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At AvedA, we thiNk iN New wAyS.  

we create synergy by simultaneously pursuing 

deserving economic and ecological goals. there is 

power in bringing two disparate things together (and 

two heads are better than one), so we meet today’s 

challenges with a commitment to partnerships  

that double our force to change the world.  

todAy ANd toMorrow At AvedA,  

Beauty is as Beauty Does.SM 

THINK
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AtteStAtioN  We have been engaged 

by the aveda corporation to collect and 

review the data used in the earth and 

community care Report covering fiscal 

Years 2011 and 2012 and to perform limited 

analyses on selected data to meet reporting 

objectives. aveda has provided all the data 

that we have requested, and such data 

have been reviewed for internal consistency 

and accuracy. aveda did not request an 

evaluation of the validity of various 

statements regarding the use of organic, 

fair trade, or other specific claims regarding 

ingredients, or other types of specific claims. 

consequently, we did not conduct an 

examination of the documentation for such 

statements and therefore do not provide 

assurance for such statements within the 

report. We have provided feedback to aveda 

where we believed that revisions and/or 

corrections to data and findings were required. 

To the best of our knowledge, the data and 

the findings based on the data contained in 

this report are a fair representation of the 

information provided to us.

Michael S. BRoWn, Ph.D. 

Brown and Wilmanns environmental, llc 

august, 2013
oBjectives in addition to providing interested stakeholders with a broad update 

on aveda’s earth and community care performance, we would like feedback 

on our goals and milestones that we use to guide our future progress. 

5 PreSideNt’S letter

Dominique conseil discusses changes in the business over the past 

two years and how aveda has grown stronger in both business and 

Mission commitment during and after the “great Recession.”

8 SeCtioN i: who we Are 

a review of organizational development as aveda has become 

increasingly integrated into The estée lauder companies, inc. 

(elc). an evaluation of the importance of the aveda salon/spa 

network to aveda’s overall business and Mission success. Summary 

of key issues and progress against vision and goals.

22 SeCtioN ii: oUr ProdUCtS 

a discussion of the integration of aveda R&D into the elc R&D 

function and the evolving roles. a focus on aveda’s approach to 

product development using the successful invati™ line as an example. 

a summary of simple product life cycle analyses done for key 

product categories. a review of further innovations in packaging 

and learning from additional c2c packaging certifications.

40 SeCtioN iii: eArth CAre 

a review of increasing integration of the Blaine manufacturing 

and Blaine and los angeles distribution centers into the elc 

global Supply chain and the growth in manufacturing and 

distribution during the period. a summary of the aveda Mission 

leader Salon website used by our network to increase the 

environmental attributes of their facilities and operations.

52 SeCtioN iv: CoMMUNity CAre 

Updates on changes in employment, compensation and benefits, 

education, giving, including continued dramatic growth in earth 

Month, and growth in volunteering.

70 SeCtioN v: StAkeholderS

a close look at the nature and importance of aveda’s relationships 

with ngo partners in achieving earth Month success. a discussion 

of why and how building strong relationships over time has enabled 

aveda and its network to partner effectively with our partners.

83 GloBAl rePortiNG iNitiAtive (Gri) iNdeX

oBjeCtive  this report provides an update on key aspects of Aveda’s earth and Community Care achievements for fiscal 

years 2011–2012. we trust that you will find it interesting and informative. we seek feedback from you, our stakeholders, to 

guide us in future reporting. Please send your comments to avedaecc@aveda.com.
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DeaR STaKeholDeR, 

after multiplying aveda’s economic size by a factor of about five over the decade following its acquisition 

by The estée lauder companies, inc. (elc) while enhancing our socio-environmental performance as 

outlined in our 2007–2008 earth and community care report, the recession in 2009/2010 presented 

aveda with the undesired opportunity of navigating our Mission-driven business through an economy 

offering little if any growth. our core north american salon/spa channel, which represents the major part of our 

global business, was hit hard by the downturn during our 2010 fiscal year (July 2009 to June 2010).  

We are proud to say that aveda’s belief that economic and ecological goals can be synergistic has 

gone unchallenged during these adverse market conditions. our unique business culture and model 

succeeded in generating growth 400 basis points greater than the overall U.S. hair care market, 

significantly increasing our share over each of the three fiscal years 2010 to 2012. as the north 

american hair care market recovered, our share gains translated into solid revenue growth. 

We believe that aveda’s ability to deliver economic as well as socio-environmental performance in the 

midst of the devastating recession is a result of our way of doing business, which is exemplified in our 

approach to product design. We ask the question, “What is the aveda difference a potential new product 

would bring to our consumers and the professionals who serve them?” We abhor the idea of “me-too” 

products that are already in oversupply in the market. Rather, we identify compelling global consumer and 

professional needs in which aveda’s core values and vision can offer a meaningful base for differentiation.

in a world challenged by stress on natural resources, focusing on innovation, differentiation and quality 

is the strategic and responsible approach we choose for our business. We are doing more with less, 

cutting down the number of new product initiatives and promoting better stewardship of resources. 

This has created an opportunity for growth in higher-value-added product categories driving better 

bottom line results. We believe that our colleagues, empowered by the aveda Mission, are growing a 

culture of innovation simply because when it comes to designing socio-environmentally responsible 

products, the supply chain offers very few off-the-shelf turn-key solutions.

at aveda, we expect each of our employees to contribute to both winning in the marketplace and living 

our Mission. our long-term economic and socio-environmental success is a result of the extraordinary 

engine provided by our colleagues’ intrinsic motivation. They feed our business culture, which in the 

final analysis, is a sustainable competitive advantage.

We celebrate being better today than yesterday, and know that our human engine will take us farther 

in addressing our sustainability challenges so that we can continue to look forward to tomorrow.

5

PRESIDENT’S LETTER

DoMiniQUe conSeil,  
aVeDa gloBal PReSiDenT



oUr MiSSioN At AvedA  

is to care for the  
 world we lIve IN,  
fRoM The PRoDUcTS We MaKe  

to the wAyS iN whiCh we  

give Back to society.  
aT aVeDa, We STRiVe To SeT  
AN eXAMPle for eNviroNMeNtAl 

leaDership anD responsiBility, 

NoT jusT IN THe world of beauTy,  

 buT arouNd THe world.

ABoUt thiS rePort  

the report covers july 2010 through june 2012 (fiscal years 2011 and 2012),  

with some updates through the end of calendar year 2012. the period was an 

important transition for Aveda from coping with a very challenging business 

environment in 2010 and 2011 to seeing significant improvements in 2012. 

throughout the period, Aveda maintained and strengthened our commitment  

to our Mission and the Ceres and Cradle to Cradle® principles.  

Aveda continued focusing on innovation in products and packaging, introducing 

invati™ solutions for thinning hair products C2C certified by the Cradle to Cradle 

Products innovation institute and made with 97% naturally derived ingredients, 

a body care line — Stress-fix™ — that is certified organic by ecocert and 66% 

post-consumer recycled (PCr) in most of our tubes to continue our commitment 

to recycled content pioneered in our bottles that now contain 80–100% PCr. 

we evaluated the carbon and water footprints of products and packaging in 

key categories and conducted a pilot test to recover used packaging that is not 

typically recycled in municipal programs. we also strengthened our supply 

chain programs. improvements in manufacturing, reductions in many environmental 

impacts, and improvements in our safety programs continued as we became 

further integrated into the estée lauder Companies’ (elC) Global Supply Chain.  

this report marks Aveda’s 35th year of business. in it, we look back on 35 years 

of caring for people and the planet and to a future of intensifying that care as 

our business grows. this deep commitment, “from the products we make to  

the ways in which we give back to society,” strongly differentiates Aveda and 

obligates us to always strive to do better. we are strengthened by our parent 

company’s commitment to positioning the brand for strong business growth 

that will enhance our commitment to the Aveda Mission.

we hope that the information in this report is of interest to a broad range of 

stakeholders, but it is designed to be of greatest interest and use to our employees, 

our network of thousands of independent salon businesses and to our parent 

company. it is their collective engagement in and support for the Aveda Mission 

that enables Aveda to achieve the earth and Community care results that are 

presented and celebrated in these pages.  

7
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in PRioR RePoRTS (2007–2008 and 2009–2010), we described 

aveda in depth, including the transition from a privately held 

company to an elc brand in 1997 and the ongoing mutual 

influences between aveda and our parent company. (These 

reports are available at aveda.com; reports dating back to the 

1990s can be found at corporateregister.com). This report 

provides a brief review of ongoing aspects of aveda as well as 

recent changes in our business. it then focuses in some depth 

on our global network of thousands of independently-owned 

salons and spas, most of which are small businesses, whose 

commitment to and alignment with aveda is the basis for our 

mutual success in a highly competitive business space.
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the aveDa Business

aveda is one of 29 brands within The estée lauder 

companies, inc. (elc) (elcompanies.com). 

founded in 1978 in Minneapolis, Minnesota, 

aveda was a privately-held company until the elc 

purchase. While remaining deeply committed to 

its founding principles of developing products 

that harness the power of plants to produce 

highly effective professional results while doing 

so in an environmentally and socially responsible 

way, aveda has grown approximately five-fold 

subsequent to becoming an elc brand. (See our 

2009–2010 report (p. 10–14) for a discussion 

of elc’s support for aveda’s uniqueness as a 

brand.) Beginning in 2008, aveda, along with 

other elc brands, has become more tightly 

integrated into corporate operations that have 

resulted in growing business efficiencies coupled 

with better systems for improving environmental, 

health and safety performance.  

fundamental business functions such as 

supply chain management, manufacturing 

and distribution operations, quality, and, 

most recently, research and development are 

organizationally integrated into elc. at the same 

time, these functions participate in the aveda 

Stewardship Team led by the aveda Brand 

President, which assures alignment with brand 

principles and attributes including commitment to 

environmental and social responsibility articulated 

by aveda as “earth and community care.”

governance

as previously described (2007–2008 report, 

pages 12–14), the aveda Stewardship Team 

structure has remained in place with all of 

the business functions and regions gathering 

on at least a quarterly basis to review key 

business issues. an additional governance 

team was established in the first half of 2011 in 

response to corporate organizational changes 

and brand growth. Participants in the Brand 

equity Stewardship Team (BeST) include 

global Marketing, global creative, global 

communications, global education, earth and 

community care, global Product Development 

and the global Brand President, along with 

other functions depending on current issues. 

The BeST is charged with enhancing brand 

equity and aligning brand programs with its 

principles as the company expands and grows 

into new product areas, business channels and 

markets around the world.

the aveDa Business ecosystem:  

the Salon/Spa Network

in our 2007–2008 report (p. 14–17), we described 

elements of the aveda “business ecosystem” — 

manufacturing, retail distribution in stores and 

online through e-salon, product distribution 

through salons and spas and professional 

development of hair stylists and other personal 

care service providers through a network of 

aveda institutes and affiliated educational 

organizations (see chart p. 18). other essential 

components of the “ecosystem” include research, 

product development and the hundreds of 

businesses and communities in our supply chain 

that make possible the products that are the 

foundation of our business success.

The entire “ecosystem” is what makes aveda a 

successful and growing business; it is aveda’s 

relationship with its independent salon/spa 

partners that makes the brand unique in our 

industry. While some partners in the network 

own multiple salons, many are very small businesses 

that own and operate a single salon or spa. aveda’s 

business success is linked to the success of these 

business partners who generate a significant 

portion of product sales and leverage our 

commitment to the aveda Mission.

The model of aveda’s support for and partnership 

with its salon/spa network has evolved significantly 

in the past decade or so, to the point where over 

100 of the fastest growing 200 salons in the United 

Who We aRe

aVeDa

inSTiTUTe
eXPeRience 

cenTeR

e-coMMeRceSalon
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States (as rated by Salon Today magazine) are aveda 

network salons that exclusively carry aveda 

products. The aveda network transitioned from 

tens of thousands of salons that carried aveda 

products along with those of other manufacturers 

to a network with one-third as many salons and 

spas, 80% of which — globally — use and sell 

only aveda products, often align strongly with 

the aveda Mission in their salon design and 

operations practices and are frequently very 

successful businesses in their communities. 

This transition is a result of aveda’s commitment 

to listening to its network professionals, continuous 

product improvement and providing business 

and educational support on product use, 

professional artistry, business principles and 

practices and environmental and socially 

responsible business practices. aveda’s field-

based Salon Development Partners (SDPs) are 

supported by the aveda customer Relations 

team at headquarters and the aveda global 

education Team. The latter works closely with 

the global artistic Team to assure our network 

partners’ — and aveda’s — business success 

and growth by building on the functionality of 

the products, the basic professional training 

provided by the institutes, the timely delivery 

of products and the importance of aveda’s 

Mission commitment to the overall brand equity.

