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The past year saw further evolution in the way busi-

nesses think about sustainable development. By ex-

amining their means of production, marketing and

selling, and by considering the implications of cli-

mate change and unethical corporate behavior,

companies have been shifting from a defensive to a

proactive attitude. In 2007, the visionary idea

voiced in Rio de Janeiro in 1992 moved a little

closer to becoming business as usual. And yet there

is still a long way to go. Growing populations, par-

ticularly in emerging markets, combined with in-

creased wealth and consumer power, are straining

our finite natural resources. Studies suggest that

two additional planets would be required to sustain

consumption in first-world style by everyone on

Earth. So if our present habitat is unable to supply

the energy and raw materials necessary for our sur-

vival, the options are either to become even more

efficient, or to make greater strides in innovation,

or to do a combination of both.

Insights into 57 specific secters and 367 analyzed

companies are presented starting on page 32. For

the first time, SAM Sustainable Asset Management

AG (SAM) not only lists the leading companies, but

also classifies them into three categories (SAM Gold

Class, SAM Silver Class and SAM Bronze Class), as

well as identifies a Sector Leader and a Sector Mover.

This year's Sustainability Yearbook also presents se-

lected results from SAM's in-house empirical work.

The research strongly suggests that there is a posi-

tive, statistically significant correlation between

corporate sustainability and financial performance.

As such, it indicates that sustainability considera-

tions are an integral part of corporate financial per-

formance, and that the integration of such factors

into traditional financial valuation can help in-

vestors gain insights that facilitate the selection of

stocks with an attractive long-term return potential.

The Sustainability Yearbook 2008 also highlights the

global challenge posed by water use, as well as the

dynamic market that must develop to supply the

growing need for this natural resource in a sustain-

able manner. Given the global trends shaping this

particular sector, demand is unlikely to weaken in the

long term. Hence those investors who have the corre-

sponding time horizon can expect to find numerous

worthwhile investment opportunities in water.

By factoring the ecological consequences of a given

design (resource consumption, noxious emissions,

recovery potential) into product development, eco-

design integrates the environment into the value

chain. But while gains in packaging reduction and

improved recycling are important, in future the true

winners will be those who think outside the box

about the business models required to develop new

products and services for society's evolving needs.

Eco-design is the third feature in this year’s Sustain-

ability Yearbook.

Preface

DEAR READER

Samuel A. DiPiazza, Jr.
CEO
PricewaterhouseCoopers

Reto Ringger
CEO

SAM Sustainable Asset
Management AG
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Corporate Sustainability is a business approach that creates long-term shareholder value
by embracing the opportunities and managing the risks associated with economic, envi-
ronmental and social developments.

In a market economy, the competitive position a

company holds ultimately determines its share of

overall added value. Sustainability trends and chal-

lenges are continuously changing the environment

in which companies operate and compete. Sustain-

able companies embrace this change by seizing the

opportunities and by managing the risks that such

developments pose to each industry. In doing so,

sustainable companies enhance their competitive

position, thus delivering above-average share-

holder value.

SAM identifies the relevant sustainability trends and

challenges that are likely to have an impact on

shareholder value creation in the future, and ana-

lyzes the manner in which companies aim to cope

with those trends. The results of this assessment are

quantified in terms of their potential impact on

shareholder value creation, and are integrated into

traditional financial valuation techniques. By taking

this approach, SAM gains insights that facilitate the

selection of stocks that offer the potential for at-

tractive long-term returns, thereby delivering add-

ed value added to its clients.

Introduction

Research Philosophy

SAM seeks to identify companies that a) are better

than their peers in seizing opportunities and man-

aging risks associated with global and industry-spe-

cific trends and challenges; and b) represent attrac-

tive investment opportunities. SAM’s corporate

sustainability assessment starts by identifying all

trends and challenges of relevance to shareholder

value creation in each sector. Not all such trends are

economic in nature. They can stem from different

sources; some relate to macroeconomic develop-

ments, others relate to environmental and social

developments. These trends and challenges offer a

roadmap of the current competitive environment

within each sector, as well as the future patterns

that are likely to surface. SAM has developed a

number of criteria designed to assess a company's

ability to exploit the opportunities and manage the

risks related to sustainability trends.

In terms of competitiveness, sustainability perfor-

mance is of greatest relevance to shareholder value

creation when assessed in relative terms. Certain

companies – the leading companies in each sector

– are positioned to tackle sustainability trends and

challenges better than others. SAM applies a best-

in-class approach targeted at identifying the lead-

ing companies in each sector that are expected to

create above-average shareholder value.

Research Approach
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The translation of corporate sustainability perfor-

mance (as measured by SAM criteria) into the real-

ity of corporate financial performance (shareholder

value) is accomplished by breaking down the two

determinants of shareholder value: the company’s

free cash flow and its weighted average cost of

capital. Free cash flow is a function of revenues and

expenses, as well as tax and reinvestment rates. The

weighted average cost of capital is a function of

short-term interest rates and the risk premiums a

company must pay for acquiring equity, debt fi-

nancing and cash.

Corporate sustainability performance as measured

by SAM criteria impacts shareholder value via at

least one of these components. In general, the abil-

ity to seize opportunities will lead to more and bet-

ter investment opportunities, thereby allowing the

company to achieve higher returns on invested cap-

ital (ROIC), maintain a higher reinvestment rate

(RIR) and generate a higher dividend yield. A com-

pany that manages risks better than its peers do will

be rewarded with lower risk premiums on the cap-

ital raised, which in turn leads to lower required

rates of return and reduced financing costs

(WACC). Since shareholder value is a function of re-

turn on invested capital and the weighted average

cost of that capital, shareholder value is enhanced.

Each sustainability criteria must be linked to at least

one of these components. Management decisions

regarding sustainability criteria are assumed to im-

pact value drivers such as a company's resource ef-

ficiency, workforce motivation, innovation poten-

tial, reputation among stakeholders, and exposure

to an array of risk factors, both internal and exter-

nal. The positive influence of adequately managing

such sources of intangible value will sooner or later

be expressed in the company's financials. Corpo-

rate governance, occupational health and safety, as

well as the management of human capital serve as

illustrations in this regard.

A list of the criteria that

SAM applies across all sectors

is provided on page 12.

Sector-specific criteria are

provided in the chapter

«Sector Insights»

TRENDS AND CHALLENGES

Sustainability trends and challenges are increasingly shaping the future competitive environment of each

sector. Some trends affect all sectors in a similar manner. The demand for transparency, for example,

driven both by regulation and investor pressure, is a trend that affects all sectors in much the same way.

The emergence of improved financial and corporate governance reporting is a consequence of this trend.

In contrast, sector-specific challenges depend on the given sector’s characteristics, such as the degree

of regulation, supply and demand factors, and barriers to entry.

Some trends and challenges affect more than one sector, but not all sectors alike. For example, global

climate change affects energy-intensive sectors much more than others – e.g. the challenges faced by

oil & gas producers include energy resource scarcity and the environmental effects of greenhouse gas

emissions. These challenges are likely to create heightened demand for clean, sustainable and competitively

priced energy. Today’s high energy prices and pronounced price volatility are reinforcing the importance of

alternatives to fossil fuels. In turn, the development of alternative energy sources will play a key role in the

competitive positioning of energy companies.
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Costs
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Investor Relations &
Shareholder Engagement

Financing Structure

Risk Premia

SUSTAINABILITY AND SHAREHOLDER VALUE

creased level of innovation, workforce capabilities

and motivation.

SAM has developed a company valuation model

that integrates the sustainability performance of a

given company into a traditional financial valuation

approach. This model makes use of information on

companies' ability to manage sustainability trends

and challenges in their respective sectors – factors

that ultimately play a key role in the cost of exter-

nal financing, return on invested capital, sales

growth, and the fade-rate of a firm's competitive

advantage.

Corporate governance can play a role in the risk

premiums a company has to pay on equity or debt.

By logical extension, best practices in corporate

governance can be assumed to reduce the degree

of misalignment between shareholder interests and

the interests of management, which in turn reduces

the risk of misappropriation of funds. Moreover,

best practices in occupational health and safety can

be assumed to reduce the costs associated with

staff turnover, insurance premiums and even litiga-

tion claims. Best practices in human capital man-

agement may have a favorable impact on sales,

cost efficiency, and reinvestment rates due to an in-
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SAM's General Corporate Sustainability Assessment Criteria

Dimension Criteria

Economic – Codes of Conduct / Compliance / Corruption & Bribery

– Corporate Governance

– Risk & Crisis Management

Environmental – Environmental Performance (Eco-Efficiency)

– Environmental Reporting*

Social – Corporate Citizenship / Philanthropy

– Labor Practice Indicators

– Human Capital Development

– Social Reporting*

– Talent Attraction & Retention

*Criteria assessed based on publicly available information only

SAM has developed a number of criteria to assess

a company's ability to seize the opportunities and

manage the risks associated with identifiable

trends. The list below shows SAM's general cor-

porate sustainability assessment criteria in terms

of the economic, environmental and social dimen-

sions. General criteria are uniformly applied to all

sectors. The chapter Sector Insights provides in-

formation on the sector-specific criteria. The latter

are applied in effort to assess a company's ability

to respond to sector-specific opportunities and

risks.

*ICB Supersector SAM Sector

– Automobiles & Parts – Automobiles
– Auto Parts & Tires

– Banks – Banks

– Basic Resources – Aluminum
– Forestry & Paper
– Mining
– Steel

– Chemicals – Chemicals

– Construction & Materials – Building Materials & Fixtures
– Heavy Construction

– Financial Services – Financial Services
– Real Estate

– Food & Beverage – Beverages
– Food Producers

– Healthcare – Biotechnology
– Healthcare Providers
– Medical Products
– Pharmaceuticals

– Industrial Goods & Services – Aerospace & Defense
– Containers & Packaging
– Diversified Industrials
– Electric Components & Equipment
– Electronic Equipment
– Industrial Engineering
– Industrial Transportation
– Support Services
– Waste & Disposal Services

– Insurance – Insurance

– Media – Media

*ICB Supersector SAM Sector

– Oil & Gas – Oil & Gas Producers
– Oil Equipment & Services
– Pipelines

– Personal & Household Goods – Clothing, Accessories & Footwear
– Durable Household Products
– Furnishing
– Home Construction
– Leisure Goods
– Non-durable Household Products
– Personal Products
– Tobacco

– Retail – Food & Drug Retailers
– General Retailers
– Specialized Consumer Services

– Technology – Communication Technology
– Computer Hardware &

Electronic Office Equipment
– Computer Services & Internet
– Semiconductors
– Software

– Telecommunications – Fixed-Line Communications
– Mobile Telecommunications

– Travel & Leisure – Airlines
– Gambling
– Hotels, Restaurants, Bars &

Recreational Services
– Travel & Tourism

– Utilities – Electricity
– Gas Distribution
– Water

*ICB: Industry Classification

Benchmark used by Dow Jones

Indexes and FTSE



ALLOCATION TO SUPERSECTORS

The graphs below compare the sectoral allocation of all assessed companies to the overall universe for each of the 18 supersectors.

REGIONAL ALLOCATION

The graphs below compare the regional allocation of all assessed companies to the overall universe.
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Research Scope

SAM’s Company Universe, as per October 31, 2007

– 2,500 largest companies in the Dow Jones Global Index

– SAM sectors covered: 57, grouped in 18 supersectors (see chapter 4, Sector Insights for details on SAM Sectors)

– Companies assessed: 1,279

Companies Assessed, as per October 31, 2007
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Growing populations, particularly in emerging mar-

kets, combined with increased wealth and con-

sumer power put significant strain on the world’s

finite natural resources. Rough estimates suggest

that if the whole human population consumed at

OECD levels there would be the need for at least

two extra planets.

If our natural environment is unable to supply en-

ergy and raw materials to sustain consumption, we

must either become more efficient or innovate sig-

nificantly.

Whilst gains from eco-design, including material

and packaging reduction and improving waste re-

covery, will be important, the true winners will be

those who think outside of the box on potential

new business models and develop new products

and services to address needs from society.

Further, securing sustainable sources of raw mate-

rials will be critical to both business continuity and

cost management.

Consumption goes beyond physical goods and in-

cludes services. This means that industries tradi-

tionally not burdened by environmental issues will

also need to develop new business models for de-

livering their services – tourism is one example. This

means identifying new threats and opportunities

and looking for new kinds of success factors, iden-

tifying a sustainable product and service develop-

ment - end to end.

The sustainable solution concept can be looked at

from different perspectives and each industry or

sector faces its own specific issues. The challenge

for companies is to fully understand which specific

aspects they need to address and to do it in the

most efficient and competitive way. This will require

a mix of established techniques such as manage-

ment of quality, cost, access to raw materials etc,

and dealing with newer issues like environmental

regulations, demands from ethical consumers and

expectations of transparency with regards to green-

house gas emissions and the "ecological foot-

prints." Issues have grown in number and com-

plexity because companies have an expanding re-

sponsibility for the life-cycle of their products,

based on new consumer expectations and new reg-

ulation.

A responsibility that extended from product manu-

facture to use has now become an end-to-end re-

sponsibility. This means a potential responsibility

from the excavation of raw material all the way to

the pollution of land, water and atmosphere when

a product is disposed of and either recycled or in-

cinerated. Making this shift will require increased

transparency in the production supply chain and

waste management and new business processes.

There are many different business models and prac-

tices available to address this challenge. In this in-

sight chapter we will describe some examples.

From Vision to Mainstream – Sustainable
Solutions for Product Life Cycles

Introduction
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One way of reducing the impact on the environ-

ment during the product life-cycle is to reduce the

amount of material and energy used in the produc-

tion and use of the products or services. This is usu-

ally referred to as eco-efficiency. As defined by the

World Business Council for Sustainable Develop-

ment, (WBCSD), "eco-efficiency is achieved by the

delivery of competitively priced goods and services

that satisfy human needs and bring quality of life,

while progressively reducing ecological impacts and

resource intensity throughout the life-cycle to a

level at least in line with the Earth's estimated car-

rying capacity."

In short, it is concerned with creating more value

with less impact.

For companies, embracing eco-efficiency should re-

sult in cost savings, increased business value, in-

creased competitiveness and market share, better

public image and reputation, improved brand value

and greater market access.

This is not a totally new concept however. The

WBCSD discussed it back in 1992 at the Earth Sum-

mit in Rio de Janeiro. The difference is that in 1992

it was a visionary idea and now it is becoming main-

stream.

Eco-efficiency is not limited to making incremental

efficiency improvements in existing company prac-

tices. It should stimulate creativity and innovation in

the search for new ways of doing things. Nor is it

limited to areas within a company's boundaries

such as in manufacturing and plant management.

It is also valid for activities upstream and down-

stream of a manufacturer's plant and includes the

supply and product value chains. Consequently, it

should be of concern to development engineers,

purchasers, product portfolio managers, marketing

specialists and even finance and control, as supply

chains get progressively more complex. This makes

the life cycle assessments more challenging.

Getting More – Using Less – Eco-efficiency

Product and Service Life Cycle Assessment

A life-cycle assessment, (LCA), is a compilation and

evaluation of the inputs, outputs and the potential

environmental and social impacts of a product's

system throughout its life cycle.

One of the first real life-cycle assessments was

made by Coca-Cola in 1969.1 Taking into account

the overall environmental impact of their product,

from raw material extraction to waste disposal,

Coca-Cola conducted a study to decide on the

choice between:

• glass and plastic for product bottling

• internal or external bottle production

• recycling or dumping of the chosen bottle at the

end of its life.

Contrary to all expectations, the study revealed the

plastic bottle as the best choice and prompted dis-

cussions on the validity of the comparisons used.

This led the scientific community to develop a stan-

dardized process for such studies.

LCA practice today follows a series of international

standards contained in ISO 14040. These describe

options for the development of Life Cycle Assess-

ments and their use is the only guarantee of credi-

bility for a study.

As a leading provider of life cycle assessment-based

products and services, PwC (Ecobilan - see text box

below) assists companies to manufacture and dis-

tribute products in an environmentally and techni-

cally sustainable way, to make regulatory, market

and competitive analyses and to identify sources of

recycling, disposal options and reverse/take-back

logistics and the associated costs/revenues and so-

cial performance.

1 You can read more about

life cycle assessments on the

Ecobilan homepage at

www.ecobalance.com
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Life cycle assessment methods have been around

for quite some time. The sustainability agenda has

changed rapidly however and today we see massive

need to use this proven approach in new areas and

for new purposes. The most evident change is the

type of company asking for these services. It used

to be companies in industries with a very direct en-

vironmental footprint such as car manufacturers or

heavy industry. Because of the strengthening con-

sumer movement over the last few of years compa-

nies in many industry sectors are now asking for life

cycle assessments. This means that the scope of the

assessments has also broadened and often includes

services as well as products and both social and en-

vironmental impacts.

Proven Methods for New Challenges

Retail and consumer companies represent one of

the stronger sectors for this growth of interest. In

the last year some major retail brands have an-

nounced their strengthened commitment to a sus-

tainable product portfolio and business practices.

Tesco and Marks & Spencer are two major UK re-

tailers that have both pledged to reduce its impact

on the environment and set themselves significant

targets .

Tesco intends to cut its packaging use by 25% and

wants to reuse and recycle as much packaging as

possible. It has switched to biodegradable materials

for its plastic carrier bags and is actively encourag-

ing customers to return excess packaging to their

stores for recycling.2

Both Tesco and Marks & Spencer have also com-

mitted to reduce their carbon footprint and have

set very aggressive targets for their total green-

house gas emissions. These two issues merge since

less packaging means less weight, which means

less transportation, which means less energy use.

Wal-Mart, the largest retailer in the world, has also

made very bold commitments to a sustainable

product philosophy and has started a chain reaction

in the global retail supply chain. Wal-Mart will mea-

sure the amount of energy used to create products

throughout its supply chain, including the procure-

ment, manufacturing and distribution process.

They are initiating a pilot with a group of suppliers

to look for new ways to make its entire supply chain

more energy efficient.3

Because of its size, Wal-Mart's commitment to

sustainable development has resulted in other in-

dustry-wide initiatives in other sectors. An exam-

ple is Procter & Gamble, one of the world's largest

household products companies, which together

with some of their competitors, Unilever, Tesco

and Nestlé, announced that they will press their

suppliers to release data about carbon emissions

and climate-change-mitigation strategies.4 This

move, in turn, affects plants manufacturing prod-

ucts as diverse as T-shirts, cocoa beans and razors

in other parts of the world. So, because big play-

New Industry Sectors

Since 1990 Ecobilan, also referred to as Ecobalance, advises Industry and Government on the environmen-

tal performance of products and services. Supported by a number of leading edge environmental analysis

and management software tools, Ecobilan provides services, methodologies and tools that promote the in-

tegration of environmental performance across the varying functions of an organization. Ecobilan has joined

the PwC Sustainability Services in March 2000 and is now fully integrated into the PwC service offering.

2 www.tesco.com
3 www.walmart.com
4 Press release from Carbon

Disclosure Project, 9th October

2007, www.cdproject.net/

pressreleases.asp
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As shown above not only does a consumer trend

cause new industry sectors to react but it also

means that new kinds of issues must be included in

the life cycle assessment. Assessing services is one

example as is the addition of social issues to the

more established environmental impacts. This often

translates into changes in business practices and

working conditions. Everything from health &

safety to labour rights, diversity and human rights

issues are relevant. These issues can be assessed

and mapped, but to a lesser extent compared to

environmental issues which can be quantified in

more detail.

The definition and understanding of "product

quality" has also changed. It is no longer just

about the product itself, but also includes the busi-

ness practices and processes behind it. The quality

of a T-shirt to many consumers today includes the

working conditions for the worker doing the

sewing in the factory and the farmer picking the

cotton in the fields. So products, like T-shirts,

which used to have quite simple quality require-

ments have now become a very complex issue for

clothing companies. Recently some major Scandi-

navian clothing brands were accused of using sup-

pliers in Bangladesh who bought their cotton from

Uzbekistan, where child labour is very common in

the cotton fields. This kind of quality is difficult

to manage but it is nevertheless just as important

for the consumer, and therefore the industry as a

whole.

