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Macro Changes
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Facebook helps you connect and share with

the people in your life.
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Transparency is #1 Reputation Factor in the U.S.

Reputation Factors

Has transparent and honest business practices _ 65%

Communicates frequently and honestly on the state of its
business

Prices its brands fairly and competitively _ 55%

Is an innovator of new products, services or ideas _ 46%

Has highly-regarded and widely admired top leadership _ 39% 38%

Delivers consistent financial returns to investors 39% 37%
Significant at 95%
confidence level

B72-81. [TRACKING] How important are each of the following factors to the overall reputation of the company? Please use a nine- compared to global

point scale where one means that factor is “not at all important” and nine means it is “extremely important” to overall reputation.
The first one is [INSERT FIRST]. How important is this factor to overall reputation on a 9-point scale where one means “not at all
important” and nine means “extremely important”? (Top 2 Box, Very/ Extremely Important) Informed Publics ages 25-64 in 23
countries and the U.S.



http://www.earthshope.org/Home_files/earth transparent.png

Refuse to buy its products or services -
Criticize it to others

Share negative opinions and experiences

Wouldn't invest in it |

Q45-489. (Top 2 box, Likely) Global (excludes UAE)
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B Consumers Response: The Reward

BUY its products or services

66%

RECOMMIEND its products or services
64%

SHARE positive opinions and experiences

Q39-44. (Top 2 box, Likely) Global (excludes UAE)
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seventh

GENERATION.

Products

Coupons Learn Mission Community

Seventh Generation

Search | Login | Get Our Newsletter

Contact Us
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. “In our every delibération, we must
% consider the impact of our decisions
on the next seven generations.”

From the GreatLaw of the Iroguois Confederacy

The Creat Law of the lrogueis gave us our name more than
Twenty years ago and it's what continues to inspire tis.evVery
smglg day:

Our Focus

'The Change We Want to See'
Global Imperatives

Restore the Environment

Restore is the next reduce, reuse, recycle. We are working
to ensure that our products have a circular lifecycle,
meaning natural resources are being used and renewed at a
rate that is always below their rate of depletion

Inspire Conscious Consumption

Our focus is to inspire thoughtful consideration of each
purchase—from the immediate impact of the products you I
buy (s it safe? Is it gentle on the earth? Does it work?), to

the broader impact throughout their lifecycle.

Our Mission

To inspire a more conscious and
sustainable world by being an
authentic force for positive change

From the very beginning, we've pushed to
have a real impact on our competitors,
suppliers, communities, and govemnment.
Products may be the vehicle, but far-
reaching, genuine change is the mission.

'The Different Way We Operate'
Operating Principles

Systems Thinking
As suggested by The Great Law of the Iroquois, we strive to act
with the knowledge that our business belongs to a larger system in
which everything is interconnected, and that everything we do
affects everything else.

— o —

Radical Transparency \
We believe that the best way to ensure that we live up to our !
aspirations is to be completely transparent about our business an
product practices. You should expect to see all of our values and
principles in everything we make, say, and do. It’s really that simpl

—— o o - o - - o= -

To Buy ©
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Mission

Community

“Killz over 09.99% of household germs, specifically:

Influenza &, HIN1, Staphylococcus aureus, Salmonella
enterica, Pseudomonas aeruginosa and Escherichia coli
on hard, nonporous surfaces. Powered By CleanWel|™ -

>

¥ Features and Benefits
Killz Influenza A Virus including HIN1
EF& Regiztered
Quick and easy cleaning
Disinfects while you clean
Effectively controls odors

Will not harm hard, nonporous
surfaces

» Available Sizes

» Available Scents

/
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WE DISCLOSE ALL INGREDIENTS

Thymol {component of thyme oil)

Sodium Lauryl Sulfate

Copper Sulfate Pentahydrate (Bluestone)
Citric Acid

Criganum vulgare {Oregano) il

...click below to view all ingredients

View All Ingredients. p-
See All Material Safety Data Sheets. »
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Clorox Ingredient Inside Campaign

)
THE CLOROX COMPANY
N~z

The Clorox Company |~

~ People « ~ Performance ~ Planet ~ Purpose ~ News The Clorox Company |~

mily of products. You'llind detailed
aning and disinfecting productin the U.S.
Ip you make informed choices for your

Ingredients Inside

Sheet (MSDS)