Because of aveda’s selective distribution strategy 

and much lower number of salon customers per 

SDP than the industry average, SDPs perform a 

very different function from the broader industry’s 

sales representatives or account executives. 

each SDP works closely 

with a select number of 

salons on a continuous basis 

to develop strategies that 

maximize the overall success 

and sustainability of their 

businesses. aveda works with 

highly successful salons to 

create key sales and expense 

benchmarks and through 

the aveda Business college 

(aBc) provides courses on 

how to meet and exceed the 

benchmarks. The business 

ecosystem is a success when 

salons and spas gain and 

retain talent and guests. Thus, 

SDPs are committed to going 

far beyond increasing aveda 

product sales, as their success 

is the direct result of their salon 

and spa customers’ success.  

augmenting the SDPs’ work  

are members of the global 

education Team, which includes 

both aveda employees and 

highly skilled network 

professionals, who excel at 

communicating with salon 

and spa professionals 

information about aveda 

products and instilling deep 

knowledge of how to use 

them to meet their guests’ 

needs and expectations. 

education is core to achieving  

a reputation for technical 

excellence, which enables 

salons to attract and retain 

outstanding professionals 

who are essential for business 

sustainability. for the many 

salon owners whose art led 

them to managing a business, 

aveda provides through the 

aBc education and training in 

business practices that enable 

financial success. 

of increasing importance to 

aveda’s and the network’s 

success is the global artistic 

Team. led by aveda’s creative 

Who We aRe
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Director, who is a globally recognized hair stylist, 

the team is composed of outstanding professionals 

within aveda and in the aveda network. in addition 

to providing direct training through classes the 

team has become very successful at shows such 

as aveda congress, regional Master Jams and the 

north american hairstyling awards (naha).

This combination of business and education 

support has led to the continued growth of 

aveda’s concept Salon network — salons that 

align exclusively with aveda. Those that meet 

conditions required to achieve a large retail 

business have the opportunity to co-brand with 

aveda and become known as lifestyle Salons. 

There are salons in the aveda network that 

carry multiple product lines, but the trend is 

toward increasing the proportion of concept 

Salons, due in part to the additional education 

that aveda makes available to those that align 

exclusively with the brand.

This alignment is also important to leveraging 

aveda’s Mission and our potential impact as a 

company. While all network partners receive 

extensive education on aveda’s earth and 

community care commitments, concept and 

lifestyle Salons are strongly encouraged to 

demonstrate that they share these through their 

business practices, and lifestyle salons are required 

by contract to follow aveda store design and 

materials selection guidelines. in turn, their exclusive 

purchase and sales of aveda products enhances 

our ability to maintain these commitments in an 

increasingly competitive marketplace.  

These Mission-aligned salon owners incorporate 

preferred environmental and social responsibility 

practices (e.g., using aveda’s web-based Mission 

leader salon design and operational resource 

management tools [see earth care section] and 

engaging in our annual earth Month campaign 

[see community care section]), which extends 

aveda’s positive impact on the earth and 

its communities beyond what we could do 

solely as a manufacturer and retailer. This is 

the beauty of the aveda business model that 

enables, encourages and inspires our small 

business partners to follow the aveda Mission.  

however, this alignment does not come without 

section 2020 vision
2012 goal anD 

results/progress
2014 goal
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G All products made from 
ingredients that optimize the 
balance between naturalness, 
sustainability and performance. 

goal: 10% increase in 
naturally derived ingredients 
over current totals. 
result: limited progress  
in key areas.

evaluate Green ingredient 
Policy to reflect updated vision.

leave No trace — packaging 
in closed loop C2C system. 
Packaging materials are 
recovered for reuse and/or 
are compostable.

goal: Pilot packaging 
recovery program completed.  
result: initial pilot 
completed and continued 
for ongoing learning.

National roll-out of program 
in Aveda retail locations 
completed.

Products that achieve 
well-being with minimum 
requirement for use  
of resources.

goal: key product category 
baseline life Cycle Analysis 
(lCA) looking toward a future 
goal of products with 90% 
reduction in resource use.  
result: Sample lCAs 
completed on key product/
package categories to guide 
future product design.

innovation pipeline has 
potential products in place 
to reduce resource 
consumption in use.

2008 2010 2012

aveda retail experience centers 123 131 121

network salons & spas 6,880 7,467 8,198

aveda demonstration salons/spas 7 6 10

institutes esthiology/cosmetology 45 52 58
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challenges, as discussed later in the “Rooster 

feather challenge” on page 20.

key issues anD progress on vision & goals

voluntary Product recall

We conducted a voluntary consumer recall 

of lash abundance™ Boosting Serum in March 

of 2012 after it was determined that the 

preservative system in the formula may not 

have been sufficient to protect against certain 

microorganisms. aveda conducted a thorough 

evaluation and concluded that the risk of eye 

irritation or infection in healthy individuals 

following the use of this product was low.  

however, there was the potential of heightened 

health risk for a small number of consumers  

and once this was determined we took prompt 

steps to recall the product.

achievements anD ongoing earth  

anD community care challenges

aveda enters its 36th year with many 

accomplishments and some significant  

ongoing challenges.

•  as we have reported over the years, we have 

achieved overall success in increasing the 

naturally derived content to high levels for 

many of our products. That being said, most 

of our products, particularly hair color and 

styling and makeup, contain some synthetic 

ingredients and preservatives that are key  

to their performance. The replacement of 

these ingredients continues to be a focus for 

Product Development and R&D.

•  We would like to know more about the 

environmental footprint of our ingredients and 

products as we look to improve product design.

•  We continue to lead our industry in packaging 

reduction and recycled content and continue  

to promote packaging recycling. a large 

proportion of our total packaging volume 

continues to not be recycled through public 

programs after use. in response, we have been 

experimenting with ways to responsibly keep it 

out of the waste stream and repurposed consistent 

with our commitment to cradle to cradle® 

principles and our vision of leaving no trace.

•  We continue to evaluate and implement 

operational improvements in alignment with the 

elc global Supply chain in efforts to reduce 

our footprint. our challenge is to continue 

to seek footprint reductions in the face of 

significant growth in our manufacturing and 

distribution operations that have accompanied  

a strongly growing business.

•  We have enjoyed dramatic success in recent 

years with our earth Month program and 

have been able to increase our support and 

the support of our salon and spa network 

for protecting clean water around the world. 

Maintaining increases in both earth Month and 

other giving along with volunteering will be an 

ongoing commitment.

progress towarD our 2020 vision

in our 2009–2010 report, we set forth an 

aspirational vision for 2020 that includes 

creating a “big, healthy footprint” and “leaving no 

trace.” Progress has been made in some areas, 

less so in others, and still other aspects of the 

vision are being rethought in conjunction with  

our parent company. a summary of where we 

are and where we expect to be in 2014 appears 

on pages 17–18.

section 2020 vision
2012 goal anD  

results/progress
2014 goal
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Company is net 
zero on carbon and 
potentially positive.

goal: 10% reduction in absolute 
emissions at Aveda controlled facilities; 
inbound raw material suppliers and 
outbound shipments; business travel.  
result: 12.6% reduction at Blaine; 
shipping up; no additional data.

10% additional reduction; 
system in place to track 
emissions in other parts 
of the business; program 
to enable payment for 
ecosystem services such  
as redd+ as alternative  
to offsets developed.

Company is zero waste.
•  Manufacturing and 

distribution
•  Product returns and 

excess inventory

goal: 90% diversion from landfill/
incineration in Blaine manufacturing 
and 100% diversion in distribution. 
result: 75% manufacturing;  
98% distribution.

90% manufacturing/ 
99% distribution
system in place to track  
product returns.

water from robust 
water supplies; 
returning to ecosystems 
in healthy condition, 
at least 10% total 
reduction in use.

goal: water footprints calculated 
for operations and key shampoo/
conditioner products.
result: operations footprint not 
complete. Product footprints calculated.

downward trend in total use 
through new efficiency 
projects. New product 
innovation targets use-
reduction “downstream.”

Sourcing that 
supports/preserves/
enhances biodiversity, 
people and resource 
conservation. local 
sourcing where practical.

goal: 100% of botanical ingredients 
certified organic, sustainable, etc. 10% 
of non-botanical ingredients (e.g., babassu 
betaine) from certified source materials. 
result: Actual — 92%+ essential oils/ 
90%+ botanicals. others remain few.

Goals under review. 
Supply chain realities 
make 100% unlikely — 
will continue to obtain 
the highest % possible. 

C
o

M
M

U
N

it
y

 C
A

r
e

100% employee 
volunteerism.

goal: 25% employee participation 
North America.
result: documented 10% participation.

documented 35% 
participation.

100% network salon 
participation in  
earth Month.

goal: 90% of Concept salons participate.
result: inconsistent data preclude 
accurate reporting.

Global system in place to 
track participation; 90% 
Concept Salon participation.

100% active 
participation of the 
network in “eco-
salon” activities/ 
certification.

goal: 20% participation.
result: tool developed to facilitate 
but no measurement system in place.

develop effective incentives 
and measurement system: 
20–30% participation.

Supply chain partners 
are aligned with Aveda 
Mission/beliefs/C2C 
commitments.

goal: 50% of Aveda suppliers qualified 
under elC supplier screening process. 
result: Process underway in  
fy 2012 but not completed.

Same

100% of Aveda 
employees go home 
uninjured: tir = 0

goal: tir @ 1.0 
result: tir @ 2.15 

Same

Who We aRe
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the rooster feather challenge
during the reporting period, a difficult stakeholder challenge arose for Aveda in our relationship with 

some salons in our network: the introduction of rooster-feather accessories for hair designs. this was 

a fashion trend that caught on rapidly and some salons in the network offered these as part of their 

styling services. this resulted in strong criticism directed at Aveda both by individual consumers 

who were offended that a company with a long-standing commitment against animal cruelty would 

allow “our” salons to use the feathers in their business and by an advocacy group, United Poultry 

Concerns (UPC), which posted an open letter to the Aveda President demanding that we stop this 

practice in “our” salons immediately. therein lay the challenge: Aveda does not own or franchise 

the salons in the network so we cannot “demand” or “dictate” how they operate their businesses. 

we explained to our network through an open letter from our president and direct contacts by 

SdPs and other Aveda executives why this practice was not aligned with the Aveda Mission and 

encouraged the salons to discontinue it. over a period of months, all but seven salons voluntarily 

discontinued the practice. Aveda informed those salons that chose to ignore our request that they 

would no longer be offered Aveda products, at which point all agreed to discontinue the use of the 

feathers. in early 2013, Aveda met with UPC, to explain the extent of our efforts to end this practice. 

UPC supported Aveda’s efforts and results through a post on their website, “rooster feather hair 

extension trade dealt a Serious Blow by Aveda!”

SM
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oUR RecenT RePoRTS have extensive discussions of aveda’s 

many product achievements in meeting our Mission commitments, 

our commitment to cradle to cradle® design, the needs of our 

professional network and guests and our green ingredient Policy. 

Recent achievements are shown on page 31. We recognize that our 

multiple commitments create some tensions that we have learned 

to live with over the decades of practicing our unique approach to 

product development and that lead us to constant rethinking about 

the balance between “natural,” “sustainable” and “performance.” 
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We see increasing competition for land between 

the need for food and other plant uses. our 

commitment to using sustainably sourced 

plant-based ingredients whenever possible 

creates the obligation to work to ensure that the 

ingredients we use are produced responsibly or 

to find substitutes. Most of our products contain 

some synthetic ingredients such as preservatives 

in order to deliver an appropriate level of product 

functionality, safety and shelf-life. This is where 

the Principles of green chemistry play an important 

role in helping us thoughtfully choose, whenever 

possible, synthetic ingredients that are processed 

in a manner that is better for the environment 

than common synthetic alternatives.  

an example of our thoughtful use of synthetic 

ingredients is our use of a combination of 

naturally derived and synthetic preservatives to 

deliver to consumers a safe product. another 

example is our use of preferable silicones in 

products where the unique function of this 

ingredient class has led to their widespread use 

throughout the market. We have found that an 

inventive use of a limited range of preferable 

silicones, specifically dimethicones, can result in 

the unique functionality desired at low-use levels. 

as we move forward, we will continue our 

focus on and commitment to high naturally 

derived ingredient content in our products 

while weighing sustainability, performance and 

safety considerations in product design. our 

green ingredient Policy reflects our efforts to 

continually evolve as scientific progress helps  

us find better solutions to our triple equation  

of naturalness, performance and sustainability. 

progress anD prospects for  

proDuct Development

During fY 2011 and especially in fY 2012 there  

has been greater integration of aveda R&D and 

Product Development with corporate elc R&D 

and Product Development. The R&D integration 

was formally implemented at the end of fY 2012.  

as a result: 

•  aveda is the elc corporate center of excellence 

for hair care and nogS (natural, organic, green 

and Sustainable).

•  aveda is the corporate Key category leader for 

Shampoo/conditioner, Professional hair color 

& Texture and Phytotechnologies, leading 

development of plant-based technologies  

for the elc Brands.

•  The aveda innovation and Product Development 

teams are working closely with elc’s green 

chemistry initiative experts to develop naturally 

derived skin and body product innovations.

•  aveda’s Product Development, R&D and 

Packaging leadership is participating on corporate 

committees to help elc drive corporate 

responsibility efforts across all brands.

Most R&D resources will remain on-site in Blaine, 

facilitating their ability to work closely with 

aveda BeST members, especially global 

Marketing and global Product Development. 

The changes are expected to increase aveda’s 

ability to create innovative products in all 

categories and strengthen the brand’s 

leadership position in the industry. 

aveDa’s approach to proDuct  

Design anD Development

aveda’s approach to responsible product 

design and development aims at combining 

sound strategy with sustainability. By being very 

selective in the projects we pursue, we strive to 

maximize the returns on development resources 

and minimize complexity resulting in fewer, bigger 

launches that are good both for the business and 

the planet. This “innovation sufficiency” approach 

requires rigorous project screening meetings 

where BeST members seek to determine:

•  is this a compelling need of guests  

and/or professionals?
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•  how can aveda bring a 

solution that is holistically 

preferable to any substitute?

