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The purpose of this report is to highlight how The Corp is green and where it can improve. We hope you will find it interesting, informative, and fair.

Please note that The Corp Green Team wrote this collectively. Any use of the term “we” is a collective opinion of The Corp Green Team. It is not necessarily the views of The Corp Board of Directors, The Corp UM, or official policy of The Corp, unless otherwise noted.

Thank you for looking through this report and do not hesitate to e-mail green@thecorp.org with any comments/questions/concerns.

A. A Letter from the CEO

The 2010-2011 fiscal year was a period of significant growth and development for the Corp’s Green Team. Now entering its fourth year, the Green Team has proven itself to be among the most dedicated, creative, and forward-thinking bodies within the Corp, and its work has been notable from its inception.

This past year, however, was truly a turning point for the Green Team. Departing from its historical norm of an entirely project-based structure, the Green Team transformed itself this year to become a body of engaged and passionate employees who not only have particular environmentally-friendly ideas, but also an overarching vision into which these ideas fit. Under the leadership of Chair Scott Breen, the Green Team has found an integral role to play in the operations of the Corp.

Among Scott’s plan for the Green Team was a distinct and discreet effort to reach out to like-minded Georgetown student organizations and administrative teams. Towards that end, Scott has built forged relationships with Georgetown University’s Sustainability Committee as well as with a number of student organizations. Scott and the Corp’s Green Team realized long before I did that our sustainability effort is important, but it can only reach its full potential if that effort is married to other similarly-motivated groups within the Georgetown community. And the results have been impressive, with more creative and collaborative projects stemming from this outreach effort.

This report itself is a manifestation of that new, cohesive approach to sustainability within the Corp. When Scott approached me with the idea of publishing an Environmental Sustainability Report, I have to admit that I was somewhat skeptical. I, along with most Corp leaders, realized that our greening efforts were fledgling, and frankly, I was concerned that this report could be more disheartening than encouraging. But, as you will see during your perusal of this document, our progress in the past three years has been marked, and we are well-poised to build upon this solid foundation in the years to come. In the years to come, this Environmental Sustainability Report will serve as a disclosure of and report upon our greening efforts, and I hope you will find this and subsequent iterations to be as energizing as I did.

Thank you for taking the time to familiarize yourself with the Corp and our Green Team. I hope you are encouraged, as I have been, by the details of this report. I’d like to thank Scott and his team for their impressive and dedicated work on this document as well as on the variety of projects throughout the year. The Green Team, the Corp, and Georgetown are better for the efforts described herein.

Sincerely,

Brad Glasser

CEO and President Emeritus (2010-2011)

Students of Georgetown, Inc.

B. A Letter from the Chairman of the Board


The 2011 Environmental Sustainability Report will serve as an important benchmark for The Corp’s sustainability efforts moving forward. Prior to this, there was no document, internal or external, that took a really honest look at The Corp’s environmental efforts. My team and I spent many hours compiling this report, trying to include every green initiative taken by The Corp, identifying areas we could improve, and making recommendations.


As part of serving students, we owe it to our shareholders, Georgetown students, to work towards making our company as sustainable as it can be. This is so we can continue to serve them for many years to come and because it is an issue that our shareholders care deeply about, as shown in a survey detailed in this report.


We also owe it to our shareholders to keep them informed about our sustainability efforts. This report is a step in the right direction. Honestly, it could be better. It has a lot of great information that many will find of interest, but it could certainly be more reader friendly. In addition, as discussed in section III—Our Commitment to Sustainability, a true sustainability report, as opposed to one just from an environmental perspective, would include information on our finances, human resource initiatives, and our philanthropic programs. In the future, Corp Sustainability Reports will include this information and be more user friendly, but this Report serves as an important baseline from which to progress.


I want to thank Brad Glasser for supporting this project from the beginning and having the wisdom and courage to agree that this Report should be an honest one, highlighting both our failures and our successes. My Board also deserves special mention. They worked exceptionally hard on this report, at times when it often seemed like there was just too much to cover for it to be finished. I thank them for their confidence in me, in the purpose of this Report, and for all their hard work on everything we did and tried to do.


The Corp is a great company not only for the services it provides to its customers, but also for the learning opportunities it affords its employees. I feel privileged to have had the opportunity to spearhead the production of this Report. I look forward to seeing the improvements in the Sustainability Reports to come and also to seeing the improvements made in our services to make our great company that much more sustainable.

Sincerely,

Scott Breen

Chairman of the Board Emeritus, Corp Green Team (2010-2011)

Students of Georgetown, Inc.

A. History

The Corp Green Initiative was started in FY2007 under the leadership of then-CFO Jillian Perlow. At the time, The Corp was looking to expand its socially conscious work to meet the needs of the Georgetown community, which was beginning to push for a more sustainable campus. Aside from awareness, Jillian also hoped that The Corp Green Initiative would lend a voice to smaller groups that were pushing for the same type of green initiatives. She saw this as yet another way The Corp could serve students.

Jillian ran the first meetings, and then when Jesse Scharff became the CEO in spring 2008, he instituted the current Chair/Vice-Chair structure. The hope was that this new structure would allow for a strong leader from within The Corp to assume leadership responsibility. 

Jesse had long been interested in sustainability issues and felt The Corp was uniquely situated to make a larger impact on environmental issues than individual actions. At the time, there was a growing voice for environmental issues on campus with members of Eco-Action and Campus Climate Challenge lobbying Georgetown’s Administration to green its operations. Jesse saw The Corp Green Initiative as an example that the University could follow.

The Corp Green Initiative initially had three priorities: 1) Greening Operations 2) Advocating/Raising Awareness for Environmental Issues 3) Supporting Green Initiatives on Campus

The first accomplishments of Corp Green Team were purchasing biodegradable bags for Vittles, purchasing The Corp tote bags that people could buy and then get a green discount with each use, and successfully lobbying two coffee services to buy dishwashers to reduce daily water use.

One of the first issues was setting an agenda, but eventually they settled on the three priorities mentioned above. Another was justifying greening options on a long-term basis and really putting money into it. There was some push-back in UM meetings when The Corp Green Team advocated for the purchase of energy-saving washing machines. This most likely stemmed from the fact The Corp has no financial incentive to pay for energy efficient appliances since services are not individually metered, and The Corp does not pay its own utilities. 

The Corp UM worried that the initiatives of the Green Team would cost too much money. After balancing the costs with the increased revenue from positive marketing, they were much more favorable to the idea. Also, since environmental issues are so pervasive on campus, most seemed not to mind or were in favor of the secure establishment of The Corp Green Initiative.

B. Difference Between The Corp Green Initiative and The Corp Green Team

The Corp Green Initiative is the name for the efforts The Corp is doing both in its services and on campus related to sustainability and environmental issues. The Corp Green Team is the name for the Chairman and Vice-Chairs of the board that works to successfully carry out these efforts.

C. Structure

One chairman of the board leads The Corp Green Team. The chairman sets the agenda for all the meetings, which are currently held once a week. At the moment, there are three vice-chairmen. Each has a specific title and mission, but everyone is free to work on projects that interest them, regardless of type. The current members of The Corp Green Team are listed:

The Corp Green Team from March 2010-February 2011 compiled the 2011 The Corp Environmental Sustainability Report and was as follows:

Scott Breen, Chairman of the Board
Bettina Bergoo, Vice-chair for Events and Campus Relations
Katie Courtin, Vice-chair for New Initiatives
Albert Eisenberg, Vice-chair for Internal Affairs

The Corp Green Team from March 2011-February 2012 that helped with the energy audit of this Report is as follows:

Katie Courtin, Chairman of the Board

Mary Cass, Vice-chair for Events and Campus Relations

Roseanne Day, Vice-chair for Marketing and Publicity

Lauren DeNinno, Vice-chair for New Initiatives

Albert Eisenberg, Vice-chair for Internal Affairs

Madeline McLennon, Vice-chair for Marketing and Publicity

Within The Corp’s organizational chart, The Corp Green Team stands as a separate entity. The Chairman of the Board reports directly to the CEO. The CEO then updates the UM on The Corp Green Team’s status, and the chairman attends Corp UM meetings on a semi-regular basis.

The hope is to have the Chairman at the Corp UM meeting every other week. During the week that the Chairman is not at the meeting, he/she will e-mail the Director of each service with a Corp Green Initiative update and any projects Corp Green Team is planning for the service. If this type of communication is done, then it will hopefully alleviate a chronic problem between the Chairman and service directors, which is a lack of communication.

D. Budget for Fiscal Year 2010

The initial proposed budget was the following:

$125 for Georgetown Unconventional Eaters cookbook using Vittles food

$100 for various green supplies, stuff similar to Eco-Buttons

$150 for various green events, such as buying supplies for Earth Hour, carbon-neutral Midnight Madness, and tabling in Red Square

$150 to pay for some sort of green outing for Corp employees

$100 for expenses that may come up as we try to compile a sustainability report (Green Business Plan) and also any Green Business accreditations that we may decide are valuable for The Corp to pursue.

