How to shape your sustainability story:

You’ve made the commitments, you've taken action, now leverage it
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We create a market advantage for
organizations that create a sustainable future
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The company we keep
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...and we end with marketing strategies and
plans that build brands, shift perceptions and
drive sales...

3-Point Framework

Path to integration, Engagement and Pirticipation

5 2.

Drive awareness of/befief in cloon Connect 10 the why and

' -
In it together to do good
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America is in the middle of a

social/cultural shift regarding the
environment

© 2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.




6%

of Americans believe that companies
should stand for something other than
making money

© 2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.

Q13 - Which of the following social issues do you expect companies to take a stance on? (Check all that apply.) « Brands & Stands 2018
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Source: Eco Pulse 2018

of Americans can name a specific
brand they’ve purchased — or not
purchased — because of the

environmental record of the
O manufacturer... from 2009 - 2014 it was
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MegaFood Cascadian Farm Pvines Ol The Honest Company  ENERGY STARW

Purdue Farms ExxonMobil EcoSmart Ortho Pureology Stella McCartney G IC;f Bar & Company
Belkin Lucky's Market Fair Trade organic Foodie's Ltd Olay 222 €10 Shea

i McDonald's Apple KohlBggwend Jerry's
AdldasB ] fﬁ&%?ft Toyota Campbe.ll Soup Compgny B F?—I FI)D Sy Lush
g Aquafina Adagio Teas Organic Staff  chopani Juice By Sharp Electronics

Equal Exchange Burt's Bees Chevrolet Levi
o GreenCycle Naturemade Pfizer Crayola

John Deeré oY L L.Bean greenlife Roundup Electrolux starbucks SalesForce Nulaid Tige
DC Shoes Newman's Own Greenstyle Creat|on§ SodaStream 4ocean Amore Pacific  H&M
Sanderson Farms VistaPrint _ TOMS  primeline Monsanto Smart P
KIND Tesla Dodae i mart PolJeffree Star
Koch ~ Mr.Clean Pine-Sol N Patagonia H20nya Lola  The Body Shop

. cmereic Sayanth Generation s res

Honda chi i i Simple Green
Blue Apron | G Chipotle  Libman [Dgwn Eontata Organic Green P Mountain Rose Herbs

Zero Water ASOS Nike Ecover Brawny EOS Amazon Marlboro Clorox Suave Home Depot

Maytag Albertsons Whole Foods Kirkland’s Home

Samsun DownyComat* : . :
Arcadia Power 9 = SunPo ~ Nissan T 54er Joe's Lysol Icelandic Glacial Lexus

Simple Truth pampers Mylan _W?\gightGuafd Evol Panera Bread LunchSkins Scott Fili Water
Hefty Cox Communications Windex Glade Green Mountain Energy  (Sreenworks
Clairol Traditional Medicinals Tea  Nybian Heritage Dasani

Melaleuca Life Cycle Truly Organic  Evergreen Brand Horizon Organic Ambienal

Sony Gain GreenWise

Barilla [BM : :
' Orvis  Annie's Homegrown  IKEA . n.Poland Spring
Shea M%?;f&;gl-A {ohatsu Dixie Alba Botanica o _ Costco Bio Bag? Amy's Kitchen
Mrs. Meyers — avel Organic Valley Johnson & Johnson

12 Source: Eco Pulse 2018 n=639 Gain a sustainable advantage

© 2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



So if it’s about the company, what
do they expect companies to do?

© 2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Shelton™”

Regardless of sector, they want companies to...

0 Create zero waste to landfill

9 Use renewable energy

Source: Eco Pulse 2016

© 2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Shelton™”

4%

of consumers believe companies should provide ongoing support for issues
that align with the types of products or services they offer

15 Q8 - How should brands decide what social issue(s) to stand for? /Aided responses]

© 2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED. n=1,000



We tested a few companies and the causes they support. m

Amazon Donates .5% of the price of eligible purchases to the charitable organization of choice
CVS Stopped selling cigarettes and other tobacco products
Dawn Has donated thousands of bottles to wildlife rescue workers at The Marine Mammal Center and

International Bird Rescue to help rescue and release wild animals affected by oil pollution

Took a stand on selling guns, removing assault-style rifles from its offerings and instating a minimum

Dick’s Sporting Good
IExs Spenng Sk age for gun purchases

Helps young people overcome body image issues and fulfill their potential by building positive body

Dove .

confidence and self-esteem
Hellmann’s Hellmann’s Mayonnaise and Mayonnaise Dressings are now made exclusively from cage-free eggs
McDonald’s Aims to get 100% of its packaging from renewable, recycled or certified sources by 2025

Newman’s Own Foundation donates 100% of net profits and royalties from the sale of food and

Newman’s Own i
beverage products to support nonprofits around the world.

