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Staples Inc. 

• Staples  founded in  Brighton, MA  in 1986  
 

• World’s largest reseller of office products  and services  
     $25 billion sales 

 
• Operations in 26 countries 

 
• 91,000 Associates 

 
• Business is comprised of Retail, Contract and International 

 
• Operate 2nd largest e-commerce site in the world behind 

Amazon.com 
 
 
 
 



In The Beginning 



Traditional 
Business 

Sustainability 
Leadership Social Responsibility 

 
 
 
 
 
 
 

Good for business 
Good for the world 

Legal Compliance 

Led by Legal 

Most Companies 

CSR, Environmental 
Protection, Philanthropy 

Led by staff (e.g. CSR, PR) 
Separate from the business 

Business Value from Smaller 
Footprint and Solving World’s 

Challenges 

Driven from the top  
Led by line management  

Integrated into the business 

5ƻƴΩǘ ƎŜǘ ƛƴ 
legal trouble 

Be a good 
corporate 

citizen 

Tap into new 
sources of value 

 Sustainable Business Approach 
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The World is Entering a New Age…. 
The Age of Sustainability 

 
 

ά²Ƙŀǘ ƛŦ мр ȅŜŀǊǎ ŀƎƻ ǿŜ ƘŀŘ ŀǎǎǳƳŜŘ ǘƘŀǘ ǘƘŜ LƴǘŜǊƴŜǘ ǿŀǎ ŀ ŦŀŘΚ 
How would  ōǳǎƛƴŜǎǎ ƭƻƻƪ ǘƻŘŀȅ ƛŦ ǿŜ ƘŀŘ ƳƛǎǎŜŘ ǘƘŜ LƴǘŜǊƴŜǘ ŀƎŜΚέ 

Agricultural Industrial Information Sustainability 

Chaos 

Chaos 

Chaos 

Time 

Today 

Internet 

Business 
Performance 

.ǳǎƛƴŜǎǎ ǎȅǎǘŜƳǎ ǘƘŀǘ ŀǊŜ ƛƴ ƘŀǊƳƻƴȅ ǿƛǘƘ ŜŀǊǘƘΩǎ ƭƛŦŜ 
support systems and the winning businesses produce 
outstanding financial, environmental, and social results. 

Stages of Evolution 



lan¿guage  (lan’gwij)  n.  [< L lingua, tongue]  1 human speech or 
the written symbols for speech  2 a) any means of communicating 
b) a special set of symbols used in a computer 3 the speech of a 
particular nation, etc. [the  French language]  4 the particular style 
of verbal expression characteristic of a person, group, profession, 
etc.   

Language 



ñA woman without  

her man is nothing!ò 



ά! ǿƻƳŀƴ, without her, 
Ƴŀƴ ƛǎ ƴƻǘƘƛƴƎΗέ 



Business 
Mature 

Cost of Capital 

Gross Margin 

Sales  

P&L 

Balance sheet 

Depreciation  

RONA 

IRR 

Conservative 

Amortization 

Cash Flow 

Taxes 

ROI 





How can we communicate in a  
language of sustainability? 

Green  

Environmentally Friendly 

Recycled  

Life Cycle Accounting 

Compostable 

Sustainable 

Biodegradable 
Carbon Footprint 

Non Toxic 

Low VOC 

There is a gap in many businesses today about 

how to talk about sustainability.  We lack a 

common vernacular or language. 



Sustainability leadership strategy 

 
Sell Green Products 

& Services 
 
 

Aspirational Target 
Offer our customers 
the most sustainable 
choices by building 

sustainability into all 
of our products and 

services 

 
Own Customer 

Recycling Solutions 
 
 

Aspirational Target 
Recycle 100% of the 

products we offer 

 

Eliminate 
Operational Waste 

 
 

Aspirational Target 
Achieve zero waste  
in our operations  

and help our 
customers to 

minimize theirs 

Maximize Energy 
Efficiency & 

Renewable Energy 
Use 

 
Aspirational Target 
Achieve zero carbon 

emissions in our 
operations and help 

our customers 
pursue the same goal 

Drive Positive 
Change in the World 

Community 
 
 

Aspirational Target 
Be recognized 

globally as a leader in 
sustainability  

Sustainability Leadership 
We will generate business and 

environmental benefit – for ourselves, our customers, and 
our communities – by leading the way in how sustainable business gets done 

