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The Association of Americans for Civic Responsibility (AACR) held its Fourth Annual
Roundtable Conference on Wednesday, April 25, 2007. This day-long event brought together
more than 40 participants from various backgrounds representing seven states and the District
of Columbia. It was hosted by the Syracuse University’s Maxwell School at the Washington D.C.
campus (Greenberg House) and sponsored by Hill & Knowlton. The conference was organized
as a panel discussion with interactive participation focused on three core aspects of American
civic engagement, namely:

=  “Corporate Responsibility: Moving Beyond the Business Case”
= “Employee Engagement”
= “Civic Engagement of American Citizens and Institutions Abroad”

In addition, Mr. Stephen Jordan, senior vice president and executive director, U.S. Chamber of
Commerce — Business Civic Leadership Center, gave a keynote speech during the luncheon
session, discussing BCLC’s perspective on trust-building in U.S. society.

The following is a written record of participants’ presentations and the discussions that followed
each panel of presentations.

MICHAEL SCHNEIDER:
Director of the Maxwell-Washington International Relations program, Syracuse University, and a
chairman of AACR’s Advisory Committee

Welcome everyone and thank you for coming here today. | would like to start with a few words
about the Maxwell School, Syracuse University, where | head the Washington International
Relations program based here in the Greenberg House.

Maxwell School is located in Upstate New York. It is quite a lovely region. If you haven’t been
there, | urge you to go there. | went to my undergraduate school at Rochester University, which
is down the road from Syracuse. And along the line in applying for colleges, | went from one
school to the next. From the Rensselaer Polytechnic Institute, all the way west, | ended up in
Rochester. So, it was kind of natural for me to go back to Syracuse when | joined the faculty
about nine years ago. Previously, | had been in the U.S. State Department and the U.S.
Information Agency, and it was time for me to do other things.

Syracuse has a long-term commitment to international engagement, to engagement in general.
The new Chancellor talks about scholarship and action and she’s serious about that,
encouraging faculty and students to take the concepts on campus and apply them in their work
and in their careers as citizens around the world.



Syracuse University is a fairly international university with a significant number of students from
abroad. We also have a high number of students from various ethnic and racial backgrounds in
the United States, which to me, is one of the joys of teaching in the university. | see this in my
students who come to Washington with very rich backgrounds, many of them are first
generation college students. It’s a blessing actually to be able to work with people who are as
alive through the opportunities and the changes that are occurring in our country. So, we're a
little bit of a microcosm in that respect.

The university has been in Washington D.C since 1990. The academic program has been here,
the international relations program started in 1994. You know the motto of the Maxwell School,
the theme is the classic Athenian oath “to leave the city state a better place than it was when
you found it.” The title of the Maxwell School is the Maxwell School of Citizenship and Public
Affairs for good reason.

Every since its founding it the mid 20’s, it was designed not only to give people skills and
knowledge, to give them opportunities to network, to meet people, but also to give them values.
To help them find their own values no matter what they be. To determine the paths that they
want to take as citizens, global citizens, especially these days.

Our students, both graduates and undergraduates, come to Washington for a semester or a
summer. They inevitably mix internships with academic courses that we teach here. The
difference between teaching in Washington and teaching on campus is one of a degree, | guess
you might say. We teach more from the professional policy, the institutional standpoints, the
practical standpoints. We build into the academic work the practical skills that students will
need when they go on to careers.

So, the international relations program has been flourishing for the past 14, 15 years at both
graduate and undergraduate levels. Our students are moving into the career world. One of our
best examples is Pavlina Majorosova who was a graduate student in our program several years
ago.

At any rate, the Greenberg building was first constructed in 1900 by a senator from the state of
Colorado. It had a checkered history. It was the residence of Joe Tumulty for a while, press
chief for Franklin Roosevelt. It was, in better days, a nightclub. It was an SRO. Then came a
terrible fire in 1987-88, maybe 89. Several people were killed in the fire on the 4" floor. The
building was rehabbed. A furniture dealer used it as display room. The university purchased it
in 1990 and opened it up as a campus here as a venue for presidents in Washington.

This neighborhood, by the way, has several other similar institutions. Stanford in Washington is
right up the street. Boston University is another long block up where there are several
universities housed and with programs. So, this is a good neighborhood for access to
Washington physically and in many other ways.