Starbucks Committed to hire more than 10,000 refugees globally over five years

Stella Artois Supports the “Buy A Chalice” campaign to help provide clean water for people in the developing
world

TOMS One for One® program matches every pair of shoes purchased with a new pair of shoes for a child in

need
©2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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Looking at just the “very favorable”

Amazon BXA

Dawn

Dove

McDonald’s
Starbucks

Hellmann’s
CVS

Newman’s Own
TOMS

Dick’s Sporting Goods

Stella Artois

Q4 - Please drag the bar to indicate whether you have an overall unfavorable or favorable opinion of the following companies.
Q9 - Now you'll see statements about brands and causes or stands that they support. Now, tell us whether you have an overall unfavorable or favorable opinion of the following companies.

30%

24%

W [nitial favorability rating

16%

14%

13%

1%

10%

9%

Percent “very favorable”

shows a dramatic lift

m Favorability rating post-social issue information

32%

44%
31%
29%
22%
27%
34%
38%
37%

34%

32%

n=1,000



However...

©2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.




only

8%

of consumers could correctly match more than 6 of the 11 brands tested to
their stands

19 Q5 - Please match the following companies with the big cause that they support. n=1,000



So...

v

v

Your brand should stand for a social or environmental purpose, but it
shouldn’t be random

Consumers will feel better about your brand and ultimately seek your

products out and tell their friends and family about you --- all as part of their
personal identity statement

But you can’t simply count on them to know what you stand for! You MUST

proactively tell your story — with real marketing dollars — to get the full
benefit of taking a stand.

©2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



This isn’t just a B-to-C play by the
way...
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b2bpulse™

6%

Of business decision-makers believe it’s
moderately, very, or extremely important that
their company takes a stand on social and

environmental issues

© 2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.
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o _ _ N b2bpulse™
A supplier’s environmental performance/sustainability

record is important/very important to

2%

when selecting a supplier or making product purchase decisions

© 2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Manufacturers who demonstrate sustainability-related
characteristics will have a competitive advantage

That a manufacturer does good in the community

That a manufacturer has a strong employee treatment track record(i.e., fair wages, working
co nditions, etc.)

That a manufacturer has clear environmental impact reduction goals
That a manufacturer operates in an energy-efficientway
That a manufacturer uses renewable energy sources to power their facility
That a manufacturer strives for zero waste
That a manufacturer conserves water resources
That a manufacturer has developed programs or funds initiatives to address problems/iss ues
associated with its product or targetaudience (e.g, clean water, closingthe lo op/recycling products,
infantmortality, etc.)
That a manufacturer does nottest on animals

That a manufacturer has set science-based environmental targets

That @ manufacturer is landfill-free

Ive on yo

)

)
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actlerisiics

b2bpulse™

61%
59%
57%
57%
54%
53%
53%
51%
48%
47%
46%

=403



OK, OK, OK...you get it. Now how do
you actually do it? How do you

translate what you’re doing for people
and the planet into a meaningful story
and marketing strategy?




26

What’s required for any company to meaningfully contribute to m
and leverage sustainability

Good sustainability management ...

ldentify your impacts (Scope 1, 2 and 3 GHG
emissions) and supply chain risks

ldentify what matters most to your stakeholders
Commit to rigorous impact goals

Commit to a bold overarching environmental or
social purpose that you can be known for and that
aligns with stakeholder care-abouts

Bake sustainability into your systems and process,
aligned with your goals and bold commitment

}

... enables compelling communications

Develop a memorable rallying cry and
communications platform

Bring it to life with your key stakeholders via
ongoing content and communications

* Populate existing communications streams
with sustainability content

* In some cases, create new communications
streams (when you have a sustainability
related issue to overcome or position to
advocate for) and stand-alone content you can
build from (like a CSR report)

Gain a sustainable advantage.

© 2020 Shelton Communication Group, Inc. ALL RIGHTS RESERVED.