•  What is the difference we 

can bring for the benefit of 

guests, professionals, key 

stakeholders and the planet?

Seeking this aveda difference 

allows us to maximize product 

differentiation, which in turn 

contributes to success in the 

marketplace and reinforces our 

commitment to sustainability 

as a source of innovation.

a case stuDy: invati™

invati™ solutions for thinning 

hair is a new product line 

launched during fY 2012,  

which has been extremely 

popular with aveda guests  

and professionals.

Thinning hair is a compelling 

global concern cited by 1 in 4 

consumers. The need has 

persisted despite many products 

introduced in this category in 

recent years, suggesting that 

there is a significant demand. 

aveda’s market research 

confirmed this fact and also 

that consumers are concerned 

with the chemicals used in 

current thinning/hair loss 

solutions and would prefer 

more natural alternatives.

aveda’s approach was to seek 

out unique botanically sourced 

ingredients that would provide 

the efficacy that people were 

seeking. To do this we looked 

to both aveda’s 30+ years of 

experience with botanicals 

and to the ayurvedic tradition 

in india seeking potential 

ingredients that would reduce 

hair loss from breakage and 

strengthen hair. Years of 

experimentation and testing  

led aveda to develop a system 

consisting of a shampoo using 

a wintergreen-derived salicylic 

acid ingredient, a thickening 

conditioner with an amino acid 

derived from sugar beets and 

soy protein. Key to the system, 

Scalp Revitalizer employs a 

complex of ingredients used 

in the ayurvedic tradition, 

including turmeric and ginseng. 

 

as a part of the overall 

development and marketing 

process we focused on the 

ayurvedic inputs to the 

products and on an indian 

supplier of turmeric and several 

other key ingredients. nisarga, 

our partner, is a supplier of 

organic ingredients in the indian 

state of Maharashtra, an active 

proponent of organic farming 

in india, and well-aligned with 

aveda’s Mission commitments. 

as a part of the relationship, 

nisarga agreed to extensive 

due diligence on its business 

practices including an audit  

of its environmental and social 

performance by iMo (institute 

for Marketecology in Switzerland). 

Based on the initial audit nisarga 

implemented many operational 

improvements that were 

recommended by iMo and 

subsequently received  

“for life” certification.  

in addition to working with 

nisarga to enhance business 

practices, aveda also sought 

to help improve the lives of 

people living in neighboring 

communities who were the 

primary source of labor on 

the nisarga farms. after a 

community needs assessment 

by global greengrants fund, 

aveda’s global earth Month 

partner, aveda funded a 

community water system in 

neighboring Umbari that greatly 

improved community access 

to safe drinking water and 

reduced the time burden of 

water collection on community 

residents. (See p. 68 for more 

information on this project.)  

To further authenticate both 

the quality of the products 

and packaging as well as 

aveda’s responsible business 

practices, we submitted the 

invati™ product line for cradle 

to cradle® (c2c) certification 

by McDonough Braungart 

Design chemistry (MBDc) 

and were pleased to receive it 

for all three product-package 

combinations in the system. 

This is a further step in aveda’s 

more than 10-year commitment 

to c2c principles, which has 

been discussed in prior reports 

and which is summarized at 

aveda.com/discoveraveda,  

where the recent introduction 

of the independent cradle to 
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cradle Products innovation 

institute (c2cPii) is also 

discussed. it will be the future 

source of c2c certifications 

and recertifications for select 

aveda products. (four aveda 

products: aveda Men Pure-

formance™ Shampoo and 

conditioner and Smooth 

infusion™ Shampoo and 

conditioner were recertified by 

c2cPii in fY 2012, and all will 

be recertified by c2cPii in  

fY 2013 and beyond.)  

The invati™ process is the 

model for aveda’s approach 

to product development:

•  first — identify a compelling 

need in the marketplace that 

is not currently being met.

•  Second — identify naturally 

derived ingredients that 

can genuinely meet the 

need, drawing on aveda’s  

extensive experience with 

plants as well as traditional 

knowledge, such as in the 

ayurvedic tradition.

•  Third — find a supplier(s) that 

can provide key ingredients 

consistent with aveda’s 

commitment to its Mission. 

•  fourth — assure that the 

benefits of the business 

relationship are shared with 

the broader communities 

that contribute to its success 

through their work. 

•  fifth — seek third party 

confirmation for aveda’s 

environmental and social 

practices as well as those  

of key suppliers.

The extent to which this 

model is implemented 

will vary depending on 

the product that is being 

developed, but for major 

innovations — either new 

product lines or updating of  

key existing products — it is  

the benchmark going forward.  

proDuct footprint 

assessment

in 2011, we undertook an 

evaluation of the carbon and 

water life-cycle footprints of 

nine products in a cross-section 

of categories with the goal of 

gaining a better understanding 

of what drives each footprint, 

the relative significance of 

different product attributes, 

and developing a tool to guide 

future product design  

and development.  

Working with a french 

consultancy, PurProject, we 

evaluated products using aveda 

specific data (e.g., for some 

manufacturing processes) and 

published standardized data 

(primarily for ingredients). 

although we did not have 

extensive information about 

some aspects of our supply 

chains (e.g., transportation  

of ingredients), we consider 

the results to be reasonable 

estimates for aveda’s  

products that provide a good 

understanding of the relative 

contributions of different 

product-package attributes to 

carbon and water footprints. 

We are now beginning to 

incorporate this information 

into the planning process for 

new product development. 

AvedA key ProdUCt AChieveMeNtS 2008–2012

year action/achievement result/significance/Date

2008 New preservative developed from cassia 
oil–derived benzoic acid.

Suitable for sensitive eye-area products  
as a paraben replacement.

2009

Silicone replacements developed using 
sugar-derived propanediol.

14 C2C certification reviews — 7 products 
and 7 packages.

7 product package combinations received 
C2C gold/silver (product-package) 
certifications from MBdC.

2010
All parabens or diazolidinyl urea or 
formaldehyde donors are no longer  
used for preservation of products.

Multi-year total of 435 modified or 
new formulae including 73 paraben 
reformulations and 39 diazolidinyl urea 
containing reformulations.

2011

Continued testing to replace synthetic 
polymers such as PvP in styling products.

identified a hydrolyzed corn starch that 
works well. Algae derivative identified that 
may potentially replace PvP.

2 C2C new certification reviews (invati™ 
Shampoo and Conditioner) and 6 existing 
certifications renewed.

8 C2C certifications by MBdC current  
in fy 2012.

2012

developed a program with the University 
of Minnesota to identify local/native plants 
that can work in Aveda products.

Goal is to source locally to reduce supply 
chain footprint.

introduction of the Stress-fix™ product 
line of 4 ecocert-certified organic products.

ecocert certification of the Blaine facility 
and key suppliers helped to enable this.

invati™ Scalp revitalizer C2C certified;  
dry remedy™ certifications discontinued.

7 C2C certifications, 3 by MBdC and 4 by 
C2CPii (see p. 28–30) current in fy 2012.

continued on p. 35.



aveDa 
proDuct

co
2
 eq 

emissions 
per proDuct 

(including 
package)

co
2
 eq 

emissions 
per ml of 
proDuct

water 
consumption 
per proDuct 

(including 
package)

water 
consumption 

per ml of 
proDuct

smooth  
infusion™ 

100 ml 
572 g 6 g 7l  67 ml

shampure™  
shampoo  

250 ml 

550 g
(29.7 kg)*

2 g
(119g)*

not included
46 ml

(916 ml)

Damage  
remedy™ 
shampoo  

250 ml 

657 g
(29.8 kg)*

3 g
(119g)*

14l
56 ml

(931 ml)

light elements™ 
smoothing fluid  

100 ml
431 g 11 g 54l 136 ml

control force™  
firm hold hair 

spray (Domestic)  
258 ml

2,703 g 10 g 42l 164 ml

control force™ 

firm hold hair 
spray (int’l)  

300 ml

3,268 g 11 g 44l 146 ml

Botanical  
kinetics™  

hydrating lotion  
150 ml

592 g 4 g 8l 56 ml

green science™  
firming eye creme  

15 ml
395 g 26 g 8l 500 ml

chakra™ 4  
Balancing Body 

mist  
110 ml 

601 g 15 g 20l 262 ml

*Numbers in parentheses include consumer use.

carBon footprint analysis
damage remedy™ Shampoo 250 ml

withoUt CoNSUMer USe 
656 g Co

2
 (2,6 g Co

2 
/ml)

proDuct 
manufacturing  

32%

packaging 22%

ingreDients 31%

transport 8%

DistriBution 2%

enD of life 5%

with CoNSUMer USe  
29,8 kg Co

2
 (119 g Co

2 
/ml)

use 98%

proDuct 
manufacturing 1%

ingreDients 1%

packaging 0%

transport 0%

enD of life 0%

DistriBution 0%
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The nine products evaluated 

are shown on p. 32 with their 

carbon and water life-cycle 

footprint results.  

The results provide aveda 

product and package 

developers with a better 

understanding of the carbon 

and water footprints of different 

types of aveda products, 

different formulae within a 

product category and where 

the significant opportunities for 

improvement may lie:

•  Shampoo footprint impacts 

are due primarily to 

consumer use; formulae 

variations result in relatively 

minor differences in impacts. 

•  a small amount of product 

relative to the volume of 

packaging (green Science™ 

firming eye creme) results  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

in a relatively high carbon 

footprint per ml of product.

•  glass packaging (chakra 4) 

contributes to a relatively 

high water footprint for a 

very small product, as does 

the relatively large package 

compared to product for green 

Science™ firming eye creme.

•  apart from consumer use of 

shampoos, variations in water 

footprints across products 

are related to differences in 

ingredients and packaging, as 

the manufacturing footprint is 

fairly consistent across  

all products.  

The finding that consumer 

use is responsible for the 

major share of shampoo 

products’ carbon and water 

footprints (p. 32 and also 

confirmed in life-cycle studies 

of other shampoo products) 

is responsible for the majority 

of the carbon and water 

footprints presents both a 

challenge and an opportunity. 

The challenge is to develop 

alternative ways of providing 

customers the benefits of 

shampooing and conditioning 

hair with less or even no 

water, and the opportunity is 

to dramatically decrease the 

brand’s total environmental 

footprint. The footprint work 

in conjunction with supplier 

surveys and ingredient footprint 

evaluations (see p. 32) provide 

further impetus to ongoing 

research in delivering high-

performing, Mission-aligned 

products by aveda’s Product 

Development team.

aveDa’s responsiBle 

packaging

aveda’s ultimate vision for 

sustainable packaging is a c2c 

packaging system that leaves 
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AvedA key PACkAGiNG AChieveMeNtS 2009–2012

year achievement importance

2
0

0
9

7 products receive C2C certification from 
MBdC on packaging.

Supports our commitment to responsible 
packaging.

increased the PCr content of folding 
cartons by 20%.

increase in use of recycled pulp.

increased PCr content in saleable tubes 
from 35% to 45%.

helping to create demand that may drive 
a tube recycling stream.

2
0

10

earth Month light the way™ Candle moves to 
glass from repurposed wine cooler bottles.

for the first time Aveda uses repurposed 
glass for candle containers.

2010 – Botanical kinetics™ moves from 
green frosted glass to 100% PCr Pet.

Significant reduction in package weight and 
increase in safety in product use.

55.54% (1,981,803 kg) recycled content  
used in product packaging.

elimination of need for comparable quantity 
of virgin materials.

2
0

11
–2

0
12

increased PCr content in tubes to 66%. Continuing innovation in a challenging resin.

integrated color into 100% PCr in invati™ 
and Stress-fix™ lines.

Greatly increases the ability to use PCr 
packaging in designing attractive containers.

60% of all packaging has recycled content.
further reduction in the need for virgin 
packaging materials.

recycled content caps from caps program 
on hair color, samples, stylist gifts.

expanded use of resins from the caps 
recycling program.

Pilot packaging take-back program tested in 
one sales region.

logistics partner — g2 revolution — has 
found markets for 98%+ of recovered materials.

3 invati packages receive silver C2C 
certification by MBdC.

important learning for packaging improvement 
through certification process.
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no trace. Key achievements 

are summarized on the  

table on page 34.

The last few years have  

seen several challenges arise 

that complicate aveda’s 

commitment to ongoing 

sustainable packaging 

leadership. The first is the 

need to translate product 

information into numerous 

languages to meet various 

regulatory requirements.  

lack of room on several 

existing package sizes for the 

additional information has led 

us to increase the amount of 

packaging solely to meet 

global regulatory requirements. 

Second is that travel-size 

bottles (for which we have had 

increasing demand due to air 

travel restrictions) sometimes 

fall through the conveyor belt 

screens in recycling facilities 

and end up in the trash rather 

than being recovered and 

reused in the appropriate resin 

stream. We don’t know the 

extent of this challenge but it 

is an interesting case of 

“unintended consequences” of 

trying to meet a customer need.  

craDle to craDle® 

certification learning

aveda continued our 

commitment to c2c principles 

with the certification of the 

invati™ line, while other 

certifications were 

discontinued, including Dry 

Remedy™ Shampoo and 

conditioner (scheduled for 

relaunch in fY 2014) and green 

Science™ firming face creme 

(withdrawn from the market 

for reformulation). as was  

the case in earlier certifications, 

the invati™ packaging was 

certified at a lower level (silver, 

rather than gold) than the 

companion products.

aveda’s ability to fully 

understand the reasons for  

the lower level packaging 

certifications is limited by 

conditions of the certification 

process itself. aveda’s packaging 

is supplied by independent 

vendors who operate in a 
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highly competitive industry.  

as a result, they are 

understandably frequently  

very hesitant to disclose 

proprietary information.  