The most influential issue at the moment however

is climate change. Coming from a very diffuse and

highly controversial issue discussed mostly by scien-

tists and environmentalists and which few busi-

nesses paid much attention to, it has risen to the

top of the agenda for every CEO of the Fortune 500

companies. In the context of life cycle assessments

the key phrase in the world of climate change is

"carbon foot-printing". Companies, regardless of

which industry sector they are in, feel a demand to

assess their carbon footprint so their consumers or

customers can assess how their buying decisions

impact global warming.

New Issues

ers like Wal-Mart and Tesco have adopted the

product footprint concept, companies in business-

to-business sectors, will face an additional re-

quirement if they want to continue to do business

with them.

So the pressure from consumers felt by companies

such as Wal-Mart and Tesco, will, within a few

months from the announcement, have an impact

on the sourcing process in countries where basic

raw material are being grown or products being as-

sembled or produced.

The service sector is also engaging in life cycle as-

sessments to assess the impact or footprint from a

their services. An interesting example is the adver-

tising industry. In many cases a short TV or billboard

advertisement might entail a full crew travelling

cross the globe to shoot a model in idyllic surround-

ings. Companies in this sector want to assess and

reduce the impact of such activities though the use

of life cycle assessment methods. PwC-Ecobilan is

engaged in a project in France called Eco-Publicité

to assess carbon footprints of advertising cam-

paigns in general.5

5 www.ecopublicite.com

(in French)



Reactive reductions in the impacts of product life

cycles is one way of creating more sustainable

business. Another is to introduce environmental

specifications in the design phase - so-called eco-

design.

Eco-design means the integration of the environ-

ment in the product design or redefinition phase.

This means including environmental consequences,

in terms of resources consumption, polluting emis-

sions, but also recovery potential or recycling, in the

decision-making process. These consequences must

be envisaged for the whole product life cycle be-

cause design can strongly influence decisions on

product disposal (recycling ability, valorization of

energy, etc). The eco-design stage is the most cru-

cial step in improving the environmental perfor-

mance of a product.

Our client experience shows that companies who

have gone through life cycle assessments over a pe-

riod of time tend to start integrating what they

have learned from the design phase onwards.

When companies reach this level it is often very

clear how life cycle thinking creates both top and

bottom line value. It often leads to new lines of

products or even whole new families of products

and services. Examples include hybrid cars, eco-

tourism, mobility products and services, new public

infrastructure concepts, green IT solutions etc.

Eco-design – a Consequence of Life Cycle Assessments

Shortly after major companies take initiatives like

those of Wal-Mart and Procter & Gamble, we usu-

ally see industry initiatives being launched to stand-

ardize certain requirements or business practices.

Examples include Supply Chain Leadership Coalition

and Ethical Tea Partnership in the retail industry, the

Clean Clothes and Business Social Compliance Ini-

tiative in the apparel industry, GeSI in the Telecoms

industry and Fair Trade Jewelry in the luxury sector.

Office Depot, one of the largest office supply retail-

ers in the world, has specified a preference for re-

cycled paper as well as paper certified as originat-

ing from responsibly managed sources. One of the

challenges faced by Office Depot is the lack of

widespread acceptance of chain of custody track-

ing systems in the forest and paper industry. Their

answer was to engage in a Chain of Custody certi-

fication scheme developed by PwC.6

These are voluntary initiatives taken by the industry

to make responding to consumer demands easier

and often take the form of collaborative ap-

proaches along value chains. But more regulation is

also likely in the future starting with demands for

increased transparency over product characteristics

and business practices. This could mean new forms

of labelling both voluntary and regulated. Busi-

nesses dislike such regulations since they remove

the opportunity to differentiate from competitors.

However, experience shows that regulation often

lags behind the voluntary initiatives by many years,

which gives proactive companies a reason to inno-

vate and engage in voluntary initiatives. Legislation

often has the role to push laggards in the same di-

rection as the leaders.

Levelling the Playing Field with Standards and Regulation

The Sustainability Yearbook 2008
2. From Vision to Mainstream
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6 Chain of custody certification -

The next generation; by Bruce

McIntyre (PwC)

www.pwc.com/forestry



We are seeing a significant change in the way busi-

nesses think with regards to sustainable develop-

ment. They now look at the way they design, pro-

duce, market and sell products and services. Busi-

nesses have quickly gone from a defensive to a

proactive attitude. More and more companies con-

sider the consequences of finite natural resources,

climate change effects, impacts of emissions to air,

water and soil and implications of unethical busi-

ness behavior in their business models and embed

their actions into consumer propositions to gain

competitive advantage. As this happens in the mar-

ket place, the visionary idea that was voiced in Rio

de Janeiro in 1992, is now becoming mainstream

business. And as it does the playing field is quickly

levelling: laggards are obliged to catch up and vi-

sionaries to move to new ground.

Conclusions
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Corporate Sustainability and Sustainability In-

vesting are continuing to receive an increasing

amount of interest from a wide range of stakehol-

ders. The key issue that these two concepts seek to

address is how to reconcile economic growth, effi-

ciency and profitability together with a mode of

economic development that is environmentally and

socially sustainable. Over the past decade, the aca-

demic literature on this topic has expanded rapidly,

yet the relationship between corporate sustainabi-

lity and financial performance is still a source of de-

bate. This suggests that further empirical research is

needed to further our understanding of the link

between corporate sustainability and financial per-

formance.

SAM is dedicated to making a contribution to empi-

rical research in the field of corporate sustainability.

Since 1999, SAM has been assessing and documen-

ting the sustainability performance of over 1000 cor-

porations on a yearly basis. In the process, it has

compiled one of the largest global databases on cor-

porate sustainability. SAM undertakes both external

collaborations with leading universities worldwide

(including the ETH Zurich, Rotterdam Business

School, King’s College London and Bocconi Univer-

sity), as well as in-house empirical research in the

field of corporate sustainability.

In this short article, we briefly review the theoretical

background to the relationship between corporate

sustainability and financial performance, before

presenting selected results from our in-house empi-

rical work. Please note that in order to keep this ar-

ticle concise, much of the background information

on our empirical work has not been enclosed. Full

research papers, including selected external colla-

borations, can be made available upon request.

NEGATIVE RELATIONSHIP MODELS

“Sceptics” claim that the only responsibility of the firm

is to engage in profit-generating economic activities,

thus maximizing the value it delivers to shareholders.1

They consider any deviation from this objective as

an unnecessary expense which ultimately decreases

shareholder value. To support this argument, “scep-

tics” claim that adhering to sustainability principles

comes at a cost which diminishes the firm’s finan-

cial resources, while the potential financial benefits

are distant and difficult to quantify accurately. This

is referred to as the “trade-off hypothesis”.

The validity of this statement, however, may be

questioned if one takes a longer-term perspective.

With national regulators determined to internalize

the costs of externalities, being an “unsustainable”

company will increasingly come at a cost to the firm,

via taxes, fines, or the purchase of emission allow-

ances, for example. Thus, it appears the “trade-off

hypothesis” somewhat suffers from short-termism.

From an investor’s standpoint, Modern Portfolio

Theory tells us that expected return, risk, and diver-

sification are the only criteria that matter to make

investment decisions. The use of any other will ulti-

mately limit the efficiency of any portfolio con-

struct. This is due to the fact that reducing the in-

vestment universe shifts the Markowitz-efficient

frontier downwards, thus having an unfavourable

impact on the risk/return trade-off for investors.2

Corporate Sustainability and Financial Performance

A Review of our Empirical Evidence

What Does Theory Predict?

Introduction

1Friedman, M: The Social Re-

sponsibility of Business Is to In-

crease its Profits: New York

Times Magazine (1970)

2Markowitz, H: Portfolio Selec-

tion: Journal of Finance, 7 (1),

77-91 (1952)
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Against this claim, Garz et al. (2002) have argued

that the Markowitz-efficient frontier argument

would only be relevant to an “uninformed” invest-

ment world.3 They argue that sustainability filters –

just like value, growth, sector or regional filters – are

simply another type of active stock-picking model

that follows the same risk/return arithmetical rules.

POSITIVE RELATIONSHIP MODELS

Instrumental stakeholder theory predicts that cor-

porate sustainability should have a positive impact

on financial performance because firms benefit

from “addressing and balancing the claims” of

multiple key stakeholder groups.4 On the other

hand, constant failure to address the concerns and

expectations of those groups will ultimately reduce

investors’ confidence in the firm’s stock, impacting

its cost of financing (weighted average cost of ca-

pital) and thus its profit-making opportunities.

It can also be argued that sustainability leads to re-

putational benefits. First, sustainable firms have a

greater ability to attract and retain high-quality em-

ployees.5 They may also reap benefits in terms of

sales, as customers are becoming increasingly sen-

sitive to sustainability issues.6 Last, an enhanced re-

putation and brand image can positively affect re-

lationships with current and potential investors, as

well as attract trading partners and suppliers.

Porter & van der Linde (1995) argue that a firm’s

sustainability performance can also be considered

as a measure of its operational efficiency.7 Adhering

to sustainability principles, they argue, requires

structural changes that may lead to competitive ad-

vantages such as technological innovativeness.

They claim, for example, that environmental best

practices can trigger innovations which may partial-

ly offset – or even outweigh – the costs of imple-

menting them.

A good example of the above argument is Japanese

auto manufacturers, who have resiliently pursued

energy efficiency in response to a number of trends,

such as governmental regulation (taxes on fuel and

monetary incentives for “clean technologies”) as

well as economic developments (rising oil prices).

As we can clearly observe today, these companies

have gained a considerable competitive advantage

as a result of their forward-looking strategic orienta-

tion, which is currently being translated into market

share gains and improved financial performance.

It can also be argued that corporate sustainability is

a good indication of a firm’s financial viability, be-

cause it emphasizes a long-term business perspec-

tive. In theory, firms that adhere to sustainability

principles should outperform those that do not be-

cause they prioritize long-term investment oppor-

tunities over short-term profits, thus benefiting

from a more stable earnings growth and less down-

side volatility. Also, due to this long-term focus,

they need to have a much better understanding of

how their company relates to their competitive en-

vironment and society at large, as well as how that

relative position may evolve over time. To quote a

senior portfolio manager cited in an Ernst & Young

report, “financial performance tells me what a com-

pany has already done. Non-financial performance

tells me what it is likely to do.”8

3Garz, H; Volk, C; Gilles, M.

More Gain than Pain: Sustain-

ability pays off: WestLB Panmure

(2002)

4 Freeman, E; Evan, W: Corpo-

rate Governance: A Stakeholder

Interpretation: Journal of Behav-

ioral Economics, 19(4): 337-359

(1990)

5 Turban, D; Greening, D: Corpo-

rate Social Performance and Or-

ganizational Attractiveness to

Prospective Employees: Acad-

emy of Management Journal,

40: 658-672 (1997)

6 Russo, M; Fouts, P: A Resource-

based Perspective on Corporate

Environmental Performance and

Profitability: Academy of Man-

agement Journal, 40: 534-559

(1997)

7 Porter, M; van der Linde, C:

Green and Competitive: Ending

the Stalemate: Harvard Business

Review (1995)

8 Ernst & Young: Measures That

Matter (2003)
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correlation results to be statistically significant at

the 5% level (0.05) or below.

We correlate all our sustainability indicators to our

chosen financial metrics, from the most aggregated

measure (total score), down to individual sustain-

ability criteria. The following graph provides a sum-

mary of the correlation tests we performed on our

various sustainability criteria:

1. LINEAR CORRELATION RESULTS

We begin by performing a number of correlation

tests, using Pearson’s linear correlation methodolo-

gy. In statistics, a correlation coefficient indicates

the strength and direction of a linear relationship

between two random variables that are assumed to

be normally distributed. The strength of the linear

relationship between two random variables can

range from -1 to 1. A coefficient of 0 indicates that

the two variables are uncorrelated. We consider

Our population sample consists of all companies

that directly participated to SAM’s annual sustaina-

bility assessment between 2002 and 2006 – a 5-

year observation period. We excluded both Japa-

nese firms and a number of market sectors (ban-

king, financial services, insurance and real estate)

from this sample. Our final population sample con-

sists of 1342 data points, averaging approximately

268 data points per year. Our empirical work focu-

ses on both individual assessment criteria (e.g. cor-

porate governance) and our aggregated measure

of sustainability performance (i.e. total score).

We investigate the impact of sustainability on both

accounting- and market-based metrics of corporate

financial performance. We first look at a measure of

how effectively firms generate free cash flows rela-

tive to the amount of capital invested (return on in-

vested capital), before considering risk-adjusted stock

returns. All data has been obtained from either

Bloomberg or Datastream. These financial metrics

are computed on the basis of the formulas below:

Return on Invested Capital (ROIC) = net operating profit after tax / invested capital

Sharpe = (% in share price p.a. - risk-free rate) / standard deviation of decile

Empirical Evidence - General Data Considerations

Results & Analysis
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significance of the observedmean differentials. In per-

forming these tests we focus on our “total score“.

The following two graphs display the average re-

turn on invested capital (ROIC) and average Sharpe

ratio for individual deciles, from the worse sustain-

ability performers (decile no.1) to best (decile no.10).

The averages for the entire sample (i.e. test values)

are denoted by the dotted black lines. Deciles with

statistically significant mean differentials have been

highlighted in green.

2. ONE-SAMPLE T-TESTS

In the next step, we perform a number of one-sam-

ple t-tests. The purpose of such tests is to compare

the mean score of a sample with a known value.

Usually, the known value is the mean of the overall

population sample. We first transpose our sustain-

ability data into deciles (i.e. ranked by sustainability

performance and split into 10 equal groups of com-

panies) before looking at the mean differentials of

the various groups.

Such t-tests also enable us to evaluate the statistical
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This short article has aimed to present selected re-

sults from the empirical work we have performed

on the relationship between corporate sustainabi-

lity and corporate financial performance. Based on

SAM’s proprietary data, a set of basic statistical

tests indicate that there is a positive linear associ-

ation between sustainability and financial perfor-

mance, although the magnitude of this relationship

remains small to moderate at best. We also provide

credible evidence that capital markets are getting

increasingly efficient at factoring in this extra-finan-

cial information, which clearly can and does impact

stock prices.

In interpreting these results, readers should be

aware of the following limitations to such statistical

models. Firstly, correlation tests do not prove cau-

sation. Rather, they illustrate the manner in which

two variables are associated with one another. Se-

cond, such models do not account for “confounding

factors“ (i.e. other variables that could distort the re-

lationship under investigation). In order to make

sure that sustainability is an independent source of

value-added, we have also used multi-factor

econometric models that account for such factors

(e.g. firm size, market sector and region). As a result

of these tests, we can say with confidence that the

positive association between sustainability and fi-

nancial performance, as measured by return on in-

vested capital (ROIC), is not artificial.

SAM undertakes both external collaborations with

leading universities worldwide as well as in-house

empirical research, while prioritizing the former. All

of the scholars we have worked with thus far, using

statistical models that are far more advanced than

the ones presented above, also reach the conclu-

sion that there is a positive, statistically significant li-

near association between sustainability and corpo-

rate financial performance. The table on the next

page presents a summary of selected external col-

laborations undertaken by SAM. Please note that

the studies denoted by the symbol * can be made

available upon request.

Concluding Remarks
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Authors Academic Institution Title of Study Model Output

Derwall, J; Guenster, N; Rotterdam Business School – ERASMUS Human Capital Management and Positive
Koedijk, K. (2005) University – The Netherlands Financial Markets *

Chang, D; Kuo, L. National Central University – Taiwan The Influence of Sustainability Positive
Management on Firm’s Financial
Performance - An Empirical Approach

Di Guilio, A.; Migliavacca, Bocconi University – Italy What is the Relationship between Negative
P; Tencati, A. (2007) Corporate Social Performance and the

Cost of Capital? *

Etzion, D (2007) IESE Business School – Spain The Efficacy of Managerial Processes for Positive
Improving Environmental Performance

Garcia, R; Rodrigez, M; IESE Business School – Spain Corporate Governance and Financial Positive
Ayuso, S; Arino, M Performance - An empirical Approach
(2007)

Garcia, R; Rodrigez, M; IESE Business School – Spain Does Stakeholder Engagement Promote Positive
Ayuso, S; Arino, M Innovation Orientation?
(2007)

Hoffman, B (2007) ETH Zurich – Switzerland Carbon Strategy and Equity Valuation In progress

Manescu, C; Starica, C MISTRA / Gothenburg University – A Non-linear, Multidimensional In progress
(2007) Sweden Econometric Approach to Corporate

Sustainability

Apostolakou , A (2007) King's College – University of London, UK The Impact of Institutional and In progress
National Settings on Firm Sustainability
Performance

Sharfman, M (2007) Price College of Business – USA A Global Perspective on Environmental In progress
Performance and the Cost of Capital

Bird, R; Cassavecchia, L; Bocconi University – Italy Corporate Performance and Corporate In progress
Momente, F; Reggiani, F (2007) Responsibility - Which Comes First

and Where?

Boulouta, I (2007) Judge Business School – What are the Drivers of Corporate In progress
University of Cambridge, UK Social Performance?

The empirical evidence presented above, as well as

several studies undertaken by leading universities

using SAM’s proprietary data, suggest that extra-fi-

nancial research, and the integration of such infor-

mation into traditional equity valuation, can deliver

added value to investors. It is our belief that the im-

pact of sustainability trends and challenges remains

under-researched by the financial community. As

such, an asset manager such as SAM, which is so-

lely focused on sustainability investing, can gain in-

sights that facilitate the selection of stocks with at-

tractive long-term return potential.

Overview of selected external collaborations
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A comparison of global water consumption since 1900 and predicted water consumption up to 2025 against global population

trends demonstrates that water consumption has increased more rapidly than the overall population. Sources: 1, 2

Water is vital to our existence. We need it for our

personal use, to grow food, and to produce virtually

everything we need in our daily lives. Yet, with po-

pulations booming and global demand soaring, this

scarce resource is set to become even scarcer.

In some countries the available water reserves

are being used in an unsustainable way, and shor-

tages are becoming a serious problem. Nations lo-

cated in arid regions are struggling to irrigate the

crops they need to feed their populations. Many are

failing to provide sufficient quantities of water of

acceptable quality. Often, water resources are pol-

luted by domestic and industrial wastewater that is

channeled back into the water cycle with little or no

treatment. Around 2.4 billion people worldwide

still have no access to adequate sanitation.

Supplying sufficient water of adequate quality is

therefore one of the major challenges modern so-

ciety is facing. To meet that challenge, a whole range

of water services needs to be expanded and made

more efficient. Enormous investments are required

to upgrade and expand infrastructure that, in indus-

trialized countries especially, has long since passed

its lifespan. For poorer and rapidly growing nations

in particular, new technologies need to be develo-

ped for treating, distributing and using water.

The supply of fresh water is limited, but demand is

growing steadily. Only around 10% of the world’s

annual precipitation is actually available for drin-

king, agricultural irrigation and industrial use. Con-

sumption has risen sharply in recent decades, actu-

ally outstripping the rise in the overall population.

Worldwide, 10% of water flows into domestic use

and 20% to industry. Seventy percent goes to agri-

culture (by far the largest consumer worldwide) –

and demand is rising steadily. Most of the water is

used for irrigation, and much is wasted due to ina-

dequate infrastructure, or lost in crop failures. More-

over, because rainfall is distributed so unevenly, not

all countries are able to produce enough food for

their own people, forcing governments to import at

least part of what they need. Industrial consump-

tion, though high (and proportionately higher in in-

dustrialized nations), is relatively stable.

Water is big business. The sale of water-related

equipment and services now produces an annual

turnover of USD 400-500 billion. The price charged

to consumers, meanwhile, is often too low to ac-

curately reflect its value. If the price of water rises,

this will have dramatic consequences in every

aspect of our lives, and affect almost all of society’s

commercial activities. Companies that identify and

respond to these changes at an early stage will be

better positioned in the market and will achieve

greater commercial success. For all the challenges it

faces, the water market has great potential.

Water – A Global Challenge

1FAO: Aquastat.

www.fao.org/nr/water/aquastat

(5.10.2007)

2United Nations Secretariat:

The World Population Prospects

2006. http://esa.un.org/unpp/

p2k0data.asp (5.10.2007)

Water – A Market of the Future
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Use of Water Reserves in Different Regions of the World

The map shows the river basin areas where the available water reserves are being overexploited by humans.

