Learning from our Retail Footprint
Embedding Sustainability at Airport Starbucks

Jim Hanna | director, environmental impact | Starbucks Coffee Company




50 million custom@e€

1__6,000 retail stores

281 Airport stores in U.S.
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The Starbucks Mission
To inspire and nurture the
human.spirit - one person,
one cup, and one
neighborhood at a time.

CAPPUCCINO - CAFFE
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2015 BOLD GOAL# 5109% OF OUR COFFEE
WILL BE CERTIFIED OR VERIFIED BY AN
INDEPENDENT 3RP PARTY

Coffee farming is a global busmess supporting 25MM people.
As one of the largest purchasers of coffee, we are committed to equitable pricing
for quality coffee, environmentally responsible practices and hands on suppor
for farming communities. "
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W|th over 100 000 partners &.. 5 000 tores f%und the world we are committed
to being a good neighbor in plﬁces where we do business, bringing together our

partners, our customers and our communities.

At




2015 BOLD GOAL: WE WILL SIGNIFICANTLY
REDUCE OUR ENVIRONMENTAL FOOTPRINT &

ENSURE 100% OF OUR CUPS ARE REUSABLE OR

RECY CLABLE

argest buyer§3
footprint. We are com%‘ﬁ“ited“ ‘



At Starbucks
Sustainability = Climate mitigation
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As a company that relies on a
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Impact of temperature rise on robusta coffee in Uganda

[__] Mot suitable
[ Less suitable

[ Suitable

Today's
temperature increase of 2°C Arendal g}

A temperature GIRITID] {8

Impact on Growing Regions

Bource: Crite Srmostt, Polend] impacts of global warming, GRIC-Geneve, cass aludes an dimaie changa, Geneva, 1969,



/3% of Starbucks c‘arb(;n footprintis

ey from the operation of{_Q]_qu_[?stog:eJS""
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roasting operations,
refrigerants, aircraft,
nitrous oxide

25%
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rgy EfflClency
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LED retrofits

(d Energy policy
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W Startmg at the end of 2010 we WI" build all company

operated stores to be LEED certified. All company

operated stores will be 25% more energy efficient
and use 50% renewable energy




cal, recycled, certified & salvaged sourcing
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ULocal artisans and artists tapped for interiors

Integrated recycling & composting
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“‘m Locally soureing re-claimed and re-usable material

IS fundamental to our new store and renovation
design strategy (e.g., reclaimed redwood from an
old farm)




Ir Airport Store

r "\ff/ :

240 stores in 60 anrpoi;ts recycling coffee
through composting or onsite applications
O Incorporated SBUX retail green elements into new
stores in SAT, EWR, SAC, ORD (03/11)
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een design — aligned well with partnership
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g i New Host stores and renovations committed to
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Coﬁee grounds represent the largest

waste stream by weight from airport
Starbucks stores




Impact of temperature rise on robusta coffee in Uganda
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Bource: Crite Srmostt, Polend] impacts of global warming, GRIC-Geneve, cass aludes an dimaie changa, Geneva, 1969,



to Our SurV}\aI /
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The Businezs}a@r Sustalnablllty IS..
 Reduced operating costs

Greater customer loyalty

Largerrjne of emerglng demographic

Proude ployees that stick around
Mltlggtm‘g{he impaes of price unéertalnty
Hedge agal}ﬂst future regulation ]

A licenseto operate




but is the #1 environme
custemers
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Addressmg cup recycllng isithe price of entry‘_,
to give us credibility to discuss more

significant environmental initiatives -j"’




4 billion per year
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Default to ceramics in-stor@T\'-

Reéyclﬁble or compostable single ser
cups —in form and practice
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Recyclﬁble or compostable smgle ser
cupS In form and practice




Public &
Media

Perceptions

“Starbucks has promised to
make the cups recyclable by
2015. Why they think it will
take five years to do what
kindergartners around the
world already do every day, |
can't say. I'm heading to




Recyclable means a
B significant majority of the
“Perception” N\ public has access to

recycling services for
a product

Recyclability

is more about
infrastructure
than materials




R ecyclmg Infr tructur :

April 2010 D \‘5

Summer 2010'= The Bétacup Challange
Fall 2010 — Expansion of NY FOH to 89 _§tores
Commitments of mill tests from IP, GP, Cascades,

Smurfit, SFK, Lﬁgview Fibre, others

Potential cros§
Dunkin, T|m ngtons Green.Mountain, o}hers

Waste Managemen{ Allied, Sthers W|II|ng to segregate
January 2011 Chicago test — SBUX cupsito napkins
Solving this city by city

all partnerships in key cities with




In Conclusion...

There are no silver

bullets to sustainability

Innovation Is two-way
with partners like Host &
AVAVAY =




In Conclusion...

Innovation Is about
rolling up our sleeves
and getting to work...

together

Very appropriate that we
elevate this conversation
In Chicago
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