The certification process  

for packaging under these 

competitive conditions requires 

that the suppliers sign non-

disclosure agreements directly 

with ePea (the certifying 

organization in germany) so 

that ePea can evaluate and 

rate the components. aveda 

then receives a general summary 

of the packaging and ratings 

from ePea, which does not 

disclose exactly how specific 

ingredients (as opposed to 

formulae) were evaluated. 

 

We do know that inks and 

coatings tend to be the most 

problematic aspects of the 

packages. aveda continues  

to have discussions with 

suppliers about alternative  

inks and coatings. 

We have been able to use 

what we can infer from the 

results to direct future package 

development and thus reduce 

the probability of adverse 

ratings in future certifications.  

packaging  

materials evaluation

in the 2009–2010 report (p. 30) 

we discussed the idea of 

developing a Mission-aligned 

Packaging Review (MaPR) 

process similar to the  

Mission-aligned ingredient 

Review (MaiR) process 

implemented with ePea 

several years ago. We have 

since decided that this is not 

practical due to the 

proprietary nature of much of 

the information that would be 

needed and the understandable 

reluctance of suppliers to 

disclose such information, 

even under confidentiality 

agreements. We will continue 

to submit packages for c2c 

certification to learn how well 

we are doing in improving our 

overall packaging and 

continue to encourage our 

suppliers to replace the most 

problematic ingredients or, at 

a minimum, not propose them 

for aveda packages.  

our hope is that as the 

broader industry focus 

on sustainable packaging 

continues to gain momentum, 

pressure for improvements 

will drive the industry in 

that direction regardless of 

proprietary concerns. 

packaging stewarDship

aveda’s Recycle caps with 

aveda program entered its 

fourth year during the 

reporting period. 

approximately 1,700 schools 

are actively participating as are 

100+ other business partners. 

at the end of fY 2012, we had 

collected over 100 million caps 

and we continue to extend the 

use of caps with high PcR 

content to additional products as noted previously. 

During fY 2012, aveda limited further direct 

expansion of the program, but it continues to be 

viable and active.

as noted in our 2009–2010 report (p. 30) we 

are in the process of refocusing our packaging 

stewardship commitment beyond the caps 

program to aveda packaging that is not easily 

recyclable in municipal recycling programs.  

While the caps program has been very 

successful in meeting its goals of encouraging 

polypropylene recycling in community programs 

(a number of municipalities have added this 

resin to their collection programs in recent 

years) and promoting recycling among school 

children, we know that very few of the caps 

that are recycled are actually those that aveda 

has put into the packaging stream — the vast 

majority have been beverage container caps.

  

To broaden our focus we implemented a pilot 

packaging “take-back” program in colorado, the 

goal of which was to encourage our experience 

center retail and network salon guests to return 

packaging that they could not recycle in their local 

community programs. approximately 50 locations 

in the state have participated, most of which were 

salons. The results, while limited, have been 

instructive. in our retail locations, we learned that 

some guests do appreciate the opportunity to 

return packages that they cannot easily recycle. in 

the salons and spas, the majority of the 5 tons or 

so of materials collected have been packaging 

from backbar products used in their businesses in 

providing beauty services to their guests, especially 

where local recycling is not readily available. We 

have gained valuable knowledge during this pilot 

on how to expand the program in the future.  aveda’s 

logistics partner in this pilot — and in our planned 

expansion in fY 2013 — is g2 Revolution, a recycling 

firm based in illinois and ohio. encouragingly, g2 

has found recycling/repurposing opportunities 

for over 98% of all the materials collected, 

leaving less than 2% disposed of through  

waste-to-energy. Based on these results as  

well as aveda’s ongoing commitment to rolling 

out a national program in the U.S. in 2013, we 

expect the program to begin initially in aveda 

retail locations and, over time, include network 

salons, spas and aveda institutes. The ultimate 

goal is to collect sufficient materials to enable 

closed loop recycling and remanufacturing of 

aveda packaging materials consistent with our 

commitment to cradle to cradle® principles. 

Meeting that goal will require the development 

of packaging systems that do not end in a 

landfill, so design for continued life and ease  

of recycling is essential.  

Bio-BaseD packaging

aveda is committed to innovating with biopolymers. 

consistent with that commitment, we have entered 

into an agreement with a Mission-aligned supplier 

of bio-based polyethylene that will be used 

initially in a fY 2013 packaging launch and then 

expanded as opportunities arise. We are excited 

about this prospect and pleased to be among 

the leaders in this important move away from 

dependence on non-renewable petroleum-

derived materials.
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in 2012, aVeDa increased its use of certified organic essential oils 

(94%+ by tonnage) and botanical ingredients (90%+) from 2010 

levels of 90% and 89% respectively, continuing our policy of 

supporting the expansion of organic farming around the world.  

in developing our invati™ product line, we identified an organic 

supplier in india that was willing to meet substantial growth targets 

in support of our projected sales growth of this successful product 

line (p. 28). We also launched the Stress-fix™ line of four products 

certified organic to the ecocert standard. We continue to maintain 

certification of aveda’s Blaine manufacturing site to ecocert and 

national organic Program (noP) organic standards. new products 

and updates to existing product lines are always viewed as 

opportunities to increase the use of organic agricultural ingredients.
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expansion of 

manufacturing  

anD DistriBution

During the reporting period 

we seized the opportunity to 

reduce manufacturing and 

distribution overhead costs by 

utilizing unused capacity at the 

aveda headquarters in Blaine, 

Mn and at the distribution 

center in california by leveraging 

aveda’s experience in hair care 

and nogS (natural, organic, 

green and Sustainable) 

manufacturing and the 

opportunities offered by a 

closer integration into the elc 

global Supply chain (gSc). 

aveda facilities began 

manufacturing and distributing 

some hair care products for 

ojon, origins and Bumble and 

bumble brands. While aveda 

products continue to be the 

focus of manufacturing and 

distribution at these two 

locations, we expect these 

additional lines to lower the 

cost of overhead charged  

to aveda, resulting in an 

improvement of the cost of 

goods produced. aveda’s  

cost of goods also benefited 

from the transfer of hair  

color production formerly 

manufactured at contract 

facilities into Blaine to better 

manage quality. This resulted  

in an increase of in-house 

manufacturing from 70% of 

total units in fY 2011 to 83.3% 

in fY 2012, with 86% expected 

in fY 2013. 

as a result of these changes 

and an improving business 

climate during fY 2012 total 

production volume at Blaine 

increased by nearly 16% 

during the reporting period 

and the total number of units 

manufactured by 51%. The 

greater increase in number  

of units is due to the addition 

of hair color products and an 

increase in samples produced 

to support sales initiatives. 

The relationship of these 

changes to environmental 

performance at Blaine has 

been mixed, as discussed in 

following sections — energy use 

and greenhouse gas (ghg) 

emissions decreased; water use 

increased slightly on an 

absolute basis, but decreased on 

a normalized basis; and waste 

and recycling trends were mixed. 

To illustrate trends, the charts 

on pages 45–46 include changes 

from fY 2008 to fY 2012.

energy use anD 

greenhouse gases

aggregate energy use 

decreased by 3.4% from 

fY 2010 to fY 2012 and by 

nearly 13% since 2008, despite 

the significant growth in 

production. This is reflected in 

even greater decreases when 

normalized to both volume of 

production and production 

units. This success was the 

result of a consistent focus 

on continuous improvement 

throughout the system, from 

upgrades in the hVac system 

to increased use of leD 

lighting to installation of more 

2008–2012 
corporate 

trenD

2008–2012 
corporate 

trenD favoraBle
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efficient equipment whenever replacements or 

upgrades were needed. This approach to energy 

management has been in place in Blaine since 

aveda first moved to the facility in 1991.  

at the Blaine headquarters/manufacturing site 

total ghg emissions were up slightly by 0.1% 

from the 2010 level, but down nearly 13% from 

2008, reflecting a trend that began after a slight 

peak in fY 2007. normalized emissions were 

down from the 2008 level, which was the peak 

level ever reached while records have been kept. 

(See charts on p. 42 of aveda’s 2009–2010 

report for long term trends in ghg emissions.)  

The aveda institute Minneapolis (-2%) and the 

Midwest Dc in Blaine (-11.4%) also saw decreases 

in ghg emissions, as did the distribution center 

in california (nearly -40%), despite an increase 

in operations that resulted from the addition of 

Bumble and bumble distribution in mid-2012. a 

solar array on the roof balanced 45% of the total 

emissions at that site. 

greenhouse gas emissions associated with 

electrical use in Minnesota locations are offset 

through the purchase of WindSource® electricity 

through the Minnesota electricity grid. in U.S. 

retail locations, sales offices and california 

distribution center emissions are offset either by 

the purchase of green-e Renewable energy 

credits or offsets through nativeenergy, aveda’s 

partner in this activity for over ten years. emissions 

associated with natural gas use are also offset 

through nativeenergy. aveda’s offset purchases 

during the reporting period helped to fund the 

development of several new carbon reduction 

projects and support the ongoing operation of 

others including:

•  a portion of the incremental funding needed 

for the iowa farms Wind Project to proceed to 

construction (26,592 MT of offsets that will be 

realized over 9.25 years).

•  a portion of the incremental funding needed 

for the Wewoka oklahoma Brick factory landfill 

gas Project to proceed to construction (2,749 MT 

of offsets that will be realized over 8.14 years).

•   a portion of the incremental funding needed 

for the indiana School Wind Project to proceed 

to construction (1,000 MT of offsets that will 

be realized through June 2020).

•  15,950 MT of verified emissions reductions 

(VeRs) from two wind energy projects in india.

These and other projects that aveda invests in 

through nativeenergy are help Build™ projects 

that support development of renewable energy 

around the world by providing needed “up-front” 

funding. The environmental benefits from these 

projects are realized over a period of years rather 
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than immediately. By helping to enable new 

project development these investments support 

the production of increasing renewable energy 

over time. This is very important because green-

house gases in the atmosphere are a long-term 

challenge that will require long-term sustainable 

solutions such as those provided by help Build.™ 

aveda donates its rights to the streams of 

emission offsets from these projects to clean 

air-cool Planet (ca-cP), an independent  

501(c)(3) environmental organization, to assure 

that they are properly accounted for.  

water anD wastewater

While water use and industrial wastewater 

releases increased during the reporting period, 

which resulted in a slight increase over the  

five-year trend period, on a normalized basis both 

have decreased. 

Understanding water use in the Blaine facility  

is complicated because a combination of 

manufacturing, R&D and aveda headquarters 

activities occur there and water and wastewater 

metering are not sufficiently granular to fully 

understand the contributions of different 

components of the operations. Since the employee 

population did not change dramatically during 

the period, it is likely that the use changes were 

more closely related to manufacturing activities 

than to domestic uses. as a part of a larger elc 

global Supply chain initiative, all manufacturing 

sites monitored water use during fY 2012 as a 

basis for prioritizing capital plans to reduce 

water consumption and wastewater discharges. 

going forward a better understanding of overall 

water use will be developed through the use of 

additional meters and other measures.  

at Blaine, there are two major opportunities for 

increasing water use efficiency and reducing 

consumption. one is the USP reverse osmosis 

(Ro) water system that was installed at aveda 

soon after the elc purchase as an experiment 

to determine the value of using pharmaceutical 

grade water in production. While this enhanced 

the purity of products it came at the cost of a 

significant amount of water lost through the 

Ro process itself. all other elc global Supply 

chain manufacturing locations use de-ionized 

(Di) water. Di water achieves essentially the 

same quality standards as the USP system but 

requires much less total water (and potentially 

energy) to achieve them. as a result, a project 

is in place to evaluate the costs and benefits 

of replacing USP water with Di water. it is clear 

that the environmental benefits of reducing total 

water consumption would be one outcome, but 

there are many factors to consider and a final 

decision on the project has not yet been made; it 

is anticipated in fY 2014. While this opportunity is 

being evaluated, projects to substantially reduce 

water need within the USP Ro process are 

underway and will be deployed in fY 2013.  

as we have reported previously, cleaning has 

become more complex as the variety and 

viscosity of products have increased along with 

the number of batches. To address this aspect  

of water demand, the manufacturing team 

initiated the first phase of a more efficient “clean 

in place” (ciP) system. This system upgrade 

— the first of several phases — is expected to 

significantly decrease the amount of water 

and energy needed for cleaning production 

equipment. The system launched during late 

fY 2012 so the impact on overall water use 

was limited during the fiscal year, but early 

indications are very positive. another smaller 

project is the reduction of water used in cooling 

towers by 150,000 gallons per year. 