In these regions the long-term survival of the ecosystems is under threat. Source: 3

� Overexploited

� Heavy exploited

� Moderatly exploited

� Slightly exploited

The development of the water market is being dri-

ven by four megatrends: explosive population

growth, run-down infrastructure, demands for high-

er water quality, and climate change. These mega-

trends will intensify the pressure to manage existing

water resources far more efficiently in the years

ahead.

1. DEMOGRAPHIC CHANGES

The global population is booming: the UN expects

it to reach 9.2 billion by the year 2050. In recent de-

cades water consumption has grown even faster

than populations, mainly due to improvements in li-

ving standards. More and more people are also mo-

ving from the country to the city, placing extra

strain on the urban water infrastructure. UN fore-

casts indicate that almost 60% of the world’s po-

pulation will be living in urban areas by 2030, as

against just 29% in 1950. The result is booming de-

mand for water services, especially wastewater treat-

ment.

The Food and Agriculture Organization expects

demand for food to be 55% higher in 2030 than in

1998. Cropland under irrigation is likely to increase

by 20%, pushing up water consumption by 14%.

In areas such as the Middle East and North Africa,

there is likely to be less water available for agricul-

ture, forcing these countries to import even more

food than at present.

The results of overexploitation are already appa-

rent: once mighty rivers now carry only a fraction of

their former water volume, and the groundwater

table is steadily falling. Eleven countries with almost

half the world’s population currently have a nega-

tive groundwater balance.

Countries where water is scarce are increasingly try-

ing to expand freshwater supplies by using desali-

nation plants. Capacity has risen enormously in re-

cent decades, partly because production costs have

dropped dramatically. Plants are also being built

that are capable of treating wastewater for reuse in

other applications.

3UNDP:

Human Development Report

(2006)

Global Trends Impacting the Water Market
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Water Treatment and the Creation of Industrial Value Added

The higher the value created by manufacturing industry, the higher the level of spending on water treatment tends to be. Source: 4

4Nalco, Freedonia (2006)

2. AGEING INFRASTRUCTURE

Most industrialized nations built their water mains

back in the early 20th century. In many areas huge

investments are now required to repair and up-

grade infrastructure that has reached the end of its

useful life.

Water mains are also being inadequately main-

tained: in London over 800 million liters of water a

day are lost through leaks, and even in extremely

arid countries such as Saudi Arabia, very little care

is taken in using this precious resource.

3. INADEQUATE WATER QUALITY

Over a billion people worldwide have no access to

safe drinking water. In developing countries many

in urban areas are not connected to a proper sewer

system. Wastewater from households is simply re-

leased into the environment and industrial effluent

is often inadequately treated.

Lack of adequate sanitation in countries with poor

infrastructure is one of the major causes of deadly

gastrointestinal disorders.

Even industrialized countries are facing new challen-

ges. Despite new sewage treatment plants, hazar-

dous chemicals are still entering watercourses, while

new substances are entering the water cycle which

wastewater treatment systems are unable to remove

entirely, such as antibiotics or other micropollutants.

Although food production has risen significantly in

recent decades, this is largely due to increased use

of crop protection agents and fertilizers which are

now causing contamination and pollution.

Sales of bottled water have rocketed – even in de-

veloped countries, where water has become a li-

festyle product.
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4. CLIMATE CHANGE

The Intergovernmental Panel on Climate Change

(IPCC) anticipates increased average annual runoff

in high latitudes and in some tropical regions, more

areas affected by drought, and more water shorta-

ges. Heavy, potentially damaging rains are likely to

become more common. The volumes of water

stored in glaciers and the snow pack will decline,

leaving less water available in regions supplied by

meltwater – regions where over a sixth of the world’s

population currently lives. In Europe, the IPCC pre-

dicts, Mediterranean countries will be worst af-

fected, with high temperatures, extreme drought,

poor water availability and therefore limited poten-

tial for exploiting water as an energy source.

Changes in

water availability:

� < –25%

� –25% to –10%

� –10% to –5%

� –5% to +5%

� +5% to +10%

� > +10%

� Outside data coverage

5 The European environment –

State and outlook 2005.

http://dataservice.eea.

europa.eu/atlas/viewdata/

viewpub.asp?id=1114

(5.10.2007)

Changes in Water Availability in Europe

The map shows which regions will have more or less water available in 2020 than at present as a result of

climate change. Source: 5
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As pressure on the world’s limited water resources

mounts, consumers are becoming increasingly

aware that water is a precious resource which

needs to be managed sustainably. Technologies

that promote more efficient water use are already

available, while enormous efforts are being made in

agriculture to improve the efficiency of water use.

Companies that respond to these developments

and offer innovative solutions can look forward to

a sharp increase in demand.

SAM has identified four investment clusters with

attractive upside potential:

> Distribution and management: Businesses in

this field focus on maintaining and upgrading

water mains and sewer infrastructure, mana-

ging water resources and tapping into new sour-

ces of water.

> Advanced water treatment: Wastewater treat-

ment is a rapidly growing area, especially in Asia.

This cluster also includes companies involved in

the disinfection of drinking water and desalina-

tion of sea water, as well as providers of control

systems and analytical instruments.

> Demand-side efficiency: This cluster includes

companies offering products and services that

boost the efficiency of water use in households

or industry.

> Water and food: Companies in this group deve-

lop products that improve water efficiency and

reduce pollution in crop irrigation and food pro-

duction. Others are involved in the production of

bottled water.

The global water market is vast. The bulk of it is

concentrated in water supply and wastewater ser-

vices. The biggest markets are in Asia (particularly

China and Japan), Europe and North America; the

fastest expanding are likely to be China and India

and, especially, the Middle East, where growth may

exceed 10%.

The highly fragmented market is set to consolidate

as bigger firms move to establish global distribution

networks and the concept of public-private part-

nership takes hold. Meanwhile, despite considera-

ble skepticism, private operators are expected to

establish themselves in certain areas, primarily the

Middle East and East Asia.

Investment Opportunities
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PRECIPITATION

Groundwater Lakes/rivers Oceans

Desalination

Process water treatment

Point-of-use treatment

Bottled water production

Irrigation

Industry

Drainage Wastewater treatmentTreatment of
industrial wastewater

Municipalities /
households

Sewerage system

Agriculture

Exploration/extraction

Storage/reservoirs

Drinking water purification

Distribution

There is a growing recognition that water must be

given a price tag that accurately reflects its vital role

in our lives. Investors will need to closely monitor

the response to this trend by politicians and legisla-

tors, especially as new environmental standards will

have a major impact on the growth of individual

segments of the water market and, consequently,

on the attractiveness of companies in these seg-

ments.

Water is set to develop into a dynamic market of

the future. Given the global trends that are shaping

the water market, demand is unlikely to drop off in

the long term. This means attractive opportunities

for all businesses offering products and services for

the treatment, supply or use of water. Companies

that offer sustainable solutions stand to benefit the

most. Investors with a long-term horizon can there-

fore expect to find numerous worthwhile and at-

tractive investment opportunities.

The Water Value Chain

Water value chain (simplified). Attractive investment opportunities exist along the entire chain. Source: SAM
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Since 1999, SAM has been assessing and documenting the sustainability performance of
over 1,000 corporations on a yearly basis. In the process, it has compiled one of the
largest global databases on corporate sustainability.

The world’s 2,500 largest companies (based on the Dow Jones Global Index) are invited
every year to participate in the SAM Corporate Sustainability Assessment. Only the
top 15% in each of the 57 SAM sectors qualify for inclusion in the Sustainability Year-
book.

In the following pages, SAM presents insights into

57 sectors and 367 companies analyzed. Opportu-

nities and risks deriving from economic, environ-

mental and social trends and developments that

impact the competitive position of companies have

been identified. For the first time, SAM not only lists

the leading companies, but classifies them into

three categories (SAM Gold Class, SAM Silver Class

and SAM Bronze Class), as well as identifies a Sec-

tor Leader and a Sector Mover.

Sector Insights

SAM SECTOR LEADER

The SAM Sector Leader is identified as the company

best prepared to seize the opportunities and man-

age the risks deriving from sector-specific economic,

environmental and social developments. The SAM

Sector Leader is the company with the best score of

those companies assessed in this sector.

SAM SECTOR MOVER

Within the top 15% of each sector, the title of SAM

Sector Mover is awarded to the company that pro-

portionally improved its sustainability performance

most since last year.

2,500 largest companies in the Dow Jones Global Index

Inclusion in the Sustainability Yearbook: Top 15% of each SAM Sector

SAM Gold Class

SAM Silver Class

SAM Bronze Class



75%. Peer group companies whose total score lies

within a range of �5% lower than the SAM Sector

Leader are also awarded SAM Silver Class, a score

of �10% lower than the leader results in SAM

Bronze Class.

SAM BRONZE CLASS

The SAM Sector Leader qualifies for the SAM Bronze

Class if it achieves a total score in the range of 65-

70%. Peer group companies whose total score lies

within a range of �5% lower than the SAM Sector

Leader are also awarded SAM Bronze Class.

This paragraph provides information on how to read the various sections in the following Sector Insights.

Out of the total of 367 companies in-

cluded in this yearbook, the following

awards were given:

67 SAM Gold Class

74 SAM Silver Class

63 SAM Bronze Class

DRIVING FORCES

This section describes current and future challenges

for the competitive positioning of companies

within their sector.

SECTOR-SPECIFIC CRITERIA

This section lists all sector-specific criteria that are

applied in the SAM Corporate Sustainability Assess-

ment 2007 in addition to the general criteria. The

general criteria are described in the Introduction.

SUSTAINABILITY LEADERS 2007/2008

See previous page for detailed information on this

table.

SECTOR STATISTICS

This section displays the research coverage in 2007

for the respective sector within the SAM Company

Universe.

RESULTS AT SECTOR LEVEL

This section shows an overview of the SAM Corpo-

rate Sustainability Assessment 2007 scores. The ave-

rage and best score of the assessed companies in

the respective sector are displayed, as well as the

weighted aggregated total score across all three di-

mensions – economic, environmental and social.

The weighting of the three dimensions relative to

the total score is also shown.

The Sustainability Yearbook 2008
4. Sector Insights

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

* SAM Sector Leader
**SAM Sector Mover

Company Country

Company Country

Company* Country

Company Country

Company** Country

Company Country

Company Country

Company Country

Company Country

SAM Gold Class

SAM Silver Class

SAM Bronze Class
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Reading Instructions

SAM GOLD CLASS

The SAM Sector Leader only qualifies for the SAM

Gold Class if it achieves a minimum total score of

75%. Peer group companies whose total score lies

within a range of �5% lower than the SAM Sector

Leader are also awarded SAM Gold Class. A score

of �10% lower than the leader results in SAM Sil-

ver Class, a score �15% lower than the leader re-

sults in SAM Bronze Class.

SAM SILVER CLASS

The SAM Sector Leader qualifies for the SAM Silver

Class if it achieves a total score in the range of 70-
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Aerospace & Defense

DRIVING FORCES 

In light of increasing costs faced by the airline sector, commercial aircraft

manufacturers have a key role to play in the development and provision of

energy-efficient products and technologies. Furthermore, as the carbon emis-

sion issue will grow in importance and affect the airline sector, the need for

development of less polluting engines will drive R&D efforts. The defense

side of the business is likely to benefit from the paradigm shift in warfare in

the light of the international war on terrorism. To respond to new security

challenges, sector players are in the process of reinventing themselves, and

may evolve into integrators of weapon systems to maximize production flexi-

bility. However, companies involved in the defense business should be pre-

pared to deal with reputation risks related to arms exports to untrustworthy

governments and human rights violations. Alignment with own-government

foreign policies and ethical selling and product tracking are also increasingly

important aspects of maintaining a license to operate.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 46% 79% 32.5%

Environmental 41% 93% 22.5%

Social 36% 78% 45.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Compliance with Applicable
Export Control Regimes

– Customer Relationship 
Management

– Supply Chain Management

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

– Product Impact

SOCIAL DIMENSION

– Issues-based Co-operation
with Key Stakeholders

– Occupational Health&Safety

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 20
in universe

Number of companies assessed 5
by SAM in 2007

Assessed companies to total 25
companies in universe (%)

Market capitalization of assessed 51
companies to total market capitalization (%)

Company Country

SAM Gold Class Bombardier Inc*/** Canada

Rolls-Royce Plc United Kingdom

SAM Silver Class BAE Systems Plc United Kingdom

SAM Bronze Class United Technologies Corp United States

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Airlines

DRIVING FORCES 

Air transport volume is expected to grow at a sustained pace. It is natural in

cyclical industries for overcapacity and thus poor profitability to recur occa-

sionally. The rise in fuel prices over the last few years has put some pressure

on the airline industry. Advanced aircraft technology (low average fleet age

and modern engines) and maintenance systems as well as advanced fuel

hedging strategies will therefore be the key competitiveness drivers going

forward. In light of infrastructure constraints, sustainable mobility and inter-

modal air, rail and road transport will be new the frontiers of business expan-

sion in the sector. 

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 54% 73% 33.5%

Environmental 55% 88% 32.0%

Social 52% 75% 34.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Efficiency

– Reliability

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Environmental Policy/
Management System

– Fleet Age

– Local Air Quality

– Route Network

SOCIAL DIMENSION

– Noise

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 9
in universe

Number of companies assessed 4
by SAM in 2007

Assessed companies to total 44
companies in universe (%)

Market capitalization of assessed 40
companies to total market capitalization (%)

Company Country

SAM Gold Class Air France-KLM* France

Deutsche Lufthansa AG** Germany

Iberia Lineas Aereas de España Spain

* SAM Sector Leader
**SAM Sector Mover



The Sustainability Yearbook 2008
4. Sector Insights

36

Aluminum

DRIVING FORCES 

The aluminum industry is a material, energy and capital-intensive industry.

Natural resource and product management are therefore key drivers in the

industry. This means that resources and energy must be used efficiently and

material loops closed. Given the high greenhouse gas potential of some of

the sector’s airborne emissions, such as perfluorocarbons (PFCs), climate

change will remain high on the industry’s sustainability agenda. Furthermore,

R&D into the disposal of spent pot linings, by recycling or reusing them to

make landfill obsolete, will continue to be a challenge to the aluminum

 industry. The ever increasing public visibility of aluminum companies makes

efficient resolution of controversial cases crucial. Successful stakeholder

 engagement, including regular consultation with and feedback to local com-

munities, is a prerequisite for this.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 80% 88% 25.5%

Environmental 84% 85% 30.5%

Social 76% 80% 44.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

– Transparency

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Biodiversity

– Climate Strategy

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Occupational Health&Safety

– Social Impacts on 
Communities

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 3
in universe

Number of companies assessed 3
by SAM in 2007

Assessed companies to total 100
companies in universe (%)

Market capitalization of assessed 100
companies to total market capitalization (%)

Company Country

SAM Gold Class Norsk Hydro ASA*/** Norway

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Automobiles

DRIVING FORCES 

The main challenge for the automotive sector is to define and execute a clear

market positioning strategy in an environment of overcapacities, cut-throat

competition and product price deflation. The key success factors are high

 operational efficiency and first-class product quality, which is strongly linked

with brand image. As its products are a significant contributor to anthro-

pogenic greenhouse gas emissions, the sector is subject to stringent regula-

tions in most countries. The sector’s reliance on oil is another challenge, as

governments worldwide seek to diversify their energy sources. To address

these issues, carmakers must improve fuel economy and lower the carbon

 intensity of their product portfolio by introducing alternative propulsion

 systems. Additional long-term challenges come from the life-cycle manage-

ment of the products (i.e. the ability to take back and recycle vehicles) and

the integration of suppliers into the production chain.

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 56% 81% 28.5%

Environmental 73% 95% 33.0%

Social 58% 78% 38.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Closed Loops

– Environmental Policy/
Management System

– Low Carb Strategy

SOCIAL DIMENSION

– Occupational Health&Safety

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 14
in universe

Number of companies assessed 9
by SAM in 2007

Assessed companies to total 64
companies in universe (%)

Market capitalization of assessed 81
companies to total market capitalization (%)

Company Country

SAM Gold Class Bayerische Motoren Werke AG (BMW)*/** Germany

Daimler Chrysler AG Germany

Renault SA France

Volkswagen AG Germany

* SAM Sector Leader
**SAM Sector Mover
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Auto Parts & Tires

DRIVING FORCES 

In light of the sharp competition in the automotive sector, suppliers of auto

parts and tires must focus on innovation, quality and cost reduction in order

to cope with constant price and margin pressure. In order to remain compet-

itive, companies have to keep up with the pace of their customers’ (i.e. auto-

mobile manufacturers) global expansion to assure top-quality products and

services worldwide. Thus, the major sector players are moving towards more

systematically integrated business models. In addition, more stringent envi-

ronmental regulations for production processes and customer end products

make it necessary for companies to control and manage their emission profile

and become involved in product take-back and recycling programs. A further

challenge comes from the emphasis on low-cost countries in the global

sourcing and production strategy, which increases exposure to human rights

risks and occupational health and safety considerations in the value chain.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 39% 70% 30.5%

Environmental 48% 93% 26.5%

Social 44% 78% 43.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Closed Loops

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Occupational Health&Safety

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 16
in universe

Number of companies assessed 5
by SAM in 2007

Assessed companies to total 31
companies in universe (%)

Market capitalization of assessed 50
companies to total market capitalization (%)

Company Country

SAM Gold Class Denso Corp Japan

Johnson Controls Inc** United States

Pirelli & C. SpA* Italy

SAM Silver Class Michelin France

* SAM Sector Leader
**SAM Sector Mover
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Banks

DRIVING FORCES 

The competitive environment in the banking industry is shaped by the in-

creasing demand for accountability, disintermediation of financial products

and demographic change. Therefore, credibility and innovation remain key to

value creation. Compliance with international best-practice corporate gover-

nance and compliance standards as well as excellence in risk management

are a necessity. Innovation is fostered by strategic stakeholder engagement

and the involvement of customers. A motivated, highly educated and experi-

enced workforce is essential to attract and retain clients, and innovative

 financial services are necessary to foster wealth preservation in developed

countries and wealth accumulation in developing countries. Climate change

and resource scarcity offer the banking industry new business opportunities,

such as carbon finance solutions, advisory services to SMEs, CO2 emissions

trading and venture capital financing to mitigate and adapt to environmental

challenges.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 60% 95% 36.5%

Environmental 31% 81% 27.0%

Social 44% 87% 36.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Anti-Crime Policy/Measures

– Brand Management

– Customer Relationship 
Management

– Stakeholder Engagement

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Business Opportunities 
Financial Services/Products

– Business Risks Infrastructure/
Project Finance

– Climate Change Governance

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Code of Ethics in 
Investments/Financing

– Occupational Health&Safety

– Social Value Added: Financial
Inclusion/Capacity Building

– Standards for Suppliers

Number of companies 114
in universe

Number of companies assessed 55
by SAM in 2007

Assessed companies to total 48
companies in universe (%)

Market capitalization of assessed 66
companies to total market capitalization (%)

Company Country

SAM Gold Class Australia & New Zealand 
Banking Group Ltd*/** Australia

Westpac Banking Corp Australia

SAM Silver Class ABN AMRO Holding NV Netherlands

Grupo Santander 
Central Hispano Spain

HBOS Plc UK

SAM Bronze Class Banco Bradesco SA Brazil

Banco Itaú Holding Financeira SA Brazil

Barclays Plc UK

Banco Bilbao Vizcaya 
Argentaria SA Spain

Canadian Imperial Bank 
of Commerce Canada

Citigroup United States

National Australia Bank Ltd Australia

UBS Group Switzerland

Banca Monte Dei Paschi 
Di Siena SpA Italy

Bank of Montreal Canada

* SAM Sector Leader
**SAM Sector Mover

Company Country

Bank of Nova Scotia Canada

BNP Paribas France

Credit Agricole France

Credit Suisse Group Switzerland

Deutsche Bank AG Germany

Dexia Belgium

DnB NOR ASA Norway

Fortis NV Belgium

Groupe Société Générale France

HSBC Holdings Plc UK

HypoVereinsbank AG Germany

KBC Group Belgium

Lloyds TSB Group Plc UK

Nedbank Group Ltd South Africa

Royal Bank of Canada Canada

Royal Bank Of Scotland Group UK

Swedbank AB Sweden

UniCredito Italiano SpA Italy
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Beverages

DRIVING FORCES 

The beverage sector in industrialized markets is mature. The sector is highly

competitive and consolidation will continue. A clear differentiation, strong

product brands and a high level of innovation are crucial for achieving and

maintaining good market positioning. As a result of shifting consumer

 demands and new consumption patterns, innovative beverage companies

can position themselves in new market niches with higher margins and

 growing sales potential, such as the healthy nutrition market. Furthermore,

the growing consumer base in emerging markets offers new opportunities

for branded products that clearly differentiate themselves from the standard

offerings and local products. One of the keys to accessing consumers world-

wide is direct consumer marketing, which is less exposed to tightening regu-

lations than conventional advertising. Alcohol producers, in particular, are

challenged to implement effective and responsible marketing strategies in

this respect. 