Sara, Cathy and Rick will show you
how it works!
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A GREATER DEGREE OF GOOD

Sustainability Overview
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In Over Paloma Industries, Brand In
50 Countries Nagoya Water Heating
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Employees
Worldwide




AéﬂEATEﬁ—DECﬂZEE oF LoD  Overview: Rheem'’s Sustainability Journey to Date

2017: Tasked with creating a business case for implementing Sustainability as a key strategy within Rheem.

* Conducted primary research with key stakeholders and captured impactful secondary research

* Engaged thought-leaders to understand challenges/best practices in implementing sustainability as a business strategy
* Created sustainability proof points from current state of our plants and product offerings

2018: Presented sustainability business case to executive leadership, receiving approval to move forward.
* Socialized new direction from the top-down throughout the global enterprise
* Developed strategic sustainability pillars and set global metrics-based 2025 goals tied to the UN SDGs

2019: Launched our Sustainability commitment at the AHR Expo, a key stakeholder event in January 2019 in Atlanta.

e CEO announced 2025 commitments to the world, aligning to Rheem’s 100t" anniversary

* Created detailed goal definitions and scopes, integrated sustainability into existing processes and programs (N.America)
* Collected foundational baseline information (GHG and waste diversion rates) and created tracking processes (N.America)
* Communicated sustainability progress internally (Yammer, RCNs) and externally (Landing page and social)

R



Aé—fZ—EATETZ-—PEGtTZEE oF L6oD  Sustainability: A Comprehensive Framework

PLATFORM A GREATER DEGREE OF GOOD

COMMITMENT Designing For Zero Waste
DILLARS Degrees of Innovation Degrees of Efficiency Degrees of Leadership
(Intelligent Products) (Responsible Processes) (Inspired People)
janee U
SDGs ;Q: SDG 7: AFFORDABLE AND CLEAN ENERGY (_i\":‘j'" SDG 12: RESPONSIBLE CONSUMPTION AND PRODUCTION
We see a future with zero material . . :
: . ' Rheem is committed to addressing the
We see a future with zero energy and energy and water waste in our : . o
VISION . : : labor shortage and increasing training
water waste in the use of our products. manufacturing, operations and . .
: needs facing the greater industry.
supply chain.
Rheem will launch a line of heating, cooling Rheem will reduce GHG emissions by 50% fheem willtrain 250{000 plumbers and
. . e contractors on sustainable products or
2025 GOALS and water heating products that boast a and achieve zero waste to landfill in its . . . .
. . . . sustainable installation and recycling
50% reduction in GHG footprint. global manufacturing operations. best practices

R



AéﬁEATETZ—DE&TZEEOFéaOD Sustainability Launch: Building Momentum

* Shared internally and with key customers in a phased approach Q3/Q4 2018: Tone Videos, Launch Kits, Brand Camps

* Introduced Rheem as a sustainable comfort brand to Atlanta in Q4 2018: Billboards, Recycling Bins and Airport Screens

* Released a ‘A Greater Degree of Good’ look & feel in Jan 2019 (Launch): Web site, Social, Ads, Day of Comfort Videos

3
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UWSTAINABILITY

doing good by our customers, our people,
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Bustainability Brand Standards & Guidelines 1.0
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A LreAver Vearee oF LeoD  Sustainability Initiative: Marketing & Social Impact

)
Ranked #2

with an Insight
Score of 79!

TruValue Insight Scores

RINNAI - 80

RHEEM - 79

INGERSOLL RAND - 74
BOSCH - 71

JOHNSON CONTROLS - 71
DAIKIN — 66

LENNOX - 58

A.0. SMITH — 48
NORITZ — N/A

R
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(€) TRUVALUE LABS

TruValue Insight scores assess long-term
Environmental, Social and Corporate
Governance (ESG) performance by capturing and
analyzing all news about a company, including
trade blogs, NGO assessments and news sources
- excluding company press releases or
sustainability reports.

MEDIA/PR Entrepreneur GreenBuilder
22 Placements
with 17.4 M Entrepreneur Mag Rheem Selected
Media Impressions Interview, May 2019 as 2019 &

2020 EcolLeader

Attracting Talent

47% of Rheem
employees hired in
2019* say that Rheem’s
sustainability initiative
impacted their decision
to join Rheem. And,
55% of that group, say
it highly or very highly
impacted that decision.