Water use at the aveda institute Minneapolis was 

down nearly 7% from the previous reporting period 

but has been relatively flat since 2008. Water 

use in the Midwest Distribution center increased 

by about 7% but is down by over 20% since 2008. 

at the aveda institute, water use varies depending 
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on class sizes and the amount 

of hair washing and color 

rinsing that is done, whereas 

in the distribution center 

water is mostly for domestic 

use and varies with staff size. 

neither location uses a great 

deal of water in comparison 

to the Blaine headquarters/

manufacturing location, but 

opportunities to use water 

more efficiently — e.g., high 

efficiency toilets, flow controls 

— are applied where practical.

waste

The Blaine facilities experienced 

substantial increases in certain 

categories of wastes during 

fY 2011 and, especially, fY 2012, 

slowing or reversing a long-

term trend of reduced waste 

and increased recycling. at 

the same time, corrugate 

recycling increased by 14% 

and other recycling and reuse 

remained constant or slightly 

lower on a normalized basis.  

While we did see an increase 

in municipal waste during the 

reporting period, the longer 

term downward trend remains 

positive with reduction by 

nearly 1/3 since 2008 and 

higher normalized reduction 

rates. as a part of a broader 

elc focus on waste throughout 

the global Supply chain, we 

have instituted a program for 

fY 2013 (including “dumpster 

dives”) to better understand our 

waste streams and check to see 

that recycling opportunities are 

being maximized. We anticipate 

that this analysis will help 

determine whether the decline 

in the volume of recycled 

materials was the result of 

such materials ending up in 

our municipal waste stream or 

if the quantity of recyclable 

materials decreased. Recyclable 

manufacturing waste may have 

declined with the conversion of 

the Botanical Kinetics™ line from 

glass packaging to 100% PcR 

PeT (an 86% reduction in total 

package weight) and/or be a 

result of increased efficiencies 

associated with the introduction 

of lean manufacturing practices. 

continuation of the aveda 

Blaine facility’s longstanding 

leadership role in recycling 

among all elc facilities is an 

incentive to reversing the 

recent increase in municipal 

waste generation. 

increases in industrial waste 

since 2008 are primarily product 

waste in one form or another; 

typically test or manufacturing 

pilot batches, sales returns,  

and out-of-date products.

  

The introduction of hair color 

manufacturing at the Blaine 

facility, instead of being 

outsourced, created new 

employment opportunities in 

our home community, Blaine, 

and resulted in pilot and test 

batches that were not 

marketable along with some 

production that did not meet 

quality standards. as a part  

of the broader elc waste 

initiative a thorough analysis is 

underway to fully understand 

the significant increase in the 

most recent fiscal year. 

hazardous waste, while 

increased somewhat, remains  

at a consistently low percentage 

— about 5% — of aveda’s total 

waste and is primarily due to 

product returns such as aerosol 

hair sprays and products that 

contain alcohol. elimination of 

products that must be classified 

as hazardous remains a driver 

for product innovation.

These mixed results create 

a challenge for both the 

aveda brand and for the elc 

global Supply chain. aveda 

has a tradition of waste 

reduction that goes back to 

the early days of the company 

and early ceres reporting, 

although this has varied over 

time as production has grown.  

Because both the brand and 

the corporation place a high 

value on waste elimination in 

operations, with a corporate 

zero waste goal set for 2020, 

the operations team at Blaine 

and at elc global Supply 

chain will be focusing on 

understanding the recent 

trends and reversing them. 

going forward, we will be 

using a dashboard created 

for this report to monitor 

performance with sufficient 

frequency to identify and 

address unfavorable trends  

on a much timelier basis.

green anD healthy BuilDings

Mission leader Salon website

During fY 2012 aveda’s store design and earth and 

community care teams joined forces with natural 

capital Solutions in Boulder, colorado to develop 

a comprehensive website for our network partners 

to use in constructing, remodeling and operating 

environmentally efficient salons and spas. 

The comprehensive website includes design 

tips for site selection and building orientation to 

take advantage of natural lighting, suggestions 

for materials and fixtures that will minimize a 

business’ footprint and recommendations for 

energy-efficient and ergonomically correct 

equipment. it is subdivided based on the 

functional areas within a business so that owners 

can proceed incrementally if they are not able to 

undertake major changes all at once. Users can 

prioritize potential projects based on likely return 

on investment, incorporating both financial 

and social criteria such as improved workspace 

quality and employee and guest experiences.  

The website is designed to appeal to the visual 

nature of salon and spa professionals. information 

is organized in conjunction with interactive graphics 

that illustrate opportunities for innovations. 

aveda is committed to helping our network 

partners improve their places of business both 

as a way to enable them to attract a committed 

clientele and to enable aveda to leverage its 

commitment through our business partners. We 

look forward to this website being a “win-win” 

opportunity for the company and the network 

as its use increases over time. The website is a 

major augmentation of the ideas and insights 

on environmental practices that aveda has 

been sharing with the network for many years 

and is to become the basis for recognizing and 

rewarding salons and spas for environmental 

performance aligned with the aveda Mission.

summary

aveda and the estée lauder companies continue 

to strive to reduce their environmental footprint 

and demonstrate that businesses can be both 

profitable and environmentally responsible. 

During the operations growth and organizational 

evolution that have occurred during the reporting 

period some challenges have presented 

themselves to our long-term commitments and 

achievements. We view these as just that — 

temporary challenges — but also as important 

learning experiences as the business is poised for 

considerable growth in the coming years.
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eaRTh MonTh giVing increased 25% from $3.7 million in 2010 to 

$4.5 million in april 2012, and we created a new employee advisory 

group to help allocate earth Month funds. Safety performance 

remained flat but major leadership and program changes have seen 

significant progress. aveda exceeded our employee retention goal of 

75%. The elc supplier surveys were extended to aveda-only 

suppliers, and aveda developed a comprehensive sourcing-narrative-

development process to assure that our communications around our 

supply chain relationships are up-to-date and comprehensive. We also 

saw a significant increase in employee volunteering.  

a summary of key metrics for community care is presented on 

pages 57–58.
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our employees

During fY 2011 and fY 2012, the aveda human 

Resources group was integrated more closely 

into the broader elc hR function, particularly 

around key program elements including 

performance evaluation, Talent Management 

and training. Because of the unique attributes of 

aveda’s culture and commitment to the aveda 

Mission, we retained some brand-specific focus, 

such as Mission-related performance measures 

and Mission-oriented communications and 

training for our employees. aveda-specific 

employee orientation to the company and the 

brand are accomplished through initial employee 

orientation, “experience aveda” and “full circle” 

meetings, intranet videos, presentations and 

guest speakers and our monthly information 

celebration. anyone associated with product 

sales also receives an in-depth training in 

Mission-related attributes of each product.

employee Demographics anD retention

aveda employment has remained steady during 

fY 2011 and fY 2012 with a very slight decrease 

of total head count from 1,945 in 2010 to 1,939 

in 2012. (See pages 50–53 of our 2009–2010 

report for employment history.) new hires 

increased by 20%, reversing the significant 

decrease that occurred during the prior 

reporting period. in prior reports, we discussed 

several initiatives to improve employee retention 

that have resulted in a 22% improvement since 

2008, and aveda exceeded our 2012 retention 

goal of 75% (76%). Retaining part-time retail 

employees continues to be challenging.

Domestic employee diversity data reported in our 

2009–2010 report (p. 52) are not updated here 

because the overall pattern has not changed, 

although we have seen increases in the percentage 

of employees in three categories — african 

american, hispanic and asian/Pacific islander. 

increasing the diversity of the employee population 

remains a major focus for aveda and for elc and a 

number of initiatives are planned for fY 2013 to 

enhance those that are currently in place. (See 

2009–2010 report, p. 53.) for example, working with 

consultants, aveda has established an inclusion and 

Diversity Task force of 17 aveda employees of 

diverse backgrounds who have established a three 

to five year inclusion and Diversity action Plan that 

will enable aveda to further its inclusion and 

Diversity programs. aveda has partnered with elc 

to establish employee Resource groups (eRgs), 

groups of employees who voluntarily come together 

to network, enhance their professional development 

and brainstorm ways to enhance our business. eRgs 

are usually formed around a shared social identity, 

e.g., race or sexual orientation.  

compensation anD Benefits 

There have been no major changes in compensation 

and benefits since the improvements in the bonus 

program discussed in our prior report (p. 53). 

Despite important progress (a 46% reduction 

since 2010) we have not yet fully achieved the 

goal of zero employees with compensation below 

the living wage — defined as “income required 

to meet basic needs such as rent, food, clothing… 

without government assistance,” but aveda 

continues to offer a highly competitive compensation 

and benefits package to all employees working 

at least thirty hours per week. our benefit and 

bonus programs continue to exceed industry 

standards when compared to other companies.

wellness 

in fY 2012, we expanded the wellness program 

outreach to retail and field sales staff through 

e-mail and the aveda intranet. information 

includes healthy eating strategies, nutritional 

recipes, smoking cessation information and  

help setting achievable wellness goals.

in addition, during fY 2012 wellness opportunities 

began to be offered on a monthly basis at the 

aveda institute Minneapolis, including facilitated 

stretching sessions and wellness presentations 

community care dashboard

2008–2012 aveda trend          favorable          unfavorable

Issue 2008–2012 2010–2012 Key Influences comments

Number of 
employees

-9.0% 0.0%

•  business 
consolidation 
during 
recession.

Improving 
business in late 
fy 2012, and future 
plans will support 
additional 
employee growth.

Number of 
New HIres

-32.0% 20.0%

•  business 
consolidation 
during 
recession.

The significant 
drop between 
fy 2008 and 
fy 2010 was 
reversed with 
increased hiring in 
fy 2011–fy 2012.

reTeNTIoN 
raTe

22.0% 2.0%

•  major focus 
between  
fy 2008 
and fy 2010 
through 
training and 
coaching for 
success.

Coaching model 
remained strong. 
retail averages 
significantly 
above national 
averages.

employees 
below  

“lIvINg wage”
Na -46.0%

•  operation 
in one 
challenging 
market sold.

a few markets 
remain 
challenging.

INTerNal 
promoTIoNs

14.0% 6.0%

•  rate revived 
between  
fy 2008 and 
fy 2010.

rate is sustained 
during current 
period.

ToTal employee 
TraININg Hours 

(does NoT INClude 
safeTy TraININg)

9.0% 95.0%

•  reorganization 
of function 
and leadership 
transition led 
to significant 
decline in  
fy 2010. Has 
been regained.

Integration of 
training with elC 
part of overall 
integration of Hr.
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by the Wellness coordinator. 

The Wellness coordinator 

also works closely with 

environment, health and 

Safety and Manufacturing 

and Distribution leadership 

to establish daily stretching 

programs in all work areas. 

in addition, there have 

been many ergonomic 

improvements throughout the 

office work areas to improve 

overall comfort and wellness.

learning anD 

Development

During the reporting period, 

there were a number of major 

changes in aveda’s learning 

and Development function 

and team, highlighted by  

new leadership. The areas  

of focus included:

•  coordinating aveda 

employee training and 

development more closely 

with new elc programs. 

•  Training and coaching 

of retail staff to enhance 

retention, improve overall 

business performance 

and increase technical 

knowledge. 

•  encouraging and providing 

professional training, which 

is essential to the success of 

aveda’s business model. 

During fY 2011 and fY 2012, 

there was a strong focus on 

internal employee training, 

with aveda holding 95 

trainings in fY 2011 with 

2,041 participants and 39 

trainings in fY 2012 with 

664 participants. Two new 

programs were introduced, 

beginning with high-Touch 

leadership — an elc-wide 

program designed to help 

employees in all roles improve 

their leadership skills and 

build on the “leading from 

every chair” concept that 

fabrizio freda, elc ceo, 

personally endorsed and 

trained on around the 

world. The second program, 

change leadership, utilizes 

famed harvard Business 

professor John Kotter’s eight-

step process to develop, 

implement and lead a  

change effort based on elc’s 

strategic objectives. aveda 

also brought in an acclaimed 

sales training program, 

Dimensions of Professional 

Selling (DPS), which is 

community care dashboard

employee retention 2008–2012

CATEGORY
2012 IndusTRY 

AvERAGE RATE (%)*
FIsCAl 2008  

AvEdA RATE (%)
FIsCAl 2010  

AvEdA RATE (%)
FIsCAl 2012  

AvEdA RATE (%)

Full-time 
retail 35.0 53.7 69.1 73.8

part-time 
retail 2.1 10.7 47.9 42.3

total retail 15.2 30.0 58.5 57.2

Corporate  
(non-retail) na 84.2 82.8 82.8

Cumulative 
retention na 62.6 74.5 76.1

2008–2012 aveda trend          favorable          unfavorable

Issue 2008–2012 2010–2012 Key Influences comments

ToTal 
IncIdenT  

RaTe  
(TIR)

32.0% 13.0%

•  loss of 
leadership 
focus for  
a period.

new eHS 
leadership and 
reinvigorated 
programs showing 
progress late  
in period.

dIRecT  
aveda gIvIng  

(pRoducT donaTIon  
noT Included)

19.0% 0.0%

•  product donation 
variability 
results in 
fluctuations  
in totals.

product donations 
will stabilize at 
a planned level 
for program 
consistency.

eaRTH  
MonTH  
gIvIng

64.0% 24.0%

•  Significant 
increases in 
participation 
by salon/
spa network 
partners.

More local 
partners have 
helped increase 
participation 
rates.

volunTeeRIng 
HouRS 

RepoRTed
437.0% 90.0%

•  Major emphasis 
on encouraging 
volunteering and 
reporting hours.

Many employees 
volunteer but do 
not report hours.
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designed to enhance a company’s success 

through better sales effectiveness, account 

strategy, planning and business development.