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 47% 71% 35.5%

Environmental 47% 78% 27.0%

Social 45% 67% 37.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Health & Nutrition

– Strategy for Emerging 
Markets

ENVIRONMENTAL DIMENSION

– Climate Strategy

– Environmental Policy/
Management System

– Management of Genetically
Modified Organisms

– Packaging

– Raw Material Sourcing

SOCIAL DIMENSION

– Occupational Health&Safety

– Responsibility for Alcoholic
Products

– Standards for Suppliers

Number of companies 21
in universe

Number of companies assessed 7
by SAM in 2007

Assessed companies to total 33
companies in universe (%)

Market capitalization of assessed 62
companies to total market capitalization (%)

Company Country

SAM Bronze Class Asahi Breweries Ltd Japan

Diageo Plc United Kingdom

Heineken NV* Netherlands

PepsiCo Inc** United States

SABMiller Plc United Kingdoom

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Biotechnology

DRIVING FORCES 

Companies in this sector make use of biotechnology-based processes to

 develop products and services for various applications. There is a wide range

of applications, from agricultural biotechnology to industrial and medical

biotechnology. The key sustainability challenge for this industry is to build

and maintain stakeholders’ trust in their core technology. Consumer groups,

farmers, NGOs and environmental activists are critical of agricultural biotech-

nology. The public mistrust centers on the production, release and use of

 genetically modified seeds and plants. The use of genetically modified organ-

isms in closed systems and production processes in industrial applications

 receives far less criticism. Medical biotechnology is characterized by extensive

efforts in research and development and the high risk of product develop-

ment failures. Companies in this industry face concerns about the pricing of

their products and access to them. Other critical issues are global patent

 protection, pharmacogenomics and drug safety. As the industry depends on

highly qualified employees, human capital management is also an important

factor.

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 48% 67% 40.0%

Environmental 22% 87% 15.0%

Social 27% 61% 45.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Marketing Practices

– Research and Development

ENVIRONMENTAL DIMENSION

– Climate Strategy

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Animal Testing

– Bioethics

– Occupational Health&Safety

– Stakeholder Engagement

– Standards for Suppliers

– Strategy to Improve Access 
to Drugs

Number of companies 11
in universe

Number of companies assessed 5
by SAM in 2007

Assessed companies to total 45
companies in universe (%)

Market capitalization of assessed 53
companies to total market capitalization (%)

Company Country

Amgen Inc United States

Genzyme Corp** United States

Novozymes A/S* Denmark

* SAM Sector Leader
**SAM Sector Mover
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Building Materials & Fixtures

DRIVING FORCES 

The industry covers producers of materials used in the construction and refur-

bishment of buildings and structures, including producers of bathroom and

kitchen fixtures, plumbing supplies, and central air-conditioning and heating

equipment. Due to the diverse nature of the industry, the competitive envi-

ronment varies considerably. With regard to cement producers, greenhouse

gas emissions will remain the key challenge in the short and medium term.

Alternative fuels will play an increasingly important role in tackling this issue.

In addition, more involvement by and education of local communities is

needed to ensure public support. For all building materials, recycling and

reuse of materials will remain a high priority. Building materials have also

 assumed additional functions, such as absorbing nitrogen oxides or gener -

ating electricity through integrated solar cells. The industry will therefore 

be even more knowledge driven than it had been in the past, with talent

 attraction, retention and development becoming an essential source of com-

petitive advantage.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 59% 83% 27.5%

Environmental 39% 78% 33.5%

Social 47% 81% 39.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Antitrust Policy

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Biodiversity

– Climate Strategy

– Environmental Policy/
Management System

– Off-shore Production 
Standards

– Recycling Strategy

– Transport and Logistics

SOCIAL DIMENSION

– Occupational Health&Safety

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 26
in universe

Number of companies assessed 13
by SAM in 2007

Assessed companies to total 50
companies in universe (%)

Market capitalization of assessed 79
companies to total market capitalization (%)

Company Country

SAM Gold Class Holcim Ltd* Switzerland

SAM Silver Class CRH Plc** Ireland

Matsushita Electric Works Ltd Japan

Siam Cement Public Co Ltd Thailand

SAM Bronze Class Asahi Glass Co Japan

Italcementi SpA Italy

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Chemicals

DRIVING FORCES 

The chemical sector comprises companies that manufacture and distribute

commodity chemicals, specialty chemicals, industrial gases, agrochemicals

and pharmaceutical hybrids. The key driver in the chemical sector is the de-

velopment of innovative processes and products. In this context, increasing

awareness of the environmental impact of established chemical processes

has led to considerable pressure, both legislative and consumer driven, on the

chemical industry to adopt a cleaner and “greener” work ethic. The design

and development of more sustainable products and processes is based on al-

ternative feedstocks and reagents, catalytic reactions and biocatalysis as well

as the replacement of traditional solvents and hazardous reagents. The devel-

opment of innovative products and applications will make it necessary to im-

plement a comprehensive product management system, including product

databases and client training. In such a knowledge-driven industrial environ-

ment, the successful management of talent attraction and human capital de-

velopment will remain a strong source of competitive advantage. In addition,

building and maintaining stakeholders’ trust towards the industry’s core tech-

nologies and activities will remain of high importance. 

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 63% 95% 30.0%

Environmental 62% 94% 36.0%

Social 55% 83% 34.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Antitrust Policy

– Business Development

– Customer Relationship 
Management

– Responsible Lobbying

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Environmental Policy/
Management System

– Genetically Modified 
Organisms

– Product Stewardship

SOCIAL DIMENSION

– Occupational Health&Safety

– Standards for Suppliers

Number of companies 44
in universe

Number of companies assessed 27
by SAM in 2007

Assessed companies to total 61
companies in universe (%)

Market capitalization of assessed 78
companies to total market capitalization (%)

Company Country

SAM Gold Class Akzo Nobel NV* Netherlands

BASF AG Germany

Dow Chemical Co United States

DSM NV Netherlands

SAM Silver Class ICI Plc United Kingdom

Syngenta AG Switzerland

Teijin Ltd** Japan

Toray Industries Inc Japan

SAM Bronze Class Bayer AG Germany

Hitachi Chemical Co Ltd Japan

Johnson Matthey Plc United Kingdom

Praxair Inc United States

Rhodia SA France

* SAM Sector Leader
**SAM Sector Mover
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Clothing, Accessories & Footwear

DRIVING FORCES 

Fierce competition and fickle consumer tastes make it necessary for com -

panies to expend a lot of effort on brand management, cost-efficient and

adaptable production processes that guarantee high-quality products and

solid customer relationship management. Engaging contractors and suppliers,

actively monitoring labor practices and disclosing results are prerequisites 

for ensuring fair working conditions and protecting reputation. Additional

challenges come from the ability to develop products with superior environ-

mental characteristics, such as natural fibers and recyclable materials. 

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 44% 69% 37.5%

Environmental 42% 90% 20.0%

Social 43% 85% 42.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 16
in universe

Number of companies assessed 7
by SAM in 2007

Assessed companies to total 44
companies in universe (%)

Market capitalization of assessed 61
companies to total market capitalization (%)

Company Country

SAM Gold Class Adidas AG*/** Germany

SAM Silver Class Nike Inc United States

Puma AG Germany

Li & Fung Ltd Hong Kong

LVMH – Louis Vuitton Moet Hennessy SA France

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Communication Technology

DRIVING FORCES 

The growing demand for integrated voice services and data applications have

forced the communication equipment industry to undergo a major tech -

nology shift in both fixed lines and mobile networks. Product design must

take into account the use of chemicals in production, energy efficiency 

and waste generation, while take-back programs, greater modularity and

 extended producer responsibility are becoming more relevant in light of new

regulatory drivers. Environmental and social standards for suppliers in areas

such as the use of hazardous substances and working conditions are be -

coming increasingly important, particularly in emerging economies, where

significant reductions in both infrastructure and handsets costs have created

relevant markets. Additionally, there are increasing calls to reduce exposure

to electromagnetic fields, although the negative long-term health impact is

still difficult to assess.

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 52% 78% 35.0%

Environmental 42% 87% 30.0%

Social 43% 74% 35.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Privacy Protection

– Supply Chain Management

ENVIRONMENTAL DIMENSION

– Electro Magnetic Fields

– Environmental Policy/
Management System

– Product Stewardship

SOCIAL DIMENSION

– Digital Inclusion

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 15
in universe

Number of companies assessed 7
by SAM in 2007

Assessed companies to total 47
companies in universe (%)

Market capitalization of assessed 87
companies to total market capitalization (%)

Company Country

SAM Gold Class Cisco Systems Inc United States

Motorola Inc*/** United States

Nokia Corp Finland

SAM Silver Class Alcatel-Lucent SA France

* SAM Sector Leader
**SAM Sector Mover
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Computer Hardware&Electronic Office Equipment

DRIVING FORCES 

The technology equipment industry is characterized by constant innovation,

churning out a vast amount of equipment destined to become obsolete and

be turned into a landfill. With the increasing proliferation of electronic de-

vices and the growing amount of electronic content for consumers, address-

ing the issues of disposal, product design and sales in the management of the

product lifecycle must take into account energy and material conservation,

modularity, take-back programs and extended producer responsibility. Diver-

sification of revenue streams can be achieved through a gradual migration

from sales to leasing, and from products to services. This gives customers

greater purchasing flexibility, while extending the lifecycle of products. Effec-

tive implementation of environmental standards and monitoring of supplier

compliance in areas such as hazardous materials and fair working conditions

in emerging economies are particularly relevant for the industry.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 47% 75% 39.0%

Environmental 50% 92% 26.0%

Social 44% 74% 35.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Privacy Protection

– Supply Chain Management

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

– Product Stewardship

SOCIAL DIMENSION

– Digital Inclusion

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 17
in universe

Number of companies assessed 7
by SAM in 2007

Assessed companies to total 41
companies in universe (%)

Market capitalization of assessed 53
companies to total market capitalization (%)

Company Country

SAM Gold Class Hewlett-Packard Co*/** United States

SAM Silver Class Fujitsu Ltd Japan

NEC Corp Japan

SAM Bronze Class Dell Inc United States

Ricoh Co Ltd Japan

Seiko Epson Corp Japan

Canon Inc Japan

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Computer Services & Internet

DRIVING FORCES 

The technology service industry helps companies run their businesses effi-

ciently with software applications and integration, with the ultimate aim of

improving business performance and resource productivity. Information tech-

nology security and a rigorously enforced code of conduct covering access 

to confidential data ensure protection of client privacy. Knowledge man -

agement and training is essential for companies to attract and retain quali-

fied staff. The industry is currently in the midst a major shift of productive

 resources off shore, especially to Asian countries, where the industry benefits

from lower costs and the abundance of skilled capacities. One major conse-

quence of this offshoring trend, which is lowering costs, is an increase in the

share of corporate IT budgets dedicated to software and consulting services.

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 45% 76% 50.0%

Environmental 32% 89% 15.0%

Social 38% 72% 35.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– IT Security

– Privacy Protection

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Digital Inclusion

– Standards for Suppliers

Number of companies 11
in universe

Number of companies assessed 5
by SAM in 2007

Assessed companies to total 45
companies in universe (%)

Market capitalization of assessed 86
companies to total market capitalization (%)

Company Country

SAM Bronze Class IBM (International Business Machines Corp) United States

Indra Sistemas* Spain

Electronic Data Systems Corp** United States

Unisys Corp United States

* SAM Sector Leader
**SAM Sector Mover
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Containers & Packaging

DRIVING FORCES 

The packaging sector faces major economic and environmental challenges.

Markets for consumer goods and industrial packaging are highly competitive,

leading to constant pressure on prices and operating margins. Savings

achieved through downsizing often lead to increased risk levels in production

and product handling. New regulations make it necessary for packaging

manufacturers to continuously develop innovative products and increase the

reuse and recovery of materials such as glass, aluminum, steel, plastics and

cardboard. A number of packaging materials used in coatings and additives

have come under scrutiny for their potential impact on human health and 

the environment. Because of the sector’s reliance on the social and political

decision-making process, leading companies actively engage in a public

 dialogue with stakeholders and are careful to maintain their long-term repu-

tation as good corporate citizens, thereby strengthening their license to

 operate.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 66% 84% 24.5%

Environmental 64% 84% 39.5%

Social 53% 77% 36.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Closed Loop Business 
Models

– Environmental Policy/
Management System

– Product Stewardship

– Sustainable Fibre and Pulp

SOCIAL DIMENSION

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 5
in universe

Number of companies assessed 3
by SAM in 2007

Assessed companies to total 60
companies in universe (%)

Market capitalization of assessed 72
companies to total market capitalization (%)

Company Country

SAM Gold Class MeadWestvaco Corp*/** United States

Temple Inland Inc United States

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Diversified Industrials

DRIVING FORCES 

While good operational environmental management certainly makes sense

for diversified industrials, for most companies the main challenges and op-

portunities are associated with products. Issues include efficiency, safety, haz-

ardous content and end-of-life options. For equipment markets, preparing

for customers’ present and future carbon constraints is an important part of

product development. The focus on efficiency improvements for customers 

is becoming a potential advantage for companies selling into increasingly

 resource-constrained markets such as China and India. For consumer-facing

businesses, the Eco-Design framework will become increasingly relevant as 

it passes into law. Typically, diversified industrials have a global presence that

includes emerging economies. To manage the workforce’s diverse cultural

background, a focus on common values is an advantage, including policies

and compliance systems to avoid corruption and illegal market practices. Em-

bracing low-cost sourcing opportunities increases the supply chain risk with

regards to environmental and human rights issues. Minimizing reputational

and operational risks has to be part of sound supply chain management.

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 56% 78% 22.0%

Environmental 36% 85% 40.5%

Social 45% 76% 37.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Environmental Policy/
Management System

– Product Stewardship

SOCIAL DIMENSION

– Occupational Health&Safety

– Standards for Suppliers

Number of companies 14
in universe

Number of companies assessed 5
by SAM in 2007

Assessed companies to total 36
companies in universe (%)

Market capitalization of assessed 88
companies to total market capitalization (%)

Company Country

SAM Gold Class 3M Company* United States

Toshiba Corp** Japan

SAM Silver Class General Electric Co United States

Barloworld Ltd South Africa

ITT Corp United States

Mitsubishi Materials Corp Japan

* SAM Sector Leader
**SAM Sector Mover
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Durable Household Products

DRIVING FORCES 

Innovation, quality, and branding are the key differentiating factors in this

sector. In addition to these factors, leading companies actively manage safety

and environmental issues along the entire product lifecycle. Take-back guar-

antees for used products and the provision of customer-oriented services

 offer attractive business and environmental opportunities. Moreover, con-

sumers increasingly demand products tailored to their needs, including a

high level of comfort and adaptability as well as transparent product informa-

tion and labeling. Additional long-term challenges come from the integration

of suppliers into the production chain.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 50% 79% 37.5%

Environmental 64% 89% 25.0%

Social 51% 72% 37.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Closed Loops

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 4
in universe

Number of companies assessed 2
by SAM in 2007

Assessed companies to total 50
companies in universe (%)

Market capitalization of assessed 56
companies to total market capitalization (%)

Company Country

SAM Gold Class Electrolux AB*/** Sweden

SAM Bronze Class Whirlpool Corp United States

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Electric Components & Equipment

DRIVING FORCES 

As providers of technology components and equipment, companies in this

sector rely heavily on employee knowledge, qualifications and training for

their business success. Leading companies systematically exploit the financial

benefits of excellence in occupational health and safety. The main challenges

and opportunities in the sector however are associated with the use of the

products. Key issues include energy efficiency, safety and lean end-of-life

 options. Preparing for customers’ present and future carbon constraints is 

an important part of securing the competitiveness of the product portfolio.

Embracing low-cost sourcing opportunities increases the supply chain risk

with regards to environmental and human rights issues. Leaders control these

risks as an integral part of their supply chain management.

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 48% 60% 22.0%

Environmental 31% 75% 40.5%

Social 37% 67% 37.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Environmental Policy/
Management System

– Product Stewardship

SOCIAL DIMENSION

– Occupational Health&Safety

– Standards for Suppliers

Number of companies 15
in universe

Number of companies assessed 5
by SAM in 2007

Assessed companies to total 33
companies in universe (%)

Market capitalization of assessed 46
companies to total market capitalization (%)

Company Country

SAM Bronze Class Fuji Electric Holdings Co Ltd*/** Japan

Murata Manufacturing Co Japan 

Schneider Electric SA France

Sumitomo Electric Industries Ltd Japan

TDK Corp Japan

* SAM Sector Leader
**SAM Sector Mover
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Electricity

DRIVING FORCES 

The liberalization of electricity markets, attention to global warming, energy

prices and growing demand for energy in emerging economies are shaping

the landscape of electric utilities globally. For companies in this sector, these

trends give rise to growing demand for cleaner, renewable and distributed

energy, while allowing diversification of fuel sources and energy services. 

As such, electric utilities have a responsibility to enhance both supply-side

and demand-side energy efficiency as a key component of reducing envi -

ronmental impact. At the same time, electricity companies are faced with

 increased competition and price volatility, greenhouse gas emissions from

carbon-intensive power generation and potential opposition to large infra-

structure projects. Despite its low carbon profile, nuclear power remains ex-

posed to public scrutiny, investment and decommissioning costs, and nuclear

waste disposal.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 61% 86% 33.0%

Environmental 52% 81% 36.0%

Social 58% 86% 31.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

– Market Opportunities

– Price Risk Management

– Scorecards/Measurement
Systems

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Biodiversity

– Climate Strategy

– Electricity Generation

– Environmental Policy/
Management System

– Infrastructure Projects

– Transmission & Distribution

SOCIAL DIMENSION

– Occupational Health&Safety

– Stakeholder Engagement

Number of companies 45
in universe

Number of companies assessed 28
by SAM in 2007

Assessed companies to total 62
companies in universe (%)

Market capitalization of assessed 82
companies to total market capitalization (%)

Company Country

SAM Gold Class Cia Energetica Minas Gerais (CEMIG) Brazil

E.ON AG Germany

Grupo Iberdrola* Spain

SAM Silver Class EDP – Energias de Portugal SA Portugal

Endesa SA Spain

Entergy Corp United States

Exelon Corp United States

Fortum Oyj Finland

National Grid Plc United Kingdom

Red Electrica de España Spain

RWE AG Germany

Union Fenosa SA** Spain

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Electronic Equipment

DRIVING FORCES 

Beyond the broad focus on efficiency for customers inherent in all engineer-

ing and capital goods markets, a number of products from the electronic

equipment industry have specific sustainability applications. Opportunities

for controls and automation arise from the drive by customers for energy and

carbon efficiency. Furthermore, the continued trend towards safety in all areas

of industry present opportunities for controls and sensors. Regulatory de-

mand for environmental protection of air, soil and water systems in devel-

oped markets and, increasingly, China and India drive the markets for testing,

measurement and control equipment as well as pollution removal equip-

ment. As regulators sharpen their focus on the energy efficiency of buildings,

opportunities arise for companies producing specialized products and ser-

vices. The heterogeneous nature of the sector means that further assessment

of companies must be done on a market-by-market and product-by-product

basis. Generally, however, as providers of high technology, companies in this

industry rely heavily on employee knowledge. We see talent attraction and

retention and human capital development as the key ingredients for success.