*Salaried U.S. Employees, including
all Business Units



DEGREES OF INNOVATION '8

— Intelligent Products —




A GreAver-Dearee oF LoD Requirements for New Sustainable Products

2019 Progress

Integrating o Of Homeowners Say They Prioritize Purchasing An
Sustainabilit ENVIRONMENTALLY-FRIENDLY & SOCIALLY RESPONSIBLE
) y 0 Home Appliance Over One That is Less Sustainable

into Product

Development

o Of the Lifetime Impacts of a Product are set in the
Positioning Rheem 0 + PRODUCT DEVELOPMENT PHASE

as a Leader in the
Green Building
Community
through Select

Sponsorships
Product must
demonstrate a social
(AND | OR) improvement when (AND

Product must be the
Promoting focugipla
Sustainable

Product Solutions

sustainability

compared to an existing strategy session

Rheem product




DEGREES OF EFFICIENCY = ™

— Responsible Processes —




A GreAver-Dearee oF £oov  Zero Waste to Landfill

4 o

4 10% RECOVER

ELECTRICITY

COMPOST

Step 1: REDUCE

We will reduce the amount of waste
generated by efficiently converting raw
materials into products and being thoughtful
in the waste we create in all our facilities.

Step 2: REUSE
We will look for innovative ways to reuse our
manufacturing materials and by-products.

Step 3: RECYCLE

We will sort and recycle waste that we
cannot reuse so it can serve as raw
material for new products.

Step 4: RECOVER
We will convert the remaining materials
to energy or compost.

2019 Progress

Completed Waste Audits
at all 12 of our North
American plants and
DCs

Pilot Site (FSM)
Developed
Implementation Plan

Go Zero Icons/Campaign

Created Videos for 2020
Internal & External
Communication Plan



Aé—TZEATETZ—DE&TZEEOFéaOD Greenhouse Gas Reduction

2019 Progress

Captured

Comprehensive GHG

Baseline for North DISCOVERY & DATA FOOTPRINT REDUCTION
America DEFINITION COLLECTION CALCULATION STRATEGY

Summarized Global
Data Availability &

Quality

Global GHG
Piloted GHG Data Baseline —
Collection Tool : Q1/Q2

GREENHOUSE
@ GAS PROTOCOL
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DEGREES OF LEADERSHIP " %

— |nspired People —




Aé—fZ_EATETZ—DEGrrZEE or:éaoo Integrating Sustainability Into Product Training

2019 Progress

Your Customers are Willing to Pay More

Integrated WHY &
SUStainabiIity into HOW TO SELL T:’h(;:]\irjg:l:jy:;ycss;;?en:no«:r:\‘fc;r::f:tc;jlra::gt
Training at all North "
. SUSTAINABLE o e
American ILCs and PRODUCTS :
Ensured Tracking sy bsiagens e
a 6-10% premium for a sustainable HVAC
system that would save money
on utility bills.”
What You Can Do
o
o/
CATEGORY -
BEST e g PRODUCT FEATURES
PRACTICES e & BENEFITS




AWEAW@DE&QEE ar:éaao Next Steps in Sharing Our Sustainability Story

Proactively Share Sustainability Progress With Our Key Stakeholders

External
* 2020 Sustainability Progress report
* Quarterly Updates on Sustainability Landing page
o Stats, Videos, Thought-leadership Articles, Quotes
* Heavy Presence on Social Channels
* Sustainability Sponsorships / Partnerships / Events

Internal

* Sustainability Campaign Email Series
o Global and Local

* Yammer Posts (2-3x week)

* Videos for monitors in offices/plants

* Highly Visible Sustainability ‘Teams’

R
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Eastman’s
Sustainability

Story




INNOVATION e

THEN. NOW. NEXT.




Serve customers in

| ‘4 ,500 BILLION
Fortune 500 @ k¥i ::ASPLOYEES 2019 revenue

100+ countries

A century of innovation embedded in our culture

EASTNVMIAN

CELEBRATING ——

100 YEARS

1920-2020

A journey from a diversified to a materials innovation company

OPERATING FOUR BUSINESS SEGMENTS

Additives & Chemical Advanced

Fibers

Functional Products Intermediates Materials




Eastman is a global specialty
materials company that
produces a broad range of
products found in items people
use every day.

With the purpose of enhancing
the quality of life in a material
way, Eastman works with
customers to deliver innovative
products and solutions while
maintaining a commitment to
safety and sustainability.