: P Vr T,
@ cMﬂ @ Formula 409® Antibacterial All-Purpose Cleaner
uuuuuuuuuu — Ingredients:
@! LTy
greveonrks. P‘,"MR 0 Water View Material Safety Data

© Propoxypropanol

O Cocamidopropylamine Oxide

L 0 Alkyl C12-16 Dimethylbenzyl Ammonium Chloride

O Dimethicone/Silica/PEG Distearate Antifoam
© Ethanolamine

© Fragrance

€) Liquitint® Blue HP Dye

© Liquitint® Bright Yellow Dye

@ Tetrapotassium EDTA

Formula 409® Antibacterial All-Purpose Cleaner

"This additional information about our products is a natural next
step to take for our Ingredients Inside program as we continue to
drive transparency and industry leadership in the area of product
ingredient communication.”

--Clorox CEO and Chairman, Don Knauss, February 8, 2011 "



PepsiCo — Performance with a Purpose

BUSINESS PUTS PURPOSE OUT FRONT

Performance with Purpose

“Our belief that our financial
success — Performance —
must go hand-in-hand with our
social and environmental

responsibilities — our Purpose.’

Indra Nooyi
Chairman &
CEO, PepsiCo.

@ PEPSICO
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(&) GoodGuide

Personal Care ~ Food ~ Household ~ Babies & Kids -

PetFood ~ Apparel - Electronics - Appliances - Community

GoodGuide

Announcement: GoodGuide now rates apparel, cell phones, appliances, and lighting. Check it out! oothpas.e

Find healthy, green, ethical products
according to scientific ratings.

Top Products

Tom's Of Maine
Homeopathic Apricot

@93
Burt's Bees Toothpaste
®ss

Pepsodent Toothpaste
3 Baking Soda

7.7

‘ Search scientific product & company ratings...

Weleda Pink Toothpaste
With Ratanhia

Mobile Activity Feed

7.8 1_311_1.1'5 Bees Chemical-Free...

High Rated

Green Works Natural
ol Wl Dishwashing Liquid, Free &...
See all household cleaners ratings —

10  Health

Environment

Society

Levi's
7.7 See all jeans ratings —

m Health

m Degree Antiperspirant & D... Crystal Body Deodorant Re
& minutes ago . 1 min in Southall, Englen

Low Rated
Dawn Ultra Concentrated Dish
- Liquid, Antibacte...
£ ,\ See all dishwashing ratings —
P 0  Health
I\ ——ﬁ Environment
— Society

Polo
4.0 See all jeans ratings —

POLO _—

RALPI LAUREX
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HarvestMark

“y Traceable since
July 2009

Consumer Resources
Whats in the food you eat?
Four lessons In food safety

Why fruits and veggies?

YottaMark (HarvestMark

MIDNIGHT BEAUTY®, Seedless Table Grapes, 3 Ib

Find out if your
food is subject
to a recall

Country of Origin :
State :

Region :
Crew:
Variety :
Ranch:
Block :
Pack Type :

Discover where your
food was grown

. Rate this product
Give feedback directly 2f

to the farmer

HarvestMark Code :
Food Safety Status :

extremely sweel berries

Login

p Trace a Product v

5 SNW1

Reported

USA

California

San Joaquin Vallay

316

MIDNIGHT BEAUTY (SUGRATHIRTEEN)
Ranch 16

1BF

Club Pack Carton; Clam Shell, 6-31b

Containers, Ci

n l L= | Tweet it you like this product

Roll over stars, then click

MIDNIGHT BEAUTY® Is a distinctive black seedless grape. Found
early in the season, it is known for large bunches of crisp and
A perfect healthy snack, each 1 % cup
serving Is only 90 calories and a great source of Vitamin C and
antioxidants. MIDNIGHT BEAUTY® grapes are grown by Sun
World and our partner growers in the Coachella and San Joaquin
Valleys of California. Looking for inspiration on how to cook with




o Castlight Health

(:ASTL!GHT

HEALTH

Take charge of
your health care

Know your options

Get more for your
money
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5 25 Panel

Michael Slaby
Executive Vice President, Global Practice Chair
Edelman Digital

Frank Cooper llI
Senior Vice President, Chief Consumer Engagement Officer
PepsiCo Americas Beverages

Nita Sommers
Vice President, Strategy & Business Development
Castlight Health
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