$125 discretionary spending as stuff comes up

In the end, some of this was altered. The cookbook with GUE never came to fruition so that money was not spent. We also ended up funding more green events than was originally planned, such as the screening of the Vanishing of the Bees documentary and giving $100 towards the partial funding of four Power Shift 2011 Conference admissions.

E. Notable Successes


1. All services observing Earth Hour
Earth Hour 2011 reached over 135 countries and an estimated 1.8 billion people. It is a global display of climate action and since 2009, The Corp has taken part. We shout off as many lights as possible in all our services during the hour of this annual event.


2. Carbon neutral midnight madness
The Corp was instrumental, both in terms of pushing for it and financially backing it, in making the annual Midnight Madness celebration a carbon neutral event. We partner with the GUSA to pay for the carbon credits necessary for this to happen.


3. Sponsoring Georgetown environmental initiatives
In 2010-2011 academic year, Corp Green Initiative financially backed several Georgetown environmental initiatives including putting money towards food for the Vanishing Bees documentary screening. CGI also funded several scholarships so students could afford the admittance to Power Shift 2011.


4. Reusable cup discount and more environmentally friendly coffee cups
The Corp Green Team pushed for the implementation of the reusable cup discount several years back and also lobbied for an environmentally friendly coffee cup, which was chosen.


5. Earth Week celebration in our services
Each year The Corp Green Initiative has a table at Green Square and also has discounts on our environmentally friendly options at our services during Earth Week. In April 2011, we went further by having a banner people could put their green thumb print on and then show this green thumb print at our services to receive an additional discount. We also helped the drive to have Hoyas sign Georgetown’s new sustainability pledge.
A. Sustainability Mission Statement

When The Corp Green Team decided to do a sustainability report, we thought that we would have to explicate an environmental mission statement. We later realized that this was too narrow. Sustainability entails more than just striving to operate in a way that puts the least amount of strain on the environment. It also means operating in a manner where we help the community, our employees, and our finances to the point that we can continue profitably.

Thus, The Corp Green Team has developed a sustainability mission statement that reflects this thinking. The Board of Directors and The Corp’s Executive Board have approved it. The Sustainability Mission Statement is as follows: 

The Corp is committed to serving the Georgetown community in a sustainable manner. We view “sustainability” as involving environmental, social, and economic aspects. Thus, we define “sustainable manner” as having four components:

1) Striving to reduce the impact on the environment from our operations.

2) Supporting the Georgetown community by providing a service people want and by using company resources to aid campus initiatives

3) Offering employees opportunities to grow professionally and personally

4) Generating a profit so that we can continue to operate in an environmentally friendly manner and in a way that serves our community and employees

We recognize that our customers value environmentally responsible operations and services, and that our customers expect us to be an environmental leader in the Georgetown community by example and through support of green initiatives. We will strive to meet the environmental expectations of our customers and serve students in an environmentally friendly and sustainable manner by:

1. Considering the environmental impact of all products that we purchase for our services and operations
2. Providing more fair trade, organic, and/or environmentally responsible products in our services
3. Operating our services in an environmentally friendly manner
4. Compiling an annual report detailing our green practices and highlighting areas where we can improve
5. Maintaining a Corp Green Team of committed employees to create and implement initiatives to make The Corp greener.
6. Sponsoring green events on campus and making funds available to groups so they can conduct their own green initiatives 
7. Participating in green events and programs on campus
B. Implications for Future Sustainability Reports

Since The Corp’s Sustainability Mission Statement involves more than green operations, future sustainability reports should include detailed sections on how The Corp is honoring the other components of its Sustainability Mission Statement.

The Corp Green Team will coordinate with Human Resources, Corp Accounting, and The Corp Service and Outreach Committee to help put together these other detailed sections. The goal is to have this done for the 2012 report. As such, the 2012 report can be called a “Sustainability Report” rather than an “Environmental Sustainability Report.”

A. Green Items in Our Operations

	Item Name
	Where it’s used
	Why it’s green
	Notes

	Cold cups and lids
	All coffee shops
	Cups and lids for cold drinks are made from 100% corn-based, compostable material
	

	Hot Cups/Clutches
	All coffee shops
	The Corp recently replaced old hot cups and clutches with new all-in-one cups that do not need a clutch.
	When the old cup was in use, Midnight MUG did have a clutch recycling program where the customer could return his/her clutch to the store for its reuse

	Office Paper
	All Corp offices including the main office and the IT-M office
	Our office paper is made from 100% recycled material
	The Corp plans to become one of the first participating members of Georgetown’s new Green Office program


B. Green Items Sold in Grocery Stores

	Product Name
	Where it’s sold
	Why it’s green
	Notes

	Seventh Generation cleaning supplies
	Vital Vittles
	Seventh Generation is committed to making safe and environmentally responsible products.  It has a complete line of non-toxic, biodegradable household cleaning products.  The company donates 10% of its profits to organizations working for environmental and social change.  The packaging and materials used in Seventh Generation products have very high standards for what percentage are post-consumer recycled materials.
	 

	Clorox Green Works cleaning supplies
	Vital Vittles
	All Clorox green works products use natural ingredients and are recognized by US E.P.A.’s Design for the Environment, a partnership program to promote green chemistry and protect human health and the environment.
	 

	Kashi organic cereals and bars
	Vital Vittles,
Hoya Snaxa
	 Kashi is committed to sustainability through improving the social and environmental impacts of its ingredients sourcing, product production, packaging, and distribution.  In addition to natural ingredients, Kashi has reduced the amount of packaging it uses, and participates in the terracycling and recycle-bank programs.
	 

	Bear Naked Granola
	Vital Vittles
	 Bear Naked products are made with real, natural, whole grains fruits and nuts, have no artificial flavors, no high fructose corn syrup, and no preservatives.  Bear Naked is also a partner of the Terracycle program.
	 

	Odwalla products (bars and smoothies)
	Vital Vittles,
Hoya Snaxa
	 Odwalla bottles are made from recycled material and are recyclable.  Less than 1% of waste from Odwalla production facilities goes to landfills.  They have efficient appliances and purchase green energy from their utility company and they are committed to using as few chemicals as possible.  Odwalla buys as many fruits as it can from local suppliers.
	 

	Clif products (Clif bars Luna bars)
	Vital Vittles
Hoya Snaxa

Midnight MUG
	Clif is part of the1% for the planet campaign, a group of companies that donate 1% of their sales to environmental organizations, as well as a participant in terracycling.  They use are USDA organic certified, support organic agriculture, are climate neutral, use 100% recycled paperboard, and have offset their historical carbon footprint by buying six wind turbines.
	 Clif Bars are one of the wrappers we will collect when the TerraCycle is launched again at Vital Vittles

	Honest Tea iced tea drinks
	Vital Vittles
Hoya Snaxa
	 Honest Tea products are USDA organic certified and many are fair trade.  Honest tea buys renewable energy credits to offset carbon emissions, and some of their products are terracyclable.
	 

	Sunneen Health Foods
	Vital Vittles
	 Sunneen wraps sandwiches etc. are 100% vegan and all natural.
	 No animal products whatsoever is used in Sunneen Health Foods.

	Sun Chips
	Vital Vittles
Hoya Snaxa
	 Sun Chips original flavor are packaged in compostable bags which reduces the amount of waste going to land fills.  In addition, the company uses solar energy to power one of its facilities.
	 Frito Lay is currently working on the next generation compostable bag that is not as loud.

	Amy’s Organic Options (soups, frozen dinners, etc.)
	Vital Vittles
	Amy's makes only vegetarian products and they all feature organic ingredients. Amy's does not purchase any genetically modified organism (GMO) ingredients. Amy’s uses only the finest natural and organic ingredients so that all their products contain no additives, no preservatives, no GMOs and 0g of trans fat. They also package their food in cartons that are recyclable.
 
	 

	Stainless Steel water bottles
	Vital Vittles
	Reusing this stainless steel bottle instead of numerous plastic bottles cuts back on the amount of plastic in the environment. 
	 Another advantage of these water bottles is for marketing since they have VV’s logo. We ordered 36 in 05/10 and sold out. The 36 that were bought in 11/10 have not moved as quickly. Hopefully marketing will increase their sales. Otherwise, Vittles may not buy them again.

	The Corp tote bag
	Vital Vittles
	This durable canvas tote bag is a perfect replacement for a plastic bag and helps Georgetown and Georgetown students cut back on the amount of plastic they use.
	 It is not really advertised but customers who shop with their The Corp tote bag do receive a 5% discount on their purchase.


C. Green Products Sold in Coffee Services

	Product Name
	Where it’s sold
	Why it’s green
	Notes

	Choice Organic teas
	Midnight MUG
UG

Catering
	Choice Organic is the first exclusively organic tea company in the US, the first in the country to introduce Fair Trade Certified teas, and the first tea company to earn non-GMO Project Verification. 
	Nearly all the flavors of tea offered in Corp stores are the fair trade certified varieties.  Liquorice Peppermint and Japanese Green are the two exceptions.

