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“No industry has a bigger impact on 
climate change than agriculture and food, 
both as a source of the problem and as a 
solution.”

- Paul Hawken, Project Drawdown

“Agriculture contributes a significant share 
of the greenhouse gas emissions that cause 
climate change – 17% directly through 
agricultural activities and an additional 7-
14% through land use changes.” – OECD 
data
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There is urgent need for action: 

• 211 million people were affected 
every year by natural disasters 
between 2000 and 2013, caused in 
part by climate change leading to 
more intense weather events.

• The impacts of global warming could 
slash as much as 10 percent of the 
US economy.
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Why take action?

http://unfoundationblog.org/4-statistics-that-show-why-we-need-climate-action-to-achieve-
sustainable-development/ and https://www.nytimes.com/2018/11/23/climate/us-climate-
report.html

http://unfoundationblog.org/4-statistics-that-show-why-we-need-climate-action-to-achieve-sustainable-development/
https://www.nytimes.com/2018/11/23/climate/us-climate-report.html


pg. 4

Why take action? There is a movement building
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Why act on climate?

Your consumers care: 

Seven in ten registered voters in the US want to see 
companies and industry to do more to address global 
warming.[i]

70% of millennials say companies’ environmental 
practices impact their purchasing decisions.[ii]

Why act on climate?

https://www.climatecollaborative.com/consumer_working_group#_edn1
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388
Companies 

Committing to Action

1484 
Commitments

How many companies have committed?

There is momentum in the industry
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388
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Committing to Action

1484 
Commitments

How many companies have committed?

There is momentum in the industry



COMMIT. ACT. IMPACT.
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How many companies have committed?

Climate Collaborative Commitment Areas
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How many companies have committed?

How to Commit
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How will we help you act

• We will help you on your climate 
journey through:

• Monthly webinars

• Case studies

• Action groups  

• Connections to partners and 
solutions providers

• Events

• Other resources
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https://www.climatecollaborative.com/resources
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Bringing everyone forward together

Bringing everyone forward together
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We tell stories of leadership

We tell stories of leadership



“Businesses can’t solve this critical problem alone. The Climate 

Collaborative is bringing us together so we can identify and 

accelerate the solutions to shared challenges and ultimately reverse 

the impact we’re all having on climate”

- Britt Lundgren, Stonyfield Organic
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THANK YOU TO OUR DONORS!
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Alter Eco

Annie's

Associated Labels 

and Packaging 

Aurora Organic Dairy

California Olive 

Ranch

Cheer Pack

Clif Bar & Company

Connective Impact

Danone North 

America

Decker and Jessica 

Rolph

Dr. Bronner’s

Eatsie.us

Elk Packaging

Foodstirs

Gaia Herbs

General Mills

Good Earth Natural 

Foods

GreenSeed Contract 

Packaging

Griffith Foods

Guayaki

Happy Family

Harmless Harvest

INFRA

Justin’s

KeHE

Lotus Foods

Lundberg Family 

Farms

MegaFood

MOM's Organic 

Market

Mountain Rose Herbs

National Co+op 

Grocers

Natural Habitats

Nature's Path

New Hope Network

Numi

Nutiva

Oregon's Wild Harvest

Organic India

Organic Valley

Outpost Natural 

Foods

Patagonia

Plum Organics

Pluot Consulting

Presence Marketing

REBBL

Rogue Creamery

Safe Sterilization USA 

West

Stahlbush Island 

Farms

Stonyfield

Straus Family 

Creamery

Studio Fab

Sweet Additions

Traditional Medicinals

Trayak
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Solutions for a sustainable future

Climate Collaborative
June 13, 2019

Tim Greiner, Managing Director



Highly experienced 
sustainability consulting 

team with cross-
functional strengths

Thought leaders with global 
market research insight; 

co-founder of the Chemical 
Footprint Project

Custom solutions for 
sustainability leaders 
and those looking to 

get started

Pure Strategies has been providing sustainability expertise 
to companies for 20 years, working to transform business 

to create a more sustainable future

InsightSolutions Experience
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Climate Change is caused by gases that trap 
heat in the atmosphere
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Gas Formula
GWP value for 

100 years

Carbon dioxide CO2 1

Methane CH4 28

Nitrous oxide N2O 265Source: https://www.earth.com/news/hydrofluorocarbons-greenhouse-gases-powerful-carbon-dioxide/



For many food companies, the 
greenhouse gas hot spots are 
in the supply chain
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Start with your direct 
emissions and electricity

Scope 1:  Direct – fuel combustion
Scope 2:  Indirect – electricity
Scope 3:  Everything else



Database of State 
Incentives for Renewables 

& Efficiency
www.dsire.org

Start with energy conservation in buildings you own and operate
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Photo Credit: WarehouseLighting.com.
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Procure renewable energy

Renewable Energy Buyers Alliance
https://rebuyers.org/
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Reduce transportation emission

Photo Credit: Smart Freight Centre based on A. McKinnon, 2018.