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 52% 68% 22.0%

Environmental 49% 81% 40.5%

Social 49% 82% 37.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Environmental Policy/
Management System

– Product Stewardship

SOCIAL DIMENSION

– Occupational Health&Safety

– Standards for Suppliers

Number of companies 13
in universe

Number of companies assessed 7
by SAM in 2007

Assessed companies to total 54
companies in universe (%)

Market capitalization of assessed 90
companies to total market capitalization (%)

Company Country

SAM Silver Class Agilent Technologies Inc** Unites States

Samsung SDI Co Ltd* South Korea

SAM Bronze Class ABB Ltd Switzerland

Siemens AG Germany

* SAM Sector Leader
**SAM Sector Mover
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Financial Services

DRIVING FORCES 

The diversified financial sector comprises a range of financial service

providers, such as multi-division investment banks, pure brokers, asset man-

agers and security and commodity exchanges. Challenges in the sector are as

diverse as the services provided by its members. While investment banks are

pressed to remove conflicts of interest between their divisions and regain

credibility with the investing public, brokers and asset managers are facing

unprecedented margin pressure. One common challenge to all areas of the

sector is the need to improve human resources management and diversifi -

cation. The distinct lack of diversity in human resources poses a risk both in

terms of credibility and missed opportunities. Another common challenge is

the need to extend the product range into areas highlighted by global trends,

such as protection of the environment and fostering the needs of societies

with limited access to capital.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 46% 69% 32.0%

Environmental 25% 62% 27.5%

Social 27% 61% 40.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Anti-crime Policy/Measures

– Brand Management

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Business Opportunities 
Financial Services/Products

– Business Risks Infrastructure/
Project Finance

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Code of Ethics in 
Investments/Financing

– Occupational Health&Safety

– Social Value Added: Financial
Inclusion/Capacity Building

– Standards for Suppliers

Number of companies 60
in universe

Number of companies assessed 17
by SAM in 2007

Assessed companies to total 28
companies in universe (%)

Market capitalization of assessed 40
companies to total market capitalization (%)

Company Country

3i Group Plc United Kingdom

African Bank Investments Ltd South Africa

AMP Ltd Australia

Australian Securities Exchange Ltd Australia

Cattles Plc United Kingdom

Daiwa Securities Group Inc Japan

Deutsche Boerse Germany

Goldman Sachs Group Inc United States

Investec Ltd South Africa

Investec Plc United Kingdom

Investimentos Itau SA*/** Brazil

Man Group Plc United Kingdom

Merrill Lynch & Co United States

Nikko Cordial Corp Japan

Nomura Holdings Inc Japan

Provident Financial Plc United Kingdom

Schroders Plc United Kingdom

State Street Corp United States

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Fixed-Line Communications

DRIVING FORCES 

The fixed-line communications industry offers services that may transform

working practices and lifestyles (e.g. video conferencing, telemonitoring and

telecontrol), leading to a significant reduction in travel, transport and related

activities that have an environmental impact. The business models adopted

by telecommunication companies for integrating new services, such as Voice

over Internet Protocol (VoIP), television, video on demand and mobile com-

munication, will play an important role in future competitiveness. Leading

companies gradually introduce new services, verifying business models and

customer acceptance. Energy efficiency, state-of-the-art equipment and ade-

quate disposal of redundant infrastructure remain the major environmental

challenges. Reducing the digital divide and offering low-cost solutions in

 developing markets will provide the basis for future growth.

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 45% 78% 44.5%

Environmental 38% 93% 18.0%

Social 42% 90% 37.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Privacy Protection

– Service Development

ENVIRONMENTAL DIMENSION

– Climate Strategy

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Digital Inclusion

– Impact of Telecommuni-
cation Services

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 31
in universe

Number of companies assessed 13
by SAM in 2007

Assessed companies to total 42
companies in universe (%)

Market capitalization of assessed 57
companies to total market capitalization (%)

Company Country

SAM Gold Class BT Group Plc* United Kingdom

Deutsche Telekom AG Germany

Telecom Italia SpA Italy

Telefonica SA Spain

Telus Corp** Canada

SAM Silver Class France Telecom France

Swisscom AG Switzerland

SAM Bronze Class Portugal Telecom SA Portugal

* SAM Sector Leader
**SAM Sector Mover
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Food & Drug Retailers

DRIVING FORCES 

The food and drug retail sector is characterized by consolidation and a very

high level of competition, which will further drive consumer prices down. The

recent success of hard discounters, which have fully implemented a high-

volume and low-margin business model, has deeply impacted the sector.

Successful food retailers develop their own private label product ranges –

from traditional to premium products – that lead to better operating margins

and a lower dependency on price shifts by food manufacturers. Furthermore,

a higher education level and an increased interest in lifestyle and health is in-

fluencing purchasing habits and has created new customer needs, offering

new market niches for innovative companies, e.g. in the healthy living area.

The food retail sector has expanded and internationalized its supply chain

over the last years in order to satisfy its customers. As a consequence, food

retailers need to establish long-term, stable relationships with their suppliers

and increase their transparency through reporting along the supply chain.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 57% 78% 37.0%

Environmental 40% 78% 27.0%

Social 39% 74% 36.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

– Health & Nutrition

– Strategy for Emerging 
Markets

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

– Management of Genetically
Modified Organisms

– Packaging

– Raw Material Sourcing

SOCIAL DIMENSION

– Occupational Health&Safety

– Standards for Suppliers

Number of companies 18
in universe

Number of companies assessed 6
by SAM in 2007

Assessed companies to total 33
companies in universe (%)

Market capitalization of assessed 35
companies to total market capitalization (%)

Company Country

SAM Silver Class J. Sainsbury Plc* United Kingdom

Kesko Oyi Finland

Carrefour SA France

Seven & I Holdings Co Ltd** Japan

Tesco Plc United Kingdom

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Food Producers

DRIVING FORCES 

The food sector in industrialized markets is mature and consolidation will

continue. Strong product brands and a high level of innovation is crucial for

maintaining a good market position. As a result of shifting consumer de-

mands and new consumption patterns, innovative food companies can posi-

tion themselves in new market niches with higher margins and sales growth

than conventional food categories, such as the organic or healthy nutrition

market. Furthermore, the growing consumer base in emerging markets of-

fers new opportunities for branded products that clearly differentiate them-

selves from the standard offerings. Moreover, the food sector has interna-

tionalized its supply chain lasting recent years in order to satisfy customer

demands. As a result, food producers need to establish long-term relationships

with their suppliers and increase their transparency through reporting along

the supply chain. Pressure from improved private label products will increase,

and renewed producer-supplier partnerships are needed.

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 48% 80% 38.5%

Environmental 36% 83% 27.0%

Social 39% 73% 34.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Health & Nutrition

– Strategy for Emerging 
Markets

ENVIRONMENTAL DIMENSION

– Climate Strategy

– Environmental Policy/
Management System

– Management of Genetically
Modified Organisms

– Packaging

– Raw Material Sourcing

SOCIAL DIMENSION

– Occupational Health&Safety

– Standards for Suppliers

Number of companies 30
in universe

Number of companies assessed 11
by SAM in 2007

Assessed companies to total 37
companies in universe (%)

Market capitalization of assessed 84
companies to total market capitalization (%)

Company Country

SAM Gold Class Nestlé SA Switzerland

Unilever NV* Netherlands

Unilever Plc* United Kingdom

SAM Silver Class Danisco A/S Denmark

Groupe Danone France

SAM Bronze Class Cadbury Schweppes Plc United Kingdom

Kraft Foods Inc United States

Ajinomoto Co Japan

General Mills Inc** United States

HJ Heinz Co United States

* SAM Sector Leader
**SAM Sector Mover
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Forestry & Paper

DRIVING FORCES 

The forestry & paper sector comprises owners and operators of timberland,

plantations and sawmills as well as producers, converters, merchants and dis-

tributors of all grades of paper. The main challenge comes from ensuring the

responsible management of forests and plantations as well as the responsible

sourcing of wood fibers. Certification and chain-of-custody systems play an

important role in gaining customers’ trust and loyalty. As paper will become

an even more customized product to fulfill clients’ specific needs, product

 innovation and customer focus will move up the corporate agenda. Talent

 attraction and retention as well as human capital development therefore

 remain the sources of competitive advantage. In terms of technology, the

door for considerable improvements with regard to resource efficiency is still

open. Companies that manage to introduce new technologies, such as

 enzyme-based processes, will have a competitive advantage. 

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 66% 87% 23.5%

Environmental 69% 86% 34.0%

Social 59% 86% 42.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

– Wood Sourcing

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Environmental Policy/
Management System

– Management of Genetically
Modified Organisms

– Product Stewardship

– Sustainable Fibre and Pulp
Sourcing

– Sustainable Management 
of Forests

SOCIAL DIMENSION

– Occupational Health&Safety

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 7
in universe

Number of companies assessed 4
by SAM in 2007

Assessed companies to total 57
companies in universe (%)

Market capitalization of assessed 85
companies to total market capitalization (%)

Company Country

SAM Gold Class Aracruz Celulose* Brazil

SAM Silver Class Weyerhaeuser Co** United States

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Furnishing

DRIVING FORCES 

Innovation, quality and branding are the key differentiating factors in this

sector. In addition, leading companies actively manage safety and environ-

mental issues along the whole product lifecycle. Take-back guarantees for

used products and customer-oriented service offer attractive business and

environmental opportunities. Moreover, consumers increasingly demand

products tailored to their needs, including a high level of comfort and adapt-

ability, as well as transparent product information and labeling. Additional

long-term challenges come from integrating suppliers into the production

chain. 

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 50% 50% 37.5%

Environmental 71% 71% 30.0%

Social 60% 60% 32.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

– Product Stewardship

SOCIAL DIMENSION

– Standards for Suppliers

Number of companies 1
in universe

Number of companies assessed 1
by SAM in 2007

Assessed companies to total 100
companies in universe (%)

Market capitalization of assessed 100
companies to total market capitalization (%)

Company Country

Herman Miller Inc*/** United States

* SAM Sector Leader
**SAM Sector Mover



The Sustainability Yearbook 2008
4. Sector Insights

60

Gambling

DRIVING FORCES 

The key economic issues for the gambling sector are the legal framework,

deregulation of the markets, barriers to entry and ongoing consolidation.

Companies have to respond to new business opportunities offering superior

growth potential with flexibility. However, the increased popularity of Inter-

net gambling, which is accessible to a wider audience that would never have

ventured into a land-based casino, betting shop or poker club, raises con-

cerns related to fair and secure gambling and the difficulty of controlling

 underage and compulsive gambling. Leaders in the gaming sector are thus

developing and promoting responsible gaming initiatives in conjunction with

key sector members and in consultation with community groups, problem

gambling treatment providers and governments. In addition, anti-money

laundering and crime prevention policies and systems contribute to compa-

nies’ brand and image. Another challenge is reducing the environmental

 impact of lodging and other infrastructure.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 39% 67% 42.5%

Environmental 26% 77% 15.0%

Social 37% 77% 42.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Anti-Money Laundering/
Crime Prevention Policies/
Systems

– Brand Management

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Promoting Responsible 
Gaming

– Stakeholder Engagement

Number of companies 9
in universe

Number of companies assessed 2
by SAM in 2007

Assessed companies to total 22
companies in universe (%)

Market capitalization of assessed 12
companies to total market capitalization (%)

Company Country

SAM Silver Class Tabcorp Holdings Ltd*/** Australia

Harrah’s Entertainment Inc United States

Ladbrokes Plc United Kingdom

* SAM Sector Leader
**SAM Sector Mover
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SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

Gas Distribution

DRIVING FORCES 

The key trends affecting gas utilities include the liberalization of gas markets,

increased demand from natural gas for electricity generation, higher demand

for transportation capacity and access to gas markets with competitive

 pricing. Natural gas is the least carbon-intensive fossil fuel and is therefore

 regarded as an effective option to replace oil and coal as a base and mid-load

fuel in order to reduce CO2 emissions, depending on fuel and carbon dioxide

prices. In addition, natural gas is the fuel of choice for many distributed en-

ergy technologies, such as micro-turbines. Still, gas utilities are being urged

to increase efficiency and reduce leakages to contribute to global greenhouse

gas reductions. A surge in demand for gas and increased reliance on remote

deposits are also opening up new prospects for transportation infrastructure,

such as liquefied natural gas terminals. However, gas utilities remain exposed

to intense competition, price volatility, potential opposition to large infra-

structure projects, leakages, the failure of distribution networks and liabilities

from former gas manufacturing sites.

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 62% 79% 36.5%

Environmental 52% 75% 33.0%

Social 60% 84% 30.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

– Market Opportunities

– Price Risk Management

– Scorecards/Measurement
Systems

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Biodiversity

– Climate Strategy

– Environmental Policy/
Management System

– Infrastructure Projects

– Manufactured Gas Plants

– Storage, Transportation and
Distribution Infrastructure

SOCIAL DIMENSION

– Occupational Health&Safety

– Stakeholder Engagement

Number of companies 14
in universe

Number of companies assessed 10
by SAM in 2007

Assessed companies to total 71
companies in universe (%)

Market capitalization of assessed 89
companies to total market capitalization (%)

Company Country

SAM Gold Class AGL Energy Ltd* Australia

Centrica Plc** United Kingdom

Gas Natural SDG SA Spain

SAM Silver Class Gaz de France SA France

* SAM Sector Leader
**SAM Sector Mover
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General Retailers

DRIVING FORCES 

The retail market is increasingly being dominated by multinational conglom-

erates with huge supply and distribution chains, inventory management

 systems and wide-scale marketing plans. In order to respond to growing

 consumer demand and minimize economic, social and reputational risks, re-

tail companies need to establish long-term, stable relationships with their

suppliers and increase their transparency through reporting along the supply

chain. Competition and changing consumer tastes require companies to

 expend a lot of effort on brand management and to implement solid cus-

tomer-relationship management. E-commerce and home delivery services are

becoming indispensable elements in the competitive retail market. On the

operational level, the efficiency of transport systems has to be addressed.

Furthermore, the growing consumer base in emerging markets offers new

business opportunities. In order to be successful in these markets, which may

be characterized by different consumer behaviors, companies must adapt

their business and marketing strategies.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 48% 68% 39.0%

Environmental 29% 88% 24.5%

Social 40% 76% 36.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Strategy for Emerging 
Markets

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

– Packaging

SOCIAL DIMENSION

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 41
in universe

Number of companies assessed 12
by SAM in 2007

Assessed companies to total 29
companies in universe (%)

Market capitalization of assessed 46
companies to total market capitalization (%)

Company Country

SAM Silver Class Aeon Co Ltd Japan

Home Retail Group United Kingdom

Kingfisher Plc United Kingdom

Marks & Spencer Plc* United Kingdom

Coles Group Ltd Australia

DSG International Plc United Kingdom

Gap Inc United States

Inditex Spain

Macy’s Inc United States

Metro AG Germany

Office Depot Inc United States

Staples Inc United States

Target Corp United States

Wesfarmers Ltd** Australia

* SAM Sector Leader
**SAM Sector Mover
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Healthcare Providers

DRIVING FORCES 

The healthcare sector includes health insurers as well as companies providing

healthcare services or products, such as hospitals or consumer goods. An

ageing population in industrialized countries and largely unmet medical

needs in developing countries result in higher use of healthcare services and

are thus key economic drivers for the sector. However, exploding healthcare

costs and the increasing divide in the availability of healthcare services among

population groups or entire nations present major societal challenges for 

the sector. Leading companies take an active role in searching for solutions

and building effective, sustainable healthcare systems by engaging with 

all the relevant stakeholder groups. The focus is on preventive medicine and

services, better compliance, continuous improvement in customer-oriented

services and strategic alliances across traditional business borders.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 42% 63% 35.0%

Environmental 14% 42% 17.5%

Social 31% 58% 47.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Marketing Practices

ENVIRONMENTAL DIMENSION

– Climate Strategy

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Partnerships Towards 
Sustainable Healthcare

– Service to Patients

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 15
in universe

Number of companies assessed 4
by SAM in 2007

Assessed companies to total 27
companies in universe (%)

Market capitalization of assessed 52
companies to total market capitalization (%)

Company Country

UnitedHealth Group Inc*/** United States

* SAM Sector Leader
**SAM Sector Mover
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Heavy Construction

DRIVING FORCES 

The heavy construction sector includes companies engaged in the construc-

tion of commercial and residential buildings and infrastructure, and providers

of services to construction companies. Challenges include successfully man-

aging organizational health and safety (OHS) issues, energy efficiency and

 using resources responsibly. The construction industry consumes an enor-

mous amount of resources to create infrastructure and the built

environment, so  resource efficiency is not limited to compliance with legal re-

quirements. It also requires the active promotion of measures to decrease the

amount of  depleted resources needed. In a world of limited resources, partic-

ularly with regard to water and energy, establishing a construction services

provider as resource-conscious would be a major competitive advantage.

 Being a preferred contractor in future activities and projects will also depend

on the company’s ability to handle and avoid anti-trust and bribery cases,

 issues to which the sector is prone. Hence, the establishment and implemen-

tation of thorough codes of conduct will be a precondition for preventing the

involvement of companies in such activities.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 60% 85% 22.5%

Environmental 39% 73% 38.5%

Social 48% 77% 39.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

– Non-financial Project 
Evaluation

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Building Materials

– Climate Strategy

– Environmental Policy/
Management System

– Resource Conservation 
and Resource Efficiency

– Transport and Logistics

SOCIAL DIMENSION

– Occupational Health&Safety

– Standards for Suppliers

Number of companies 20
in universe

Number of companies assessed 11
by SAM in 2007

Assessed companies to total 55
companies in universe (%)

Market capitalization of assessed 59
companies to total market capitalization (%)

Company Country

SAM Silver Class Acciona SA* Spain

Grupo Ferrovial SA Spain

SAM Bronze Class ACS Actividades de Construcción y Servicios SA Spain

Hochtief AG Germany

Balfour Beatty Plc United Kingdom

*SAM Sector Leader
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Home Construction

DRIVING FORCES 

The growth dynamics of this sector are largely determined by external

 factors, such as interest rates and general economic conditions. In addition,

pricing pressure and a tightening regulatory environment are constant

 challenges for the sector. Companies thus have to ensure that construction

processes are efficient and environmentally friendly (i.e. no harmful sub-

stances used, little waste, recycling of products etc.). In addition, the products

(i.e. houses) have to show improved eco-efficiency in terms of energy inten-

sity and water use. Commuting time, local amenities, green space and

 energy conservation are all subjects that need to be addressed in the early

planning stages of property development. Occupational health and safety

risks are high, requiring strict management practices to reduce the injury rate

among the company’s own employees and those of its contractors.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 53% 79% 25.0%

Environmental 32% 66% 32.5%

Social 28% 56% 42.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Building Materials

– Environmental Policy/
Management System

– Resource Conservation and
Resource Efficiency

SOCIAL DIMENSION

– Occupational Health&Safety

– Social Integration

– Standards for Suppliers

Number of companies 15
in universe

Number of companies assessed 4
by SAM in 2007

Assessed companies to total 27
companies in universe (%)

Market capitalization of assessed 26
companies to total market capitalization (%)

Company Country

Sekisui Chemical Co Japan

Sumitomo Forestry Co Japan

Taylor Wimpey Plc*/** United Kingdom

* SAM Sector Leader
**SAM Sector Mover
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Hotels, Restaurants, Bars & Recreational Services

DRIVING FORCES 

The key competitive factors for the sector are the positioning of brands, dif-

ferentiation and the quality of the product and service offerings. As turnover

per square meter is limited, growth can mainly be achieved through geo-

graphical expansion, which requires adaptation to and observance of local

standards. People are the single most important asset in the hotel, restaurant

and recreational services sector. Companies must therefore have an advanced

employment model, which includes talent attraction and retention, human

capital development, and group-wide applied ethical principles. In addition,

companies have to increase eco-efficiency, especially in regard to energy and

water consumption. In particular, restaurant companies must advocate a

 balanced lifestyle, educate consumers and raise awareness of the health risks

associated with unbalanced nutrition.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 42% 82% 35.5%

Environmental 33% 90% 16.0%

Social 33% 78% 48.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Food Safety

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Healthy Living

– Local Impact of Business 
Operations

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 21
in universe

Number of companies assessed 5
by SAM in 2007

Assessed companies to total 24
companies in universe (%)

Market capitalization of assessed 58
companies to total market capitalization (%)

Company Country

SAM Gold Class Sodexho Alliance SA*/** France

SAM Bronze Class Compass Group Plc United Kingdom

Accor SA France

InterContinental Hotels Plc United Kingdom

McDonald’s Corp United States

Starbucks Corp United States

* SAM Sector Leader
**SAM Sector Mover
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Industrial Engineering

DRIVING FORCES 

The main challenges and opportunities in the industrial equipment sector are

associated with the use of the products. Key issues include energy efficiency,

safety, clean internal combustion and lean end-of-life options. Preparing 

for customers’ present and future carbon constraints is an important part of

securing the competitiveness of the product portfolio. The focus on deliver-

ing efficiency improvements for customers is becoming an advantage also in

markets like China and India where resource constraints are increasingly on

the agenda. Maintenance services and performance contracts are among 

the interesting strategies to capitalize on customers’ potential savings in the

equipment’s life-cycle costs. Leading companies further systematically exploit

the financial benefits of excellence in occupational health and safety.

