EPA CLIMATE
PARTNERSHIP
PROGRAMS




Climate Leaders Partner Companies
receive high-level recognition via:

*Press events
*Page on CL web site

*Articles in local, national, and trade
magazines

*Partner conferences and speaking
opportunities

«Custom quotes, interviews, podcasts
*Public Service Announcements (PSASs).
2007-8 campaign audience

>10 million in Forbes, Kiplingers,
CEABERS . Audobon, Fast Company

LS Envirnnmansal Pressction Agancy
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www.epa.gov/climateleaders/communications



http://www.epa.gov/climateleaders/communications
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PARTNERSHIF

Recognition Opportunities for GPP Partners
e Nationally Recognized Top Partner Lists:
— National Top 50 List
— Fortune 500 List
— Top 20 Colleges & Universities List

More than 18 EPA HQ and Regional press releases issued
in 2008

Generating major media coverage in publications such as
MarketWatch, Yahoo! Finance, CNN Money, Chronicle of
Higher Education, MSN Money, Major daily newspapers.

Partner announcement support — press release templates,
EPA guotes, equivalency statements, Partner mark,
stakeholder friendly messaging etc.

Annual Green Power Leadership Awards
Industry Sector Challenges: Fortune 500, C&U, Law Office



% The Economist

Economist

THE 2009

Environmental Protection Agency ' Special Advertising Feature: Program Details

The Economist and the EPA rave created an integrated manketing apporturity for EFR partners b reach our giobal
An meclusive opportunity for Climate Leadars and Green Power Parnier: autience of policymakers, grvernment influentials and Clevd esenutives. The program will cender areund an in-book
advertarial sectian to be published in an issue of tha ERY's chicice. Suggested 2008 issues indude:

& MAGATINE RELEVANT FOR TODAY The Ecamamist s the oy publication in the world that every wesk, analyzes ine el 28 feite: Wil o Speci At ~The Eviroerneat
mnﬂlm!}ﬂ(ﬂ'l!‘. rq.)pznlngszmumme:gu‘xea'm |ma'p|un1£. .|m!1an: on the future. Grmnng n:.lu.re nﬂn.e PROGRAM ELEMENTS: SPONSOR BENEFITS:
Erano mist's editarial and the recent shifts in the world 2 large. it is litle wonder that our magazin Crezsingly 2 - J .
Tedesant for American raadars and is sunging in circulation. The Eoonomist has mora than deubled in circulation snce » Featured Creative: % page space for your credtive in » Dpportunity to prormote your relationship with the
2000, growing from 333,218 1o 747,254 the in- book advertarial sedion EPA to The Econam ists giobal audience of powerful

. " influsrtials and business decisian makers
Economist rezders spend more time and mongy to gain 3 desper understanding of thewand, and the events that shape » D:_:;‘_‘"EE:E \.P:,:!::" mT Fln]’ufme s n with cxsbm. Hiaughi o el
it. Dur core audience of influantials use The Ecanomist to help them understand and react to wiorld events. Dur naaders : "i:t s o » = L. o
pay double, even tripls, the subsmiption rate of cur competitors®. They spend twice & much time reading The Emnomist, SR » Direct aocess o an elite it of “gresn” Eranomist
which transiates into an apportunity for ERA partners 1o capture an engaged and passionate audience » Righits to Avertorial: 503 reprints of the advertodal subscribars
(Our editorial attracts an audience with 3 passion for giobal issuss — incuding the ervionment: featLring enlyyour trand's oeative, avaitabe for

aus g s e » Dpportunity to customie package andior intagrate

T o I NS NPT S ur S into The B namist's Corporate Suetainability Frogram
* 77% ol Teaders recycled products n tne (ast 12 montns » Diteet Mail Prormetion: Opportunity to mail Ecan
» B0% of resdars are willing bo pay more for 3 product that i environmentalry safe grean subscriberswith a dinect mail piece promoking

» G4% of readers are willing 10 give up corwenience in retum far a product that is T 1A )

The future of emironmentaly fiendly

ene rgy = More than half of readers requiarty eat organic food - in fact, The Eoanamist

- vl .-,, indeees #1out of i 241 publicatiors measured in MR for eating erganic PROGRAM TIMELINE:
- » Readers ane 28% mora likely than the awrage indkidual o buywehicles that » October 13 » December 5 » lanuay 14

reflect their commitment to support the emironment Initial conwersations Final Space commitmants Final Approvats

Y. Suzanne Hoplins

SIEannerophrEgEcanomist am

(HI: Tory Artoling

tanyantalini @econamist.oom

(Opan rats packanes starting at $70,000 net (ustom and comperate pricing and packaging based on availahilig

» Readers ana 4 times mare likely than average consumers ta have particpated in
BINiranment al QroUpSfcaUses in the last 12 months (Index 262)