	Mayorga coffee and espresso
	Midnight MUG
UG

Catering
	Mayorga products are certified by the Rainforest Alliance and sourced from farms and co-ops adhering to the highest environmental, social, and quality standards

	 Admittedly, Mayorga is not fair trade certified. However, it does give money back to its source farms and visits origin coffee farms in person to ensure better conditions for the farmers and better coffee for its customers.

	Hot beverage travel mug 
	MUG UG
Midnight
	This travel mug helps reduce the amount of cups used and thrown away each day.
	Additionally, whenever a customer brings their own mug or brings back a Corp cup to be reused, they receive ¢.25 off their purchase at any Corp coffee shop. Our goal is to have all coffee services always having travel mugs available. In the past, low quality has led to low sales, but we now have a high quality travel mug each service can order with their respective colors and logo.


D. Overview of our Vendors


1. Methodology of Our Vendor Overview
A few of The Corp’s more significant suppliers were chosen for examination in order to compile the following data. The Green Team researched all of the suppliers by searching their websites for mention of green initiatives or environmentally friendly products. The Green Team operated under the assumption that if a company were making progress environmentally, they would be doing so in order to please their consumers who demand a greener product, and therefore they would make word of their environmental ethos public via their website. Thus, if a website did not mention anything about the environment, the supplier in question was judged as non-green. 

After careful research into the company’s green background, several of the local companies were contacted in order to hear about their environmental records in their own words. Again, an assumption was made: the more a company cared about their green record, and the more the company was doing to promote environmentalism, the more likely they were to respond to an inquiry from The Corp’s Green Team. The results were mixed: several companies ignored emails entirely. On the other hand, we received several enthusiastic responses, including an offer for us to visit one company’s headquarters in Maryland. 


2. Example E-mail Inquiry to Vendors
To: info@sfreedman.com
Subject: Environmental Inquiry from Students of Georgetown, Incorporated

Body:

Dear Customer Service representative,

My name is Albert Eisenberg, and I'm part of a team working on a sustainability report for Students of Georgetown, Incorporated. Our goal is to release to our shareholders information on our environmental record and policies, and the report will include a summary of the environmental records of our suppliers, as well. Your company is our main supplier of paper products and cleaning supplies for three of our coffee shops.

Judging by your website, S. Freedman & Sons is very interested in going green. A little more information (things that are not visible on your website) on what S. Freedman & Sons is doing to produce a greener product and more generally some information on S. Freedman & Sons' company ethos with regard to the environment would be incredibly helpful.

Thank you so much for your time.

Sincerely,

Albert Eisenberg

Vice-Chair, The Corp Green Team

ale34@hoyamail.georgetown.edu


3. Vendor Information
Vendor Name: Berliner Specialty Distributors
What They Provide: Frozen food and ice cream
Corp Services Served: Vital Vittles and Hoya Snaxa
Although Berliner’s website mentions nothing green, the Green Team received its most rapid and enthusiastic email response from the company’s President, Guy Berliner. The company is supplied by Unilever, which in the words of Mr. Berliner is “VERY progressive on the sustainability front”, which he knows because he visited their corporate offices and witnessed “all the various projects they were doing” towards the goal of environmental sustainability. Among the brands Unilever distributes is Ben & Jerry’s, a Vermont-based company that has acting green long before it was in vogue to do so. 

Additionally, Berliner was chosen as one of only two markets in the US to test a new freezer, which has no carbon footprint and has a minimal effect on the ozone layer, the depletion of which is strongly linked to the F gases in refrigerators and freezers. Vital Vittles was actually lucky enough to be chosen as one of the few locations to receive this environmentally friendly freezer. As well as sending the Green Team several pictures of himself posing with Ben & Jerry, Mr. Berliner invited members of the Green Team to tour his facility in Hyattsville, Maryland. 

Vendor Name: Big Train, Inc.
What They Provide: Chai and smoothie mix
Corp Services Served: Midnight Mug
This California-based company has no mention of the environment in their website. Their new "naturals" line of iced coffee has no actual green value, just lower calories and higher fiber, and is unsurprisingly engineered with greater use of unnatural chemicals. The advertisement, however, somehow suggests a green product and states that the new line is “All Natural”, industry jargon that means nothing according to the Food and Drug Administration. The company is clearly engaging in duplicitous greenwashing. Greenwashing is the practice of disingenuously portraying their products and policies as environmentally friendly.

Vendor Name: Bread and Chocolate
What They Provide: Muffins and Sandwiches
Corp Services Served: Vital Vittles, Hoya Snaxa, MUG and UG
Although there was no explicit mention of the environment on the company website, this D.C-based bread and pastry wholesaler seems very focused on quality. They did respond positively to an email inquiry from the Green Team. 

Brooke Johnson, an account manager with Bread & Chocolate, emailed that her company, which now uses plastic packaging, is switching to Sabert-brand packaging with cardboard inserts.  More information about Bread and Chocolate’s environmental initiatives will be forthcoming.  

Vendor Name: The Coca Cola Company
What They Provide: Soft Drinks
Corp Services Served: Vital Vittles and Hoya Snaxa
The Coca Cola Company, one of the largest corporations in the world, is very interested in creating genuine green change, if only to burnish its image. The new Live Positively campaign is, according to the company website, Coca Cola’s “commitment to make a positive difference in the world by redesigning the way we work and live so sustainability is part of everything we do”. Their following goals are stated:

1) Increase water efficiency by 20% over 2004 baseline. So far the company has achieved 9% improvement.

2) Improvement in efficiency of 7% by 2015.

3) Reduce carbon footprint. The company calculated its global carbon footprint at 5.4 million metric tons, a reduction of 11.5 percent from its previously reported 2007 footprint. 

Additionally, the company is working to drastically reduce the weight of its products in order to lower the significant environmental costs of shipping.

 Coca Cola is listed among the world’s 10 most-admired companies, according to Fortune magazine, and made Newsweek's first-ever "Green Rankings" of America's largest 500 companies, published in October 2010. Coca Cola ranked number 58 overall and number 2 in the Food & Beverage category.

Vendor Name: Chip Guy
What They Provide: Chips
Corp Services Served: Vital Vittles and Hoya Snaxa
Chip Guy provides The Corp with all of our granola bars as well as all of our chip products. Chip Guy has a warehouse located in Upper Marlboro, Maryland. It is a small operation of only two employees. The 19-mile drive is made to and from the warehouse twice a week to The Corp.

The environmentally friendliness of Odwalla Bars and Clif bars was discussed in section IV, B of this Report. Thus, here we felt it apt to discuss how green Frito-Lay is since most of our chips come from that company.

Judging from FritoLay’s website, green business is now big business. Of the four main tabs on the website, “Our Planet” is the third. FritoLay’s Sunchips are made using solar power at Modesto plant. The new Casa Grande plant runs almost entirely on renewable energy and recycled water. Additionally, the company is continuing to attempt to reduce waste from the supply side. According to the website, “from 2006 to 2007, changes at our facilities and in our fleet lowered our CO2 emissions by 96 million pounds”. Additionally, the company boasts its own Green Team at every plant whose job it is to lower the environmental impact of everyday operations.

Vendor Name: Keany Produce
What They Provide: Produce
Corp Services Served: Vital Vittles
This Landover, Maryland-based produce supplier had no mention of any environmental initiative on its website. Additionally, there was no email response to the first of the Green Team’s emails or other subsequent e-mails. The Corp is currently exploring switching to Coastal Sunbelt Produce, which could supply us with organic and local options, when in season. Coastal Sunbelt could of course also supply us with the produce our customers want that is neither local or in season.

Vendor Name: Mayorga Coffee
What They Provide: Coffee, Espresso, and Sauces
Corp Services Served: Midnight Mug, MUG, and UG
Mayorga Coffee offers a variety of coffee bean options that are certified with the Rainforest Alliance and that are certified organic, including the beans that The Corp’s three coffee services purchase.

Buying coffee from Rainforest Alliance-certified estates and cooperatives means:

●
Less water pollution, as all sources of contamination (pesticides and fertilizers, sediment, wastewaters, garbage, fuels, and so on) are controlled.

●
Less soil erosion, as farms implement soil conservation practices such as planting on contours and maintaining ground cover.

●
Wildlife habitat is protected, as deforestation is stopped, the banks of rivers are protected with buffer zones, critical ecosystems such as wetlands are protected, and forest patches on farms are preserved.

●
Less waste, as farm by-products such as banana stems, coffee pulp, orange peels, and un-marketable foliage are composted and returned to the fields as natural fertilizer. Other wastes, such as plastics, glass, and metals, are recycled where possible.

●
Improved conditions for farm workers, who are getting fair wages, decent housing, clean drinking water, sanitary facilities, and a safe and wholesome work area. Workers and their families have access to schools, health care, transportation, and training

Their coffee is not certified as fair-trade. However, the company donates 5% of its profits to Fabretto Children's Foundation, a group that is trying to break cycle of poverty in Nicaragua. Also, it does work with small farmers to develop the best coffees possible, to support and promote the practice of sustainable farming, and to provide a healthy standard of living for farm employees.

One negative we have about Mayorga is their syrup line. We would like to see them re-work their syrup line to simplify the current chemical-laden formulas. Mayorga Coffee is a local company that is making some strides to green its coffee bean lines. 

