
Corporate. No one likes that word. It makes us think of too-
tight of ties, rows of cubicles under florescent lighting and 
backhanded hidden agendas. The corporate world is one most 
of us associate with a slew of negative connotations and jaded 
feelings—which are generally warranted in today’s world. 
Many large corporations are purely about monetary gain, 
regardless of the secondary costs along the way. Whether it be 
the abuse of human labor, the destruction of our environment, 
or the lives of innocent wildlife, some companies simply wright 
off their injustices as a business expense. 

However, amongst the wreathing corruption 
and blatant disregard in this world of corporate 
America, rise heroes who give us hope. 

These Corporate Giants are spearheading a 
movement that is completely shifting the way 
we do business—comparable to the Industrial 

Revolution, this Eco Revolution is a game changer. 
Through their efforts to do business in an ethical, 
sustainable manner while giving back along way, 
these Giants are the leaders in changing the face of 
big business in America. 

SONY
Unbeknownst to most consumers, Sony is an industry eco 
pioneer, heavily involved in giving back and going green, 
ranking in the top 10 of the EPA Tech and Telecom partner 
list. Sony has even set a benchmark goal to achieve zero 
environmental footprint by 2050—an astounding goal for one 
of the world’s largest technology companies. 

When it comes to making their products, Sony values 
traceability in all of their materials, aiming to reduce the use of 
non-renewable resources. They ensure that their tin is mined 
in an environmentally sound way, and they established a paper 
sourcing program to trace their paper sources from reputable 
companies, while also buying recycled paper. To ensures 
chemical safety within their supply chain of products, Sony 
developed a Green Partner Program, which runs a certification 
process for their suppliers, including a physical audit of each 
partner and extensive internal testing.

Sony is also taking action in trying to keep their products from 
becoming waste, implementing initiatives such as providing 
free recycling for their end of life devices at over 700 drop off 
locations. To further this cause, Sony developed a unique flame 

retardant to go with their products, making its portion out to be 
less than 1 percent, and allowing up to 99 percent of the plastic 
make up to be recycled content—a enormous step up from the 
conventional 30 percent.

There are also many ways in which Sony is reaching far 
beyond the walls of its commercial operations. Most recently 
in a partnership with nonprofit Recycle Across America, they 
implemented labeled recycling bins throughout the Sony Open 
in Hawaii, supporting RAA’s standardized labeling initiative to 
clear up the confusion surrounding recycling. Sony also donated 
bin labels to the Oahu School District, furthering the efforts to 
educate on the urgent need to recycle.

From their partnerships with the World Wildlife Foundation 
(WWF) and Conservation International protecting wildlife, to 
their many community initiatives, such as their Mobile Library 
Project that brings literacy to children in remote areas of South 
Africa, Sony is doing more than making eco friendly products, 
it’s making the world a better place.

sony.com
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Sony’s LEED gold certified HQ with its award 
winning drought tolerant landscape.

THROUGH THEIR EFFORTS TO DO BUSINESS IN AN ETHICAL, ECO FRIENDLY 
MANNER WHILE GIVING BACK ALONG WAY, THESE GIANTS ARE THE LEADERS 
IN CHANGING THE FACE OF CORPORATE AMERICA.
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WHOLE FOODS
True to their phrase, “We do the homework for you,” Whole 
Foods Market elevates the role of a grocer from simple retailer 
to informed gatekeeper, shouldering responsibility for the 
products they offer their patrons. Unlike other grocery stores, 
Whole Foods willingly takes on the tedious task of vetting each 
and every one of their products to ensure that they are in the 
best interests of the health of their customers. The market chain 
employs its own research team that is continuously checking 
products and ingredients, ever improving their stockpiles of 
nutrient knowledge and redefining their high standards in 
regards to what they will allow to be sold in their stores.

Besides their organic produce, use of recycled materials, and 
eco-friendly products, there is also a lot going on beyond the 
shelves at Whole Foods that the average customer may not 
know. The corporation is constantly improving their impact 
with an array of initiatives, such as offering low-interest loans 
to small, local producers; offsetting their electricity use by 100 
percent through a record-breaking wind farm energy credit 
purchase in 2006; creating an animal welfare rating system 
for the Global Animal Partnership (GAP) to ensure that the 
animals used in their meat products live lives with dignity 
and respect; and becoming the first retailer to create quality 
standards for household care products, using their Eco-ScaleTM 
Rating System. 

They are also involved in many community programs,
including the Whole Kid’s Foundation, which aims to end
the childhood obesity epidemic though supporting schools
and spreading knowledge about nutrition. Also their Whole
Planet Foundation, which helps to alleviate poverty around the
world through offering microcredit. In March at the Natural 
Products Expo West, Whole Foods Market hosted an exclusive 
fashion show and fundraising event for their Whole Planet 
Foundation, raising nearly $100K—crushing their goal of 
$50K. Additionally, Whole Foods is implementing recycling 
labels from Recycle Across America’s “Let’s Recycle Right!” 
movement, commencing in their North Atlantic region this year. 
The market is also donating standardized recycling labels to a 
number of local schools in an effort to educate their youngest 
stakeholders, and foster environmental change for the future.

Whole Foods has created a sanctuary for the conscious 
consumer’s mind. Walking through it’s doors customers can 
shop guilt and worry-free, knowing that the market provides all-
encompassing support in living a healthy, eco-friendly lifestyle. 
Whole Foods encompasses an innovative approach to the 
relationship between retailer, customer, and planet—a way of 
doing business that truly makes them a giant among their peers. 

wholefoodsmarket.com

VIRGIN AMERICA
Let’s face it, when it comes to airplanes, the images of jet fuel 
emissions don’t give the industry an obvious place in the world 
of eco. However, Virgin America has risen to the frontline 
of “going green,” spearheading some industry firsts. Their 
San Francisco International’s sleek and sustainable home 
base was the first major commercial airport in the U.S. to 
attain LEED® Gold–certification, plus their office spaces and 
“Virgin Village” teammate lounge received LEED® Platinum-
certification—the highest possible certification granted. 

To combat those jet fuel emissions we all denounce, Virgin 
America has birthed their modern Airbus A320 fleet, which 
is the youngest in the U.S. and up to 20 percent more fuel 
efficient than other U.S. domestic fleets. But their efforts
don’t stop there. These new Airbuses are becoming even more
fuel efficient over the next two years, starting this year they
will be equipped with wingtip devices, called sharklets, which
will potentially help the airline save an additional four percent
in fuel efficiency.

To maintain the lowest possible fuel usage per flight, 
Virgin America has implemented 25 operational initiatives, 
including a real-time winds and direct routing service from 

Boeing. Through these efforts, and their partnership  
with the Carbonfund.org Foundation to offset their  
HQ emissions each year, this airline is ever improving  
their personal environmental impact and hopefully their 
peers will follow suit.

Virgin America is also giving back to the community by 
partnering with Stand Up to Cancer, Make-A-Wish Greater 
Bay Area, San Francisco Animal Care & Control, the 
Carbonfund.org Foundation, Virgin Unite and the KIPP 
(Knowledge is Power Program), and allowing guests to donate 
to all of these organizations via their “Make a Difference” 
section on its Red™ in-flight entertainment system. 
 
Passengers can rest easy in the iconically stylish cabin of a 
Virgin America flight, knowing that they are riding the edge  
of eco innovation.

virginamerica.com

One of Virgin America’s fuel efficient fleet 
soars over San Francisco Bay.

A Whole Foods Market in Salt Lake City.
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