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What’s Your  
Chemical Footprint? 



Learning Objectives 

• Define chemical footprint. 
• Optimize supply chain management for safer 

chemicals. 
• Assess an organization’s chemical 

management system. 
• Identify gaps and strength’s in an 

organization’s chemical management system. 
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Course Agenda 

• 15 minutes – Mark Rossi: Chemical 
Footprinting: what is it and how to do it  

• 30 minutes – Howard Williams & Roger 
McFadden: how to do chemical footprints and 
their value to chemical management 

• 15 minutes – Q&A 
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Chemicals of High Concern (CoHCs) 
• carcinogen, mutagen, or reproductive 

toxicant (CMR) 
• persistent, bioaccumulative and toxic 

substance (PBT) 
• any other chemical for which there is 

scientific evidence of probable serious 
effects to human health or the 
environment that  give rise to an 
equivalent level of concern 

• a chemical whose breakdown products 
result in a CoHC that meets any of the 
above criteria 
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 Widespread Exposure to Chemicals with Reproductive & 
Developmental Toxicity 

Based on analysis of representative sample of U.S. population by NHANES 2003-2004.  Note, not all women were tested for all chemicals 
 
Source:  Woodruff TJ, Zota AR, Schwartz JM 2011. Environmental Chemicals in Pregnant Women in the US: NHANES 2003-2004. Environ 
Health Perspect :-. doi:10.1289/ehp.1002727 

Percentage of U.S. Pregnant Women with Detectable Level of Analyte 





7 



8 



9 

 
 
 
 
 
 
 
 
 
 

 
 

 
 
 



Measurements 
• Weight volume (mass) of Walmart Priority Chemicals in aggregate 
• Number of UPCs with Walmart Priority Chemical(s) 
• Sales volume of UPCs with Walmart Priority Chemical(s) 
• Number of suppliers with Walmart Priority Chemical(s) 
• Percentage of supplier’s products with online ingredient disclosure 

10 



11 

Chemical Footprint 
is the mass  

of chemicals of high 
concern a company 

uses in its  
products and  
supply chains 

 



Chemical Footprint Evaluation Measures 

Management 

Chemical Inventory 

Chemical Footprint 

Disclosure 
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Chemical Inventory 

Q#1 What are your reporting requirements of 
suppliers re chemicals of high concern in products? 

Q#2 What do you know about chemicals in your 
products, residuals, and EOL concerns?  

Q#3 What reporting do you require of suppliers 
w/respect to all chemicals added to products?  

Q#4 How do you assure supplier conformance with 
reporting requirements (audits, 3rd party, etc.)? 
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Overall Performance by Company 

Overall Average Performance 
 

Average Performance by Evaluation Measure 

Chemical Footprint Project Dashboard 

Management Strategy 

Chemical Inventory 

Progress Measurement 

Public Disclosure 



Chemical Footprint Project – Steering Committee 

15 



The Chemical Footprint Project 

• uniform and 
consistent Clear Metrics 

• between companies 
within a sector Differentiation 

• independent, no 
vested interest Third Party 

• transparent 
measures Open Source 

 
Who Benefits? 

• Brands 
• Retailers 
• Institutional 

purchasers 
• Investors 
• NGOs 
• Workers 
• Media 
• Public 
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UL, The Product Mindset 2013 



“The ends are always social –
generated by people rather 

than the hardware of 
buildings.” 

Sir Norman Foster 







LEED v4 Materials & Resources 

• To reward project teams for selecting 
products for which the chemical 
ingredients in the product are 
inventoried using an accepted 
methodology and for selecting 
products verified to minimize the use 
and generation of harmful substances 





Optimize Supply Chain 
“If you can’t measure it, you can’t change it.” 



Optimize Chemical Footprint 

• Chemicals Policy 
• Chemical Footprint Survey 
• Processes & Products 
• Red List/Black List? 
• Names & CAS Numbers? 
• End Points 
• Alternatives Assessment 

 



Implementation: A process 
driven by the will to innovate 



Early adopters are essential to 
market transformation 

Those who ask 
&  

Those who provide 
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Chemical Footprint Evaluation:  
Value to Retailers, Brands, & Consumers 



Value of Strong Brands 

• Strong brand organizations 
have a higher market share.  
 

• Build a positive corporate 
image. 
 

• Create differentiation. 
 

• We choose brands because 
we trust them 
 
 



Brand Risk 

• Anything that threatens brand equity or brand differentiators 
and influences consumers to choose one product or service 
over another.  
 

• Anything that threatens the sustainability of current and 
future demand for a company’s product or service. 

 



Reputational Risk 



Chemicals are a key element of a retailer’s supply chain 
 

• The introduction of new 
chemicals over the past few 
decades has provided significant 
value to product designers and 
retailers. 
 

• New chemicals have helped 
improve the quality, efficiency 
and convenience in our 
workplaces, homes and 
communities.  
 



BUT…. all chemicals are not created equal 

• Hazard traits 
• Human health & eco-toxicity 

endpoints 
• Exposure routes 
• Degradation & combustion 

by-products 
• Pollution potential 

 
 

One chemical can cause cancer;  
another chemical can help treat or prevent cancer 



Origins of Consumer Perception* 
• First-hand experience plus consumer’s social 

networks. 
 

