
EDITORS’ NOTE Ron Jarvis joined The Home 
Depot in February 1995 as a product merchan-
dise manager. Since then, he has held various posi-
tions in merchandising and operations including 
Divisional Merchandise Manager, Environmental 
Global Product Manager, Merchandising Vice 
President, VP-Environmental Innovation, and 
Senior Vice President of Pro Business, Tool Rental, 
and Environmental Innovation. Jarvis holds a 
B.A. degree from North Carolina State University 
in business management/economics.

Under the direction of Kelly Caffarelli since 
2003, the Foundation and Team Depot – the com-
pany’s associate-led volunteer force – have become 
leaders in supporting the construction, repair, and 
refurbishment of affordable homes, community 
centers, and parks across the country. She cur-
rently sits on the Board of Directors for Volunteers 
of America, the National Building Museum, the 
Woodruff Arts Center, The Galloway School, and 
Zoo Atlanta.

COMPANY BRIEF The Home Depot (home
depot.com) is the world’s largest home im-
provement specialty retailer, with more than 
2,250 retail stores in all 50 states, the District 
of Columbia, Puerto Rico, U.S. Virgin Islands, 
Guam, 10 Canadian provinces, and Mexico. 
The company employs more than 300,000 
associates. 

Affordable housing for deserving families 
is at the heart of The Home Depot Foundation’s 
(homedepotfoundation.org) mission. Since 
2002, The Home Depot Foundation has invested 
more than $340 million in local communities to 
build and renovate homes for deserving fami-
lies; transform local parks and playgrounds; 
and repair community facilities. The Home 
Depot Foundation has committed $80 million 
over fi ve years to nonprofi t organizations dedi-
cated to improving the homes of economically 
disadvantaged veterans.

How has The Home Depot Foundation 
evolved?

Caffarrelli: We’re about 10 years old, 
but we grew out of the legacy of the com-
pany in terms of giving back to our commu-
nities and getting involved where our stores 
are located.

The foundation was created originally to focus 
on affordable housing issues, so we have always 
done that. In 2011, we shifted our work to veterans’ 
housing issues.

The company has always supported military 
and veteran families – we have 35,000 veterans 
among our associates. It has resonated with our 
employee base and our communities.

We originally launched that mission to ensure 
that every veteran has a safe place to call home 
at the beginning of 2011 with a $30-million com-
mitment, which has expanded to $80 million over 
fi ve years.

We are thrilled with the progress. We have 
touched around 10,000 veterans, helping develop 
units with both cash and volunteer projects.

How did you organize to ensure it would 
have the needed impact?

Caffarelli: Everything we do is in partnership 
with a nonprofi t. We have worked with quite a 
few national as well as local and regional groups. 
Those have been selected because they were, at 
some point along the spectrum, helping us achieve 
our mission of addressing veterans’ housing issues.

This goes from literally getting veterans off the 
streets and into traditional and permanent support-
ive housing with groups like Volunteers of America 
to helping with home ownership in partnership 
with groups like Purple Heart Homes.

We also did huge modifi cations for young 
veterans who are coming home from the hospi-
tal and have disabilities because of war injuries. 
We add wheelchair ramps and other elements 
to make their homes more livable. We have also 
done home maintenance projects for World War 
II veterans who want to remain in their homes as 
they age.

We have looked for strong nonprofi ts across 
the board with track records for serving veterans, 
and partnered with them with grant dollars and 
volunteer hours.

How do you communicate the message of 
the foundation to employees so as to get them 
engaged?

Caffarelli: Communication is important for us 
but diffi cult as a retailer, because our employees 
aren’t sitting in front of computers all day. We’re 
fortunate that we have a 30-year history of volun-
teerism and it is part of our culture.

We communicate to our associates what our 
programs are and how to access the resources 
we have to help them do those projects. They are 
building those local partnerships throughout the 
country. So it’s more of a pull for us than a push – 
they’re asking for resources and we’re facilitating 
that.

How do you put metrics around the work 
that the foundation does to track impact?