 Embracing low-cost sourcing opportunities increases the supply chain risk

with regards to environmental and human rights issues. Leaders control these

risks as an integral part of their supply chain management.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 51% 79% 22.0%

Environmental 38% 79% 41.5%

Social 40% 79% 36.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Environmental Policy/
Management System

– Product Stewardship

SOCIAL DIMENSION

– Occupational Health&Safety

– Standards for Suppliers

Number of companies 48
in universe

Number of companies assessed 23
by SAM in 2007

Assessed companies to total 48
companies in universe (%)

Market capitalization of assessed 57
companies to total market capitalization (%)

Company Country

SAM Gold Class Caterpillar Inc* United States

SAM Silver Class SKF AB Sweden

Atlas Copco AB Sweden

Cummins Inc United States

Daikin Industries Ltd Japan

Gamesa SA Spain

Komatsu Ltd Japan

Metso Corp Finland

NSK Ltd Japan

Sulzer AG Switzerland

Volvo AB Sweden

Wartsila Oyj Finland

*SAM Sector Leader
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Industrial Transportation

DRIVING FORCES 

The transportation and logistics sector facilitates trade through its operations

and promotes economic efficiencies and development in affected regions.

Value can be added by offering additional services, such as customization

and assembling, in addition to transporting goods. Integrated information

systems can further improve efficiency at a time when the increasing flow of

goods and people fuels the demand for energy and infrastructure, making

energy efficiency improvements, consideration of the needs of the impacted

communities and a sound biodiversity strategy necessary. Free trade and the

opening of markets in emerging economies are expected to further fuel

growth in the sector. The global nature of the business will need to be backed

both by a global presence and strong management of issues such as climate

change.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 47% 94% 27.5%

Environmental 50% 95% 32.5%

Social 47% 90% 40.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Biodiversity

– Climate Strategy

– Environmental Policy/
Management System

– Fuel Efficiency

SOCIAL DIMENSION

– Occupational Health&Safety

– Stakeholder Engagement

Number of companies 27
in universe

Number of companies assessed 12
by SAM in 2007

Assessed companies to total 44
companies in universe (%)

Market capitalization of assessed 58
companies to total market capitalization (%)

Company Country

SAM Gold Class TNT NV*/** Netherlands

SAM Bronze Class Abertis Infraestructuras SA Spain

Fraport AG Germany

Nippon Yusen Kabushiki Kaisha Japan

Transurban Group Australia

Brisa (Auto-estradas de Portugal) SA Portugal

Deutsche Post AG Germany

Mitsui O.S.K. Lines Ltd Japan

* SAM Sector Leader
**SAM Sector Mover
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Insurance

DRIVING FORCES 

The main element of any type of insurance is risk management. Products and

services on offer include liability, life and health insurance as well as reinsur-

ance and financial services. In this service-driven sector, innovation, credibility

and compliance with international best-practice corporate governance is

mandatory. As companies are dependent on a motivated, highly educated

and experienced workforce, investment in employee relations and remunera-

tion systems and a focus on knowledge management are important not only

for client attraction and retention, but also for developing innovative prod-

ucts. Climate change and resource scarcity are long-term issues that have the

potential to change risk profiles, but also to provide new business opportuni-

ties. Other issues include changing demographics, obesity and other new

health risks. Liability cases show that the insurance sector is closely tied to

other economic sectors and is dependent on the political decision-making

process.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 56% 84% 26.5%

Environmental 34% 77% 31.5%

Social 45% 83% 42.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Business Risks and Oppor -
tunities

– Environmental Policy/
Management System

– Risk Detection

SOCIAL DIMENSION

– Access to Insurance/Other
Social Value Added

– Occupational Health&Safety

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 64
in universe

Number of companies assessed 27
by SAM in 2007

Assessed companies to total 42
companies in universe (%)

Market capitalization of assessed 66
companies to total market capitalization (%)

Company Country

SAM Gold Class Allianz AG* Germany

Insurance Australia Group Ltd Australia

Swiss Re AG** Switzerland

SAM Silver Class Aegon NV Netherlands

Sompo Japan Insurance Inc Japan

SAM Bronze Class Aviva Plc United Kingdom

AXA France

Legal & General Group Plc United Kingdom

Muenchener Rueckversicherungs AG Germany

Zurich Financial Services AG Switzerland

Baloise-Holding Plc Switzerland

Friends Provident Plc United Kingdom

ING Groep NV Netherlands

Irish Life and Permanent Plc Ireland

Royal and Sun Alliance Insurance Group United Kingdom

Sanlam Ltd South Africa

Storebrand ASA Norway

* SAM Sector Leader
**SAM Sector Mover
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Leisure Goods

DRIVING FORCES 

Differentiation, quality and brand management are the key drivers in this

 sector. The focus on innovation and R&D is therefore crucial to ensuring

competitiveness in the fast-changing electronics and entertainment markets.

New technologies and the need to provide ever-changing and more inte-

grated product ranges are challenges that leading companies manage

through strategic alliances and the outsourcing of operations. Excellent

 supply chain management, including environmental and social considera-

tions, is becoming increasingly important to minimizing economic, social and

reputational risks. In this regard, working conditions, especially of suppliers

and sub-contractors in developing countries, also require increased attention.

Environmental challenges arise throughout the product life, requiring life -

cycle analysis, product modularity, avoidance of toxic substances in both

manufacturing processes and products, and effective take-back programs for

end-of-life products.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 47% 75% 35.0%

Environmental 69% 95% 27.5%

Social 57% 83% 37.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Closed Loops

– Environmental Policy/
Management System

– Hazardous Substances

SOCIAL DIMENSION

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 16
in universe

Number of companies assessed 11
by SAM in 2007

Assessed companies to total 69
companies in universe (%)

Market capitalization of assessed 79
companies to total market capitalization (%)

Company Country

SAM Gold Class Koninklijke (Royal) Philips Electronics* Netherlands

SAM Silver Class Fujifilm Holdings Corp Japan

Matsushita Electric Industrial Co** Japan

Eastman Kodak Co United States

Sony Corp Japan

* SAM Sector Leader
**SAM Sector Mover
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Media

DRIVING FORCES 

In an increasingly competitive environment, customer loyalty will be the

 measure of success, and quality of content, state-of-the-art technology, a

 talented, creative and motivated workforce the key drivers. Social aspects,

such as non-discrimination of the workforce and cultural sensitivity to-

wards clients and communities, remain at the centre of public attention and

scrutiny. Given the power of media companies to shape public opinion,

 accountability, transparency and the protection of children are also key as-

pects. The issue of intellectual content management, piracy and copyright

protection present some of the key challenges to certain parts of this industry.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 32% 73% 40.0%

Environmental 30% 92% 17.5%

Social 33% 80% 42.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Lobbying Activities

– Product Piracy

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

– Hazardous Substances

– Volatile Organic Compounds
(VOCs)

SOCIAL DIMENSION

– Code of Ethics for 
Advertising

– Editorial Policy

– Ethical Conduct

– Protection of Children

– Stakeholder Engagement

Number of companies 54
in universe

Number of companies assessed 21
by SAM in 2007

Assessed companies to total 39
companies in universe (%)

Market capitalization of assessed 38
companies to total market capitalization (%)

Company Country

SAM Silver Class Dai Nippon Printing Co Japan

Pearson Plc* United Kingdom

SAM Bronze Class ITV Plc United Kingdom

Wolters Kluwer NV** Netherlands

British Sky Broadcasting Plc United Kingdom

Dow Jones & Co United States

JCDecaux SA France

Lagardère SCA France

Reed Elsevier NV Netherlands

Reed Elsevier Plc United Kingdom

Reuters Group Plc United Kingdom

TF1 France

Time Warner Inc United States

Walt Disney Co United States

Yell Group Plc United Kingdom

* SAM Sector Leader
**SAM Sector Mover
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Medical Products

DRIVING FORCES 

The medical device and service industry plays a critical role in improving the

quality of life for patients with chronic diseases and helping the disabled to

lead a less restricted life. The key to gaining customers’ trust and ensuring

successful product development are excellence in quality and safety manage-

ment and close relationships with the different stakeholders, such as pre-

scribers, payers and patients. Meanwhile, scientific progress offers new op-

portunities but also gives rise to new and complex ethical questions in the

context of dealing with human tissue, genetic material and information, and

the protection of patient-specific information. Sustainable companies will

need to adopt consistent, value and stakeholder-oriented corporate strate-

gies and governance systems, based on effective human and intellectual cap-

ital management and a transparent reporting framework.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 47% 70% 38.5%

Environmental 24% 88% 19.0%

Social 32% 62% 42.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Marketing Practices

– Research and Development

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Animal Testing

– Bioethics

– Occupational Health&Safety

– Stakeholder Engagement

– Standards for Suppliers

– Strategy to Improve Access 
to Products

Number of companies 20
in universe

Number of companies assessed 6
by SAM in 2007

Assessed companies to total 30
companies in universe (%)

Market capitalization of assessed 35
companies to total market capitalization (%)

Company Country

SAM Bronze Class Baxter International Inc* United States

BD United States

Coloplast A/S Denmark

Essilor International** France

MDS Inc Canada

Nobel Biocare Switzerland

Smith & Nephew Plc United Kingdom

* SAM Sector Leader
**SAM Sector Mover
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Mining

DRIVING FORCES 

The mining sector covers companies engaged in the exploration, extraction

or refining of coal, gems and gold as well as precious, ferrous and base

 metals. One of the challenges this sector faces is the successful involvement

of local communities to ensure a participatory approach to site development,

from the planning phase to post-closure mine management. Furthermore,

 retaining skilled people to ensure future competitiveness will be a challenge

as the attractiveness of the mining sector has been comparably low in the

past, leading to a bottleneck of skilled people aggravated by the prevalence

of deadly diseases (e.g. AIDS) in some areas. A third challenge relates to the

environment. As environmental regulations will tighten, the efficient use of

resources, particularly of water and energy, and the minimization and reuse

of waste will be high on the corporate agenda in future. 

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 60% 93% 22.5%

Environmental 43% 92% 33.5%

Social 48% 87% 44.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Transparency

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Biodiversity

– Climate Strategy

– Environmental Policy/
Management System

– Mineral Waste Management

SOCIAL DIMENSION

– Mine Closure

– Occupational Health&Safety

– Social Impacts on Commu -
nities

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 21
in universe

Number of companies assessed 7
by SAM in 2007

Assessed companies to total 33
companies in universe (%)

Market capitalization of assessed 73
companies to total market capitalization (%)

Company Country

SAM Gold Class BHP Billiton Ltd Australia 

BHP Billiton Plc United Kingdom

Xstrata Plc*/** United Kingdom 

SAM Silver Class Anglo American Plc United Kingdom

Newmont Mining Corp United States

Newmont Mining Corp. of Canada Ltd Canada

Rio Tinto Ltd Australia

Rio Tinto Plc United Kingdom

Barrick Gold Corp Canada

Lonmin Plc United Kingdom

* SAM Sector Leader
**SAM Sector Mover
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Mobile Telecommunications

DRIVING FORCES 

The mobile telecommunications industry has started to capitalize on the path

of growth set by increasing mobile penetration and substantial technological

advances in wireless mobile computing. Price pressure will increasingly be-

come a concern. Improvements in operational efficiency, customer service

and a well-defined brand strategy capable of making the difference in a

highly competitive market are prerequisites for success. Increasing traffic has

to be met by providing additional capacities and constantly optimizing net-

works. New services, from online gaming to TV on mobile phones, require

equipment that is capable of serving different purposes. Increasing network

performance emphasizes the potential health effects of electromagnetic

fields from wireless products and must be addressed in a transparent and

pro-active manner. Efforts to bridge the digital divide have to be sustained by

seizing investment opportunities in developing economies.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 44% 69% 43.5%

Environmental 29% 78% 21.0%

Social 41% 76% 35.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Privacy Protection

– Service Development

ENVIRONMENTAL DIMENSION

– Climate Strategy

– Electro Magnetic Fields

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Digital Inclusion

– Impact of Telecommuni-
cation Services

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 16
in universe

Number of companies assessed 7
by SAM in 2007

Assessed companies to total 44
companies in universe (%)

Market capitalization of assessed 89
companies to total market capitalization (%)

Company Country

SAM Silver Class Telenor ASA*/** Norway

SAM Bronze Class BCE Inc Canada

Vodafone Group United Kingdom

SK Telecom Co Ltd South Korea

TeliaSonera AB Sweden

* SAM Sector Leader
**SAM Sector Mover
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Non-durable Household Products

DRIVING FORCES 

The non-durable household products sector can be characterized as highly

competitive. More consolidation is expected in future. In order to sustain

their competitive advantages, companies are largely focused on strong prod-

uct branding and innovation, both of which are key to achieving top-line

growth in the long run. Innovation is also crucial for product reformulations

in view of the changing regulatory environment for ingredients that are no

longer considered to be safe for the environment or human health and are

thus being phased out by regulators. Human capital management and talent

attraction and retention policies ensure long-term innovation capabilities.

Companies are starting to capitalize on business opportunities in emerging

markets, which is becoming a key success factor to such firms. Having said

that, in order to be successful in these markets, companies must adapt their

product development and marketing strategies and focus on providing value-

adding products on a small enough scale and at affordable prices.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 63% 78% 39.5%

Environmental 72% 91% 24.0%

Social 65% 78% 36.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Strategy for Emerging 
Markets

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

– Product Impact

SOCIAL DIMENSION

– Occupational Health&Safety

– Product Information

– Standards for Suppliers

Number of companies 5
in universe

Number of companies assessed 3
by SAM in 2007

Assessed companies to total 60
companies in universe (%)

Market capitalization of assessed 84
companies to total market capitalization (%)

Company Country

SAM Gold Class Henkel KGaA*/** Germany

Procter & Gamble Co United States

* SAM Sector Leader
**SAM Sector Mover
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Oil Equipment & Services

DRIVING FORCES 

As subcontractors to the oil and gas majors, rig and oil service companies

must adhere to the strictest environmental, health and safety (EHS) standards

in order to win contracts and, with concerns over reputational risk in the

 exploration and production sector, they are by default safeguarding the

brand of the majors. Therefore, EHS excellence and responsible management

in often highly sensitive areas are critical success factors. Technology innova-

tion is driving the profitability of companies as advanced seismic and deep-

water technologies become the new frontiers against the backdrop of in-

creasingly smaller and less accessible oil fields. The sector is currently experi-

encing a substantial growth period, and one challenge facing the sector is

 access to human resources. 

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 56% 76% 22.5%

Environmental 29% 70% 27.5%

Social 27% 69% 50.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

– Releases to the Environment

SOCIAL DIMENSION

– Business Risks

– Occupational Health&Safety

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 23
in universe

Number of companies assessed 4
by SAM in 2007

Assessed companies to total 17
companies in universe (%)

Market capitalization of assessed 58
companies to total market capitalization (%)

Company Country

Halliburton Co** United States

Noble Corp United States

Schlumberger Ltd France

Smith International Inc United States

Technip SA* France

* SAM Sector Leader
**SAM Sector Mover



The Sustainability Yearbook 2008
4. Sector Insights

Oil & Gas Producers

DRIVING FORCES 

Oil and gas companies’ ability to sustain long-term value creation will depend

in particular on access to next-generation assets. Faced with rising location

and development costs for smaller reserves with complex geology in deeper

waters, rising taxes outside low risk OECD regions and rising costs for oil

 services and manpower, keeping down the cost base will be crucial in the

 industry. Scarcity of human resources is a further challenge. In addition, as

 exploration moves to remote and environmentally sensitive locations, envi-

ronmental, health and safety excellence coupled with progressive manage-

ment of social issues, such as community engagement, will remain important

issues to energy companies’ long-term profitability. As for environmental

 issues, the carbon challenge will remain at the top of the agenda. Active

 corporate strategies that seek business opportunities in that regard and that

mitigate carbon risks will be a driving force in securing competitiveness into

the future.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 56% 79% 36.0%

Environmental 46% 81% 33.0%

Social 52% 84% 31.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Exploration & Production

– Gas Portfolio

– Transparency

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Biodiversity

– Climate Strategy

– Environmental Policy/
Management System

– Refining/Cleaner Fuels

– Renewable Energy

SOCIAL DIMENSION

– Occupational Health&Safety

– Social Impacts on 
Communities

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 37
in universe

Number of companies assessed 18
by SAM in 2007

Assessed companies to total 49
companies in universe (%)

Market capitalization of assessed 57
companies to total market capitalization (%)

Company Country

SAM Gold Class Repsol YPF SA Spain

Statoil ASA* Norway

Total SA France

SAM Silver Class EnCana Corp Canada

Eni SpA** Italy

Neste Oil Oyj Finland

Petroleo Brasileiro SA (Petrobras) Brazil

Royal Dutch Shell Plc United Kingdom

Sasol Ltd South Africa

Suncor Energy Inc Canada

Woodside Petroleum Ltd Australia

SAM Bronze Class BG Group Plc United Kingdom

BP Plc United Kingdom

Nexen Inc Canada

* SAM Sector Leader
**SAM Sector Mover
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Personal Products

DRIVING FORCES 

The personal products sector is highly competitive, and consolidation is likely

to continue. Strong product brands and innovation determine the competi-

tive position of companies in view of changing consumer demands and the

tightening regulatory environment in regard to product safety and opera-

tions. Product innovation and reformulation become necessary for ingredi-

ents that are no longer considered be safe and are thus phased out by regula-

tors. Human capital management and talent attraction and retention policies

ensure long-term innovation capabilities. Revenue growth is strongly linked

to an increasing presence in emerging markets. However, in order to success-

fully serve the growing number of consumers in these markets, companies

must offer affordable and localized products and apply a different marketing

mindset than in industrialized countries.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 51% 78% 39.5%

Environmental 73% 87% 24.0%

Social 59% 77% 36.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Strategy for Emerging 
Markets

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

– Product Impact

SOCIAL DIMENSION

– Occupational Health&Safety

– Product Information

– Standards for Suppliers

Number of companies 8
in universe

Number of companies assessed 6
by SAM in 2007

Assessed companies to total 75
companies in universe (%)

Market capitalization of assessed 84
companies to total market capitalization (%)

Company Country

SAM Gold Class Kimberly-Clark Corp*/** United States

SAM Bronze Class Kao Corp Japan

* SAM Sector Leader
**SAM Sector Mover
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Pharmaceuticals

DRIVING FORCES 

The pharmaceutical industry is a research-driven industry that depends heavily

on the development of innovative drugs with high top-line sales potential. As

soon as a drug loses its patent protection it faces competition from generic

products – and sales and margins decline significantly. Although pharmaceu-

tical companies have invested heavily in research and development, their

R&D productivity has declined over the years. Reduced public healthcare

budgets put additional pressure on drug pricing and call into question the

overall economic value of certain products. Access to drugs, the new charac-

ter of drugs, research into diseases with little commercial potential and global

patent protection are other social and economic issues for the industry to

solve. Bioethics, drug testing, pharmacogenomics and drug safety lead to

complex ethical discussions. 