EASTVIAN



Prior Approach to Sustaina

Sustainability at Eastman

Eastman is dedicated to enhancing the quality of life in
a material way — making a positive impact on the world
by offering our stakeholders a dedicated approach to
sustainable innovation. We’re driven to help address
the changing needs of the world and its growing
population. In short, sustainability is at the heart of our
company

purpose and strategy.

Focused
good for good

Creating shared value
through strategic partnerships
and social innovation

Steering Driving

a sustainable resource
portfolio productivity
ng. | Creating productivity

value through more
efficient use of resources




Innovation

PRODUCT PORTFOLIO

Drive Eastman to innovate more
sustainably advantaged products

Focused
good for good
Creating shared value through
strategic partnerships and

social innovation

@7

2020 Sustainability Goals

Driving resource
productivity

Creating productivity value
through more efficient
use of resources

SUPPORT CATALYTIC T[T
projects and initiatives

and economi

Energy

Water

ey 201 2020

Greenhouse gas emissions

Reducecic 207, 2020

Safety

Maintain our strong

Increase water use efficiency
and ensure inable withd
=5 and supply

¢ O &

Focused on education, environment, empowerment,

c development

- ZERO

zero-incident mindset  |NCIDENT MINDSET




a materlals

innovation
company




Who we are leads to...




...why Eastman is pursuing sustainability




We are a company of problem solvers.

And right now, our people are tackling
the biggest problems we’ve ever
faced. Problems that face us all.

Our goal is to transform tomorrow

by revolutionizing the materials
that shape it today.

EASTNIAN



How does Eastman

revolutionize
materials?




Eastman creates far more value
than the resources we consume

through our...




Eicts + Partnerships Operations

Technologies




Our people create and evolve Eastman
products, and rethink and retool our unigue
technologies

Driving the shift to circular materials
Specifically, leading the change from landfilling to
chemical recycling

Scaling up biobased materials
Creating home compostable and biodegradable solutions
Steering a sustainable portfolio (integrating sustainability

assessment into innovation; setting targets for overall sustainability
performance)




Our people come together as a comparny,
as a community, and as a vital industry
partner

Creating systems, value chains and partnerships to
enable a circular materials reality — now

Doing Good for Good (in education, environment,
empowerment and economic development)

Developing employees




Our people apply their expertise and
experience to continuously improve the way
our company runs

Advancing efficient, responsible resource

prod uctivity (recognizing the interconnection between energy,
water, land, food and materials)

Reducing emissions and hazardous waste

Fostering a zero-incident mindset (safety for people and
the environment)




Products + Technologies

nications Hie

2Partnerships




a materials
innovation
company or

WHY

And right now, our

are tackling the
biggest problems we've
ever faced —problems
that face us all.

Our goal is to transform
tomorrow by

the quality of life in a
way.




That sustainability story architecture drives

how and where we leverage our story.




EASTMIAN

Innovating.
Accelerating.
Enhancing.

Sustainability Report 2019

Innovating.
Accelerating.
Enhancing.

Sustainability Report 2019

CEO statement
Eastman at a glance
CSO statement

Sustainability strategy
Steering a sustainable portioto
Oriving resource productivity
Focused good for good
Stakehalder engagement and
value chain

Stakehoider priceity assarsment

Stakeholder assesument matrix

Covernance

Valies, poiicies, and guidebines

Sustainability in action

Actelerating a more circudar
economy

Partnecing to drive socisl innovation
Transiatieg trends into value
Fostering a 2er0-incident mindset

Goals and progress
Priority goals
Steering 3 atainable portiole
Driving resource prodactivity
Focused good for good
Scope of report
Global Reporting
Initiative (GRI)
€81 content index
A5 content appendin

A message from the CEO

The world is growing at a rapid pace. The rising middle class needs solutions.

We need safe products, We need better products. We desire products that are
good for the planet. With a growing population comes problems that can and must
be solved — but they are problems so complex that the solutions must come

at a molecular level. And that is where Eastman comes in.

Across the entire portfolio, we are delivering Cl that enable lightweighting cars,
improved energy efficiency of tires, safer consumer products, reduced use of antibiotics in
animals, enhanced water treatment and much more. I'm incredibly proud of the work our
teams are doing to not only innovate products and develop new applications but also to
pursue innovative recycling solutions to address the growing challenges of waste plastic in
our environment. We are currently engaging potential partners and are encouraged by the
tremendous interest in providing real solutions to this issue.