That’s my way of telling you about the building, about the program, about the university here.
Just a bit about the session today and then I'd like to introduce Joy.

First of all we’d want to say thanks to Chad Tragakis and Pavlina Majorosova for helping
organize this and to Hill & Knowlton for sponsoring the event. It’s really wonderful to see that
kind of leadership and | think it will make a difference in the long run for us.



| want to thank all of you for coming from far and wide, from many places. From Florida, New
Jersey ... it’s wonderful that you all came. | think it's obviously a testament to Joy Cherian’s
influence and impact on all of us.

| met Joy in 1967 as a freshly arrived student in graduate studies in law at Catholic University
and we became fast friends, family friends thereafter. That's how many years, Joy? 40 years?
Don't tell any of my students that. Everywhere Joy has gone he’s been creative and been a
force for betterment in his work with the American Council of Life Insurance, in his creation of
South Asian and Asian American coalitions, in his creation of his company, and in the creation
of American Council in Trade and Services, and now the creation of the Association of
Americans for Civic Responsibility.

We're really pleased. This is a new enterprise. It’'s gaining some traction. It’s gaining support.
We're looking for ideas and one of the chief motives for this meeting is that we want to
exchange ideas and information and knowledge about international and national civic
responsibility. Joy can explain the concept of institutional civic responsibility better than anyone
else. He’s taking the idea of corporate social responsibility and he’s extending it to a larger
canvas with perhaps deeper and richer meanings. We'll be trying to explore those ideas today
in our conversations first of all.

Secondly, we want your ideas. We want your proposals, your suggestions. We want practical
ideas that you can provide for us for AACR and obviously for all of us to take back to our
respective institutions.

Finally, of course, we want to build contacts. We want to build ideas for other people who we
might engage. We look to you for all of this assistance. | will, in the panel that I'm chairing, talk
to you a little bit more about the academic dimension: how we train people, how we can through
campus life and academic approaches enhance the idea of international institutional civic
responsibility.

With that, | want to introduce Joy to say a few words and then we’ll get into the business of our
day.

JOY CHERIAN:
President and founder of AACR

Good morning everyone. I’'m Joy Cherian, founder and president of the Association of
Americans for Civic Responsibility. Welcome to AACR’s Fourth Annual Roundtable
Conference.

AACR is a relatively small organization, but we have big dreams. Our mission is to bring
together people from different sectors of American life who are passionate about civic
responsibility. We want to share best practices, to advance ideas, and to foster an ongoing
dialogue that, in a small way, will help make our wonderful country a little bit better.

America has been so good to me. Since arriving here from India roughly 40 years ago, | have
been given the opportunity to get an education, to start my own business and to serve my
country as an EEOC commissioner.



Now that I'm retired, AACR is my effort to give back — to say thank you to this country that has
given me so much. | like to say that it’s really enlightened self-interest — because when | look at
my grandchildren, | realize that it's about what kind of country I’'m helping to leave to them.

| encourage you to learn more about AACR by visiting our Web site or to please see me during
one of the breaks today. We would love to engage with you to find ways we can support what
you are doing and to share your success stories with others.

Before we get to our first panel, let me quickly say a few words of thanks. First, to my dear
friend, Professor Michael Schneider, chairman of AACR’s Advisory Board, thank you for all of
your efforts to make today’s conference a success and thanks to Syracuse University and the
Maxwell School for hosting us here today. And to Chad Tragakis and Pavlina Majorosova of Hill
& Knowlton, thank you for organizing and sponsoring today’s event.

To start, let me introduce the moderator of our first panel. Chad Tragakis is senior vice president
of the corporate practice at Hill & Knowlton, a leading global public affairs and public relations
firm. Based here in Washington, Chad leads the firm’s North American Corporate
Responsibility Team, providing counsel in the areas of sustainability program development,
issues management, CSR reporting, business ethics and corporate reputation.

Chad has worked with companies such as HP, Motorola and American Standard — and he
works pro-bono for Ashoka, Darfur-Darfur and, I'm happy to say, AACR, where he currently
serves on the advisory board and chairs our group’s Committee on Institutional Civic
Responsibility.

Chad, thank you again for helping to organize today’s conference.

1st Discussion Panel: “Corporate Responsibility: Moving Beyond the Business Case”

CHAD TRAGAKIS — moderator
Senior vice president of Hill & Knowlton, Washington, D.C., and a member of AACR’s Advisory
Committee.

