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The more complex and dynamic the 

world becomes, the more Marsh & Mc-

Lennan’s 60,000-plus colleagues around 

the world thrive on making a difference in 

critical moments on behalf of the people, 

businesses and societies we serve. 

Our shared purpose underpins our aspi-

ration to become one of the best compa-

nies in the world. To achieve this, we must 

be relevant to clients and continue to be 

a great place to work for colleagues. Our 

corporate citizenship plays a vital role 

while delivering on our commitment to 

improve the communities where we live 

and work. 

Our view of corporate citizenship is broad 

and multidimensional. Through a busi-

ness lens, our clients rely on us for trusted 

advice on challenges that play out across 

social, political and environmental issues. 

Beyond commercial success, however, 

our commitment to living the greater 

good is reflected in our culture of mutual 

respect and inclusion — and in our efforts 

to inspire our colleagues to learn new 

skills, give back to their communities and 

act with integrity in all that they do. 

I am pleased to report the tangible 

progress Marsh & McLennan has made 

in our key focus areas of environmental 

sustainability, diversity and inclusion, and 

community engagement. 

A  L E T T E R

F R O M  D A N

D A N  G L A S E R

P R E S I D E N T  A N D 

C H I E F  E X E C U T I V E  O F F I C E R

M A R S H  &  M C L E N N A N  C O M P A N I E S

One of the attributes that defines our 

company and our colleagues is our 

relentlessness in always seeking to find 

the smarter way. Not what’s wrong — but 

what we can do better. In this spirit, we 

will continue our corporate citizenship 

efforts — and we look forward to continu-

ing to help improve the world through 

our work. 

Best regards, 
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We’ve prepared this report for everyone 

with an interest in Marsh & McLennan’s 

approach to corporate citizenship — our 

clients, colleagues, investors, nonprofit 

partners, nongovernmental organizations 

and others. This report focuses on our 

progress in three key focus areas: envi-

ronmental sustainability, diversity and 

inclusion, and community engagement.

(To read more about how we identified 

these priority areas, please see page 7).

S C O P E 

This report highlights initiatives and ac-

complishments for our global enterprise, 

which includes our four operating compa-

nies. Performance data covers 2015 and 

2016, unless otherwise noted. In some 

cases, information for early 2017 is also 

included to give an up-to-date picture 

of our programs.

R E P O R T I N G  S T A N D A R D S 

A N D  A S S U R A N C E 

This report contains standard disclosures 

from the Global Reporting Initiative’s 

(GRI’s) G4 Sustainability Reporting 

Guidelines. An index of our responses 

can be found on page 56. We draw on 

guidance from the World Resources Insti-

tute’s (WRI’s) Greenhouse Gas Protocol 

for our carbon reporting, as well as CDP’s 

(formerly the Carbon Disclosure Project) 

guidelines. Our Corporate Citizenship 

Report team, subject matter experts and 

senior leadership reviewed the content 

of this report to ensure it fairly represents 

our citizenship activities and results.  

A B O U T

T H I S  R E P O R T

O V E R V I E WM A R S H  &  M c L E N N A N   |   C I T I Z E N S H I P  R E P O R T

C O N T A C T  U S 
Your feedback is important to us and we welcome 
ideas for advancing our citizenship activities and 
performance. Please send your comments and 
questions to corporatecitizenship@mmc.com.
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•

•

•

•

A B O U T

T H E  C O M P A N Y

We are Marsh & McLennan Companies: a global professional services firm with two 

operating segments, Risk and Insurance Services and Consulting. Our more than 60,000 

colleagues around the world serve clients in more than 130 countries through our  

market-leading professional services businesses:

R I S K  &  I N S U R A N C E  S E R V I C E S 

C O N S U L T I N G

ENABLING CLIENT SUCCESS

We anticipate the needs of our 

clients and act as their 

trusted advisors.

FINDING THE  

SMARTER WAY

We never stop searching 

for a better solution.

WORKING SIDE BY SIDE 
We collaborate to harness our 

collective intelligence.

LIVING THE GREATER GOOD

We act with integrity and strive 

to improve our communities 

around the world.

W E  A R E  C O M M I T T E D  T O

Insurance broking and risk management 

Reinsurance and intermediary advisory services 

Talent, health, retirement, and investment consulting

Management, economic and brand strategy consulting 
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G O V E R N A N C E 

A N D  E T H I C S

L I V I N G  T H E  G R E A T E R  G O O D

Our reputation is fundamental to our 

business. That’s why colleagues at every 

level of our organization are expected 

to conduct themselves in a manner that 

reflects the highest ethical and profes-

sional standards at all times. To support 

and guide our colleagues, in 2011 we 

introduced our code of conduct, The 

Greater Good. Available in 23 languages, 

The Greater Good has been distributed to 

our colleagues worldwide, accompanied 

by a comprehensive training and commu-

nication effort that included a campaign 

in 2016 requiring employees to recertify 

their commitment to the code. 