Retail training — a major focus this period — 

was brought to life by a dedicated team led 

by a highly experienced and skilled leader. 

aveda’s retail channels expanded significantly 

with the introduction of travel retail, planning 

for the launch in fY 2013 of aveda products in 

department stores and third-party experience 

centers, which are owned by aveda network 

salons/spas. a key area of focus was technical 

training for retail employees to help strengthen 

aveda’s position as the hair, skin and body care 

authority and reinforce relationships between 

experience centers and network salons/spas. 

Two key programs for retail training are “Beyond 

Beleaf” and “Talent +.” Beyond Beleaf is an 

annual gathering of retail leaders in our network 

of approximately 120 experience centers. Training 

is focused on how to improve sales, understand 

the aveda brand and Mission and retain talented 

employees—especially part-time employees—by 

providing a clear path to career success. Talent + 

directly relates to these training goals, as team 

leaders are taught the top three talents that each 

employee needs to ensure her/his success. Then 

they are given coaching, training and a guide to 

help them be effective leaders and retain top 

talent. The increased retention of part-time retail 

employees is strongly influenced by this program. 

finally, professional and technical training also 

expanded significantly during this period. hands-on 

technical training is essential to helping aveda’s 

global network of 8,000+ salons/spas succeed in 

their businesses and to inspiring 35,000+ network 

professionals to achieve technical mastery — both 

of which directly enable aveda’s continued success. 

aveda professionals continue to seek out professional 

and technical training, which is demonstrated  

by the network’s outstanding participation in  

fY 2011 and fY 2012, when 59,365 network  

professionals attended more than 525,000 hours 

of training, many attending more than one session.

safety performance

as we noted in our last report, the impressive 

safety performance improvements that had 

been underway for over a decade leveled off 

and incident rates increased somewhat. This 

continued during fY 2011 and fY 2012, resulting 

in a period of disappointing results (p. 60) 

despite a variety of initiatives to regain the 

momentum that characterized much of the 2000s. 

Despite the challenges with only slightly 

decreasing incidence rates at aveda facilities 

during the reporting period, safety programs at 

Blaine continued to receive external recognition 

with the renewal of the environmental and Safety 

Management System (eSMS) certification to the 

iSo 14001 and ohSaS 18001 standards and the 

oSha Voluntary Protection Program (MnSTaR) 

recertification of both the manufacturing and 

distribution sites. 

changes in the environment, health and Safety 

program at the Blaine site began in late fY 2011  

and were completed in early fY 2012, and the 

implementation of the accident Reduction 

Strategy developed by the elc global Supply 

chain team in north american locations began 

to show major improvements in overall performance 

toward the end of fY 2012. These have continued 

into fY 2013. The efforts have been brought 

under the banner of “actively caring” and include: 

•  a major expansion of the existing Behavior-

Based Safety (BBS) program. 

•  a focus on improving ergonomics and worker 

wellness through stretching programs.

•  Slip, trip and fall reduction and housekeeping, 

which are closely aligned with lean 5S.

•  Post injury care including a third-party provider 

(Medcor).
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The site and corporate 

leadership have promoted 

increased accountability across 

the entire management team, 

improved communication 

on safety conditions for all 

employees, coordinated 

the involvement of senior 

management, especially the 

aveda Brand President, in 

status reports and all-staff 

information sessions and 

helped establish weekly Safety 

alerts across all elc locations 

that increase awareness of 

potential incidents. 

The BBS program has been 

in use at the Blaine site for 

nearly a decade, albeit with 

varying degrees of intensity 

over time. Reestablished as 

the lead safety improvement 

program across elc, it has 

grown more successful in 

improving overall performance 

with the development of 

leadership teams composed 

of those who work on 

the manufacturing and 

distribution floors rather than 

supervisors and managers, and 

other program enhancements.

The net result is greater 

accountability and leadership 

that engages more people in 

the process of implementing 

safety improvements and 

performance. it is an example 

of how elc’s commitment 

to promoting “leading from 

every chair” generates results. 

Workplace safety has always 

been important at aveda; it 

now has a much higher profile 

and is consistently reinforced 

by senior leadership.

aveda’s safety vision is zero 

incidents, which will require 

constant diligence and 

reinforcement to build on 

newly regained momentum.

our suppliers 

creating and maintaining 

relationships with Mission-

aligned suppliers has been  

a key element of aveda’s 

commitment to our supply 

chain and our Mission for at 

least 20 years. During fY 2011 

and fY 2012, elc’s supplier 

and ingredient screening 

process was extended to 

“aveda-only” suppliers (certain 

suppliers of essential oils and 

botanical ingredients that 

don’t supply ingredients for 

other brands) and complements 

an enhanced aveda due- 

diligence process which has 

been established to assure 

supply chain practices and 

brand communications are 

aligned and verifiable.  

Supplier and raw  

Materials Surveys

in our 2009–2010 report (p. 63), 

we described the evolving elc 

supply chain relationships that 

included surveys of suppliers’ 

environmental and social 

performance, “Supplier code of 

conduct” audits of all suppliers 

and surveys on specific  

environmental (e.g., carbon 

footprint) and social (e.g., 

labor practices, worker safety) 

attributes of suppliers of 

selected raw materials. Suppliers 

that are exclusive to aveda 

began to be included in  

fY 2012, with results due by 

mid–fY 2013. These results 

are not fully available at this 

time and will be reported in 

the next update.  

Preliminary information 

from suppliers that provide 

raw materials to multiple 

elc brands is being used to 

establish business process 

improvements that elc will 

require of all suppliers to 

remain qualified in the supply 

chain. new suppliers and their 

raw materials are subject to 

an elc “green chemistry” 

screening, designed to raise 

the bar of environmental 

and social performance on 

all suppliers and ingredients.  

More information about elc’s 

green chemistry program can 

be found in the estée lauder 

companies’ 2012 corporate 

Responsibility report  

(www.elcompanies.com).

Aveda’s Sourcing Narrative  

development Process

Because of the importance  

of key botanical ingredients  

to the performance and 

marketing of individual 

products and to the integrity 

of the brand, aveda decided 

in fY 2011 to strengthen our 

aveda and network giving comparison FY 2010–2012

PROGRAM 2010 2012

EARth Fund GRAnts 283,400 91,966

EARth MOnth
3,700,000 

(1,200,000)*
4,600,000 
(1,409,520)

BREAst CAnCER AwAREnEss 322,352 280,232

sPOnsORshiPs 24,000 2,000

PROduCt dOnAtiOns 

 (retail value) 2,499,541 759,287

EMPlOyEE VOluntEERisM ($ value) 20,631 41,036

ExPERiEnCE CEntERs  
(serve From the heart grants) 31,300 29,500

tOtAl GiVinG AVEdA & nEtwORK 6,881,224 5,804,021

tOtAl diRECt AVEdA GiVinG** 1,881,683 1,854,254

aveda total incident rate
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*total incident rate calculated as per 100 workers, per calendar year, for the corporate/Manufacturing/r&d employees in the Blaine facility.

*Number in parentheses is direct Aveda giving.  **without product donations.



system for developing and maintaining supply 

chain relationships and how we communicate 

these to our stakeholders. This enhanced 

approach, which we call the “Sourcing 

communication Strategy and Process” and 

which parallels our product innovation and 

development processes, reflects increasing 

threats to these ingredients due to limited 

amounts of responsibly farmed or harvested 

land, impacts associated with climate change 

and water scarcity and increasing industry 

demand. it is designed to allow the company to 

maintain up-to-date information on changes in 

the ingredient supply chains and market 

conditions and to promote clear communication 

and transparency about ingredient sourcing and 

potential changes to supply conditions. Key 

elements of the evolving process include:

•  Development of a portfolio of potential 

ingredients based on both their active properties 

and potential usefulness in aveda products.

•  identification of potential suppliers who are 

aligned with the aveda Mission and will meet 

elc supplier and quality criteria.

•  identification of potential alternate sources if a 

preferred supplier cannot meet aveda’s needs 

(e.g., in case of a crop failure).

•  Thorough third-party due-diligence of suppliers’ 

(and alternates’ if needed) environmental and  

social practices.

•  Development of appropriate “benefit sharing” 

approaches to assure that providers of the 

selected ingredients are being responsibly cared 

for as part of the overall relationship. 

•  Development of narratives and communications 

about the relationship that are accurate 

the 20-year yawanawa relationship

The end of fY 2012 marked the 20th anniversary of aveda’s 

relationship with the Yawanawa community in acre State in 

Brazil. initially conceived as a supplier relationship, it grew far 

beyond that over the years as the community — with the support 

of aveda and others — has renewed its culture, strengthened 

its title to ancestral lands and improved community health 

and education. The Yawanawa have historically supplied aveda 

with urukum (annatto), a key ingredient in a makeup line and a 

colorant for other products. Supplies have fluctuated substantially 

and been interrupted at times over the years. Through it all, the 

partnership has remained and aveda continues to be involved 

with the community’s development.

as we enter the third decade of this relationship, both the 

Yawanawa and aveda are looking for a new approach that 

would promote sustainability in the community. We hope to 

announce a joint strategy in late 2013 or 2014.  

aveda’s earth month achievements
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eMPloyee volUNteeriSM

year total hours total value total employees

fy 2009 848.75 $17,187 124

fy 2010 989.5 $20,631 117

fy 2012 1,883.25 $41,036 222

$4.6M

$4.2M

$3.7M
$3.25M

$2.8M

$2.1M

$1.1M

$1.5M

$1M
$750K$722K

$422K$365K$300K

 Network   Corporate

$26 million+ raised through 2012

$20 million+ raised for clean water
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representations of the current relationship  

and its benefits to all involved parties.

•  ongoing, regular review of the supply chain 

circumstances to assure that any changes that 

may occur (e.g., the need to find an additional 

source of supply if demand for a product 

exceeds an initial supplier’s ability to meet 

ingredient needs) are quickly and accurately 

reflected in updated communications.

aveda intends to monitor the evolution of the 

implementation the nagoya Protocol agreed to 

by many countries under the global convention 

on Biodiversity (cBD) and update this process 

as appropriate to assure alignment of our sourcing 

practices with developing regulations and practices 

around the world.

aveDa giving

While aveda’s signature earth Month program 

grew by nearly 25% during the reporting period, 

total giving decreased by 15%, due to a significant 

decline (-70%) in product donations (p. 63).  

The decrease in product donations was relative 

— the result of an unusually high donation in  

fY 2010 that resulted from an inventory 

adjustment opportunity, rather than a reduction 

in aveda’s commitment to donations. excluding 

product donations, giving by aveda and our 

network partners participating in earth Month 

increased 15% from approximately $4.4 million in 

2010 to $5 million in 2012. aveda’s company 

contribution excluding product donations 

decreased slightly during this period.

earth month

growth in earth Month giving has been substantial 

over its 14 years of existence, rising more than 

tenfold from $300,000 in 1999 to $4.6 million in 

2012 (p. 63). Much of the growth was initiated in 

2007 when we shifted the focus on earth Month 

to the protection of water resources around the 

world, which sparked greater interest among the 

independent businesses in the aveda salon and 

spa network. The importance of the engagement 

of the aveda network is illustrated on the chart on 

page 64. More than two thirds of the total funds 

raised is the result of network activities. aspects 

of the earth Month program that contributed to 

the growth included:

•  catwalks for Water — fashion shows that 

provided opportunities for network partners to 

support a good cause while showing off their 

craft and potentially attracting new guests to 

their businesses.

•  going local — increasing the number of  

earth Month local partners, thus increasing  

the number of beneficiaries, which helped  

to encourage more network participation.

other key attributes of aveda’s giving during 

the reporting period include:

•  Serve from the heart — aveda established  

this program to encourage all retail experience 

centers to engage with their communities 

through donations and volunteering, with the 

goal of reinforcing the earth and community 

care commitment of the company as a whole 

and of each community store. in fY 2011 and 

fY 2012, we restructured the program to 

encourage collaboration among stores within a 

region, developed additional partnerships 

aligned with aveda’s Mission and made larger 

and potentially more useful contributions to 

nonprofit partners.  

      -  aveda stores in the new england area 

directed a grant to the Woonasquatucket 

River Watershed council to support the 

organization’s “clean Day on the greenway” 

event and other volunteer activities.  

      -  aveda stores have collaborated in los angeles 

to support friends of the los angeles River’s 

great los angeles River cleanup event. 

in addition to the grant supporting this 

organization’s work, store employees 

participate in ongoing volunteer events.

kids

act now to
do good

needclean
water

These illustrations were drawn by children of Tilwari, India, showing the happiness clean water projects have brought to their lives.
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•  The Breast cancer Research 

foundation® — aveda has 

continued to support the 

estée lauder companies’ 

Breast cancer awareness 

campaign through a 

donation to The Breast 

cancer Research foundation® 

for cruelty-free research.  

for several years a portion 

of the proceeds from Pink 

Ribbon hand Relief™ sales 

have been used to fund a 

research team at columbia 

University’s Mailman 

School of Public health. 

over the years this team 

of women researchers 

has studied breast cancer 

in human populations, 

looking at genetic and 

environmental factors that 

affect breast cancer risk 

and susceptibility. The 

research most recently 

funded by aveda is studying 

biomarkers in adult women 

and children to better 

understand when breast 

cancer susceptibility begins.    

•  Donor advised fund giving 

through greengrants — 

aveda has supported a 

number of water projects in 

key sourcing communities 

through the Donor advised 

fund (Daf), established 

with global greengrants 

fund (greengrants) as part 

of our earth Month program.  