Ship Rail Truck Plane

Most efficient Least efficient



Engage your consumers
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https://sustainablebrands.com/read/leadership/brands-for-good-
collaboratory-on-mission-to-bring-good-life-to-life-for-consumers



Measure and communicate your success

Capture the financial savings and the energy 

and GHG savings

Building a greenhouse gas management strategy 

involves identifying hot spots, setting goals, and 

communicating results
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Develop inventory & identify hot spots

Start with scopes 1 and 2 and then move 

on to the rest of the value chain

Engage leadership, gain commitment

Build alliances inside the company to 

achieve results; Set goals and get 

commitments for reductions

https://ghgprotocol.org/corporate-standard



Journey to Climate Action



About Happy Family
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Happy Family is a mom-founded and operated 

premium organic food company that’s 

changed the way we feed our children. 

When Founder and CEO Shazi Visram saw 

her friend, a new mom, struggle to find healthy 

food options for her baby, she found her 

purpose: give babies their healthiest, happiest 

beginning by offering parents organic, 

thoughtfully-made food. 





Journey to Climate Action
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Climate Action, 
circa 2015



Climate Action, 
circa 2019



How we got from there to here

1. Internal collaboration to develop vision for how we bring our 

mission to life

2. Full-scope carbon footprint

3. Materiality assessment

4. Consideration of 9 Climate Collaborative commitment areas

5. Development of sustainability framework
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Strategic Planning Goals

Create sustainability strategy that 
seamlessly supports Happy’s reason for 
being

Prioritize opportunities for action

Support marketing and communications 
with compelling stories & initiatives

3
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Our Mission



Babies are the center of our universe.

We focus our mission work on all of the environments 
that affect children’s health – the food they and their 
mother eat, the community they live in, and the 
planet that this community lives on.  

Mom & Baby

Community

Planet

Our Vision

7
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HappyFarmers Manufacturers PackagingLogistics

2%

26%

19%

23%

30%

2016 Full Scope 
Carbon Footprint

Image inspiration: Annie’s Homegrown
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HappyFarmers Manufacturers PackagingLogistics

2%

26%

19%

23%

30%

2016 Full Scope 
Carbon Footprint

Image inspiration: Annie’s Homegrown

Design for 
Sustainability

Inspire 
Change
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Issues that fall into the 
sustainability 
framework in bold

Determining our focus areas

1. Product Safety & Quality
2. Organic
3. Product Health & Nutrition
4. Business Ethics
5. Employee Benefits
6. Non-GMO
7. Traceability & Transparency
8. Employee Engagement
9. Allergen Management
10. Local, Family & Smallholder 
Farms
11. Sustainable Agriculture
12. Working Conditions in the 
Supply Chain
13. Diversity & Inclusion
14. Employee Wellness
15. Animal Welfare
16. Growing Organic Market
17. Nutrition Education
18. Food Access
19. Pollution
20. Packaging Footprint
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Determining our focus areas
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Putting it all together

Our mission is to change the trajectory of children’s health through nutrition

We’re guided by our ultimate purpose – to 

keep toxins out of babies’ bodies

Design for a 
Healthy Planet

Advocate for a 
Cleaner World

Sustainable Product Design

Eco-Friendly Packaging

Thoughtful Office Spaces

Sustainable Agriculture

Supplier Engagement

Government Policy



Putting the framework to action

• Focus on pilots and MVP program development over metrics and 
data collection

• Prioritizing projects that make marketing excited to communicate 
and align with key decisionmaker priorities
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Discussion
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Tim Greiner

Co-Founder & Managing Director,

Pure Strategies

Katie Clark

Director of Sustainability,

Happy Family Organics

Erin Callahan

Director,

Climate Collaborative



facebook.com/climatecollaborative

@ClimateColl

#climatecollaborative

info@climatecollaborative.com

www.climatecollaborative.com

@theclimatecollaborative

http://www.climatecollaborative.com/