Vendor Name: Richfood (Supervalu, Inc.)
What They Provide: Cake mix, cereal, and many other products
Corp Services Served: Vital Vittles (until 02/11)
******Note that Vital Vittles recently switched to a new company called Associated Wholesalers, Inc. (AWI) to supply them with the vast majority of their products instead of Richfood. Still, we felt it was important to profile Richfood since they had been supplying Vital Vittles with food for many years and since the switch to AWI was only made in 03/11.
SuperValu, Inc., acquired Richfood in 1999. Supervalu’s website revealed a commitment to environmental sustainability through the following stated goals:

●
To make steady progress in reducing our carbon footprint over the next five years

●
To reduce our landfill waste by 50 percent in five years

●
To build a "green" culture with SUPERVALU associates through education, communication and engagement

●
To provide "green" products and services to our customers that support them in meeting their personal environmental goals”

As opposed to the two other large corporations the Green Team researched (Coca Cola and FritoLay), there was little specificity in the stated goals. It is positive, however, that all three of these suppliers do address environmental concerns on their website. 

Vendor Name: Associated Wholesalers, Inc. (AWI)
What They Provide: Cake mix, cereal, and many other products
Corp Services Served: Vital Vittles
AWI is a cooperative food distributor. Since it is a Co-op that means that the retailers that use AWI jointly own the distribution center. There are seven guiding principles listed on their website for the operation of a cooperative. One of those principles is “Concern for the Community.” We think that this is an important part of sustainability, and we have e-mailed them to expand upon how they fulfill this principle and are trying to be sustainable in general.

In AWI’s long catalogue of items for purchase, they do have a section on “Earth Friendly Products.” This is basically a long list of environmentally friendly cleaning products that they offer. Luckily, they supply Seventh Generation products so Vittles will continue to be able to offer its customers their green products.

AWI does supply produce. However, it is not local or organic. The Corp Green Team strongly recommends that Vital Vittles decides to purchase its produce from Coastal Sunbelt Produce since they have organic and local options.

Vendor Name: S. Freedman & Sons, Inc.
What They Provide: Paper and cleaning products
Corp Services Served: Midnight Mug
During much of the Green Team’s research, the “Go Green!” section of S. Freedman’s website was “under construction”, but in November it was completed. S. Freedman offers an impressive variety of green products that bare the Green Seal, which comes from a non-profit dedicated to eliminating “greenwashing” and increasing market share of genuine green products. Midnight Mug has several options for greening its cleaning supplies and paper product consumption. We hope that Midnight Mug will switch to Clorox Greenworks and pledge not to use 409 anymore.

The supplier operates in the D.C. metro area, meaning that it has a very environmentally conscious consumer base. They are very clearly interested in going green and are making positive steps towards supplying green options for consumers. They did not, however, respond to the Green Team’s email inquiry about their green records. Hopefully they will be forthcoming after a second round of emailing. 

Vendor Name: Soft Stuff Distributors
What They Provide: Muffins
Corp Services Served: Midnight Mug
This Maryland-based company makes no mention of environmental sustainability at all on the website. Morrison’s makes the muffins that they supply Midnight Mug with. These muffins are produced in New York and flash frozen before shipping, a huge expenditure of energy. They are made to “thaw and serve”. 

There are many options for local muffins and pastries, including Bread and Chocolate (already utilized by MUG and UG), that have a much lower carbon footprint than that of Soft Stuff Distributors. We recommend Midnight switch to a local supplier of muffins.

A. Vital Vittles (V2)


1. How V2 is Green

i. Recycle Cardboard

V2 receives many of its products, such as all Coca-Cola products, in cardboard packaging. V2 collects all cardboard in several big bins and when those get full, takes them to a cardboard compressor located just outside the Leavey Center. That cardboard is then sold for profit by Georgetown mostly to Capital Fiber located in Sp;ringfield, VA where it is then recycled.

ii. Plastic Bag Receptacle Outside the Store

Vital Vittles did have biodegradable bags for a certain amount of time, but then switched back to regular plastic bags. This is because the price difference between the two types of bags was too great, close to $1,000 per year. As a compromise, Vital Vittles got a bin dedicated solely for people to put their plastic bags in so that they can be recycled. The Corp Green Team would like to see a marketing effort to better alert customers that this receptacle exists.

iii. Recycle plastic wrapping

For the most part, Vital Vittles has recycled the plastic wrapping in which many of its products are shrink-wrapped. Unfortunately, at times the bin dedicated to collecting this plastic wrapping sometimes gets lost and the wrapping ends up in the garbage. The Corp Green Team commends V2 for generally recycling its plastic wrapping but would like there to be no lapses in this being done.

iv. Turn Off All Lights When Close

It has become indoctrinated in V2 shut down procedures for all lights to be turned off in the store, including cooler lights. In fact, all the new Coke coolers are timed to turn off when a certain amount of time goes by without anyone walking past them.

v. Getting More Organic Products in the Store

The Corp Green Team has noticed V2 stocking its shelves with more Wild Harvest organic products. We hope that this continues after the switch from Supervalu to AWI. Of course besides Wild Harvest organic, V2 has many other green items, as detailed in section IV, B of this Report.

vi. Eco-friendly Coolers in the Store

Many of the Coca-Cola coolers are environmentally friendly because they use less energy than the typical cooler. Also, V2 actually has special coolers supplied by Berliner that use hydrocarbons as the refrigerant instead of the environmentally harmful hydrofluorocarbons. Admittedly, some of the other coolers are older. It would be  nice if those could be replaced with more environmentally friendly ones, but we understand that entails a pretty large investment for V2 that could be spent on more pressing issues.

vi. Computers Set to go to Sleep After Certain Amount of Time

After fifteen minutes of non-use, the register computers are set to go to sleep mode. V2 does not shut down these computers at the end of the night. This is because not much energy is saved between shut down mode and sleep mode. Also, currently the point-of-sale system updates at 2AM with any price changes made during the day, which makes shutting down the computers not prudent. V2 does have two computers in its manager office. We recognize V2 leadership’s hesitancy to shut down the main computer back there because it has so many important documents on it. However, we feel that it would not cause a problem to make the other computer back there be shut down every night.

vii. Supporting TerraCycle

We appreciate V2 supporting the implementation of TerraCycle. This is a program that takes wrappers that would normally be thrown away and instead “upcycles” them into new products. V2 supported collecting these wrappers outside the store. As detailed in section VI, E  of this Report, The Corp Green Team did not do a good job implementing TerraCycle. We look forward to working with V2 again to get this started again but in a more successful way.

2. Ways V2 Could be More Green
i. Switch to a Produce Supplier with Organic/Local Options

We highly recommend that V2 buy its produce from Coastal Sunbelt Produce. Not only are their prices competitive with AWI and Keany on the produce that we currently buy, but they also have local/organic options.

ii. Make it Store Policy to Only Clean with Clorox Greenworks

We understand that switching to Seventh Generation for all of our cleaning products would be a costly initiative for V2. However, switching to Clorox Greenworks from 409 would be an easy switch and is a much more environmentally friendly option. Also, then our customers will be eating food that has touched surfaces cleaned with an agent with much less chemicals. Right now, V2 goes back and forth between 409 and Clorox Greenworks. We would like it to be store policy to only use Clorox Greenworks and to make it clear in employee training that only Clorox Greenworks should be used when cleaning the store.

iii. Advertise Green Products in the Store

This Report details the green items sold at V2, but we feel customers are less aware of them. We would like V2 to work with The Corp Green Team on developing an easy to understand label system that tells customers this is an environmentally friendly product/option.

iv. Think of a Way to Encourage Reusable Bag Usage

With the five-cent bag tax, if a store creates incentives for one to use reusable bags, then that store receives two cents back of the five-cent tax instead of the standard one-cent. Creating incentives to use reusable bags at V2 was discussed, but we felt that it was difficult to have a set standard of reusable bag given our student population. Should we give five percent off to the customer who just happens to have his/her backpack? We figured that would be giving out a lot of discounts. We ended that meeting agreeing that customers who have The Corp tote bag should be given an extra discount. That would also hopefully result in selling more tote bags, of which The Corp still has a number. This has yet to be marketed. We recommend Vittles do so as soon as possible.

v. Better Plastic Bag Management

We commend V2 employees for doing a good job of asking customers if they want a plastic bag rather than assuming that they want one. We hope that in addition to advertising the fact that plastic bags can be recycled just outside the store, V2 makes it clear to employees that any plastic bags that fall on the ground or are dirtied in anyway should be put in that recycling bin rather than simply putting it in the garbage can near the register. This should be part of V2 employee training.

vi. Utilize the New Recycling Bins at Registers

Each Corp employee receives a shift drink during every shift worked. Recycling bins were recently put at each register, and Vital Vittles should make clear to its employees to utilize them on shift.

