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Between August and September 2007, 154 of the 400 Switzer Fellows responded to seven 
survey questions designed to spark a solutions oriented dialogue between leaders in 
environmental science and business. The findings of the survey are summarized in this 
document and are intended to create a framework for creating actionable solutions that 
business leaders can use to align their environmental initiatives and goals to ensure their 
companies are “solving the right problem.” 
 
This is about more than hiring a CSR officer, buying renewable energy credits (RECs) or 
installing PV panels at the company’s HQ. Reports from both the Intergovernmental Panel on 
Climate Change and the Stern Review on the Economics of Climate Change clearly state that 
worsening GHG emissions will deeply affect the business world, with a projected 5-20% drop in 
GDP. There is much work to be done.  This survey can help evaluate and contextualize your 
options.   
 
With resounding unanimity, Fellows believe that the conversation must move from debate to 
adaptation and mitigation. Here’s their recipe for action. 
 

Blue Practice surveyed leading scientists in the US and asked these 7 questions: 
 
Q1) What corporate initiatives are most effective in instituting positive change? 

Q2)  How can corporate leaders best leverage their position to have a positive impact on climate 
protection?  

Q3) In your experience working in the field, what anecdote, scientific finding or story would you 
most like to share with a group of corporate leaders?  

 Q4) What manufacturing or industry segment could benefit the environment the most by better 
business leadership to address climate protection? 

Q5) What manufacturing or industry segment is already doing a good job addressing GHG 
emissions?  

 Q6)  Given the fact that the United States has no federal climate policy, but there has been an 
increase in local and international climate policies, what challenges and opportunities does this 
create? How does this compare to European companies? 



 

 

Q7) Regarding climate protection: If you had the ear of one CEO for 30 minutes, who would it 
be and what would you say? Who would you bring and why?  

Corporate Leadership – an Action Plan calling for E nergy Efficiencies and Reduction as 
the #1 Priority 
 
The results are in: to mitigate climate change, the  most effective company-wide initiative 
that corporate leaders can implement is energy effi ciency. An 84% majority of the Switzer 
scientists agreed that improving energy efficiency was the #1 most effective action businesses 
could take to address carbon reductions. In fact, energy efficiency ranked significantly higher as 
a suggested action, and well above other areas such as improving manufacturing and 
distribution (62%) or engaging corporate affairs in state, federal or international policy 
discussions (31%); hiring and empowering an environmental officer (28%); or shifting 
investments to climate neutral funds and securities (23%).  
 
While many scientists are concerned that energy efficiency will not play well with the American 
public, and believe that American culture is not conducive to energy reduction programs, it is 
their opinion that this is the most important area, requiring immediate action. 
 
While there was universal agreement that energy efficiency was the #1 most important issue for 
businesses and the #1 most important personal cause that business leaders should champion, 
other suggestions also ranked highly. When scientists were asked what business leaders could 
do to best leverage their leadership, the top five rankings included: 1) improve energy efficiency 
of existing operations; 2) convert to clean and renewable energy; 3) engage in emerging climate 
policy discussions; 4) consider climate risk in asset management; and 5) buy carbon offsets. 
Buying carbon offsets was not listed as a top three priority for companies. 
 
Reducing energy consumption was the highest rated “ write in” suggestion for business 
leaders.  Suggestions such as video conferencing instead of flying to company meetings, re-
evaluating products and packaging, or tailoring the supply chain to reduce GHG emissions in 
manufacturing, product use and disposal were highly encouraged. Products should be re-
engineered and their lifecycle use reviewed.  

 
Seek first to reduce energy demand (i.e. consumption) and then improve 

efficiency in areas where demand cannot be eliminated. 
--Switzer Fellow 

 
Climate Protection is not just a business or surviv al issue, it is a social justice issue. The 
Stern Review on the Economics of Climate Change clearly makes the case that climate 
protection is good for business, for people and for the planet. When asked which scientific 
finding or anecdote they would most like business leaders to know, many discussed the social 
inequity of climate change. Those doing the least damage to the environment may be the first to 
pay—with their lives. Relying on evidence that climate change damages are accelerating as the 
world warms, the impact on massive populations is unavoidable: threatening displacement of 1-
in every 20 people on the planet due to melting or collapsing ice sheets. 
 



 

 

Climate change will impact the poor and disadvantaged first and worst. We have a moral 
obligation to protect our workers, consumers, and fellow citizens from harm.  

       --Switzer Fellow 
 
Business leaders must set goals. Reducing emission targets within a certain timeframe 
should be the first priority. There is a need for dramatic improvements across the board – and 
in the boardroom. Now is the time to set GHG emissions goals. 
 
Impact from the worldwide loss of water storage, the warming and slowing the oceanic conveyor 
system and the resulting dislocation of millions (200+ million according to recent Stern report)  
of people in this decade due to rising sea levels were concerns that scientists encouraged 
business leaders to understand better. The call to action is immediate. 
 

According to James Hansen, we have approximately ten years before the climate reaches a 
threshold where we have no idea what the climate will do. That means we essentially have a 

decade to act, so we must get aggressive right now. 
     --Switzer Fellow 

 
There is tremendous opportunity for companies to ca rve out a leadership position—and 
get famous for it.  Yet not one Fortune 500 company  was named as taking an effective 
leadership stand in GHG reductions. So where is everybody? 
 