» December 16
Final copy due
Eirendan Yatter
brendanyettengecramist.com

SRR e DT e, o xong AR Seeamares T 20 e S B e ey, o MRS S e
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Contact: Suzanne Hopkins (suzannehopkins@economist.com)
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™ Forbes

Forbes

SPECIAL SECTIONS 2008

u_. Erveieoe mlm‘ n-

CLIMATE L E{'&Eﬂg
hon s PARTHNERSHIP

Champion your partnership with the WS, Emironmental Pratection Agency and tell 5.4 million Forbes
readars how your organization is reducing its carbon footprint and warking to protoct the climats,
orbes 1s proud to partner with the EPA for the fourth e
secutive year to bighlipht twe key leadership programs, |:m
Climate Leaders an: Green Power Partners, In a spectl
advertising section that will appear in the July 13, 2009 bsue.
This specal report will:
Convey the benedits of long-term mrporste chimate change strat
egles and green power Infilatives i key constfiuents and decision
makers who read Forbes
Highisgén the growing number of companies that ane successfilly
reducing the impact of their operations on the environment
Promote imovative environmental solutloos
iiducate the Forbes audience dbout the Impertance of preen power purchasing and supporting preen power resources for
ecanomic developmest and energy ndependence
Take advanitape of this opporiunity o inform the highly influentlal Forbes andience of your company’s commitment fo sistaln
:ll].ll}':.nd ﬂlepnll:ll‘el&qnl lﬂl‘lg torward r!.‘dll:l.ngll_!ﬂ'bunl'nutp’lﬂ_

Pt matarsbip semres, M1 Pl 2008

PROGRAM BENEFITS I

Q) Castomized Sidebar: Full page advertisers will recelve cithin the seciion ame-third page text skdekar 3o
you can baghilighn yous company s environmental achie Ml.lmd leaderstap.

€ Forbescustom.com: Section text will appear cnbine for sty months wath links o sporsar We sites.
EPA ¥eb Site Posti A PDIF of the section text will be posted on the EPAS Web site: 1o extend the section’s
ing: pos Impact.
) Web Address Directory Listing: Sponsors mn be lsted in the setfon’s Web Address Directory to encourage readers
o seck more Inform atic

@ Audios Interviews: Advertisers wll have the oppartunity 1o bave an exeastive take part in 2 two. 1o three minate adio
Intervizw with the section writer. The intervies will be Pcﬂ.l-ﬂ o Forbesoustom . oom.

rbes - SPECIAL SECTIONS - 2008

Issue Date: July 13, 20

Forbes Readers Are the Influencers You

3 jot i m el Pt VT, Trogmses, Mormtor of Foars,
Comeral Masager asal Chwvaer, Tartaer

Forbes Spocml Sections Scors Well on
Reader R

Acrording ta leta Research's Subseriber Advertising Mea.
surement, which records how well advertising & read and
remembered, Special Advertising Sections maslsiently score
amung the highest advertssing Giegortes, with an average re
call score (S094) that's abave the average (58%%) for total ad
verttsing, Clearly, sections provide a high profile envirsment
that am Increase wistbility for your mesage.

‘Sowr, SafaTiber efvertiing Maserersent {34, ] St B, 7001-Clx. 2007,
Arvecagy total recall et okl o 7,57 i bck i facn- preian pastiamy
[T ——————y R Y T ——
Pt ) i Bus v year e e 3004 Ui 2.

For mer information and ad raies, pleas: contact:

Selden Blommer
Enecutve Drector of
Cassiom Selutions
Forhes:
LN
ZNER2TI

Wesley Nam (wnam@forbes.com)

= Cloging Date: April 27, 2000 « Ad Materials Due: May 12, 200

ABOUT THE EPA CLIMATE
LEADERS PROGRAM

Climate |eaders 13 an UL industry povernment partner
ship that warks with compantes to develop comprehensive
chimate change strategles. Fartner companies commat to
reducing thesr impact on the plobal eovircoment by com.
pleting a corporatc widc Emventary of thelr greenhouse
gas emiasions, Implementing 3 management plan for data
comsistency, setting lomg-term reduction goals and anne
ally reporting thelr propress ta the EBA_Throuph progran
partictpatsan, compantes create 3 credible record of their
acoomplidmments and reccive EPA recognition as carpe
rate emvironmental leaders.

ABOUT THE EP& GREEN POWER
PARTNERSHIP

EFA's Grcen Power Partnership 1s a2 woluntary program
helping 15 incresse the use of gree power anoog leding
I8 orpntrations. Crganizations are encouraged to pur.

chase preen pawer =2 way to reduce the covircemental
tmpacts assoctated with conventional electricity use. Fart

ners are purchasing Billions of kilowatt hours (KW} af
green power annually, whch has the equivalent impact of
removing the cméntons of Bundreds of thousands af pas

senger cars from the road each year:

Please fax inseriom orders io the Forbes
‘Business iffice al 212-420-2472.