3. Green Changes That Have Been Deemed Unworkable
i. Fair Trade Options

The fair trade items that have been discussed to sell in the store are chocolate and coffee. We looked into buying Divine Chocolate, but it would have been over $2 for a small bar. This was deemed too high a price for the vast majority of our customers. Also, fair trade coffee was considered from a company called One Village Coffee. Unfortunately, they only offered coffee in whole bean form rather than ground. It was concluded that very few students have grinders and we did not want to have one in the store. Thus, no fair trade coffee was purchased to sell to our customers. We do hope that V2 will continue to keep an open mind about fair trade products in the future.

ii. Green Section of the Store

The way that the store is laid out does not really allow for this. Also, we felt it better to keep the green options next to the not so green options so that customers have that choice in front of them. Still, we believe as a marketing campaign, this would not be a bad idea. There could be a small amount of time where one of a number of the green items are taken and put in one part of the store as a display so customers can see all of the green products that we offer.

iii. Paper Bags Instead of Plastic

It was suggested that V2 switch to paper bags since those can be recycled all over campus in the mixed paper recycling receptacles. However, the price seemed too expensive. We would have been paying $0.15 more per bag, which is a lot considering Vittles buys about 1,000 bags each week. We have tried to work with Bill Del Vecchio, Georgetown’s Recycling and Waste Disposal Manager, to have him subsidize the difference. This at first seemed possible but so far has not worked out, mainly because of logistics and communication issues.

B. MUG


1. How MUG is Green



i. Easily accessible recycling

 MUG has an easily accessible recycling bin where employees recycle milk cartons, plastic bottles, glass bottles, and cardboard on shift.



ii. Turning off electricity at the end of the day

Lights, computer monitors, and appliances are turned off at the end of the day.

iii. Reduction of food and liquid waste

Efforts are made to reduce waste of food and drink.  Purchasers pay close attention to sales and buy products accordingly.  During normal business periods there is rarely much food spoiled and any left over food is shifted to Vittles or Snaxa if possible. 


iv. Making filtered water an easy option

A Brita filter pitcher is often made available to customers so that they may refill their reusable water bottles, reducing plastic waste.



v. Sustainability Training

Sustainability training has been added to the general employee training so that every employee is aware of all the items listed above and the importance of being environmentally conscious on shift.

2. Ways MUG Could be More Green



i. Reduce waste from certain products

MUG could do a better job advertising the flavored coffee when it is brewed so that more is sold and less is wasted.



ii. Pushing the sale of travel mugs

MUG is looking into redesigning its travel MUG to a more attractive and more practical design and in doing so promote the sale of the reusable mug.



iii. Better utilizing food service towels

Paper products are often overused, especially food service towels which can be reused but are often tossed out after one use.  A store policy to use food service towels only at the manager station as well as increasing employee awareness through training will help solve this problem.



iv. Using a more environmentally friendly cleaning product

Replacing 409 cleaner with a cleaning agent made from natural products would be beneficial.  A cost analysis as well as research to find a product that also aligns with health code anti-bacterial standards is needed.



v. Advertising better the reusable cup discount

MUG could advertise the discount that is offered when customers bring their own cups or mugs to increase customer awareness and participation.
C. Hoya Snaxa

1. How Hoya Snaxa is Green
i. Cardboard is recycled

Like Vittles, Hoya Snaxa also separates and breaks down its cardboard after getting product deliveries.

ii. Recycle plastic wrapping

Snaxa needs to make sure they have a receptacle devoted to this.

iii. Shut Off All Lights When Closing

Upon closing, it is part of standard procedure to shut off all lights.

iv. Computers Set to go to Sleep

The register computer and back office computer are both set to go to sleep after fifteen minutes of non-use. Again, because of system updates and because not much electricity is saved between sleep mode and shut down, these computers are generally kept on.

v. Personal Recycling for Snaxa Employees Behind the Counter

Unlike V2, Hoya Snaxa has a recycling receptacle for employees to put their shift drinks in right behind the counter.

2. Ways Hoya Snaxa Could be More Green
i. Turn Milk Cooler Off on Wednesdays

The milk cooler in Hoya Snaxa is often empty on Wednesday nights. It could be turned off on these nights when the milk is completely gone. This really just involves alerting the managers who work every Wednesday that they should look to do this.

ii. More Careful Recycling of Cardboard and Plastic Wrapping

While Hoya Snaxa does separate its cardboard and plastic wrapping, at times it can get so windy in the breezeway, that it then gets strewn all over. A means of storing these recyclables so they do not blow away in heavy wind conditions should be developed, be it by The Corp Green Team or Hoya Snaxa leadership.

iii. Make Sure Neon Sign Off at Closing

Employees do a very good job of making sure all lights in the store are shut off at night, but one that is often forgotten about is the neon sign just outside the store. A sign should be put up where closing managers are sure to walk by reminding them that this sign should be shut off.

iv. Advertising Green Products

While not having nearly as many green products as V2, Snaxa certainly has a number of environmentally friendly options. The store is so small that most likely customers do notice them when walking around. Still, if V2 implements a system to notify customers of green products, as recommended in this Report, we believe Snaxa should adopt the same system.

D. Midnight Mug

E. UG

1.How UG is Green
i. Extensive Recycling Effort

UG does a very good job of recycling where they can. The glass bottles for the syrups, milk cartons, and cardboard are all recycled. One way it is ensured that these are recycled is that the trash bins in UG literally don’t have room for them.

ii. Make Less Decaf and Flavored Coffee

Decaf and flavored coffee does not sell as well as regular coffee. UG adjusts to this customer demand and only makes shuttles of decaf and flavored coffee as needed. This not only saves the company money but also saves water.

iii. Toaster Often Put on Stand-by

By late afternoon, UG tends to run out of bagels or bagel sales slow considerably. Thus, UG typically puts its toaster on stand-by mode, which results in much less energy being consumed. Still, it is up to manager’s discretion to turn it off. The Corp Green Team would like to see a friendly sign to employees near the toaster reminding them that if all the bagels are sold, the toaster should  be put in stand-by mode. UG should make sure to include this in its employee training.

iv. Lights Turned Off at Night

As with all Corp services, UG does a fine job remembering to turn off all its lights at the end of the night. It turns off the pastry display light, burners cooler light, and all other lights in the store at the end of each night.

v. Charge 25 Cents for a Plastic Cup

When a customer wants a cup of water, UG charges 25 cents for a plastic cup. While we understand this is done mainly because the plastic cups are expensive, we also believe this serves to discourage one-time use of cups.

vi. Pastries are rarely spoiled

UG’s pastries can last longer than a day. The result is that pastries are rarely spoiled, and thus resources are not wasted.

2. Ways UG Could be More Green
i. Work on Bagel Ordering so Less are Spoiled

At times, multiple bagels are left out by UG because they did not sell them during the day. This is bad both from a financial and environmental standpoint. Currently, the UG store accountant is looking into a better way to order bagels. Now it is possible to determine what time the bagels ran out and how much spoilage occurred with the point of sale system. Still, employees are supposed to log this information and often forget to. Maybe a reminder sign could be put up near the bagels.

ii. Use Fewer Paper Towels to Clean up Grounds

UG goes through lots of paper towels every day cleaning up its counter. One possibility is to purchase a dust buster to clean up the coffee grounds that often get strewn around the counters.

iii. Make It Clear to Customers Where They Can Recycle

UG does not have clear signage directing customers to the nearest recycling bin. Customers should know this, especially for those drinking from the recyclable cold cups.

3. Green Changes That Have Been Deemed Unworkable
i. Pressurized Water System to Clean Milk Pitchers

This is something that Starbucks apparently uses to clean their milk pitchers. Unfortunately, this really is too expensive an initiative for The Corp to take on. This isn’t something that could get screwed on to the end of a faucet. Rather, it would be a whole new appliance. This is unfortunate since UG does use a lot of water to clean its milk pitchers and such a system would use the least amount of water possible to clean the pitchers.

ii. Napkin Dispensers

At one point UG did have a napkin dispenser to make it so customers would only grab one napkin instead of several from a pile. However, many customers complained that it was hard to get the napkin out of the dispenser so UG got rid of it. One compromise could be for The Corp Green Team to put a friendly sign with our logo next to where the napkins are to remind customers to please only take as many napkins as they need.

F. Catering

1. How Catering is Green
i. Try to Recycle the Disposable Trays

Corp Catering does make an effort to recycle its disposable trays. It puts them in the recycling bins outside Vittles and when those are full, they currently have no option. Corp Catering can and should improve its recycling, as discussed in V, F, 2, i of this Report.

2. Ways Corp Catering Could be More Green
i. Dedicated Recycling Bins

Corp Catering currently operates from the back hallway in Vittles. They keep their space very organized and clean. However, it lacks dedicated recycling bins. If it did, then it could more efficiently recycle its milk cartons, trays, and cardboard. Corp Catering is very open and willing to do this. The Corp Green Team is excited to work with them to make this happen.

ii. Encourage Customers to Recycle the Trays

Corp Catering does not use reusable trays. This is because Corp Catering does not have the means to wash the trays in a suitable manner. However, its trays are recyclable and their customers should be reminded of that fact. Corp Catering actually came up with the idea to put a sticker on its trays saying something to the effect of “We value being green. Please recycle this tray.” The Corp Green Team is excited to work with Corp Catering on this project as well.