Thank you Dr. Cherian. Welcome everyone. Thank you for being here — | realize you have many
responsibilities, many priorities this week — and many choices for how to spend your day. We
sincerely appreciate that you have chosen to spend part of today here, with AACR. We will
endeavor to make sure that you leave today’s event with some new ideas, some new contacts,
and with renewed inspiration.

Today’s conference comes on the heels of National Volunteer Week, and | know that many of
the companies and organizations represented here today were active participants in that effort.
This marks the second time AACR has held its annual conference in conjunction with National
Volunteer Week, and it is in that spirit that we gather today to talk about not only employee
volunteering, but about all the facets of Corporate Responsibility — from business ethics &
governance, to environmental stewardship, to product responsibility, to employee engagement,
to diversity, to philanthropy, among many other things.



The 2007 AACR conference also coincides with the 40th anniversary of the publication of
Clarence Walton’s book — Corporate Social Responsibilities. Walton has been called one of the
fathers of CSR — and in his 1967 landmark work and in many others, he helped establish, clarify
and advance the concept that we know today as corporate responsibility.

In his pioneering work, Walton acknowledges the cynics and the skeptics of CSR — those, he
writes: “who insist that a firm best serves the public interest when it best serves its own private
interests through effective service to consumers, adequate profits to stockholders, fair working
conditions for employees, and scrupulous observance of the law.” Those critics, Walton says,
who argue that “to go beyond these commitments is folly.”

Even four decades ago, however, Walton wrote that in spite of the prevailing attitude of the day,
“one finds evidence, especially in large enterprises, of a willingness to support not only higher
education and the arts but slum-clearance projects, reduction of air and water pollution, civil
rights, job training for the unskilled, and the like. In most cases, the justification is enlightened
self-interest — a principle cherished in the orthodox business creed and hallowed over centuries
by slow accretions in the common law.”

Walton goes on to say that “growing evidence indicates that the modern corporation is
consciously placing public interest on a level with self-interest and possibly above it. This
development is explained by the fact that a corporation is really as much a social and political
entity as an economic unit. For example, the concept of polity and of public interest is
generating concern for problems of internal governance and, more specifically, for the
appropriateness of “due process” procedures to assure justice when discipline, demotions, and
discharges are involved. This quasi-legal evolution within the corporation is paralleled by rising
concern within society’s overall needs — needs technically outside the corporation’s purview but
which increasingly command executives’ interests.”

Again, that was 40 years ago — but much of this sounds like it could have been published last
week in Boston College’s Journal of Corporate Citizenship or BCLC’s Corporate Citizen
newsletter.

The notion of corporate responsibility has certainly evolved and expanded since Walton’s day,
but at the heart of corporate responsibility as a construct, as a theoretical idea, there remains an
underlying tension between two schools of thought.

Some argue that corporate responsibility must be rooted in an ethical imperative to be effective
— and that a business-case only approach leaves a company vulnerable to quarterly earnings
pressures, market shifts and other short-term external pressures that can undercut a
company’s—and society’s—Ilong-term interests.

Others argue that without the business case, corporate responsibility efforts are secondary,
ancillary or marginalized at best — and PR, greenwashing, or fluff at worst.

Our first session today — Corporate Responsibility: Moving Beyond the Business Case — will
explore this tension.

In the past several years, we've seen more and more business leaders “buy-in” to the notion
that doing good can be good for business too. Numerous surveys of U.S. and global CEOs
indicate that C-Suite executives now realize that corporate citizenship is a fundamental part of
business practice.



The business case for corporate responsibility is now well defined. It’s clear that a genuine
commitment to corporate responsibility can translate into stronger financial performance and
profitability through:

= operational efficiency gains and resource management

= mitigation of risks (including lawsuits, fines, protests and boycotts)

* improved reputation and branding

= enhanced employee relations (yielding better results and cost savings with respect to
recruitment, motivation, retention, learning and innovation, and productivity)
improved relations with the investment community and better access to capital
increased sales through brand-awareness, consumer-preference and cause marketing
stronger relationships with communities and an enhanced license to operate

access to consumers and new revenue streams in emerging markets

qualification for billions of dollars in public sector business

product innovation

All of this has helped silence the critics of CSR — those who subscribe to Milton Friedman’s oft
quoted argument that: “The business of business is business!”