Who’s leading the parade toward providing effective and authentic business solutions? 
Astounding little evidence of company action was recognized by scientists. While many 
companies are busy patting themselves on the back, scientists were hard-pressed to identify a 
single, recognizable corporation or brand that was doing anything effective.  
 
Who’s blowing it? The majority of scientists pointed the finger at the automotive and electricity 
production/utilities as the two industry sectors that could most improve their business leadership 
. 
 
Leadership is essential at a federal level. Lack of  federal climate policy is hurting 
corporate action: companies can’t predict what will  be required of them and “therefore 
they won’t make the big investments.” The cliché “It all comes from the top” was reinforced 
with concern over a lack of federal climate policy. In the vacuum of leadership, the scientists are 
not optimistic. While given an “it’s better than nothing” nod by scientists, the incongruity between 
state policies and self-regulating industries is a serious problem that needs to be addressed.  
 
Contradictory and competing state regulations may encourage or discourage innovation. In the 
words of one Fellow, it then becomes a “race to the bottom.” On a positive side, California’s 
leadership with AB32 and AB1493 are seen as positive, and once the economic impacts of the 
legislation have been weighed, other states may follow. The jury is out on whether this is too 
little, too late. 
 
When asked which CEO they would most like to meet w ith for 30 minutes and who they 
would bring to the meeting, the most “popular” CEOs  were the Big Three automotive and 



 

 

oil industry CEOs.   Other CEOs who could best influence public perception, such as Oprah 
Winfrey (media) and Bud Selig, Commissioner of Baseball (sports) were chosen. 
 

I would speak to the CEO of GM. I would tell him that the company’s 
unwillingness to deal with climate change is costing it far more than it would lose 
by working to cut its emissions. I would bring with me customers who no longer 
consider GM cars because they have poor gas mileage and they appear to not 
care about global warming. 

 
 

(and) 
 

The new CEO for GM….I’d bring Richard Branson because he seems to understand the 
urgency of the situation as well as sees the business opportunities associated with 
reducing GHGs 

 --Switzer Fellow 
 

Ideal people to bring along included customers, Al Gore, Warren Buffet, and Amory Lovins.  
One Switzer Fellow wanted to bring Wangarai Matthai to meet with the Big Three auto 
manufacturers to show videos of villages being ravaged by the effects of climate change 
(drought and floods in Indian Subcontinent)  
 
What is the Switzer Foundation? 
The Robert and Patricia Switzer Foundation is a 20-year old Family Foundation with assets of 
$20 million whose focus is supporting environmental leadership development and environmental 
improvement through Fellowships, Grants and long-term professional development support of 
Fellows and Grantees. The origins of the Switzer Foundation can be traced back to 1932, when 
Robert C. Switzer was awarded a scholarship which enabled him to attend the College of 
Chemistry at the University of California.  Some years later, Robert and his brother Joseph 
discovered several naturally fluorescent organic compounds, which eventually led to the 
creation of their own company, Switzer Brothers, Inc., later to become the Day-Glo® Color 
Corporation, world leaders in the development and production of daylight fluorescent chemicals.  
With the sale of the company in 1985, Robert Switzer used a portion of the proceeds to create 
the Robert and Patricia Switzer Foundation and dedicated the foundation to support of leaders 
who will strive to solve environmental problems.    
 
The core grant program of the Robert and Patricia Switzer Foundation is the Switzer 
Environmental Fellowship that provides a $15,000 one-year cash award to 20 selected 
environmental leaders who are attending graduate schools in New England and California. 
Recipients receive trainings, professional development support, mentoring, career coaching and 
access to a broad network of contacts in related fields. 
 
Detailed information is available on the Switzer Foundation website (www.switzernetwork.org) 
and is updated by September of each year.  
 
 



 

 

What is Blue Practice? 
Blue Practice is a boutique marketing and public relations group that speaks out for green-
minded companies and organizations. We're a voice for conservation and innovation. And we're 
making an impact on awareness and behavior with specialized campaigns for a cleaner, 
greener future. If we're to stop irreparable climate change, we must change our way of life to 
respect the planet and its resources.  
 
As communications professionals making a real investment in the future, we seek to promote 
the products, services, and ideas that will have the biggest effect on global environmental 
crises. Specialization works just as well for us as it did for Darwin's finches. By focusing 
exclusively on green programs, products, and services, we provide our clients with a natural and 
evolutionary advantage. Our singular focus provides us a deep expertise in clean and green 
technology, credibility among sector influencers, a broad network of environmental thought 
leaders, and an immersion in those green markets poised to tip cultural attitudes towards a 
sustainable lifestyle. www.bluepractice.com 
 
Survey Contacts:  
 
From Blue Practice 
Jessica Switzer, Partner and co-founder, jessica@bluepractice.com 
415-381-1100 
 
From the Switzer Foundation 
Lissa Widoff, Executive Director, lissa@switzernetwork.org 
207-338-5654 
 
 
 