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 77% 90% 37.0%

Environmental 85% 96% 18.0%

Social 66% 80% 45.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Marketing Practices

– Research and Development

ENVIRONMENTAL DIMENSION

– Advanced Environmental
 Performance

– Climate Strategy

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Animal Testing

– Bioethics

– Occupational Health&Safety

– Stakeholder Engagement

– Standards for Suppliers

– Strategy to Improve Access 
to Drugs

Number of companies 12
in universe

Number of companies assessed 12
by SAM in 2007

Assessed companies to total 100
companies in universe (%)

Market capitalization of assessed 100
companies to total market capitalization (%)

Company Country

SAM Gold Class AstraZeneca Plc United Kingdom

Novartis AG Switzerland

Novo Nordisk A/S* Denmark

Roche Holding AG Switzerland

SAM Silver Class Abbott Laboratories** United States

Sanofi Aventis France

SAM Bronze Class GlaxoSmithKline Plc United Kingdom

Johnson & Johnson United States

Pfizer Inc United States

* SAM Sector Leader
**SAM Sector Mover
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Pipelines

DRIVING FORCES 

The need to transport energy, both fossil and renewable-based fuel, from in-

creasingly politically and environmentally sensitive areas to demand-intensive

geographic regions, is driving value creation in the pipeline sector. To mini-

mize future environmental costs, pipeline companies need to adopt state-of-

the-art management systems to prevent leakages and emissions along their

pipelines, supported by modern risk and crisis management systems. More-

over, the security of pipeline systems is vital to ensuring a constant energy

supply from politically sensitive regions. As a result, human rights issues and

stakeholder communication have become increasingly important in planning

and operating pipelines in emerging economies. By adopting a progressive

community relations management system, pipeline companies help to re-

duce exposure to human rights risks and cut operating costs, thereby gaining

a sustainable competitive advantage.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 55% 69% 30.0%

Environmental 35% 67% 27.5%

Social 43% 73% 42.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

– Diversification

ENVIRONMENTAL DIMENSION

– Biodiversity

– Environmental Policy/
Management System

– Releases to the Environment

SOCIAL DIMENSION

– Business Risks

– Occupational Health&Safety

– Social Impacts on 
Communities

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 3
in universe

Number of companies assessed 1
by SAM in 2007

Assessed companies to total 33
companies in universe (%)

Market capitalization of assessed 39
companies to total market capitalization (%)

Company Country

SAM Silver Class TransCanada Corp*/** Canada

* SAM Sector Leader
**SAM Sector Mover
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Real Estate

DRIVING FORCES 

The real estate sector comprises developers, maintainers and managers of

and investors in residential or commercial buildings. Only a few sector mem-

bers operate on a global or at least regionally diversified scale; most of its

members operate locally or within a well-defined region. Yet, global chal-

lenges still impact the sector. The sharp increase in energy costs for all uses

has made the amount of operational energy used in buildings a distinctive

factor in their attractiveness. Buildings with low energy intensity reduce the

impact of energy costs and energy price volatility. A similar trend, albeit at a

lower level, can be expected with regard to water efficiency and greenhouse

gas emissions. Development and maintenance costs may also be affected 

by the degree to which buildings are accepted by the local community. Social

integration of buildings and constant monitoring will have to become part of

the services offered by the sector.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 49% 81% 25.0%

Environmental 22% 76% 42.5%

Social 27% 73% 32.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Stakeholder Engagement

ENVIRONMENTAL DIMENSION

– Biodiversity

– Building Materials

– Climate Change Strategy

– Environmental Policy/
Management System

– Resource Conservation 
and Resource Efficiency

SOCIAL DIMENSION

– Social Integration

– Standards for Suppliers

Number of companies 61
in universe

Number of companies assessed 14
by SAM in 2007

Assessed companies to total 23
companies in universe (%)

Market capitalization of assessed 29
companies to total market capitalization (%)

Company Country

SAM Bronze Class British Land Plc United Kingdom

Commonwealth Property Office Fund Australia

Land Securities Group Plc* United Kingdom

Lend Lease Corp Australia

CFS Retail Property Trust Australia

GPT Group Australia

Klepierre** France

Mitsubishi Estate Co Ltd Japan

Slough Estates Plc United Kingdom

Stockland Australia

Wereldhave NV Netherlands

* SAM Sector Leader
**SAM Sector Mover
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Semiconductors

DRIVING FORCES 

The role of the semiconductor sector is crucial in the electronic supply chain:

semiconductors are critical for determining the performance of final products

and applications. The need for resource efficiency is generating several initia-

tives to design low-power and energy-saving devices. The sector also needs

to address the environmental impacts of its own operations, such as reducing

the use of chemicals and hazardous substances, waste, energy efficiency of

ultra-clean spaces and reduced consumption of ultra-pure water. High-quality

research and development are important success factors: miniaturization, mi-

gration to new materials and the introduction of more efficient production

processes represent the current challenge to manufacturers of semiconduc-

tors. Considering the relatively long lead time involved in capacity expansion,

the sector shows a high degree of cyclicality, which forces companies to pay

great attention to strategic planning and business cycle management.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 52% 87% 35.0%

Environmental 49% 83% 30.0%

Social 39% 82% 35.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

– Innovation R&D

– Product Quality and Recall
Management

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 26
in universe

Number of companies assessed 12
by SAM in 2007

Assessed companies to total 46
companies in universe (%)

Market capitalization of assessed 59
companies to total market capitalization (%)

Company Country

SAM Gold Class Intel Corp* United States

SAM Silver Class Taiwan Semiconductor Manufacturing Co Taiwan

SAM Bronze Class Advanced Micro Devices Inc** United States

Applied Materials Inc United States

ASML Holding NV Netherlands

Fairchild Semiconductor International Inc United States

Rohm Co Japan

STMicroelectronics Italy

United Microelectronics Corp Taiwan

* SAM Sector Leader
**SAM Sector Mover
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Software

DRIVING FORCES 

The goal of higher productivity combined with the most recent regulatory

 drivers (e.g. Basel II, Sarbanes-Oxley) delivered a significant boost in IT in -

vestments. The software industry has always faced a fast-paced market envi-

ronment, where the innovation speed represents a key competence. Since

 innovation is closely linked to human capital, efficient human resource man-

agement is vital for attracting and retaining qualified staff. On the other

hand, new needs, such as the security of supply considerations, are boosting

the use of specialized planning software (enterprise resource planning, or

ERP) to track products from material intake until final delivery. The intellectual

property of software programs is still a key issue that has to be addressed,

 especially considering the new threats coming from emerging markets and

developing economies. Concerted action must be taken to fight product

piracy. 

. 

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 39% 65% 50.0%

Environmental 16% 41% 15.0%

Social 29% 42% 35.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Privacy Protection

– Security

– Shift from Products to 
Services

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Digital Inclusion

– Standards for Suppliers

Number of companies 18
in universe

Number of companies assessed 4
by SAM in 2007

Assessed companies to total 22
companies in universe (%)

Market capitalization of assessed 18
companies to total market capitalization (%)

Company Country

Cognos Inc Canada

Microsoft Corp United States

SAP AG*/** Germany

Symantec Corp United States

Trend Micro Inc Japan

* SAM Sector Leader
**SAM Sector Mover
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Specialized Consumer Services

DRIVING FORCES 

Companies in this sector, despite a wide range of business activities, all have

one thing in common – their principal product is service provision. This pre-

sents the sector with specific challenges, such as attracting customers, ensuring

customer loyalty and expanding into new markets, while continuously train-

ing employees and improving customer satisfaction. The main concerns are

building the brand, improving the reputation and minimizing negative social

and environmental impacts. Technological advances, particularly those in-

volving the Internet, electronic billing, real-time service and customer infor-

mation, present opportunities for companies in this sector. Challenges lie in

securing customer identity, building trust and loyalty, and addressing and

 reducing key specific environmental impacts, while simultaneously improving

operational efficiencies.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 46% 61% 42.5%

Environmental 20% 53% 20.0%

Social 30% 46% 37.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

– Privacy Protection

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 8
in universe

Number of companies assessed 2
by SAM in 2007

Assessed companies to total 25
companies in universe (%)

Market capitalization of assessed 17
companies to total market capitalization (%)

Company Country

Benesse Corp*/** Japan

* SAM Sector Leader
**SAM Sector Mover
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Steel

DRIVING FORCES 

One of the challenges the iron and steel producing sector faces is handling

CO2 constraints and climate change risks successfully. Technologies to reduce

the CO2 intensity of the steel-making process are being developed by various

steel companies. A breakthrough will provide a considerable competitive

 advantage, not only within the sector, but also in competing with the alu-

minum sector. In addition to greenhouse gas emissions, the reduction of

heavy metals, dioxins and furans released into the atmosphere as well as

 recycling and reuse of waste will be high on the corporate agenda in future.

The consolidation observed within the steel sector in recent years is likely to

continue in future. The competition will be aggravated by new entrants from

Russia and China. In this context, successful supply chain management will

become even more important to counteract this competitive pressure. 

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 50% 86% 22.5%

Environmental 26% 65% 35.0%

Social 37% 77% 42.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Occupational Health&Safety

– Social Impacts on 
Communities

– Stakeholder Engagement

– Standards for Suppliers

Number of companies 22
in universe

Number of companies assessed 2
by SAM in 2007

Assessed companies to total 9
companies in universe (%)

Market capitalization of assessed 23
companies to total market capitalization (%)

Company Country

SAM Silver Class POSCO* South Korea

BlueScope Steel Ltd Australia

Outokumpu Oyj** Finland

* SAM Sector Leader
**SAM Sector Mover
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Support Services

DRIVING FORCES 

For companies engaged in the provision of industrial services, employees are

the main interface with customers and they therefore play a critical role in the

success of the business. Clear policies for employees and contractors com-

bined with training programs, knowledge management and incentive

schemes are important to creating a motivating, successful, safe and healthy

working environment. Some companies within the sector have higher expo-

sure to environmental and human rights issues. Trading companies taking

stakes in or operating large-scale projects, such as exploration activities,

should control risks by integrating environmental and social impact assess-

ments into their investment decision and reporting about such engagements

transparently. Furthermore, companies are exposed to the transfer of reputa-

tional risks of environmental and human rights abuses from its suppliers to its

customers.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 44% 82% 30.0%

Environmental 37% 77% 22.5%

Social 39% 72% 47.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Occupational Health&Safety

– Standards for Suppliers

Number of companies 42
in universe

Number of companies assessed 14
by SAM in 2007

Assessed companies to total 33
companies in universe (%)

Market capitalization of assessed 57
companies to total market capitalization (%)

Company Country

SAM Silver Class AMEC Plc* United Kingdom

Randstad Holdings Netherlands

Brambles Industries Ltd** Australia

Experian Group Ltd United Kingdom

Itochu Corp Japan

Mitsubishi Corp Japan

Rentokil Initial Plc United Kind

Sumitomo Corp Japan

The Bidvest Group Ltd South Africa

Travis Perkins Plc United Kingdom

* SAM Sector Leader
**SAM Sector Mover
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Tobacco

DRIVING FORCES 

The tobacco sector is mature, and worldwide cigarette volumes are stable.

However, tobacco companies have strong pricing power and can raise

 cigarette prices, which is unique in the consumer sector. The relationship

 between governments and the sector is fundamental with regard to tax

 policy and combating cigarette smuggling. Companies will have to prove

that they have a robust system in place to track their product distribution.

The public pressure on the sector from legislators, the press and NGOs is very

high and litigation cases are ongoing. The sector will be under increased

scrutiny based on the WHO Framework Convention on Tobacco Control,

which entered into force in 2005. It requires restrictions on advertising to

children, tax increases and health warnings on products. The sector will have

to implement new global standards applicable in all their markets. Driven by

regulations, tobacco companies are developing new nicotine products, such

as snus, which do not involve the production of smoke and claim to have a

lower health impact.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 48% 79% 29.5%

Environmental 43% 95% 28.0%

Social 39% 78% 42.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Combatting Smuggling

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Environmental Policy/
Management System

– Fuels for Tobacco Curing

– Management of Genetically
Modified Organisms

– Raw Material Sourcing

SOCIAL DIMENSION

– Occupational Health&Safety

– Responsible Marketing 
Policies

– Standards for Suppliers

Number of companies 8
in universe

Number of companies assessed 2
by SAM in 2007

Assessed companies to total 25
companies in universe (%)

Market capitalization of assessed 31
companies to total market capitalization (%)

Company Country

SAM Gold Class British American Tobacco Plc*/** United Kingdom

British American Tobacco (Malaysia) Bhd*/** Malaysia

SAM Bronze Class Imperial Tobacco Group Plc United Kingdom

* SAM Sector Leader
**SAM Sector Mover
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Travel & Tourism

DRIVING FORCES 

Companies able to offer innovative concepts demanded by customers can

gain a competitive advantage over their peers. The ever-increasing demand

for the transport of people increases energy and infrastructure requirements,

calling for energy efficiency improvements, consideration of the needs of the

impacted communities and a sound biodiversity strategy. Transport in urban

areas requires strategies to mitigate environmental pollution by using alter -

native energies. Tourism in developing countries is expected to further fuel

growth in the sector. A careful evaluation of locations and of the supply chain

is necessary in order to operate in a sustainable way.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 39% 66% 27.5%

Environmental 44% 88% 27.5%

Social 43% 71% 45.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Brand Management

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Biodiversity

– Climate Strategy

– Environmental Policy/
Management System

SOCIAL DIMENSION

– Eco Tourism

– Human Rights & Corruption

– Occupational Health&Safety

– Stakeholder Engagement

Number of companies 13
in universe

Number of companies assessed 6
by SAM in 2007

Assessed companies to total 46
companies in universe (%)

Market capitalization of assessed 78
companies to total market capitalization (%)

Company Country

SAM Silver Class MTR Corp* Hong Kong

SAM Bronze Class Firstgroup Plc** United Kingdom

National Express Group Plc United Kingdom

TUI AG Germany

* SAM Sector Leader
**SAM Sector Mover



The Sustainability Yearbook 2008
4. Sector Insights

89

Waste & Disposal Services

DRIVING FORCES 

The companies in the Waste and Disposal Services category are all US compa-

nies active primarily in waste hauling and landfilling. This is because Euro-

pean waste companies are either part of utility conglomerates or part of

 diversified support service groups and are therefore are classified differently.

In addition, landfilling remains the main end-of-life option in the US. Sustain-

ability issues include replacement of used landfill capacity with new land-

fills and alternative treatment processes. Furthermore, the management of

greenhouse gases from landfills is an issue. The efficiency of transport equip-

ment and logistics has a significant impact on financial and environmental

costs. Furthermore, we look for companies that actively build a portfolio of

real alternatives to landfilling. Finally, leading companies further systemati-

cally tap the financial benefits of excellence in occupational health and safety.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 49% 68% 23.5%

Environmental 20% 47% 45.5%

Social 35% 57% 31.0%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Climate Strategy

– Environmental Policy/
Management System

– Landfilling and Alternatives

– Transportation

SOCIAL DIMENSION

– Occupational Health&Safety

Number of companies 4
in universe

Number of companies assessed 1
by SAM in 2007

Assessed companies to total 25
companies in universe (%)

Market capitalization of assessed 56
companies to total market capitalization (%)

Company Country

Waste Management Inc*/** United States

* SAM Sector Leader
**SAM Sector Mover
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Water

DRIVING FORCES 

Water utility companies are challenged by an increased scarcity of accessible

and clean water resources, infrastructure maintenance, and national and

 international regulation. Leading companies demonstrate responsibility by

limiting drinking water losses from distribution infrastructure and ensuring

adequate transport and treatment of sewage and effluents. Substantial

 benefits can be achieved through extended research and development, and

partnerships with technology providers in the field of advanced water treat-

ment focusing on the treatment existing or emerging water pollutants (e.g.

endocrine disruptors). The trend towards liberalization by water utilities

 increases competition and therefore rewards integrated, cost-efficient and

customer-oriented water management strategies. Capital expenditures for

infrastructure and water tariffs are under constant scrutiny. Access to water is

increasingly political and demands effective stakeholder engagement.

SUSTAINABILITY LEADERS 2007/2008
As of October 31, 2007

SECTOR STATISTICS

RESULTS AT SECTOR LEVEL
Total Score

Average Best Weighting
Dimension Score* Score in Total Score

Economic 57% 78% 45.5%

Environmental 65% 84% 21.0%

Social 64% 78% 33.5%

*Average score of all assessed companies in the sector

■ Average Score*   ■ Best Score

25%0% 50% 75% 100%

SECTOR SPECIFIC CRITERIA

ECONOMIC DIMENSION

– Customer Relationship 
Management

– Scorecards/Measurement
Systems

– Water Operations

ENVIRONMENTAL DIMENSION

– Advanced Environmental 
Performance

– Biodiversity

– Environmental Policy/
Management System

– Waste Business 
Management

SOCIAL DIMENSION

– Access to Water

– Occupational Health&Safety

– Stakeholder Engagement

Number of companies 8
in universe

Number of companies assessed 3
by SAM in 2007

Assessed companies to total 38
companies in universe (%)

Market capitalization of assessed 77
companies to total market capitalization (%)

Company Country

SAM Silver Class Veolia Environnement*/** France

* SAM Sector Leader
**SAM Sector Mover
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3i Group Plc 54

3M Company � � 49

ABB Ltd � 53

Abbott Laboratories � � 79

Abertis Infraestructuras SA � 68

ABN AMRO Holding NV � 39

Acciona SA � � 64

Accor SA 66

ACS Actividades de Construcción y Servicios SA � 64

Adidas AG � � � 44

Advanced Micro Devices Inc � � 82

Aegon NV � 69

Aeon Co Ltd � 62

African Bank Investments Ltd 54

Agilent Technologies Inc � � 53

AGL Energy Ltd � � 61

Air France-KLM � � 35

Ajinomoto Co 57

Akzo Nobel NV � � 43

Alcatel-Lucent SA � 45

Allianz AG � � 69

AMEC Plc � � 86

Amgen Inc 41

AMP Ltd 54

Anglo American Plc � 73

Applied Materials Inc 82

Aracruz Celulose � � 58

Asahi Breweries Ltd � 40

Asahi Glass Co � 42

ASML Holding NV 82

AstraZeneca Plc � 79

Atlas Copco AB 67

Australia & New Zealand Banking Group Ltd � � � 39

Australian Securities Exchange Ltd 54

Aviva Plc � 69

AXA � 69

BAE Systems Plc � 34

Balfour Beatty Plc 64

Baloise-Holding Plc 69

Banca Monte Dei Paschi Di Siena SpA 39

Banco Bilbao Vizcaya Argentaria SA � 39

Banco Bradesco SA � 39

Banco Itaú Holding Financeira SA � 39

Bank of Montreal 39

Bank of Nova Scotia 39

Barclays Plc � 39

Barloworld Ltd 49

Barrick Gold Corp 73

BASF AG � 43

Baxter International Inc � � 72

Bayer AG � 43

Bayerische Motoren Werke AG (BMW) � � � 37

BCE Inc � 74

BD 72

Benesse Corp � � 84

BG Group Plc � 77

BHP Billiton Ltd � 73

BHP Billiton Plc � 73

BlueScope Steel Ltd 85

BNP Paribas 39

Bombardier Inc � � � 34

BP Plc � 77

Brambles Industries Ltd � 86

Brisa (Auto-estradas de Portugal) SA 68

British American Tobacco (Malaysia) Bhd � � � 87

British American Tobacco Plc � � � 87

British Land Plc � 81

British Sky Broadcasting Plc 71

BT Group Plc � � 55

Cadbury Schweppes Plc � 57

Canadian Imperial Bank of Commerce � 39

Canon Inc 46

Carrefour SA 56

Caterpillar Inc � � 67

Cattles Plc 54

Centrica Plc � � 61

CFS Retail Property Trust 81

Cia Energetica Minas Gerais (CEMIG) � 52

Cisco Systems Inc � 45

Citigroup � 39

Cognos Inc 83

Coles Group Ltd 62

Company Index

Company Name
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Coloplast A/S 72

