M AT E  I M PA C T

and Beyond

Education and advocacy aligned 
with our Better for All priorities

• NGO partnerships 

• Government and industry 
affairs 



QUESTIONS
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