1. Metrics, Targets & Business Integration 

2. Customer & Associate Engagement & Capability Building 



Green Building Design 
Collaborative  “Life-Cycle” Approach 



Linking Energy and Carbon Mitigation Strategies 
Distribution Centers 



Renewable Energy  



Fleet Operations 





93% of the GHG footprint1 is embedded in the products we sell 

Note: Product footprint analysis is based an economic input-output (EIO) life-cycle assessment (LCA) model that provides order-of-magnitude comparisons; further analysis using a 

hybrid LCA model would likely result in refined and adjusted figures 

Source: (1) Product footprint based on Climate Earth’s Comprehensive Environmental Data Archive (CEDA), Climate Earth analysis, and Blu Skye analysis of 2009 US COGS (excludes 

US Corporate Express Contract data) by product department; Operations footprint based Blu Skye analysis of 2009 US electricity, natural gas, diesel (based on mileage), 

business travel (rental car, commercial air, corporate jet), and HQ employee commuting 

Greenhouse Gas (GHG) Environmental Footprint1 

(mtCO2e) 

1. Printer cartridges 
2. Paper 
3. Laptop computers 
4. Desktop computers 
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Staples Own Brand products with Eco attributes 



Many of our products conform to leading 
eco accreditation standards  

http://images.google.com/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/thumb/5/59/Green_dot_symbol.svg/545px-Green_dot_symbol.svg.png&imgrefurl=http://commons.wikimedia.org/wiki/File:Green_dot_symbol.svg&usg=__5ULRF0XJmjTdJkacZpowAJqzhOs=&h=552&w=545&sz=26&hl=en&start=1&um=1&tbnid=zO6mx6qfdqC3FM:&tbnh=133&tbnw=131&prev=/images?q=green+dot&hl=en&sa=N&um=1


Recycling and responsible end of life 
solutions 



Sustainability leadership requires examining  
the entire value chain 

Raw Materials 
Distribution/Retail 

Consumer End of 
Life 

Manufacturing 



Lifecycle assessments help companies 
understand where the major 
environmental  impacts are 

Greenhouse gases 
and air pollution 

Natural resources, 
waste & recycling 

Harmful substances 

Biodiversity 

Soil and Land Use 

Water 

Raw Materials Distribution/ 
Retail 

Consumer End of Life Manufacturing 



Staples “Race to the Top” 

 
• Challenged (23) of our largest and most strategic global 

suppliers  at C- suite level in October 2010 to collaborate on 
accelerating the development of more sustainable products 
and packaging 

• Committed to building a series of internal category specific 
score cards for products and packaging  

• Create  critical mass within product categories at a scale “that 
matters” eliminating waste and inefficiency in supply chains  

• Cascade this approach across all  of our vendors.    

 

 



Our aspiration for product sustainability aims at pushing  
all of our products offerings into a higher level of 

sustainability performanceΧΦέŘŜƳƻŎǊŀǘƛȊŜ ǎǳǎǘŀƛƴŀōƛƭƛǘȅέ 

Today 

Min. Entry for Sustainability 

Bronze 

Silver 

Gold 

More SKUs 

Fewer SKUs 

Min. 

Bronze 

Silver 

Gold 

Fewer SKUs 

More SKUs 

Tomorrow 

ά¦ƴǎǳǎǘŀƛƴŀōƭŜέ {Y¦ǎ A άǊŀŎŜ ǘƻ ǘƘŜ ǘƻǇέ moves our 
suppliers toward whatever “dark” 

green represents for a specific category  



Confidential - for internal use only 

 

Sustainable Earth by Staples™  
Calculator and Stapler Packaging  

Launch:  
 
 - Stapler Launched P8 11’ USR, Launching 
P10 11’ NAD 
 
- Calculator  Launched P3 11’ USR/NAD 
  
Improvements:  
  
 
- Reduced form factor size & eliminated 
plastic 

 
 

  
Current Staples 
Brand design 

New Sustainable Earth 
 Brand Design 

-Size of calculators in images are 100% identical 



“Uncommon Collaboration” 
The Paper Working Group 

 



EPAT Environmental Paper Assessment 
Tool 

 

 

• GreenBlue  www.greenblue.org  

• Developed by the Paper Working Group  a collaborative of 
“like minded” paper purchasing organizations in 2003  HP, 
McDonalds, Time Inc, Bank of America, Toyota, Nike, 
Starbucks, Cenveo, Kinkos and Staples to create a common set 
of metrics to evaluate life cycle impacts of paper.  