Commonwealth Property Office Fund � 81

Compass Group Plc � 66

Credit Agricole 39

Credit Suisse Group 39

CRH Plc � � 42

Cummins Inc 67

Dai Nippon Printing Co � 71

Daikin Industries Ltd 67

Daimler Chrysler AG � 37

Daiwa Securities Group Inc 54

Danisco A/S � 57

Dell Inc � 46

Denso Corp � 38

Deutsche Bank AG 39

Deutsche Boerse 54

Deutsche Lufthansa AG � � 35

Deutsche Post AG 68

Deutsche Telekom AG � 55

Dexia 39

Diageo Plc � 40

DnB NOR ASA 39

Dow Chemical Co � 43

Dow Jones & Co 71

DSG International Plc 62

DSM NV � 43

E.ON AG � 52

Eastman Kodak Co 70

EDP - Energias de Portugal SA � 52

Electrolux AB � � � 50

Electronic Data Systems Corp � 47

EnCana Corp � 77

Endesa SA � 52

Eni SpA � � 77

Entergy Corp � 52

Essilor International � 72

Exelon Corp � 52

Experian Group Ltd 86

Fairchild Semiconductor International Inc 82

Firstgroup Plc � � 88

Fortis NV 39

Fortum Oyj � 52

France Telecom � 55

Fraport AG � 68

Friends Provident Plc 69

Fuji Electric Holdings Co Ltd � � � 51

Fujifilm Holdings Corp � 70

Fujitsu Ltd � 46

Gamesa SA 67

Gap Inc 62

Gas Natural SDG SA � 61

Gaz de France SA � 61

General Electric Co � 49

General Mills Inc � 57

Genzyme Corp � 41

GlaxoSmithKline Plc � 79

Goldman Sachs Group Inc 54

GPT Group 81

Groupe Danone � 57

Groupe Société Générale 39

Grupo Ferrovial SA � 64

Grupo Iberdrola � � 52

Grupo Santander Central Hispano � 39

Halliburton Co � 76

Harrah's Entertainment Inc 60

HBOS Plc � 39

Heineken NV � � 40

Henkel KGaA � � � 75

Herman Miller Inc � � 59

Hewlett-Packard Co � � � 46

Hitachi Chemical Co Ltd � 43

HJ Heinz Co 57

Hochtief AG � 64

Holcim Ltd � � 42

Home Retail Group � 62

HSBC Holdings Plc 39

HypoVereinsbank AG 39

Iberia Lineas Aereas de España � 35

IBM (International Business Machines Corp) � 47

ICI Plc � 43

Imperial Tobacco Group Plc � 87

Inditex 62

Company Name
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Indra Sistemas � � 47

ING Groep NV 69

Insurance Australia Group Ltd � 69

Intel Corp � � 82

InterContinental Hotels Plc 66

Investec Ltd 54

Investec Plc 54

Investimentos Itau SA � � 54

Irish Life and Permanent Plc 69

Italcementi SpA � 42

Itochu Corp 86

ITT Corp 49

ITV Plc � 71

J. Sainsbury Plc � � 56

JCDecaux SA 71

Johnson & Johnson � 79

Johnson Controls Inc � � 38

Johnson Matthey Plc � 43

Kao Corp � 78

KBC Group 39

Kesko Oyi � 56

Kimberly-Clark Corp � � � 78

Kingfisher Plc � 62

Klepierre � 81

Komatsu Ltd 67

Koninklijke (Royal) Philips Electronics � � 70

Kraft Foods Inc � 57

Ladbrokes Plc 60

Lagardère SCA 71

Land Securities Group Plc � � 81

Legal & General Group Plc � 69

Lend Lease Corp � 81

Li & Fung Ltd 44

Lloyds TSB Group Plc 39

Lonmin Plc 73

LVMH - Louis Vuitton Moet Hennessy SA 44

Macy's Inc 62

Man Group Plc 54

Marks & Spencer Plc � � 62

Matsushita Electric Industrial Co � � 70

Matsushita Electric Works Ltd � 42

McDonald's Corp 66

MDS Inc 72

MeadWestvaco Corp � � � 48

Merrill Lynch & Co 54

Metro AG 62

Metso Corp 67

Michelin � 38

Microsoft Corp 83

Mitsubishi Corp 86

Mitsubishi Estate Co Ltd 81

Mitsubishi Materials Corp 49

Mitsui O.S.K. Lines Ltd 68

Motorola Inc � � � 45

MTR Corp � � 88

Muenchener Rueckversicherungs AG � 69

Murata Manufacturing Co 51

National Australia Bank Ltd � 39

National Express Group Plc 88

National Grid Plc � 52

NEC Corp � 46

Nedbank Group Ltd 39

Neste Oil Oyj � 77

Nestlé SA � 57

Newmont Mining Corp � 73

Newmont Mining Corp. of Canada Ltd � 73

Nexen Inc � 77

Nike Inc � 44

Nikko Cordial Corp 54

Nippon Yusen Kabushiki Kaisha � 68

Nobel Biocare 72

Noble Corp 76

Nokia Corp � 45

Nomura Holdings Inc 54

Norsk Hydro ASA � � � 36

Novartis AG � 79

Novo Nordisk A/S � � 79

Novozymes A/S � 41

NSK Ltd 67

Office Depot Inc 62

Outokumpu Oyj � 85

Pearson Plc � � 71

Company Name
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PepsiCo Inc � � 40

Petroleo Brasileiro SA (Petrobras) � 77

Pfizer Inc 79

Pirelli & C. SpA � � 38

Portugal Telecom SA � 55

POSCO � � 85

Praxair Inc � 43

Procter & Gamble Co � 75

Provident Financial Plc 54

Puma AG � 44

Randstad Holdings � 86

Red Electrica de España � 52

Reed Elsevier NV 71

Reed Elsevier Plc 71

Renault SA � 37

Rentokil Initial Plc 86

Repsol YPF SA � 77

Reuters Group Plc 71

Rhodia SA � 43

Ricoh Co Ltd � 46

Rio Tinto Ltd � 73

Rio Tinto Plc � 73

Roche Holding AG � 79

Rohm Co 82

Rolls-Royce Plc � 34

Royal and Sun Alliance Insurance Group 69

Royal Bank of Canada 39

Royal Bank Of Scotland Group 39

Royal Dutch Shell Plc � 77

RWE AG � 52

SABMiller Plc � 40

Samsung SDI Co Ltd � � 53

Sanlam Ltd 69

Sanofi Aventis � 79

SAP AG � � 83

Sasol Ltd � 77

Schlumberger Ltd 76

Schneider Electric SA 51

Schroders Plc 54

Seiko Epson Corp � 46

Sekisui Chemical Co 65

Seven & I Holdings Co Ltd � 56

Siam Cement Public Co Ltd � 42

Siemens AG � 53

SK Telecom Co Ltd 74

SKF AB � 67

Slough Estates Plc 81

Smith & Nephew Plc 72

Smith International Inc 76

Sodexho Alliance SA � � � 66

Sompo Japan Insurance Inc � 69

Sony Corp 70

Staples Inc 62

Starbucks Corp 66

State Street Corp 54

Statoil ASA � � 77

STMicroelectronics 82

Stockland 81

Storebrand ASA 69

Sulzer AG 67

Sumitomo Corp 86

Sumitomo Electric Industries Ltd 51

Sumitomo Forestry Co 65

Suncor Energy Inc � 77

Swedbank AB 39

Swiss Re AG � � 69

Swisscom AG � 55

Symantec Corp 83

Syngenta AG � 43

Tabcorp Holdings Ltd � � � 60

Taiwan Semiconductor Manufacturing Co � 82

Target Corp 62

Taylor Wimpey Plc � � 65

TDK Corp 51

Technip SA � 76

Teijin Ltd � � 43

Telecom Italia SpA � 55

Telefonica SA � 55

Telenor ASA � � � 74

TeliaSonera AB 74

Telus Corp � � 55

Temple Inland Inc 48

Company Name
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Tesco Plc 56

TF1 71

The Bidvest Group Ltd 86

Time Warner Inc 71

TNT NV � � � 68

Toray Industries Inc � 43

Toshiba Corp � � 49

Total SA � 77

TransCanada Corp � � � 80

Transurban Group � 68

Travis Perkins Plc 86

Trend Micro Inc 83

TUI AG 88

UBS Group � 39

UniCredito Italiano SpA 39

Unilever NV � � 57

Unilever Plc � � 57

Union Fenosa SA � � 52

Unisys Corp 47

United Microelectronics Corp 82

United Technologies Corp � 34

UnitedHealth Group Inc � � 63

Veolia Environnement � � � 90

Vodafone Group � 74

Volkswagen AG � 37

Volvo AB 67

Walt Disney Co 71

Wartsila Oyj 67

Waste Management Inc � � 89

Wereldhave NV 81

Wesfarmers Ltd � 62

Westpac Banking Corp � 39

Weyerhaeuser Co � � 58

Whirlpool Corp � 50

Wolters Kluwer NV � � 71

Woodside Petroleum Ltd � 77

Xstrata Plc � � � 73

Yell Group Plc 71

Zurich Financial Services AG � 69

Company Name
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SAM Sustainable Asset Management AG (SAM)

was founded in 1995 as an independent asset

management company for sustainability invest-

ments and has grown to become one of the world’s

leading institutions in this field. Its clientele com-

prises banks, insurance companies, pension funds,

family offices and private investors.

SAM has a comprehensive portfolio of theme-

based products in the areas of new energy sources,

water, new materials, healthy living and climate. In

addition, it offers large institutional investors a

broad range of client-oriented, mandate-based ser-

vices (including optimised, active and restriction-

free strategies) on the basis of its proprietary sus-

tainability research know-how.

SAM seeks and identifies leading companies on the

basis of company-specific sustainability criteria. Inte-

grating those future-oriented factors into the com-

pany valuation and investment process represents

the foundation of its investment philosophy. SAM’s

expertise is based on its own proprietary, indepen-

dent research team and an active worldwide sus-

tainability network, coupled with the world’s largest

corporate sustainability database. Within the scope

of the annual re-composition of the DJSI indexes,

SAM analyzes over 1000 companies in order to iden-

tify the leading companies in each industry sector.

SAM is headquartered in Zurich (Switzerland) and

is among others present in Australia and North

America.

Annex

SAM Profile

For more information on SAM,

refer to www.sam-group.com

SAM Sustainable

Asset Management AG

Seefeldstrasse 215

CH-8008 Zurich

Switzerland

Tel. + 41 44 397 10 10

Fax + 41 44 397 10 80

info@sam-group.com

www.sam-group.com

Chief Investment Officer SAM Analysts

CIO

Christian Werner

christian.werner@sam-group.com

Chemicals

Rodrigo Amandi

rodrigo.amandi@sam-group.com

Materials

Sybille Borner

sybille.borner@sam-group.com

Biofuels

Christophe Churet

christophe.churet@sam-group.com

Industrials

Carl-Johan Francke

carl-johan.francke@sam-group.com

Information Technology

Jvan Gaffuri

jvan.gaffuri@sam-group.com

Consumer Staples

Edoardo Gai

edoardo.gai@sam-group.com

Consumer Staples

Gabriela Grab Hartmann

gabriela.grab@sam-group.com

Healthcare

Dietmar Gundel

dietmar.gundel@sam-group.com

Consumer Staples

Pierin Menzli

pierin.menzli@sam-group.com

Consumer Discretionary

Philipp Mettler

philipp.mettler@sam-group.com

Finance

Dan Oprisa

dan.oprisa@sam-group.com

Industrials

Michael Riley

michael.riley@sam-group.com

Finance

Marion Swoboda

marion.swoboda@sam-group.com

Utilities

Urs Schön

urs.schoen@sam-group.com

Energy

Bjørn Tore Urdal

bjoern.urdal@sam-group.com

Industrials

Daniel Wild

daniel.wild@sam-group.com

Contact
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For more information on PwC,

refer to www.pwc.com

Global Leader

Thomas Scheiwiller

Phone: +41 58 792 2810

thomas.scheiwiller@ch.pwc.com

Argentina

Marcelo Iezzi

Phone: +54 11 4850 6827

marcelo.iezzi@ar.pwc.com

Australia

Nicholas Chipman

Phone: +61 3 8603 6215

nicholas.chipman@au.pwc.com

Austria

Bernhard Haider

Phone: +43 1 50188 2900

bernhard.haider@at.pwc.com

Belgium

Christoph Vanderstricht

Phone: +32 92 688 226

christoph.vanderstricht@be.pwc.com

Brazil

Rogerio Gollo

Phone: +55 11 3674 3851

rogerio.gollo@br.pwc.com

Bulgaria

Albena Markova

Phone: +35 92 935 5200

albena.markova@bg.pwc.com

Canada

Bruce McIntyre

Phone: +1 604 806 7595

bruce.mcintyre@ca.pwc.com

Central America

Panama & Dominican Republic

Emilia Amado

Phone: +506 224 1555

emilia.amado@cr.pwc.com

Chile

Luis Perera

Phone: +56 2 940 0008

luis.perera@cl.pwc.com

Costa Rica

Vanesa Gomez

Phone: +506 224 1555

vanesa.gomez@cr.pwc.com

Czech Republic

Helena Cadanova

Phone: +42 2 5115 2011

helena.cadanova@cz.pwc.com

Denmark

Helle Bank Jorgensen

Phone: +45 3 945 9245

helle.bank.jorgensen@dk.pwc.com

East Africa

Nancy Asiko Onyango

Phone: +25 420 285 5476

nancy.asiko.onyango@ke.pwc.com

Estonia

Teet Tender

Phone: +372 614 1800

teet.tender@ee.pwc.com

Finland

Sirpa Juutinen

Phone: +35 89 2280 1815

sirpa.juutinen@fi.pwc.com

France

Sylvain Lambert

Phone: +33 1 5657 8083

sylvain.lambert@fr.pwc.com

Francophone Africa

Edouard Messou

Phone: +225 2031 5412

edouard.messou@ci.pwc.com

Germany

Stefan Calvi

Phone: +49 69 7431 2112

stefan.calvi@de.pwc.com

Michael Werner

Phone: +49 69 9585 5247

michael.werner@de.pwc.com

Greece

Harry Kyriazis

Phone: +30 210 6874 503

harry.kyriazis@gr.pwc.com

Hong Kong / China

Simon Copley

Phone: + 852 22 89 2988

simon.copley@hk.pwc.com

Hungary

Zoltan Varkonyi

Phone: +36 1 461 9177

zoltan.varkonyi@hu.pwc.com

India

Bharti Gupta Ramola

Phone: +911 244 620 503

bharti.gupta.ramola@in.pwc.com

Ireland

Robin Menzies

Phone: +353 1 704 8553

robin.menzies@ie.pwc.com

Israel

Heelee Kriesler

Phone: +972 3 7954808

heelee.kriesler@il.pwc.com

Italy

Paolo Bersani

Phone: +39 011 5567773

paolo.bersani@it.pwc.com

Japan

Takuei Maruyama

Phone : +81 3 5532 3023

takuei.maruyama@jp.pwc.com

Luxembourg

Nicolas Erodiades

Phone: +352 49 4848 4138

nicolas.erodiades@lu.pwc.com

Malaysia

Mohammad Faiz Azmi

Phone: +60 3 2693 1077

mohammad.faiz.azmi@my.pwc.com

Mexico

Enrique Bertran

Phone: +52 55 5263 8692

enrique.bertran@mx.pwc.com

The Netherlands

Klaas van den Berg

Phone: +31 30 219 4683

klaas.van.den.berg@nl.pwc.com

New Zealand

Raechel Cummins

Phone: +64 9 355 8566

raechel.j.cummins@nz.pwc.com

Norway

Helge Kvamme

Phone: +47 2316 1270

helge.kvamme@no.pwc.com

Philippines

Rose S. Javier

Phone: +63 2 459 3016

rose.s.javier@ph.pwc.com

Poland

Irena Pichola

Phone: +48 50 218 4587

irena.pichola@pl.pwc.com

Portugal

Antonio Correia

Phone: +351 225 433 114

antonio.correia@pt.pwc.com

Romania

Emilian Radu

Phone: +40 21 202 8610

emilian.radu@ro.pwc.com

Russia

Michelle Moore

Phone: +7 495 967 6150

michelle.moore@ru.pwc.com

Singapore

Andreas Wettstein

Phone: +65 6236 3064

andreas.e.wettstein@sg.pwc.com

South Africa

Alison Ramsden

Phone: +27 11 797 4658

alison.ramsden@za.pwc.com

Spain

Maria Luz Castilla Porquet

Phone: +34 93 253 7005

maria.luz.castilla.porquet@es.pwc.com

Sweden

Lars-Olle Larsson

Phone: +46 709 29 28 13

lars-olle.larsson@se.pwc.com

Martin Gavelius

Phone: + 46 8 555 335 29

martin.gavelius@se.pwc.com

Switzerland

Markus Noethiger

Phone +41 58 792 2734

markus.noethiger@ch.pwc.com

Turkey

Serkan Tarmur

Phone: +90 212 326 6216

serkan.tarmur@tr.pwc.com

United Kingdom

Geoff Lane

Phone: +44 207 213 4378

geoff.lane@uk.pwc.com

Richard Gledhill

Phone: +44 207 804 5026

richard.gledhill@uk.pwc.com

United States

Robert Dennis

Phone: +1 713 356 5600

robert.w.dennis@us.pwc.com

West Africa

Daniel Asapokhai

Phone: +23 41 320 3201

daniel.asapokhai@ng.pwc.com

PricewaterhouseCoopers (PwC) provides industry-

focused assurance, tax and advisory services to

build public trust and enhance value for its clients

and their stakeholders. More than 146,000 people

in 150 countries across our network share their

thinking, experience and solutions to develop fresh

perspectives and practical advice.

PwC is the leader in providing sustainable business

solutions. We help clients to improve social, envi-

ronmental and economic performance and create

long-term shareholder value, through delivering

strategy, governance, performance management

and reporting solutions. PwC has over 400 dedi-

cated sustainability experts in more than 45 coun-

tries.

For more information on PwC's sustainable business

solutions, refer to www.pwc.com/sustainability.

PricewaterhouseCoopers Profile

Country Contacts for Sustainable Business Solutions
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No Offer: The information and opinions contained in this publication constitutes neither an offer nor an invitation to make an offer to buy or

sell any securities or any options, futures or other derivatives related to such securities. The information described in this publication is not di-

rected to persons in any jurisdiction where the provision of such information would run counter to local laws and regulation.

No warranty: This publication is derived from sources believed to be accurate and reliable, but neither its accuracy nor completeness is guar-

anteed. The material and information in this publication are provided "as is" and without warranties of any kind, either expressed or implied.

PricewaterhouseCoopers and SAM and their related and affiliated companies disclaim all warranties, expressed or implied, including, but not

limited to, implied warranties of merchantability and fitness for a particular purpose. Any opinions and views in this publication reflect the cur-

rent judgment of the authors and may change without notice. It is each reader's responsibility to evaluate the accuracy, completeness and use-

fulness of any opinions, advice, services or other information provided in this publication.

Limitation of liability: All information contained in this publication is distributed with the understanding that the authors, publishers and dis-

tributors are not rendering legal, accounting or other professional advice or opinions on specific facts or matters and accordingly assume no li-

ability whatsoever in connection with its use. In no event shall PricewaterhouseCoopers and SAM and their related, affiliated and subsidiary

companies be liable for any direct, indirect, special, incidental or consequential damages arising out of the use of any opinion or information

expressly or implicitly contained in this publication.

Copyright: Unless otherwise noted, text, images and layout of this publication are the exclusive property of PricewaterhouseCoopers, SAM

and/or their related, affiliated and subsidiary companies and may not be copied or distributed, in whole or in part, without the express written

consent of PricewaterhouseCoopers and SAM or their related and affiliated companies.

SAM services are offered in the US by Sustainable Asset Management USA Inc. ("SAM US") an Investment Adviser registered with the Securities

and Exchange Commission under the Investment Advisers Act of 1940. SAM is a subsidiary of Robeco Groep N.V. ("Robeco"), a Dutch invest-

ment management firm headquartered in Rotterdam, the Netherlands. In connection with providing investment advisory services to its clients,

SAM US will utilize the services of certain personnel of SAM, and Robeco Investment Management, Inc. ("RIM"), each a subsidiary of Robeco.

The securities identified and described do not represent all of the securities purchased, sold or recommended. It should not be assumed that an

investment in these securities was or will be profitable.

DISCLAIMER

EDITED BY:

Sarah Elber

SAM Sustainable Asset Management AG

DESIGN BY:

red Gráfica netz Grafik

Zurich and Palma de Mallorca

PRINT BY:

A. Schöb, Buchdruck - Offsetdruck

Zurich

This publication is printed on paper from

sustainable sources

Cert no. SQS-COC-100139
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