Starting in 2008, aveda 

began working with a long-

time essential oil supplier 

to develop projects that 

would help improve access 

to clean drinking water for 

our sourcing communities in 

southeastern Madagascar.  

Villagers in this region faced 

extremely limited access 

to drinking water, and had 

to use unsafe water from a 

nearby river that resulted in 

many cases of illness and 

disease. aveda has now 

made three grants through 

our Daf to the association 

School in Madagascar to 

construct solar powered 

water pumps, tanks and 

several taps throughout 

three villages in this region.  

The new drinking water 

systems mean that over 

4,000 people have access 

to safe and clean water 

closer to home. aveda has 

also used our Daf to fund 

a project that improved 

access to clean drinking 

water for the community 

of Umbari, india, where the 

turmeric from our invati™ 

product line is grown. 

Working in close partnership 

with our ingredient supplier 

(nisarga), greengrants and 

a locally based ngo called 

aWaRD, aveda funded a 

greengrants project that 

rebuilt and repaired two 

water systems that had been 

in disrepair. The improved 

water systems provide 

clean water to 750 people 

in the village of Umbari and 

eliminate the heavy burden 

women endured of spending 

six to eight hours a day 

fetching water during the  

dry summer months.           

•  other noteworthy 

environmental grants 

include:

      -  The Will Steger 

foundation — to support 

the Summer Teacher 

institute for climate 

change education. 

      -  The nature conservancy in 

Minnesota — to support 

northern forest restoration 

and native grassland 

protection work. 

      -  Minnesota Zoo 

foundation — to support 

free public access to the 

Butterfly garden. 

      -  nice Ride Minnesota —  

to support the Twin cities 

bike sharing program.

volunteering

aveda’s activism for the earth program is built on 

the idea that the power of individual actions can 

have far-reaching impact within our communities. 

employees are encouraged to use their time and 

talents in support of nonprofit organizations that 

hold a personal interest to them. Recognizing that 

volunteerism results in a higher level of employee 

engagement as well as increased productivity, 

aveda’s activism for the earth program 

provides employees with a variety of volunteer 

opportunities throughout the year. currently, each 

full-time employee is eligible for up to eight hours 

of paid volunteer time per fiscal year. 

in fY 2012, the activism for the earth program 

showed an increase of 90% in terms of overall 

reported volunteer hours (1,883.25 hours in fY 2012 

versus 989.5 hours in fY 2010). overall reported 

participation in fY 2012 represented about 11% of 

our total employee base (up from only 6% in  

fY 2010). We have known for a long time that  

employees volunteer many more hours than they 

have reported despite our efforts to encourage 

them to do so. Today, employee reporting is 

increasing and they submit more of their paid-time-

off hours, as well as more of their “above and beyond” 

volunteer hours, thereby increasing the numbers. 

Volunteer events included removal of invasive 

species and river cleanups as well as sorting 

items at local food shelves and serving meals  

at a crisis nursery. as the program has grown, 

more opportunities have been identified  

and communicated.  

our R&D team members have removed invasive  

garlic mustard from eloise Butler Wildflower garden 

and Bird Sanctuary, the oldest public wildflower 

garden in the United States, for several years.

our global education team has championed 

providing hair cuts for homeless individuals 

during a one-day, one-stop service event held 

twice a year at the Minneapolis convention 

center. The aveda “champions” coordinate 

employee volunteers throughout the day and 

recruit stylists from the aveda network as well 

as stylists and barbers from all over the Twin 

cities, to provide hundreds of hair cuts and 

stress-relieving services to people who deeply 

appreciate the opportunities.

summary

aveda’s and our network partners’ commitment  

to earth and community care has grown 

significantly over recent years, despite 

challenging business conditions. Whether 

through earth Month fund-raising, giving to 

support important environmental and social 

issues or individual volunteering, the passion  

of aveda personnel and our business partners 

underscores the role of the aveda Mission —  

a guiding light for a company that continually 

seeks to care for the world we live in. 
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in PReVioUS RePoRTS, we have discussed many of aveda’s 

diverse stakeholders, our relationships with them and our mutual 

interests that help support our business success. earlier (p. 20) 

we provided an example of the complexity and challenge of one 

such relationship with the United Poultry concern over rooster 

feather hair extensions. in this section, we focus on our earth 

Month partners, organizations that do the work of caring for the 

world we share and building healthier lives. Rather than simply 

writing checks to our partner organizations, we ask our salon and 

spa network to engage with us during the month of april (and 

beyond) in supporting these organizations. That engagement 

includes helping identify partners that will benefit from earth 

Month, providing financial support and raising awareness and 

money among their customers and clients.
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for over a decade, this relationship has provided 

benefits that leverage our Mission to drive 

environmental and societal change beyond that 

which we would have achieved acting alone.  

The synergy between aveda, our salon and spa 

network and nearly forty 2012 earth Month 

partner organizations has proven to be a 

successful model for leveraging philanthropy 

and communication about sustainability issues.

Since 2007, the focus of earth Month has been on 

protecting clean water around the world. Because 

threats to clean water are many and diverse, 

programs that have been funded through earth 

Month grants are comparably varied: 

•  Providing communities that lack access to 

clean water with wells and other infrastructure. 

•  Protecting water supplies by educating 

people about good agricultural and sanitation 

practices in watersheds.

•  advocating for safe and affordable drinking water.

•  lobbying against industrial, agricultural and 

commercial projects that do not adequately 

protect against water pollution. 

During this period, aveda worked with global 

greengrants fund to provide 946 grants  

($4.6 million) for projects in 44 countries. 

aveda’s salon and spa network partners raised  

an additional $14.5 million for hundreds of 

additional local earth Month initiatives in north 

america, europe and eastern asia.

gloBal greengrants funD  

greengrants has been a partner with aveda 

for almost 15 years, the last six of which as our 

global earth Month partner responsible for  

directing annual donations to 

environmental and community 

groups around the world that 

work at local levels to improve 

environmental quality.

Partnerships between 

for-profit companies and 

nonprofit organizations 

require time to build solid 

relationships and trust. for 

example, building the trust of 

global greengrants fund took 

several years. greengrants 

had initial concerns regarding 

aveda’s goals in pursuing a 

partnership, particularly how 

the company would represent 

its early levels of financial 

support (which were relatively 

low), the potential for aveda 

to precipitously change 

partners and concerns that 

other greengrants funders 

and other grantmaking 

organizations might view 

greengrants as “selling out” in 

exchange for funding. in turn, 

aveda wasn’t always sure 

that greengrants understood 

that earth Month was both a 

charitable funding as well as a 

brand-building program. 

   

Today, the relationship is an 

example of an ngo-business 

partnership achieved through 

a better understanding of 

each party’s needs. greengrants 

maintains its autonomy in 

choosing which organizations 

to support through earth 

Month funds within aveda’s 

general guideline that grantees 

be groups working to protect 

clean water in various ways in 

countries where aveda does 

business (mainly countries 

where aveda sources 

ingredients). greengrants 

altered its focus on small 

grants ($5,000 or less) to 

accommodate aveda’s 

interest in supporting larger 

projects focused on access to 

drinking water through a 

Donor advised fund (Daf). 

They continue to vet proposed 

projects (Daf or otherwise) 

to assure that there is a high 

likelihood of achieving intended 

results and to avoid “white 

elephants,” thus protecting the 

reputation of both greengrants 

and aveda. long-term stability 

of the relationship is enhanced 

by aveda’s switch from annual to 

multi-year funding commitments, 

which greatly improves 

greengrants’ ability to plan 

and implement projects.  

“local” partners

in addition to aveda’s global 

partnership with greengrants, 

the success of earth Month is 

also due to local ngo partners 

around the world.  These ngo 

partners work directly with 

aveda employees in the field 

and with independent salon/

spa businesses to conduct 

local fund-raising that is used 

by the partners to support 

programs and projects to 

protect clean water. During the 

2012 earth Month campaign, 

40 ngo partners worked with 

aveda and our network mostly 

in north america, which is 

“aS oUR fiRST anD laRgeST coRPoRaTe PaRTneR, 
aveda has had a positive impact beyond the dollars given. 
our partnership is a model for corporate-ngo collaboration 
worldwide, and demonstrates that when partners are truly 
dedicated to the well-being of people and the planet, 
everyone benefits. hats off to aveda for being a pioneer 
in this work.” 

—Terry odendahl, executive Director of global greengrants fund
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approximately 80% of our business, but also  

in asia, australia and europe. 

Developing the strong working relationships 

that enable local fund-raising success takes time 

and commitment on the part of all participants.  

We have learned that it is critical to select ngos 

whose work resonates with the local salon and 

spa network and to maintain these relationships 

for a number of years. in turn, this enables the 

network participants to see the results of the 

ngo partners’ projects and reinforces their 

commitment to earth Month, while drawing 

more and more potential ngo partners to 

participate in earth Month.

Similar to greengrants, aveda evaluates potential 

local ngo partners and their projects and monitors 

how funds are used to enhance the integrity of 

the program. The aveda earth and community 

care team and aveda SDPs or earth Month 

“champions” in regional areas (e.g., states or 

groups of states in the U.S.) vet partners for 

alignment with aveda’s Mission and to determine 

if they have the capacity to support successful 

fund-raising and to manage the funding that they 

are likely to receive. occasionally, aveda has 

had to discontinue a relationship with an ngo 

partner, but this has become rare as we have 

become more experienced in selecting, vetting 

and developing good working relationships with 

local earth Month partners.

The maps and table on the following pages 

show the distribution of global greengrants 

water projects, local partners around the world 

and examples of their project results.  

aveda is proud of our earth Month partnerships 

and the mutually beneficial relationships that 

have developed between our partners and the 

aveda network. not only do these partnerships 

yield impressive fund-raising results helping to 

make a significant impact for the protection 

of clean water in many areas, but they also 

cultivate dedicated water activists who become 

long-term supporters of the cause. These are 

the reasons aveda began earth Month over a 

decade ago and why it has continued to grow  

in success year after year.
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AVEDA EArth month pArtnErsglobal distribution of “local”

american rivers

the cleanup program is one of the most 
effective ways to connect individuals to 
their river. american rivers will increase 
the number of volunteers, cleanups 
organized and river miles cleaned up  
in 2012 and 2013. they will also improve 
educational materials developed in previous 
years and develop new materials for 
organizers and volunteers. 

clean water: work to stop pollution 
from sewage spills and stormwater runoff 
by fighting for the clean water act and 
preventing the weakening of this 
important legislation. 

river protection: identify the list of 
rivers for the 2013 america’s most endangered 
rivers report. secure wild and scenic 
river designations in washington, montana 
and colorado. prevent nonpoint source 
pollution and urban runoff by focusing  
on green infrastructure like rain gardens  
and green roofs, which will help to filter 
contaminants and protect water quality.

for more information on this and other 
earth month partners, see aveda.com.

Map data © Google, iNeGi, Maplink (this resource is currently only available within the 
Aveda network but will be made available to all interested parties through aveda.com.)

SAMPle of iNforMAtioN oN loCAl  
eArth MoNth PArtNerS AvAilABle  
to the AvedA SAloN/SPA Network.

= one local Aveda earth Month partner.
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ISSUE PARTNER TESTIMONIAL
AVEDA/NETWORK 

PERSPECTIVE

WATER 
POLLUTION 
& CONTAMI-

NATION

ExamplE:  
Columbia 

Riverkeeper  
in Oregon 

aveda’s support has allowed us 
to grow our volunteer program to 
clean up and monitor more sites 
along the Columbia, educating 
and empowering hundreds of 
folks in river communities. perhaps 
most significantly, we were able to 
pass more protective water toxic 
standards, which will clean up the 
Columbia and markedly improve 
community health. These results 
would not have been possible 
without the generous support and 
partnership of aveda.  

      BRETT VandEnHEuVEl  
Executive director

living in a community that is 
affected daily by having a clean 
water source truly increases the 
commitment to support and 
work closely with a group like 
the Columbia Riverkeeper. We 
are so pleased to have a partner 
that works so hard to make sure 
that our water source  — the 
Columbia River — and all of the 
rivers that flow into it are kept 
at a standard of excellence.

      niCOlE HaRRingTOn  
director  

aveda Salon development  
Washington and Oregon

WATER 
CONSERVATION

ExamplE:  
Western Water 

advocates, 
Colorado

Our Smart Water program could 
not be effective without the 
generous support of aveda. 
They really understand the big 
picture when it comes to water 
issues, but they also appreciate 
the smaller strategies and 
victories required to ensure 
future water availability. Whether 
promoting smart xeriscaping in 
residential areas or working on 
water efficiency policy at a local, 
state or national level, aveda has 
a true passion for water issues.  

dREW BECkWiTH  
Water policy analyst

We are very aligned with the 
aveda mission and truly believe 
in caring for the environment 
and giving back when we can. 
Western Resource advocates 
makes it easy to fund-raise by 
giving unlimited support to all 
of our efforts. They are very 
knowledgeable and passionate 
about water conservation and 
they really inspire our teams to 
participate. it is nice to know 
that our fund-raising efforts not 
only help this great local cause, 
but also give support on a 
global level.  