Caffarelli: Seventy-fi ve percent of our giving 
is aimed at veterans. The dollar amounts as of the 
end of last year touched 10,000 veterans’ housing 
units, both in terms of large grants that enabled 
those homes and apartments to be built and re-
habbed, as well as volunteer projects that all in-
volved some kind of physical improvement.

How signifi cant is the emphasis Home 
Depot has placed on sustainable initiatives?

Jarvis: We have focused on sustainability since 
1990 – we were the fi rst retailer to mandate that 
any supplier who came to us with an environmen-
tal claim on a product had to have it verifi ed.

In 1994, we were the fi rst retailer to carry 
FSC-certifi ed wood; in 1996, we won a President’s 
award for sustainability from President Clinton.

Second are the stores themselves, the distri-
bution centers, the store support centers – making 
them as energy and water effi cient as possible.

Third is our supply chain – we’re defi ning that 
now by the reduction of carbon emissions from the 
factory to the store.

Supply chain can get complicated, so we’re  
phasing it in, and the fi rst is the greenhouse gas emis-
sion reduction in the transportation of our products.

Fourth is our SER side, where we focus on 
overseas factories – making sure we hold them to 
our standards, not just the standards of the local 
laws. We conduct 1,000 factory audits each year.

How is this effort integrated?
Jarvis: We have set forward goals for most 

of the business units. For instance, we have a 20 
percent reduction goal for the energy used in our 
stores. This is an absolute reduction goal by 2015.

This is a combination of several different or-
ganizations: store operations, construction, main-
tenance – there are a lot of groups that work on 
achieving that goal.

The second goal is the 20 percent reduction 
of greenhouse gas emissions from our supply chain 
by 2015. This comes from merchandising and the 
supply chain group working toward making sure 
we hit that number.

How did you engage employees and help 
them understand this business imperative?

Jarvis: Any large corporation, but especially 
Home Depot, is a microcosm of the community 
it’s in. We have associates that are really green and 
those that are not green at all. We also have an 
Internet program called the warehouse; we have 
a green team program in every store, and those 
who are very green take the lead to set up pro-
grams. People love to work for a corporation with 
a conscience.•
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EDITORS’ NOTE Kathryn Karol 
joined Caterpillar in September 2012, 
from Amgen, Inc. where she was Vice 
President of Global Government and 
Corporate Affairs. Previously, she was 
an executive director for interna-
tional government affairs and mar-
ket access for Eli Lilly & Company, 
and has more than 25 years of pro-
gressive, global experience, work-
ing for the U.S. Government and in 
not-for-profi t organizations. Her ca-
reer has taken her around the world 
living or working in Asia, Middle 
East, Africa, Latin America, and Europe, as well 
as in the United States. Karol graduated from the 
University of Delaware with a bachelor’s degree in 
criminal justice and political science. She serves on 
the Freedom House Board of Directors.

COMPANY BRIEF For nearly 90 years, Caterpillar 
Inc. (caterpillar.com) has been making sustainable 
progress possible and driving positive change on every 
continent. Customers turn to Caterpillar to help them 
develop infrastructure, energy, and natural resource 
assets. With 2013 sales and revenues of more than 
$55 billion, Caterpillar is the world’s leading man-
ufacturer of construction and mining equipment, 
diesel and natural gas engines, industrial gas tur-
bines, and diesel-electric locomotives. The company 
principally operates through its three product seg-
ments – Resource Industries, Construction Industries, 
and Energy and Transportation Systems – and also 
provides fi nancing and related services through its 
Financial Products segment.

What is the focus of Caterpillar’s efforts 
around sustainability?

We break it down into three distinct areas. The 
fi rst is the social side, which involves interfacing with 
people – be it our employees, local communities or 
organizations like the United Nations Foundation, the 
ONE Campaign, and the World Resources Institute, 
which are supported by the Caterpillar Foundation. 
The second is our environmental and natural re-
sources perspective around sustainability – this in-
volves using resources responsibly and minimizing 
impact to the environment, which includes both our 
own facilities and the products and the things we do 
to support our customer needs at their work sites. 
The third is the business case – sustainability is im-
portant for our own operations and those of our cus-
tomers. It addresses things like our customers’ fuel 
effi ciency, more effi cient technologies, and making 

sure that we manage the product lifecycle 
through reducing waste, recycling, and 
remanufacturing. As a business, driving 
product lifecycle effi ciency and providing 
a strong value proposition to our custom-
ers means a continued return on invest-
ment for us and our customers. 