• EPAT www.epat.org  

 

 

http://www.greenblue.org/
http://www.epat.org/


“Uncommon Collaboration” 
US South:  World Class Conservation Values 



 

“Uncommon Collaboration” 
US South:  Lots of Forest Products 



“Uncommon Collaboration” 
US South: Lots of Growth 



“Uncommon Collaboration” 

http://www.google.com/imgres?imgurl=http://www.responsibletravel.org/partners/images/rainforest_alliance_logo.jpg&imgrefurl=http://www.responsibletravel.org/partners/index.html&h=280&w=595&sz=8&tbnid=5x3bIi0y-lrqVM:&tbnh=64&tbnw=135&prev=/images?q=rainforest+alliance+logo&usg=__swDDgXvm-Zw2h2dqJEsBzDi8lc4=&ei=mUHfSpeLEcf_8Ab0n5xi&sa=X&oi=image_result&resnum=1&ct=image&ved=0CAsQ9QEwAA


The Need for a Market Strategy 

 

 

• Increased 
demand for FSC 
certification 

High Demand 

• Limited supply 
of FSC-certified 
forest products 

Low Supply 



Landowners manage forests under FSC standards, 
creating and maintaining large carbon sinks 

Landowners produce FSC forest products sold 
into the marketplace 

 

Forest product manufacturers are guaranteed 
a stable supply of FSC certified wood 

 

Corporate consumers and retailers are able to 
offer customers FSC certified products as an 
indication of commitment to sustainability 

 

Landowners produce CAR carbon credits sold 
into the marketplace 

 

Companies purchase carbon offsets from the 
landowners to help counter their own carbon 
emissions 

 

Profits from credit sales support landowner 
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Source:  UNEP-WCMC; UMD-SDSU; WRI; Hansen et al. 2008 

Croplands/ 
built-up areas 

Recent tropical 
deforestation 

Intact forests Managed/ 
fragmented 

forests 

Sparse managed/ 
fragmented 

forests 

Source: UNEP-WCMC; UMD-SDSU; WRI; Hansen et al. 2008, Contreras-Hermosilla et.al. 2007. The Economics of Illegal Logging and Associated Trade. Organisation 
for Economic Co-operation and Development 

Deforestation Trends & Illegal Logging Globally 

Cameroon: 

50% 

Ecuador: 70% 

Peru: 80% 

Mozambique: 

50-70% 

Indonesia: 

66-80% 

Russia: 20-40% 

Colombia: 42% 

Honduras: 40-80% 

China: 32-40% 

Malaysia: 20-35% 

Burma: 50% Brazil: 20-47% 

Papua New 

Guinea: 70% 

Illegal logging estimates by country are indicated in red text.  
Deforestation trends are marked by colored sections in the map 
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Need map here, with pictures of pulp/paper products ï from 

Andrea/Ruth/Anneôs Federal Register analysis 

 

 

Pulp from Indonesia Ą Chinese factories Ą Books in US 

 

Russia Ą Europe Ą US 

Source: The Nature Conservancy. 2007. Advancing Responsible Forest Management and Trade.  

Online at: http://www.nature.org/initiatives/forests/files/forest_trade_brochure.pdf 

Global Flow of Wood and Paper Products of Illegal 
and/or Controversial Origin 
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SmartSource Implementation Process:  
Help Companies Make Gradual Progress 

Known and legal 

FSC/Recycled 

Progressing 
toward certification 

Unknown or unwanted 

FSC certified sources and/or post-consumer 
recycled / sustainable alternative fibers 

Progressing toward FSC certification with 3rd 
party verification 

Minimum standard: Origin and legality is 
confirmed 

Protects rights of local communities and high 
conservation values 

Non-controversial 

Goals: Eliminate unknown or unwanted fiber and move all products to FSC 
certification and/or recycled and sustainable content 



Customer Environmental Programs 

Online Catalog and Small Order Reduction Calculators  



The work that you do today 
MATTERS!! 

• Chemical disclosure  and increased transparency represents the 
“building blocks” for LCA and more sustainable solutions.  It is the 
“alphabet” for creating a common language. 

• Alternative assessments will become critical to sustainable product 
design. 

• Harmonizing approaches and standards will accelerate market 
acceptance and companies can demonstrate that “green solutions” 
are not bad for business and the economy. 

• A long range collaborative approach with “vision” can set the new 
“normal” and provide real leadership.  

• Building approaches to chemistry that work provide legislators, 
regulators, industry, NGOs and other stakeholders examples of how 
they might craft more effective regulations  as a opposed to a“well 
intentioned” fragmented  approach ill suited for the needs of the 
21st century reality.   
 
 



So What is Next?  
 

• Radical Transparency…customers, suppliers, stakeholders 
and shareholders 

• Market Transformation…non traditional customers and 
suppliers 

• Transformational innovation with scale to make a 
difference 

• Creating a common sustainability language and vernacular  
• Standards and metrics that “matter” 
• “Uncommon Collaborations” like BizNGO will accelerate 

investment, growth and acceptance of more sustainable 
solutions and create a healthier planet by focusing on what 
matters most. 



Thank you!! 

 

 

 QUESTIONS ? 

 