But, in pushing so hard to frame and defend CSR purely in terms of the benefits it can bring to
business, are we neglecting the moral or ethical case for business responsibility? And is there,
in fact, an ethical imperative for doing more, for going beyond what’s expected, for getting
involved, for giving back?

Consider the analogy of business as a car driving down the road. That business, that car, must
obey the posted speed limit — the driver must use only unleaded gas, must wear a seatbelt and
ensure that babies and young children use approved car safety-seats, they must use turn
signals and obey all traffic laws. But when that driver sees another car broken down by the side
of the road, he or she isn’t legally obligated to stop and help.

Now, whether that broken down car represents global climate change, species extinction, bird
flu pandemic, poverty, human rights abuses, illiteracy or a lack of diversity — some would argue
that, as corporate citizens — or, in Walton’s view, as unique social and political entities —
companies have a duty to move beyond mere compliance — beyond the basics of operating
legally and responsibly — to a higher level of engagement, performance and contribution. That
they are ethically obligated to give back to the local and global community and do what is within
their power to effect positive change.

This notion isn’t new. Years before Walton and others began writing about CSR in earnest,
some innovative companies were taking enlightened self-interest to heart — and taking corporate
responsibility to new heights.

In 1943, Robert Johnson developed the credo that would come to define the culture of Johnson
& Johnson. The credo outlined the company's four areas of social responsibility: first to its
customers; second to its employees; third to the community and environment; and fourth to
stockholders.

In the 1950s, Bill Hewlett and Dave Packard set out the corporate objectives that would come to
be known as “the HP Way.” In Hewlett’s words, the HP Way is "a core ideology . . . [that]
includes a deep respect for the individual, a dedication to affordable quality and reliability, a
commitment to community responsibility, and a view that the company exists to make technical
contributions for the advancement and welfare of humanity."
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Clearly, a company cannot solve all of the world’s problems—ijust as we, as citizens, cannot
help every stranded driver or fix every broken car.

But every company has something they do or make better than anyone else. A unique
capability, a core competency, a special product offering. And many firms now feel compelled
to put that product or expertise to use to help society or the planet. Today, many companies
have even built doing good into their business model and into the fabric of their corporate
cultures—think of Google and Whole Foods, for example.

So, where do the business and ethical rationales for corporate responsibility converge? Where
do they diverge? And, can they co-exist?

We're fortunate to have two outstanding panelists with us today in Jennifer Woofter of Strategic
Sustainability Consulting and Jane Meier of Whole Foods — who will share their perspectives on
this topic. We'’re equally fortunate to have in you, so many representatives from the business
and NGO sectors here as well, and | hope that we’ll hear from many of you in the discussion
portion of this session.

Jennifer Woofter is the founder and president of Strategic Sustainability Consulting, a business
designed to provide under-resourced organizations with tools to actively manage their social
and environmental impacts. In this role, Jennifer draws upon her expertise in the fields of CSR,
ethical investing and organizational accountability systems to help clients make the leap
between good intentions and long-term sustainable performance.

Prior to launching her own business, Jennifer was a social research analyst with Calvert Group.
In addition to researching companies for inclusion in Calvert’s socially responsible mutual funds,
Jennifer also led the company’s initiatives to promote corporate accountability through
increased transparency and disclosure.

Jennifer also worked on Capitol Hill, as a staffer with the Senate Committee on Homeland
Security and Governmental Affairs, where she focused on federal accountability systems.

Her publications include “Non-Financial Disclosure and Strategic Planning: Sustainability
Reporting for Good Corporate Governance,” issue briefs on the topic of corporate transparency,
and a variety of reports on women'’s rights in developing countries (Somalia, Democratic
Republic of Congo, Botswana). She was also on the team of Senate staffers that produced the
2001 report “Government at the Brink”, an agency-by-agency account of fraud, waste and
abuse in the federal government.

Jennifer holds a bachelor’s degree from the University of Oregon and a masters degree from
the Virginia Polytechnic and State University. Most recently, she was a member of the first
graduating class of the Strategic Leadership towards Sustainability Master’'s Programme at
Blekinge Tekniska Hogskola (in Sweden).

Jennifer, thank you for being with us today!

JENNIFER WOOFTER:
President, Strategic Sustainability Consulting, Washington, D.C.