The businesses we’re in are the 
key industries for meeting the needs of 
a growing global population such as ac-
cess to energy, clean water, and resource 
conservation.

Is it imperative that your social 
responsibility initiatives you support 

have a direct tie-in to the business? 
Let’s take, for example, the social side of sus-

tainability. We call it Corporate Social Innovation. We 
feel that it’s about working in areas that benefi t the 
communities where we live and work, especially 
when it comes to supporting education. For exam-
ple, there are millions of teenage girls around the 
world who can’t read or write, which drives poverty 
and hinders entrepreneurship, growth, and GDP 
in many of these developing or underdeveloped 
nations. The Caterpillar Foundation invests in the 
United Nations’ Girl Up program to help some of the 
world’s hardest-to-reach adolescent girls.

We see a need to promote volunteer efforts of 
our employees in their communities. We have hun-
dreds of facilities worldwide and our people raise 
families in those communities. So making sure we’re 
giving back to those communities is in our DNA.

We look at ways to make a difference in 
these communities. We feel poverty is a core root 
cause for lack of sustainable progress, as is lack of 
education. As you may know, Caterpillar provides 
signifi cant funding for the Caterpillar Foundation, 
which is active in supporting these areas. Some of 
the programs supported by the foundation look 
at how we change an environment so more girls 
are getting educated. The foundation also evalu-
ates water programs to ensure they are delivering 
drinkable water for small towns. We want to look 
to see where we’re moving the needle and the 
foundation shares these goals. 

Caterpillar’s contributions to the foundation en-
sure its continued health and success – the Caterpillar 
Foundation is one of the largest corporate-sponsored 
foundations in the United States and it works hard to 
make sure it gets grants to those who need them in 
those different areas of focus.

For a company of our size and with our his-
tory, service is a core component of who we are. It 
also helps us attract and retain the best talent. 

For the business aspect of sustainability, we 
consider how we solve a customer problem where 
they lack access to affordable electricity at a mine site 
because grid access for electricity isn’t available. We 
can help them recover the gases from the mine site 
to fuel our generators to provide the energy source to 
make our customers more productive. Plus, removal 
of the gases from the mine can enhance the safety 
of the work environment. We can also help them 
implement autonomous trucks to further enhance 
the safety at mine sites and elevate the effi ciency of 
diesel fuel utilization. We make their products more 
effective as they run their businesses.

Another example is our dual fuel engines 
that burn natural gas and diesel simultaneously and 
make our customers more effective and competi-
tive. These efforts are interrelated and measured to 
the business. It’s what we do and how we innovate.

Do you need to put metrics around the 
sustainability efforts to track impact?

We track various metrics around our facilities 
including safety, energy intensity, use of alternative 
and renewable energy, greenhouse gas emissions, 
water use, waste generation, and facility construc-
tion to LEED standards. At our more than 120 
production facilities around the world, we look at 
everything from the way we construct these facili-
ties to the way we operate our machines, to the air 
quality in the facilities, to the way we re-use our 
metal to build our machines, to the way we use our 
water, to worker safety at these production sites. 

We want to make sure our employees have 
excellent places to work in very safe environments 
with suitable air quality and good ventilation. 

We also make sure our employees share our 
work ethic and that they see themselves as part of 
the solution, because they’re the ones that make it 
successful. 

We’re constantly driving – we’re one of the 
earliest companies to introduce engines meeting 
Tier 4 emission standards in our products. 

How critical is it that this be driven from 
the top of the organization?

If you spend any time with Doug Oberhelman 
(Chairman and Chief Executive Offi cer), you can 
see and feel his passion around sustainable prog-
ress – it’s contagious. He feels strongly that we have 
a signifi cant role to play in sustainability around 
the world.

We are a company that has sustainable products, 
services, solutions and operations. Since sustainability 
is already in Caterpillar’s DNA, we added sustainabil-
ity as our fi fth company core value joining integrity, 
excellence, teamwork and commitment.•

Kathryn Dickey Karol
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