3. Green Changes That Have Been Deemed Unworkable
i. Biodegradable Cutlery

Corp Catering currently purchases typical plastic cutlery. While The Corp Green Team supports the switch to biodegradable cutlery, we understand the cost barrier. To replace its current black plastic knives with black biodegradable knives made from cornstarch would cost a little over $150 per year. Corp Catering deemed this too high a price. 

G. Accounting

1. How Accounting is Green
i. Reuse Deposit Envelopes

At the end of a cashing shift in any Corp service, the cash made during that shift as well as credit card receipts are put into a deposit envelope. That envelope has the amount of money made, who worked, date/time of shift, etc. Corp Accounting receives these deposit envelopes and counts the money inside. After taking the money out, Corp Accounting reuses these envelopes when possible. It reuses them by storing credit card receipts in them, which Corp Accounting is responsible to keep in case of liability. In fact, all of the grocery receipts are kept and stored for at least five years. Coffee services do not need to keep their receipts, but after several attempts, having POS not any receipts after a credit card transaction has not been successful accomplished.

ii. Use Small Slips for Counting

When Corp Accounting counts money, they use quarter-page slips of paper to record who cashed and how much money is in the envelope.

iii. Generally Use Computer Rather Than Paper Entries

Like most every company, Corp Accounting utilizes QuickBooks. The result is almost all their work including all reconciliations and voided check log are managed on the computer rather than paper. Also, during the audit each summer, it is tracked on the computer and only printed out upon completion.

2. Ways Accounting Could be More Green
i. Too Much Personal Printing

The Corp should not pay for accountants and non-accountants to use the printer in the accounting office for personal use. Moreover, when in essence printing for free, one tends to use more paper than is really needed. The policy of only using Corp printers for Corp business should be made more clear and enforced.

ii. Better Recycling Effort

It recently came to the attention of Corp Green that the Accounting office needs bigger recycling bins. We intend to get those for Corp Accounting as soon as possible.

iii. Better Job of Turning Off Light When No One in The Office

Too often Corp Green Team members have noticed the light on in the Accounting Office when no one is in it. We believe this could be solved, at least in the most cost efficient manner, with a sign reminding employees to turn off the light.

H. Human Resources

1. How HR is Green
i. Electronic hiring system

As of the spring 2011 hiring period, 100% of new hire applications were submitted electronically.



ii. Electronic employee conduct and performance appraisal system

The Corp’s employee records are all paper-based because of legal requirements of having employee signatures on tax forms. But, conduct and appraisal of employees can be done online and this has happened with the online CORPS system. This replaced the wasteful and inefficient WAGE/Reminder/Warning system with a greener and more useful online system. 



iii. Online payroll

The Corp has made it an option for employees to enroll in iPay’s “go paperless” option, which has the potential to significantly reduce the amount of envelopes and pay stubs printed and sent to employees.

2. Ways HR Could be More Green


i. Encouraging service upper managements to read applications online

Currently most service upper managements print out all the applications once they have been received, which creates unnecessary paper waste in the hiring process.



ii. Making internal hiring applications online

HR could require all services to put their internal hiring applications online. 



iii. Encouraging or even requiring employees to “go paperless”

Corp Green firmly believes HR should require and make it easy for employees to sign up for iPay’s “go paperless” option. Even though roughly 80% of Corp employees have enrolled in direct deposit, a large number of envelopes with pay stubs are still delivered each pay period.
I. IT+Marketing (IT+M)

1. How IT+M is Green
i. Double-sided Printing in the IT+M office

As of 02-23-11, Corp IT+M changed their default settings to print double sided in the IT+M office.

ii. Computers in IT+M Set to Go to Sleep After 15 minutes

Previously, the computers in the IT+M office had been set to go to sleep after 30 minutes. As of 02-23-11, they are now set to go to sleep after 15 minutes of non-use.

iii. Sign Reminding Employees to Turn Off the Light

There’s a laminated sign next to the door to the IT+M office reminding employees to turn off the lights when they leave. We believe this is a simple measure many Corp services can take including Hoya Snaxa as detailed in section V, C, 2, ii and Corp Accounting as detailed in section V, G, 2, ii.

iv. The Corp Ink printer is always set to energy save mode

Energy-save mode is a condition that exists when not making copies and has previously reached operating conditions but is consuming less power than when the machine is in stand-by mode. When the copier is in this mode, there may be some delay before the copier will be capable of making the next copy, but Corp IT+M has found this not to be a hindrance to their operations.

2. Ways IT+M Could be More Green
i. More efficient recycling efforts

Corp IT+M goes through a lot of paper but their only recycling bin is a makeshift cardboard box. The Corp Green Team is going to work with Corp IT+M to put several official recycling bins in the Corp IT+M office as soon as possible.

ii. Ensuring All Corp Computers are Set to Go to Sleep After Fifteen Minutes

Setting their computers to go to sleep after 15 minutes is a good start, but Corp IT+M should also be responsible with making sure that all computers in The Corp are set to go to sleep after fifteen minutes of non-use. At the moment, it is up to each individual service/office to determine that computer setting. Corp IT+M should also make double-sided printing the default for all Corp computers that are utilized for printing.

iii. Buying More Green Office Supplies

IT+M orders the office supplies for The Corp. While they do make sure to buy paper with a high recycled content, we would like to see them focus on buying greener office supplies. For instance, when The Corp buys pens, it would be interesting to see how much more expensive it would be to buy pens from recycled content. 

A. Sustainability Not Discussed in Employee Trainings

The Corp trains its employees both as a company and at the service level. We believe sustainability should be discussed at both levels.

A couple years ago, The Corp started something called CORPientation where new employees are told about various aspects of the company’s operations. We believe sustainability issues should be incorporated into this training.

At the service-specific level, employees should be reminded of things like recycling and other little actions they can take while on shift to make their services greener. This was started in spring 2011 at MUG thanks to the initiative of the current The Corp Green Team Chair Katie Courtin. Here is what she discussed with MUG at employee training:

MUG Sustainability Training
Recycling

·      What can be recycled in the store? Milk cartons, half and half cartons, paper (bagel delivery) bags, break down cardboard boxes and put them next to cart, receipts, glass syrup bottles, paper plates (if not dirtied), tea bag envelopes, boxes, and plastic, plastic covering from food deliveries (around the boxes)

·      Recycling is easy to do on shift and doesn’t take any more time

Powering down

·      Turn toaster off as soon as bagels are sold out

·      Turn off refrigerator lights (3) and light switches (2) on closers

·      Turn all computer monitors off at end of shift (front and office)

Minimizing food and drink waste

·      Managers be conscientious about measurements of milk and being generally clean so milk doesn’t have to be dumped

·      Cashiers to line up drinks in order (on shift-talk with managers about this order so everyone’s on the same page)

Paper Products

·      Food service towels are really costly and should really only be used at the manager station, when they are used rinse and reuse them, they last a long time! (closers especially be aware of food service towel overuse)

·      Paper towels can be used for other needs and should be used conservatively, or sponges can be used

·      Try to separate bagel plates to use less

·      Don’t overuse midgets if possible, gloves are good for morning or even midday stocking when doing a lot at once

·      Use only one dollar cup for receipt and garbage collection next to cash registers, label it “trash” and keep it from day to day (unless they get too dirty)

Note: Being on the ball during shifts will not only ensure the happiness of the customer (the #1 priority) but will ensure less food is wasted (e.g. dropped or burnt bagels, drinks mixed up or made incorrectly) and fewer paper products are wasted (e.g. towels from cleaning spills or cups dropped on the ground).  Sometimes these things happen but we can make our best effort to prevent them for the customer’s happiness, our happiness, and the good of the environment.  
Water

·      Be conscientious about water use when doing dishes on closing shifts

·      Keep the Brita available for customers to refill reusable water bottles or let them know that they are allowed to use the outer sink to do so themselves
We hope other services will take Katie’s and MUG’s lead and incorporate a similar discussion into their employee training.

We do commend CEO Brad Glasser and CEO Alex Pon for always allowing The Corp Green Team to make little presentations at general meetings. This increases awareness of our existence in the company, and to tell employees what we are up to.

B. No Green Check in the Decision Making Process

1. How It Works
No one officer or employee of Students of Georgetown, Inc. has the authority to approve any expenditure. Rather, such expenditures require the approval of a 5/7 majority of the Corp Upper Management (Corp UM). Proposals are made to the Corp UM when such expenditures are considered.

The Corp does have a guide to writing proposals. This guide asks the presenter to do lots of research to find alternative options. There is no mention of making sure to look into or to present on environmentally friendly alternatives. The guide mandates that the proposing UM member show the proposal to other officers and Corp UM members to provide feedback. It does not suggest or require talking to someone on The Corp Green Team about the proposal to see if an environmentally friendly option could be found.

The Chairman of the Board of The Corp Green Team is not currently part of the Corp UM. The Chairman only attends meetings on a semi-regular basis.. Thus, no one from The Corp Green Team has a vote on what decision gets made, and does not know about these major expenditure proposals unless the presenter or someone on The Corp UM brings it to his/her attention.