JESSiCa mapES  
World Class Salons

denver, Colorado

ISSUE PARTNER TESTIMONIAL
AVEDA/NETWORK 

PERSPECTIVE

PROTECTION Of 
fREShWATER  

LAKES & 
RIVERS

ExamplE: 
alliance for the  

Great lakes

The growing investment and 
confidence of aveda and its 
customers in the Great lakes  
is supporting a sea change. On  
the ground, that support means 
cleaner water going into the lakes 
and coming out of our taps. It 
means communities that protect 
and restore the lakes instead of 
taking them for granted. and it 
means that the alliance for the 
Great lakes is empowered to 
build a growing movement of 
people who know that this 
freshwater asset is at the heart  
of healthy work, play and rest  
for everyone in the region. 

JOEl BrammEIEr  
president 

Earth month is the time of 
the year that we are able to 
make the most significant 
direct impact on international 
and local water resource 
issues simultaneously through 
our fund-raising efforts. Our 
team and guests are deeply 
connected to protecting our 
local water resources, as lake 
michigan is in our backyard. 
Over the past five years, we 
have seen a revival of the 
beaches and waterfront in 
the milwaukee area and know 
that our partnership with the 
alliance for the Great lakes 
has helped that happen.  

SuSan HaISE  
neroli Salon & Spa

milwaukee, WI



ISSUE PARTNER TESTIMONIAL
AVEDA/NETWORK 

PERSPECTIVE

Oceans 
and Marine 

issues

exaMple: 
clean Ocean 

action,  
new Jersey 
— new York

aveda’s global environmental 
vision, leadership and support 
are extraordinary. The support 
generated by the aveda family 
has enabled clean Ocean action 
to stop oil and gas development 
in the ocean off nY and nJ; it 
remains wild and industry-free. 
Over the years of aveda support, 
the “Beach sweeps” program has 
grown from 50 sites to 70 sites 
and to over 7,500 participating 
volunteers. Our ocean links us all 
around the world. How fitting that 
aveda, the global leader, would be 
the essential defender of the sea.  

cindY Zipf
executive director

for the past five years we 
have partnered with clean 
Ocean action to help raise 
monies for clean water. Our 
guests in new York connect  
to our fund-raising efforts 
because we are so passionate 
about how important it is to 
have clean water now and in 
the future. cOa has been 
instrumental in all of our 
efforts and we look forward 
to another successful year!

saraH Vanssaders
scott J salon
new York, nY

access TO 
drinking 

WaTer

exaMple:  
Wateraid,  

united 
kingdom

Wateraid is delighted to be  
an aveda earth Month partner. 
The money raised through earth 
Month over the last four years 
has helped thousands of people 
gain access to clean water 
and sanitation in ethiopia and 
nepal. The creativity of aveda 
salons and stores is helping to 
transform lives in some of the 
world’s poorest communities 
and we’re looking forward to 
achieving even more in 2013. 
Thank you, aveda!  

BarBara frOsT
chief executive

Wateraid

i believe in supporting Wateraid 
as a charity because having 
access to clean drinking water 
should be a basic human right. 
i find we as a society waste 
much water in our everyday 
lives, so raising awareness 
about the problems that 
nearly one-fifth of the world’s 
population struggle with is  
a fundamental action my 
company abides.   

gina cOnWaY
Owner

gina conway salons
london, england

cUMUlaTiVe gloBal RePoRTing iniTiaTiVe (gRi) inDeX

  METRIC
ADDRESSED 
2011–2012

PAGE #
ADDRESSED 
2009–2010

PAGE #
ADDRESSED 
2007–2008

PAGE #

  PRofIlE

1.0    Strategy and analysis • 5

1.1    President’s letter • 5 • 4 • 4

1.2    Key impacts, risks, and opportunities • 30–31 P* 19 P* 22, 40, 58

2.1    Name of the organization • 13 • 6 • 10

2.2    Primary brands, products, and/or services • 13 • 12 • 12

2.3    operational structure of the organization • 12–26 • 14 • 12

2.4    location of organization’s headquarters • 4 • 12

2.5    Countries where the organization operates • • 12

2.6    Nature of ownership and legal form • 13 • 12 • 10

2.7    Markets served • 12 P* 12

2.8    Scale of the reporting organization

2.9    Significant organizational changes • 7 • 14

2.10  Awards • 47 • 15

3.1    Reporting period • 7 • 4 • 6

3.2    Date of most recent previous report • 7 • 4 •

3.3    Reporting cycle • 7 • 4 •

3.4    Contact point for questions • 7

3.5    Process for defining report content • 10

3.6    Boundary of the report

3.7    limitations on the scope or boundary

3.8    Basis for reporting on joint ventures, etc.

3.9    Data measurement

3.10  Explanation of any re-statements of information

3.11  Significant changes from previous reporting periods • 5 • 4, 7, 10 13–14

3.12  Table identifying the location of the Standard Disclosures • 81 69

3.13  External assurance for the report

4.11**  Use of the precautionary approach or principle  
by the organization

4.12   Use of external economic, environmental,  
and social charters, principles, etc. 

• 7

4.13  Memberships in associations and/or advocacy organizations

4.14  list of stakeholder groups engaged by the organization

4.15   Basis for identification and selection of stakeholders  
with whom to engage

4.16  Approaches to stakeholder engagement • 71–80

4.17   Key topics and concerns raised by stakeholders  
and organizational responses

*Partially addressed.**4.1–4.10 are only relevant for publicly traded companies.
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  ASPECT: EnvIRonMEnTAl MATERIAlS 

En1  Materials used • 28–30 P* 22–24, 28 P* 24

En2  Percentage of recycled materials used • 32, 35–37 • 29 • 32

  ASPECT: EnERGY

En3  Direct energy consumption • 42–46 • 37, 41 • 40

En4  Indirect energy consumption • 42–46 • 37, 41 •

En5  Energy saved • 42–46 • 43 • 52

En6  Energy-efficient and renewable energy products • 42–46 • 43 • 50, 53

En7  Indirect energy consumption reductions • 42–46 • 43 • 50, 43

  ASPECT: WATER

En8  Total water withdrawal • 43, 46–47 • 37–38 • 48

En9  Water sources significantly affected by withdrawals

En10 Water recycled and reused

  ASPECT: BIoDIvERSITY 

En11 locations near protected and high-biodiversity-value land

En12 Impacts on biodiversity

En13 Habitats protected or restored

En14 Managing impacts on biodiversity • 42–43 • 51

En15 IUCn Red list species and other conservation list species affected

  ASPECT: EMISSIonS, EFFlUEnTS, AnD WASTE 

En16 Total direct and indirect greenhouse gas emissions • 42–46

En17 other relevant indirect greenhouse gas emissions 

En18 Initiatives to reduce greenhouse gas emissions • 42–46

En19 Emissions of ozone-depleting substances

En20 nox, Sox, and other significant air emissions 

En21 Water discharge • 43, 46–47

En22 Waste by type and disposal • 44, 48–49

En23 Spills 

En24 Hazardous waste disposition, domestic and international

En25 Water bodies and habitats affected by wastewater

  ASPECT: PRoDUCTS AnD SERvICES  

En26 Mitigation of products and services impacts • 25–37 • 21–31 • 22–37

En27 Products and packaging reclamation • 36–37 • 29–30 • 34–35

  ASPECT: CoMPlIAnCE 

En28 Significant fines and sanctions for non-compliance • 40 nonE

  ASPECT: TRAnSPoRT

En29 Transportation of products, raw materials, and workforce P* 34, 43

  METRIC
ADDRESSED 
2011–2012

PAGE #
ADDRESSED 
2009–2010

PAGE #
ADDRESSED 
2007–2008

PAGE #

  ASPECT: OVERALL 

EN30 Environmental expenditures and investments

  ASPECT: OVERALL ECONOMIC 

EC1  Direct economic value generated and distributed 

EC2  Financial risks and opportunities due to climate change

EC3  Organization’s defined benefit plan obligations P* 61 • 66

EC4  Financial assistance received from government

  ASPECT: MARkET PRESENCE

EC5  Ratios of entry-level wages to local minimum wages • 54 P* 66

EC6  Spending on locally based suppliers

EC7  Local hiring generally and senior management

  ASPECT: INDIRECT ECONOMIC IMPACTS 

EC8  Infrastructure and services provided for public benefit

EC9  Indirect economic impacts

  ASPECT: INVESTMENT AND PROCUREMENT PRACTICES

HR1  Investment that include human rights clauses screening

HR2  Human rights screening of suppliers and contractors • 60 P* 76

HR3  Employee training on human rights

  ASPECT: NON-DISCRIMINATION

HR4  Incidents of discrimination

  ASPECT: FREEDOM OF ASSOCIATION AND COLLECTIVE BARGAINING

HR5  Freedom of association and collective bargaining at risk

  ASPECT: CHILD LABOR 

HR6  Operations at significant risk for child labor

  ASPECT: FORCED AND COMPULSORY LABOR

HR7  Operations at risk for forced or compulsory labor

  ASPECT: SECURITY PRACTICES

HR8  Security personnel training on human rights

  ASPECT: INDIGENOUS RIGHTS

HR9  Violations of rights of indigenous people P* 76

  ASPECT: HUMAN RIGHTS

HR10  Human rights reviews • 60

HR11   Human rights grievances addressed through  
formal mechanisms 

  ASPECT: EMPLOYMENT

LA1  Total workforce demographics • 54–56 • 48 • 63

LA2  Employee turnover by age group, gender, and region • 54–56 • 51 • 65

*Partially addressed. *Partially addressed.
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ADDRESSED 
2011–2012

PAGE #
ADDRESSED 
2009–2010

PAGE #
ADDRESSED 
2007–2008

PAGE #

  ASPECT: PUBLIC POLICY

SO5 Public policy positions and participation 

SO6 Contributions to political parties, politicians, etc.

  ASPECT: ANTI-COMPETITIVE BEHAVIOR

SO7 Legal actions for anti-competitive behavior, etc.

  ASPECT: COMPLIANCE

SO8 Fines and sanctions for legal non-compliance

  NON-GRI INDICATORS

N01 Annual charitable contributions • 61–62, 64–66 • 60–63 • 58, 80–85

N02 Employee Volunteer hours/$ equivalent • 62, 67 • 60–63 • 58, 80–82

N03 Product stewardship • 35–37

N04 Integration of Mission, principles, etc., across company • 18, 54

N05 US Manufacturing • 42

N06 Supplier performance standards and evaluations • 60

  METRIC
ADDRESSED 
2011–2012

PAGE #
ADDRESSED 
2009–2010

PAGE #
ADDRESSED 
2007–2008

PAGE #

LA3  Benefits available only to full-time employees • 54 P* 51, 67 • 66

LA15 Return to work and retention rates after parental leave, by gender  

  ASPECT: LABOR/MANAGEMENT RELATIONS

LA4  Employees covered by collective bargaining agreements

LA5  Notice period for operational changes

  ASPECT: OCCUPATIONAL HEALTH AND SAFETY

LA6  Workforce representation in health and safety • 58

LA7  Injury and illness rates • 56, 58–61 • 53–56 • 71

LA8  Education and prevention regarding serious diseases

LA9  Health and safety agreements with trade unions

  ASPECT: TRAINING AND EDUCATION

LA10 Training hours per year per employee • 55, 57–58 • 51–53 • 71

LA11 Skills, lifelong learning, and career end assistance • 58 P* 53

LA12 Performance and career development reviews P* 53 • 69

  ASPECT: DIVERSITY AND EQUAL OPPORTUNITY

LA13 Governance bodies and diversity of employees • 54 • 64

LA14 Salary comparison of men and women 

  ASPECT: CUSTOMER HEALTH AND SAFETY

PR1  Life cycle assessment of products and services • 30–35 P* 29–30

PR2  Product health and safety compliance NONE 40 NONE

  ASPECT: PRODUCT AND SERVICE LABELING

PR3 Product and service information P* 28

PR4 Product information and labeling compliance

PR5 Customer satisfaction programs, including surveys • 89

  ASPECT: MARKETING COMMUNICATIONS 

PR6 Marketing communications, adherence to laws, etc. 

PR7 Compliance with codes for marketing communications

  ASPECT: CUSTOMER PRIVACY 

PR8 Breaches of customer privacy and losses of customer data

  ASPECT: COMPLIANCE

PR9 Fines for non-compliance related to products and services • 28

  ASPECT: COMMUNITY

SO1 Assessment and control of operations on communities • 60

  ASPECT: CORRUPTION

SO2 Business units analyzed for risks of corruption

SO3 Employee training in anti-corruption

SO4 Response to incidents of corruption

*Partially addressed. *Partially addressed.



treat ourselves, each 

other anD the planet 

with care anD respect.

SoCiAl reSPoNSiBility iS oUr reSPoNSiBility.

inSPiRe anD eDUcaTe 

PeoPle To inTegRaTe 

WellneSS anD BeaUTY 

inTo TheiR liVeS.

oUR aUThenTiciTY anD eXPeRience 

aRe oUR PoinTS of DiffeRence.

eColoGiCAl ANd 
Profit GoAlS 
Are MUtUAlly 
AChievABle.

leaRning neVeR enDS.

true leaDership  

is DelivereD 
with passion  
anD By example.

PerSoNAl ANd 
orGANizAtioNAl 
BAlANCe iS the key to 

SUStAiNABle SUCCeSS.

our actions, proDucts  

anD service shoulD 

always emBoDy 

excellence.

eNCoUrAGe iNNovAtioN ANd eMPower deCiSioN-MAkiNG.

“ oNeNeSS” iS PowerfUl — 
froM oUr GloBAl iMAGe 
to A foCUSed Network.