• Consumers perceive messages the brand 
publishes as less credible than those from 
other consumers. 

 

• Relatively small number of online consumers 
can provide the prevailing information to the 
population at large in connection with a brand. 
 

• Too often, consumers understand social media 
better than the businesses trying to engage 
them. 

 
 

*PC Today, “The Social Influence”, Page 10 

https://www.google.com/url?q=http://www.smartdesigncreative.com/sdc/promote-your-site-using-social-networks/&sa=U&ei=zRprU76AHZSjyAT6uYHYBA&ved=0CDIQ9QEwAg&usg=AFQjCNG7dZyZ870w9mJjIMM1xmlv2hCBag
https://www.google.com/url?q=http://missionlanguagelab.blogspot.com/2014/02/social-networks-from-voice-of-america.html&sa=U&ei=zRprU76AHZSjyAT6uYHYBA&ved=0CEQQ9QEwCw&usg=AFQjCNHL6fvlg_HzGEiHrpOuu_TFO4xMXw


Age of Information and Transparency 

• Businesses aren’t expected to be perfect, but they are 
expected to be honest. 

• Consumers are seeking greater accountability. 
• Social media has become a powerful tool for  business, brand 

and consumer. 
• Consumer will dig, discover and divulge any and all 

information across the web.  
• Consumer will find out if your business is truthful or not, then 

blog it, tweet it, and share it on Facebook.  



Traditional Leadership Social Responsibility 

Basic Compliance 
Basic Compliance 

CSR Reporting 
Consumer Brand Value 

Don’t get in 
legal trouble 

Be a good 
corporate citizen 

Identify and 
offer new 

sources of value 

Wide Range of Business Approaches to Managing Chemicals 
Basic Compliance                                         Value Creation 

Good 
• Regulatory compliance 
• Oversight by legal  and EHS team. 
• Reduce fines and penalties 
• Focus on lagging indicators. 
• Strengths: Regulatory compliance 
• Weaknesses: Reactive 

 

Better 
• Regulatory compliance plus CSR 
• Oversight by legal, EHS and CSR teams. 
• Strengths: Regulatory compliance and 

social responsibility reporting 
• Weaknesses: Minimal brand value 

creation 

Basic Compliance 
CSR Reporting 

Best 
• Regulatory compliance, CSR and clear 

chemicals in products policy 
• Integrated into business strategy 
• Written chemicals  policy 
• Strengths: Proactive Approach. Assures 

compliance, sustainability reporting and 
focuses on leading key performance 
indicators creates consumer brand value 

• Weaknesses: Can always do better. 



Wide Range of Business Responses  
to Consumer Concerns About Chemicals in Products 

• BASIC COMPLIANCE RESPONSE – “Our business is in compliance with all current laws 
and regulations.” 
 

• DEFENSIVE or OBSTRUCTIVE RESPONSE --  “Our business only makes safe products and 
therefore does not see the need nor the value of sharing chemicals in products 
information” 

 

• ACCOMMODATING RESPONSE – “ Our business respects our customers and will take 
steps to accommodate their demands for chemicals in products information when it is 
requested.” 
 

• PROACTIVE RESPONSE – “ When there is credible evidence that a chemical in a product 
may result in harm to human and/or environmental health, we will take action, strive to 
eliminate the chemical and replace it with a quality, affordable, safer and more 
sustainable alternative.” 
 



• Knowing is better than not knowing. 
• Action is better than inaction. 
• Eliminating chemical hazard at design is better than managing 

exposure. 
• Transparency and disclosure is better than vagueness or 

obscurity. 
• Orderly proactive transition is better than abrupt reactive 

change. 
 

Managing Chemical Footprint 
Lessons Learned 



Why Chemical Footprint Project is 
Important to Staples 

• Tells us where we are now and measures 
progress towards safer chemicals 

• Identifies suppliers that are leaders 
• Recognizes and rewards suppliers for doing 

what matters most to us and our customers 
• Creates greater accountability across supply 

chains 
• Encourages chemical information sharing 
• Provides a metric to compare and measure 

continuous improvement of suppliers 



Safer Chemicals in Consumer Products 
Helps to Safeguard Our Brands 

• Eliminates hazards where possible 
and reduces risk to brand. 
 

• Creates shared value for consumer, 
community and company. 
 

• Rewards suppliers for innovative 
solutions. 

 

• Helps protect human health and 
wellness 
 

• Helps protect natural and built 
environment both now and in the 
future. 
 
 



Mark Rossi, PhD 
Chair & Founder, BizNGO 
Co-Director, Clean Production Action 
mark@cleanproduction.org 
t) 781.391.6743 x101 

Roger McFadden 
VP, Senior Scientist 
Staples, Inc. 
roger.mcfadden@staples.com 
t) 503-915-4640 

Conclusions & 
Questions? 

Howard Williams 
Sr VP Sustainability & Acquisitions 
Construction Specialties 
Hwilliams@c-sgroup.com  
t) 800.233.8493 x4504 

mailto:roger.mcFadden@staples.com
mailto:Hwilliams@c-sgroup.com
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