2. How It Can Be Improved to Take Into Account Sustainability Considerations
The Corp Green Team believes that environmental considerations should be part of the decision making process. With the structure of The Corp UM the way it is, it would not make sense for The Chairman of the Board to be part of The Corp UM. However, those writing proposals should be strongly encouraged to talk over their proposals with The Corp Green Team. Also, it should become a regular occurrence when deciding on these proposals for Corp UM members to ask about energy efficiency, waste generated, whether or not Corp Green Team was consulted, etc. 

C. Too Few People, Inside and Outside The Corp, Know About The Corp Green Initiative

Put simply, we need to increase our exposure so that customers and employees alike know that there is an entity they can go to if they have an idea or concern related to the environmental friendliness of The Corp and its operations. One customer complained for months about a leaky faucet in Midnight Mug for months until finally someone thought to give her the Chairman of The Corp Green Team’s e-mail. This is unacceptable. We hope to increase our exposure in a number of ways:

1. Produce an Annual Sustainability Report
Obviously we will not be printing a bunch of copies and putting it all over the place. However, our hope is that it will get some press. Also, we do plan on printing a couple double-sided copies and placing a copy in each service for customers to see and peruse.

2. Develop Corp Green Initiative Logo to Place Next to Environmentally Friendly Products

The leadership at V2 seemed very receptive to this idea, and we hope to get it done in the next year. The Corp’s marketing director Keaton Bedell has already developed a logo.

3. Better Marketing of how The Corp is Green
In 02/11, the marketing department created a Corp Green Fact ad for the LED screens in Corp services. Those are currently running. We believe more can be done. In spring 2011, Corp Marketing plans on doing a campaign to raise awareness of the reusable cup discounts, the travel mugs sold at coffee services, and the stainless steel water bottle sold at Vittles. Of course, The Corp Green Initiative logo will be on these marketing materials, and that should increase awareness of our existence. We also think it would help if marketing helped us redesign our bulletin board outside V2.

4. Utilize Corp Green Part of Corp Employee Website
Corp employees log onto the employee website a fair amount in order to sign up for and request shifts. The Corp Green Initiative does have a part of the employee website, but we do not really utilize it. We think it would be a good idea if IT+M could help us set up a sort of virtual drop box where people could click on our logo from the employee website and they’d be taken to a screen where they could submit an idea/comment/concern/question directly to us.

D. Unsuccessful Collaborations with Other Student Groups

One goal of former Chairman Scott Breen was to work more with other student groups on Corp Green Initiatives. While overtures and plans were made, several of them failed to come into fruition for a variety of reasons.

1. Vittles Cookbook Developed by Georgetown Gastronomes
The idea was to have Georgetown Gastronomes develop a cookbook using Vittles ingredients but that would cater to people with alternative diets. The Corp Green Initiative agreed to pay for a certain amount of the ingredients to try the recipes and to pay for printing. Understandably, it took a while for Georgetown Gastronomes to find time to put this together. When they were ready to do, they wanted more money for ingredients and a professional print job so that a high quality product would be attached to their name. We recognized their legitimate points, but we no longer felt it was in The Corp’s interest to provide that amount of funds.

We hope to work with Georgetown Gastronomes in the future. We could do a better job labeling what products are vegan or gluten-free friendly or at least make that information available. Both sides will just need to be more clear on what is expected of the other when working on future projects.

2. Outing with Georgetown University Outdoor Education (GUOE)
We had hoped to get employees engaging with each other and the outdoors for an outing with GUOE at no cost to employees. Unfortunately, partnering with GUOE on this proved quite expensive. The cheapest hike that they do is $10 per person, and we wanted to be able to offer The Corp employees who went food as well. Thus, working with GUOE proved too expensive, but we are hopeful that in the near future we can work out a way to lower the cost of working with them.

E. New Green Initiatives have Failed Outright or Soon After Starting

1. TerraCycle at V2
TerraCycle is a company that takes the wrappers of certain products and “upcycles” them into new products such as a bag made of Clif Bar wrappers. For every wrapper we send TerraCycle, they donate two cents to The Nature Conservancy. Also, these are wrappers that would normally get thrown into the trash, but now become part of a new product. It really is a great program. For more details, go to www.terracycle.net. 

At V2, we were going to collect candy bar wrappers, chip bag wrappers, and Clif Bar wrappers We did not do a good job advertising this or explaining to customers exactly what could or could not be TerraCycled. We sort of put the bin out with some advertising and that was it, more just to get it going. Unfortunately, the bin was stolen, and the program was not re-started.

We do think that with better advertising, a more clear explanation of the process, example wrappers near the bin, bringing the bin into the store at closing, and sample “upcycled” products in the store that this could be launched again with much greater success.

2. Green Outing with Employees
We really wanted to engage employees with each other and with the outdoors. When the partnership with Georgetown University Outdoor Education proved too expensive, we invited Corp employees to participate in a tree planting at 38th and Reservoir with a D.C. not-for-profit called Casey Trees that seeks to restore the tree canopy in the District. It did call for people to come at 9AM and it was quite cold that day, but we hoped the allure of a free breakfast, a free lunch, outdoors, and doing good in the community would be enough of an enticement. Unfortunately, only The Corp Green Team members showed up.

We think that doing something outdoors with free food provided would normally draw a fair number of The Corp employees. It just needs to be done on a warm day, in a cool area, and maybe without any labor involved.

3. Eco-Button
The Eco-Button is a product that connects to the USB computer. It’s a simple button that one can push so that the computer then goes into the most energy efficient sleep mode. If one clicks the button again, then the computer comes back on in the same place the user left it.

We thought it would be good for the non GoCard register computers in Vittles that get used for a while and then not used for a while. Even after realizing the computers are set to go to sleep after a certain amount of time, we still felt it would be good to put out anyway from an awareness standpoint, both of energy efficiency and Corp Green Team. Then IT+M raised concerns that installing the Eco-Button would mess up the point of sale systems on the register. The result was that we bought the Eco-Button and still have it but never utilized it.

We need to do a better job thinking through our purchasing decisions and having an implementation plan prior to buying any items for new initiatives.

4. Composting Coffee Grounds
In spring 2009, The Corp had two compost bins that had been given to it, and that The Corp was not utilizing. The Corp Green Initiative then decided that it would be a good idea to give these compost bins to the Georgetown Student Garden (GSG) in exchange for them composting some of UG coffee grounds. GSG took the compost bins, but only took the coffee grounds from one shift each week for about a month. This then ended because only ten percent of a compost bin can be coffee grounds because it is so acidic and because this was really such a small percentage of UG’s total coffee grounds. While we think the idea was well intentioned and we are happy to have donated the bins to GSG, the amount of effort this took was not worth the benefit.

A. By Whom and How Conducted

Mehmet Bayar conducted this energy audit for The Corp. Mehmet is an energy management engineer in Georgetown University’s Utilities and Energy Programs Department.

The Corp Green Team went to each Corp service and used the manufacturing label located on all appliances to mark down the voltage and amperage or just the wattage for every appliance. The voltage and amperage can be multiplied together to determine the wattage, which is a measure of how much power is being used. The appliance inventory also contained an estimation of how many hours each appliance was actively used. This hourly information was combined with the wattage to determine how much energy The Corp was using in each service.

An estimation of the square footage of each room operated by The Corp was also taken in order to approximate how much energy The Corp uses via heating and cooling. Lighting was included in the appliance inventory.

B. Results

The bottom line result is that The Corp’s carbon footprint is 31.48 MTCDE/1000ft. This means we emit 31.48 metric tons of carbon dioxide equivalent per 1,000 feet of service space. To put this in context, the campus in general has a rate of 7.33 MTCDE/1000ft and the next highest group is lab/research buildings with a rate of 16.67 MTCDE/1000ft. A more detailed electricity breakdown is below.

C. Explaining the Results and How We Can Use Them

Our high energy use could be explained by a couple factors. One possibility is that we overestimated the amount of hours that each appliance is heavily used, but we feel that we were pretty conservative on those estimates. For instance, we said Corp fridges in Vital Vittles are only actively used for ten hours each week. While they are on at all times, they are only heavily used when the door is opened. Otherwise, they are in a sleep mode akin to a computer’s sleep mode that uses a lot less energy.

Another possibility is that our service’s just have a high density of appliances and electronics. This was Mehmet’s opinion and The Corp Green Team’s as well. But, this is why it is so important for The Corp to do what we are asking in this report and really consider the energy usage of the appliances being considered for purchase.

At the same time, it should be noted that reducing energy usage in The Corp is a tough sell when not put in altruistic, do your part to save the environment terms. There is no economic benefit to The Corp of reducing our electricity because we pay a flat rate to the University for our rent and our energy usage has no bearing on that rent fee. Still, as we should be doing in all our operations, we should be looking for ways to reduce our impact on the environment and be more sustainable. Certainly reducing our energy usage is one way to do that. Our hope is that this energy audit, as rough as it is, can serve as a baseline to measure our energy usage, or at least get the conversation started in the company about how best to reduce our energy usage.