Thanks so much. Thanks to AACR for inviting me back. | was here last year to talk about
corporate social responsibility from the small and medium size enterprise perspective. Since
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then | have had many good discussions with Chad about these topics. | wouldn’t necessarily
say ‘arguments,’” but many impassioned discussions about the tension between the business
case and the moral or ethical case.

It's such an important topic and I'm so glad that Chad gave me such a good, broad topic,
because it really allowed me to focus my comments on my day-to-day experiences as a
sustainability consultant and to provide you with some reflections on where | see some of the
rubber hitting the road in terms of engagements that the clients want today in terms of social
and environmental consulting services.

Just to give you a little bit of background about Strategic Sustainability Consulting, as Chad
said, we focus on helping under-resourced organizations. And what does that mean exactly? A
big portion of our client base is small and medium size enterprise, NGOs. We actually have a
significant portion of our clients that are big companies that just don’t have the in-house
expertise or capability to tackle all of their sustainability issues or their corporate social
responsibility issues. We come in and do things like a day-long workshop on understanding their
company’s social and environmental impacts.

So, having done this for a couple of years, I’'m now able to sort of step back and say, are there
generalizations that we can draw about; what are the motivating factors behind companies that
are seeking to be more engaged in terms of corporate social responsibility? And over time I've
learned what makes a good consultant.

I've really sort of narrowed it down to two things. The first one is as consultants, we must
understand the motivation of our clients and what is their desire to be involved in corporate
social responsibility and sustainability. In some cases it's because it is the right thing to do.
Many times | get initial calls from clients who say, ‘Hey, we know we need to do something with
this climate change thing, but we don’t know what it is. Can you help us? What would you
suggest?’ Or ‘Our employees have asked us to look at greening our operations. What would
the next step be?’ Other clients come and have a very, very specific idea. They say, ‘We'd like
to cut our energy costs by doing a green building audit.” In that case it's more of a business
case driver.

Understanding motivations is the first part, but to be a successful consultant, my job is to help
them be strategic about their approach. Once | understand why they are interested in doing
corporate social responsibility, my job is to help with the ‘how’ part of it. This is where the, |
think, the convergence of the ethical case — because it’s the right thing to do, because you
want to keep your employees happy, because you've been asked to do it, because it’'s a
mandate that's come down from the board about being more active in the community.

Then from the ground up, the challenge is finding the ways that it's going to benefit a business.
Is it through reduced costs, through improved efficiencies; is it through better employee loyalty
and lower turnover, which is very, very under estimated cost to businesses.

My challenge as a sustainability consultant is to balance between those two. To be able to find
the win-win situation where the moral or ethical desires to be a better corporate citizen are also
supplemented by actions that add to the bottom line of a business. The way | like to think about
it is that business is about people. At the end of the day, if your corporate social responsibility
or sustainability program does not involve things that people are excited about, it will not have
long-term success. You shouldn’t tackle climate change just because it’s hot in the news right
now. If your people cannot get behind it, do not understand the motivation or aren’t excited to



talk about it when they go home at night with their families, you will not be able to carry it
through.

So | think finding issues and finding strategies and initiatives that really inspire and empower
your employees to get involved and to take charge and to be innovative and creative is such a
key issue.

On the other hand, business it’s also about structure. It's about the actual building that it’s in.
It's about the legal structure. If you have obligations to your stockholders that is something that
is very real. And so in terms of when we think about business as a structure and as an
organization with institutional systems, that’s where the business case comes in. You shouldn’t
pick corporate social responsibility programs just because your employees are excited about
them. That’s missing the point, too. People get burned out. People will leave the company.
You shouldn’t have recycling programs just because Joe down the hall is really enthusiastic
about it. When he’s promoted out to another department or leaves for another job, hopefully he
will have some sort of institutionalization of recycling program that will carry it through long term.

So this is where | think the meaning of the ethical and the business case comes in. We need to
find those intersections where you get employee enthusiasm and innovation and creativity, but
also find the places where there is a business case; where there are firm ways to quantify the
benefits to your organization and also systems in place to make sure that there is improvement
over time. | think sustainability and corporate social responsibility, that’s a long-term effort and
we need to make sure that there are systems in place to insure that over the long term we are
really doing the right thing.

CHAD TRAGAKIS: For many people, Whole Foods is the very definition of a sustainable
business. The company was founded in Austin, Texas, 27 years ago and has since grown into
the world's leading natural and organic foods supermarket and America's first national certified
organic grocer.