‘Send a copy of the insertion order and

Contacts: Bob Grossman (bob@bgrossman.com)



mailto:bob@bgrossman.com
mailto:wnam@forbes.com

"™ National Geographic

Special Section

National Geographic Magazine, September 2009

In its first century,

s the e

the plane

What Can Notional Geographic Magarine
Otfer EPA Climate Leaders and
Part fvesr ship Com pani es?
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Program Deta

® Appearing in Exarutive Editon (rgeting
Protes sianal Managerial subscrb ersh of
Nationsl Geegraphic. Raiehae 1, 400/000,
Tatal Audience 9,280,000

® Commitment Date- kine 15,2009

® Materids Clases July 1, 2009

® Newsstand On-Sake Date- Augast 25, 2009

@ Fanmat: Cover feataring Climate Lesder and
Grean Power Parnesship logos, ad pages facing
advwerinrial pages (S0%,/50%); aontent wil fons
o wehat bucinesses e daing inday ta heip the
chmate tamanmw (sponsae intates wil b
chedtheaghot as specific case stadies ard
\eariershiip pltiaems)

® Investment: Opporiunities range frm

placement to 1,4 page opp ontunites, and prmier
ad-page sponsorships

Prm stion
® Camier cardd inscting mubseribars tia the in-baci
st sertion—oesting sdded vishilly and impoct

@ lssiie and/br ar Bion smprint maiing 1o your ey
comcttuants, crld be acrompanied by jpint letier
fram cor publicher and your CEC

® Spectalevent and signature opportnities 3 wel

The Auwsdi

CLIMATE ~

s haadogrrters
CREEN Fean-certiied buidrg
paslil il

n, MGS has i pened] Bgivting eftichancy,
s, upgraded heatng

nce You W

b e oy S8

sencdly s

e bs Newt Energy P

Matamal Gengrophic ragazine s 3 glohal eadey

EnnneCtng pannke 10 3 wodd Lrger San te ane st Lot your
Inwhich they bre; povidng contexdand cirtytor | N dGgophic
issises that aiect us 2l Fach isase inspies readers -
it the work s best photegaaty and agind

Mk Sy Diretis,
the e of o they nfioence andin the werid. ILE0EE0E

Contacts: Michele Murphy (mimurphy@ngs.org)



mailto:mimurphy@ngs.org

" EnvironmentalLeader.com
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contené-Rlsvant adverttsing
smvimonmank,

Spectay HMIMLE?M
!J.nmn-nnm 1009 program

www.environmentalleader.com  cmonarion

13,000 KEWSLETTER SUBSCRHEERS
Envionmantal Laasr providss Corporsts dscislon. makers wih 3 dall newsletter and 10200+ UMCUEVISTTORS MOKTH
ol ad Wsbakate el hmmnhrhuﬁmammn sfidart and

e Soc el e T S 0000+ PAGEVEWSMONTH

ok yruan
it St amEeental snd dimate- o ta o gt ek
RN Sans g o s o

READERSHIP

3 e jwescntyeniing

4 Mwlul:cmp-mﬂunlﬂl
Whatis year b iaivchal

Contacts: Paul Nastu (paul@environmentalleader.com)
Tig Tillinghast (advertise@environmentalleader.com)



mailto:paul@environmentalleader.com
mailto:advertise@environmentalleader.com

™ ClimateBiz.com

Online Advertising Offer to EPA Climate Leaders with
25% Discount Off Normal Price™

CllmateBlz com

ClimateBiz is a resource center on climate
management strategies for businesses seeking to
reduce their “carbon footprint” while saving money
- and increasing productivity; it was created in
partnership with Business for Social Responsibility.
Under the direction of industry icon Joel Makower,
ClimateBiz regularly covers issues and topics
rela.lnd to emissions reduction, emissions trading,
renewable energy, carbon offsets and measurement
&verification, ClimateBiz also profiles developments
by sector, publishes case studies and features

Advertise on ClimateBiz.com

Contact

Alan Robinson
/ = k=omal — — ¥ Sales & Business Dievelopment
/ | ~ e Offica: (£50) 209.544€ or
AL S :  —— Ty ey
Mobde: (650) 823-2131
Ernail:

AN /TN Ll‘f!l = . T =]

*Participation in this program will include the following creasive
In Partnership with in your ad:
CLIMATE Proud Partner of EFA Climate Leaders Program  eABREAS .

L| - *Subject to inventory avaiabili
mr - ‘Subject to inventory iligy

Contact: Alan Robinson (alan@greenerworldmedia.com)



mailto:alan@greenerworldmedia.com