A. Customer Survey that Included Opinions on Sustainability

1. Explanation of Survey
Over 200 Corp customers were surveyed for RE:action’s December 2010 strategy blueprint entitled The Corp Social Impact Communication. 
2. Survey Results

RE:action was somewhat surprised to find out the extent to which The Corp customers care about The Corp being environmentally sustainable. The survey found that 83% of respondents said that knowing The Corp is environmentally sustainable would affect their buying decisions. In fact, 34% said that it would affect them greatly. Thus, according to this survey, The Corp doing a better job informing its customers of our actions to be more environmental sustainable will lead to increased patronage of our services. A graph detailing RE:action’s findings is below:

[image: image1.jpg]“Would knowing that the Corp affect your
buying decision?”

# Has a social impact

= Sponsored your student
organization

* s environmentaly
- sustainable

Notatall  Alitte  Very Muchso





B. The Corp Employee Sustainability and Corp Green Survey

1. Explanation of Survey
In January 2011, The Corp employees were twice sent a link to an eight question survey with questions trying to ascertain their experience with sustainability in The Corp and their thoughts on the subject. Twenty-eight Corp employees answered the survey.

2. Survey Results
Question: Was there any part of your employee training where you were told to do something for environmental or sustainability reasons?
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If they responded yes, we asked that they tell us what they were told in the trainings. Several said that they were told to recycle. Another said that they were told to recycle milk cartons and to reuse food service towels. Another said that at the MUG training in spring 2011 they received a sheet of useful tips including separating bagel plates and turning off the toaster when not in use.

Question: Do you think The Corp should include ways to be environmentally friendly as part of CORPientation?
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Question: If green ideas introduced during CORPientation involved extra time/effort from you, would you be likely to implement these practices?

[image: image4.wmf]TR xt
i, 50027 . 17(0)

T5..3¢30)70..8

*\OT-(T+353
B 00O el ) + -\






Question: Do you think it’s important for your home service to be green? Please indicate in the comment box the reasoning for your answer (doesn’t have to be whole sentences) and also ideas you may have on how your service can be more green.
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Here are a couple of the responses:

●
“More recycling. Not just for catering but in the back office, in ITM, and in accounting!!! I think improving recycling is the easiest way to become more green and very effective. Also encouraging our customers to recycle.”

The Corp Green Team agrees with this sentiment. In 03/11, The Corp purchased new recycling bins for accounting and the back office. We think a marketing campaign advertising that plastic bags from Vittles can be recycled would be a good start in encouraging our customers to recycle.

●
“Greenness doesn't really seem to come up on a day to day basis in the store. There's a lot of times when I feel like we're wasteful in little ways and I think that simple reminders to be conscience of this would go a long way.”

This is why we advocate in this Report for sustainability to be discussed at Corp-wide and service-specific trainings. It also why throughout the report we call for little reminder signs such as the one reminding Snaxa employees to turn off the outside neon light or Corp Accounting to turn off the office lights when no one is in it.

●
“Apparently the trash we put in the "recycling bin" is not actually recycled according the stockers on shift. So I want that to change.”

We need to do a better job explaining the recycling process to employees and reassuring them that their efforts are not wasted. We should also check on concerns that they have to make sure the recycling is being separated from the garbage. Members of The Corp Green Team who work at Midnight Mug expressed that there was a feeling in the store that the cardboard was not recycled. This message was delivered to Bill del Vecchio, Georgetown’s Waste Management Director, who then followed up with P&R, the contractor who takes out the garbage and recycling in most Georgetown buildings, including Lauinger Library. We were reassured that the message to take the cardboard to the loading dock to be recycled was relayed to the P&R employees who actually take the cardboard that Midnight Mug employees work to separate.

Question: Have you ever received positive or negative feedback from peers or customers for green business practices? If so, please tell us when.
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Here are a couple of responses:

●
“A few times, regarding if we have biodegradable plastic bags.”

As discussed in section V, A, 1, ii of this Report, the cost of biodegradable bags compared to our current bags is too high for The Corp to absorb. We would rather invest that money back into our services or give it away as scholarships. Maybe besides this Report, we should find a way to convey to customers why we no longer have them. Also, as mentioned several times in this report, a marketing campaign to remind customers to recycle the plastic bags would be a good idea.

●
“People like the discount we give for bringing their own cup, and people love The Corp travel mugs.”

In spring 2011, Corp Marketing did a campaign to remind customers of the reusable cup discount as well as Corp travel mugs. The Corp Green Team is committed to making sure Corp coffee services have travel mugs available for purchase at all times.

●
“Our sink drips and a customer flipped out on us because she said we were wasting gallons of water.”

This is a valid customer concern as water should not be wasted in any of our services. Corp employees should be trained to direct customers such as these to The Corp Green Team with our e-mail address of green@thecorp.org. 

Question: How would you define sustainability? Does it only involve environmental aspects or also social and economic considerations?

The Corp Green Team pushed for an expanded definition of sustainability as detailed in section III, A of this Report. We were happy to see most all Corp employees who responded to this survey agreed with this expansion. Here are some employee responses:

●
“Environment, social, and economic considerations are all a part of being green. For example, turning off the lights is better for the environment, it saves money, and therefore helps earthlings (social?)! Also, the attempt to "be green" is a community effort.”

●
“Economic profitability, human resources development, community outreach/support are all elements of sustainability”

●
“Sustainability spans all considerations -- running a business rooted in social and economic models that can be continued successfully over a long period of time while also leaving a negligible environmental imprint.”

3. Analysis of Corp Employee Survey Results
By and large, I think Corp employees are receptive to The Corp Green Initiative and see it as important that The Corp try to live up to the tenets of sustainability.

We did find it surprising how few employees had received feedback, positive or negative, on The Corp’s green business practices. Customers should really make their views known since that helps motivate decision makers in each service to follow through on green initiatives.

We were very happy to see the vast majority of employees in favor of green practices being included in the training. As expected, not many had a training where green business practices were mentioned. Hopefully next time this survey is done 100% of respondents will say that sustainability was mentioned in their training.

Recycling was often mentioned in the comments from employees. We need to a better job engaging employees to find out where recycling needs to be improved and where some have doubts that the recyclables are not actually being recycled.

Overall, The Corp Green Team was happy with the results of the survey. While only about ten percent of the company responded and most likely those who respond are those most interested in these issues, we were happy to see general support for The Corp making a commitment to sustainable business practices.

A. Incorporate Sustainability into Service-Specific and Corp-Wide Trainings

We identified the lack of sustainability issues discussed in section VI, A of this Report. We think this is a problem that can be easily rectified. It will take some work on The Corp Green Team’s part to make sure each service is talking about sustainability and saying the right thing in their trainings. This is definitely a goal for the 2011-2012 The Corp Green Team

B. Produce Annual Comprehensive Sustainability Report

We believe this Report has served as a good start for future sustainability reports. We do not think future reports should go into as much detail as this one. For instance, it does not need to list all the green items in our services or all the green practices of our services. Rather, it should just note any additional green items or practices and refer readers to this report for a more detailed list.

As discussed in Section III, B future sustainability reports should discuss all the aspects of sustainability that The Corp has committed itself to with its Sustainability Mission Statement. This will involve engaging Corp Human Resources, Corp Accounting, and The Corp Service and Outreach Committee early on in the academic year.

We also think this year’s report was a bit heavy on the text. Hopefully subsequent versions will be a bit more reader friendly. This can be accomplished by engaging Corp Marketing early in the process to help with graphics and design.

C. Regular Green Advertising to our Customers

We started a regular ad on The Corp’s LED screens but more can be done. As discussed in section VI, C, 3 Corp Marketing is planning a marketing campaign directed at raising awareness of travel mugs for sale in the coffee services and of the reusable cup discount. We think increasing the amount of targeted, larger marketing campaigns will raise the level of green consciousness among our customers and of awareness of The Corp Green Initiative and its efforts.

D. Green Check on Major Purchasing Decisions

This was also discussed in section VI, B. We believe it should be common practice for Corp UM members to ask if The Corp Green Team was consulted and if the environmental impact of the proposal has been considered. It should also be asked, if the proposal is for an appliance, if this is an Energy Star certified option.

Of course we would prefer all proposals go through The Corp Green Team, but at this time we think that may too onerous a requirement.

E. Develop Purchasing Policy that Encourages Using Green Vendors

We believe that The Corp should make it policy to consider the environmental friendliness of any new vendor The Corp is considering utilizing. At this time, we do not think a purchasing policy stating we will only use environmentally friendly vendors or that we will choose environmentally friendly vendors over others would be practical. The Corp has many other factors to consider when making vendor decisions including cost and if product offerings match student demand. We are only calling for a vendor’s environmental credentials to always be at least taken into consideration.

F. Review The Corp’s Recycling Efforts

Some services are much better at recycling than others. I think this is because for some it is more convenient than others and because at some services there is, often rightly, a suspicion that the recycling is just being mixed in with the garbage by the custodians. The Corp Green Initiative should review the recycling efforts in all areas of the company. 

Thank you for taking the time to read this Report. If you have any comments, questions, concerns, etc please do not hesitate to e-mail The Corp Green Team at green@thecorp.org.
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