Global disruptions and macro trends such as the pressing need to accelerate a more circular
economy and enable a lower-carbon economy drive us to innovate sustainably — faster. As we
relentlessly engage our markets and convert those market complexities into value, we are at a
tipping point. Sustainability isn't simply a nice product attribute. It's a requirement. Consumers
demand it, and our customers expect it. Sustainability isn't a corporate initiative at Eastman but a
core element of our innovation-driven growth strategy.

With the publication of this report, we are reaffirming Eastman’s commitment to the 10 principles

of the United Nations Global Compact as well as alignment to global standards, including Global
Reporting Initiative (GRI) and S ble Develop Goals. Throughout the report, | hope you will
see that sustainability is part of who we are. We are a company of problem solvers. And right now,

our people are tackling the biggest we've ever faced that face us all. Our goal
s to transf by revol the materials that shape it today.
Mﬂq.um

Board of Directors Char and Chief Executive Officer

88 We are a company of problem
solvers. And right now, our people
are tackling the biggest problems
we've ever faced — problems that
face us all. Our goal is to transform
tomorrow by revolutionizing the
materials that shape it today. W

— Mark J. Costa




We Are Pillars

Products +

A materials innovation Technologies

company of problem

solvers

And right now, our people Partnerships
are tackling the biggest

problems we’'ve ever

faced — problems that face
us all. Operations

Stories Channels Audiences

Our goal is to transform tomorrow
by revolutionizing the materials

that shape it today. Through ...

Policy Makers
* Brand
» Circular
Economy
* Business
Peer/Industry
* Market
Business Outreach
* Product
& Customer Connect Customers
The stories Channels reach
universally feed the specific audiences
channels column

EASTNVMIAN




SUSINESS
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DEFENSE FUND®

Climate Energy  Ecosystems  Health Oceans
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EDF& + BUSINESS

DEFENSE FUND*

We're this

Not this



Defining the story:




We get business.
We get environment.
We get results.

CONFIDENTIAL




Elevator Pitch Options

Elevator Pitch #1
We're working to create a world wh
the environment thrive in unison —
marketplace and catalyzing innovat
supply chains. For 25 years, we've
transforming “business as usual” b
and economic expertise into high-i
Walmart, KKR and FedEx — to help
execute, measure and scale sustai

Elevator Pitch #2

We believe companies, communities and the environment can and
must thrive in unison. EDF+Business is catalyzing the corporate
leadership and collaboration that will make it happen. We leverage
the power of the marketplace to drive scalable solutions that help
businesses become more innovative, sustainable and profitable. For
25 years, we've been combining science, policy and economic
expertise to empower high-impact companies — including Walmart,
KKR and FedEx — to transform “business as usual” in their products,
operations, supply chains and advocacy.

Elevator Pitch #3

We believe companies, communities and the
environment can thrive in unison — and we’re making it
happen by leveraging the power of the marketplace. For
25 years, we’'ve combined cutting-edge science,
economic expertise and unexpected partnerships to help
high-impact companies — including Walmart, KKR and
FedEx — transform business as usual in their products,
operations, supply chains and advocacy.




Telling tr

externall.




It’s not either
or...



Lead



Thrive.




Profit by leading.




Your Business. Your Waorld.




'S YOUF business.




EDF%-’-BUS”\JESS About Leadership Expertise Insights Climate Corps  Contact

TherWrId is] @ur Busune—ss‘.

g Here’s How to Lead.

@e@@a@@@



https://business.edf.org/

‘ sn,:[,‘.;,‘/iy Chain Library About News & Events Contact Contribute Content
Solutions Center

The Supply Chain Solutions Cenier

Sustalnablllty Streamlmed

SUSTAINABLE THRIVING FORESTS SAFER CHEMICALS SUSTAINABLE GREEN FREIGHT ZERO WASTE
AGRICULTURE ENERGY

TRENDING CONTENT https://supplychain.edf.or

Clean Energy Ministerial case Sustainable agriculture 101 Safer chemicals 101 understand Green freight 101: introduction Food waste 101: get informed Packaging waste 101 the solutions
studies understand landscape the landscape



https://supplychain.edf.org/

Let’s give the process a try!




Questions?




Thank you!

Suzanne Shelton Sara Corbett Cathy Combs Rick Velleu
rvelleu@edf.org
865-524-8385 770-351-3233 423-224-0393 212-616-1360



http://sheltongrp.com
http://rheem.com
http://eastman.com