The Whole Foods Market motto, "Whole Foods, Whole People, Whole Planet" really captures
the company's mission to find success in customer satisfaction and wellness, employee
excellence and happiness, enhanced shareholder value, community support and environmental
improvement. Not surprisingly, Whole Foods has been ranked for ten consecutive years as one
of the "100 Best Companies to Work For" in America by Fortune magazine.

We are fortunate to have with us today, Jane Meier, a marketing director and community liaison
for Whole Foods Market. For the past three years, she has been responsible for implementing
regional and national marketing programs, including the store’s donation and 5 percent
Community Support Days. She has also been integral in creating Whole Foods Market team
member and customer educational opportunities. Jane is passionate about forming productive
community partnerships with local non-profits and educational institutions. She earned both her
bachelor's and master’s degrees at the University of Georgia, the state in which she was raised.

We're glad you moved up here to DC, Jane, and we’re so glad you could be with us today!

JANE MEIER:
Marketing SpecialistCommunity Liaison, Whole Foods Market, Washington, D.C.

Well, after that introduction, | don’t know what | can say. | sound pretty fabulous on paper.
Welcome everyone and I'm glad to be here. I'm glad to talk about what Whole Foods is doing.
I’'m going to pass a pile each way, because | think some people walked in. These are brochures
that | brought.



So | guess for me, this question of is it the moral case or the business case is kind of like the
chicken or the egg question. For us at Whole Foods, it’s, | think, at any corporate social
responsibility group contrary to what popular society believes, that it's PR or it’s us trying to be
fancy or cover up that we’re really dumping raw sewage in the back or whatever society
believes, that corporations are just these evil people and they do all this work so they can cover
up or for the tax break or for whatever else.

| think that at least at Whole Foods Market, the basis for doing corporate social responsibility or
doing this community outreach work is based on a deep moral belief of our CEO and founder,
John Mackey, and the people who started that grocery store in 1980. It was called the Safer
Way. There are 60 of his close friends who started that business. John Mackey continues to
lead by a moral compass. He was accompanied by that even in the face of Wal-Mart selling
organics, every grocer in the market copying things that worked successfully for Whole Foods
Market. He continues to be the philosophical, moral guidepost for the company.

Whole Foods Market, for those of you guys who don’t know, was based on one or our core
bodies — we have five core bodies, but we believe that our business is based on five key
stakeholders that are interdependent. You cannot separate the stakeholders and the benefits to
each stakeholder. It has to be and interdependent relationship. Those stakeholders are
investors, community, environment, customers and our team members.

A lot of time there is tension between the right things to do for the stakeholders. For example,
team members at our store get a 20 percent discount, free health insurance after six months
and competitive wages. It's great for our personnel. It’s one of the reasons why we’re on
Fortune’s 100 Best Companies to Work For, 10 years in a row. The negative is for investors.
They would love for us not to give the 20 percent off and not give free health insurance. We've
been giving free health insurance for 27 years and it's getting expensive. It's hard. We spend
more on wages than most other grocers, but we believe that that’s the right thing to do as a
company.

There’s composting that we’re doing at our stores right now. That’s a program that has been
really popular in California and we’re working on trying to get haulers and people in our stores
right now. It's been a huge effort to undertake as a region. Right now it’s actually on the
bottom-line profit dollars costing us more than throwing our compostable materials away. We've
employed a person in Montgomery County, called the Green Mission Specialist, trying to help
make folks more aware about composting in the stores, which is another cost to our bottom line,
but we believe as a company that it is our moral obligation or our civic duty to make sure that
the waste that we produce that is compostable is composted.

We live in this world and we want our children to have farmland instead of landfill space. We
want the stuff that we produce — we don’t want to be this big producer of waste. With the
fabulous prepared foods and the cut fruit that we have, there’s 16 tons, | think, of compost that
we composted at my store, one store, last month. That’s 16 tons that didn’t go in a landfill,
which is great, but it’s still costing us more money on the bottom line. When you’re facing
competition it’s hard, but we still do it. It’s like one of those things, when | talk to my store team
leader about things like that, it’s just part of our business.

| think John Mackey, when he founded this business, | don'’t think he ever realized it would be
as popular and successful as it is, but he founded it on his ideas of how business can be
different; that doing good and making money isn’t mutually exclusive. For instance, last year he
decided to take his salary of a dollar from Whole Foods Market and 