The Greater Good provides guidance on 

legal, ethical and risk issues that col-

leagues may encounter in their work, 

and helps them to consider how the 

actions they take may affect the broader 

interests of our fellow colleagues, clients, 

shareholders and communities. The code 

instructs colleagues how to raise any 

concerns they have about these issues 

and assures them that there will be no 

retaliation for doing so in good faith.

B O A R D  O V E R S I G H T 

Marsh & McLennan Companies’ Board 

of Directors established a Corporate 

Responsibility Committee in 2008. The 

committee’s aim is to create value for our 

stakeholders by enhancing our firm’s rep-

utation, business position and colleague 

engagement. The committee focuses 

on government relations, corporate 

communications, social responsibility, 

diversity and inclusion, and sustainability; 

it reports to the Board on a regular basis. 

The committee meets five times a year 

to discuss key citizenship initiatives and 

strategy with the leaders of our citizen-

ship programs. 

The Greater Good provides 
guidance on legal, ethical and 
risk issues that colleagues may 
encounter in their work.



P 7

O V E R V I E WM A R S H  &  M c L E N N A N   |   C I T I Z E N S H I P  R E P O R T

M A T E R I A L I T Y

In 2014, key stakeholders evaluated the 

importance of different material issues, 

based on the disclosures in the GRI G4 

Sustainability Reporting Guidelines. 

Working with our citizenship teams and 

senior business leaders, we prioritized 

the issues that most directly impact our 

organization from an environmental, 

social and governance (ESG) perspective 

and are most important to our company, 

colleagues, shareholders and the com-

munities in which we operate. 

Supply Chain Impacts
Climate Change Risks
Employee Benefits
Work-Life Balance
Local Senior Management
Executive Compensation
Local Suppliers
Public Policy Positions
Political Contributions

Energy Efficiency
GHG Emissions
Paper Use and Recycled Content
Recruiting and Retention
Diversity and Inclusion
Community Investment 
Regulatory Compliance and 
Anti-Corruption
Financial Results
Customer Privacy
Sustainability-Related Services 

Environmental Compliance
Biodiversity
Water Use and Discharge 
Environmental Mitigation
Human Rights
Occupational Health and Safety
External Grievance Mechanisms
Collective Bargaining 
Human Rights Clauses in Investment 
Contracts
Forced or Compulsory Labor
Security Practices 
Infrastructure Investments 
Product and Service Labeling
Safety Impacts of Products 
and Services

Waste and Recycling
Environmental Investments
Responsible Marketing 
Anti-Competitive Behavior
Risk Evaluation 
Customer Satisfaction

The materiality matrix below was created 

based on stakeholder responses. 

The items in the top right quadrant of the 

matrix are of the highest importance to 

both Marsh & McLennan and our stake-

holders. The issues in this quadrant are 

our current priority and are the primary 

focus of this report. Issues that are most 

important to our stakeholders are at the 

top left quadrant of the matrix, while 

citizenship issues that most directly affect 

our operations are in the lower right 

quadrant. Additional issues are listed in 

the lower left quadrant. We will continue 

to use this matrix to evaluate our progress 

on these material issues. 

Our material issues have been divided 

into five areas, each corresponding to a 

citizenship area and a section of 

this report.
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O U R  E N V I R O N M E N T

O U R  P E O P L E

O U R  C O M M U N I T Y

O U R  W O R K

G O V E R N A N C E ,  E T H I C S 
A N D  T R A N S P A R E N C Y 

I m p o r t a n c e  t o  t h e  C o m p a n y



M A R S H  &  M c L E N N A N   |   C I T I Z E N S H I P  R E P O R T

O U R  C O M M U N I T Y

A  C O L L E A G U E  I N  J O H A N N E S B U R G ,  S O U T H  A F R I C A  H E L P S  P A I N T  A  C H I L D R E N ’ S  C E N T E R  A S  P A R T  O F  N E L S O N  M A N D E L A  D A Y
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Marsh & McLennan offers our colleagues 

the opportunity to work with extraor-

dinary people and to address some of 

society’s greatest challenges. Through 

our Corporate Social Responsibility 

programs, we also empower our people 

to make a meaningful difference in the 

communities where we live.

Our initiatives focus on education and 

disaster preparedness and recovery 

to improve our communities through 

employee volunteer programs, nonprofit 

partnerships and disaster response.

Our firm began tracking volunteer hours 

in 2012. Since then we’ve seen a signifi-

cant increase in colleague engagement 

with our volunteer initiatives. 

We’ve instituted several programs that 

have driven colleague participation and 

engagement, including:

• GLOBAL VOLUNTEER MONTH

Colleagues around the world come 

together during the month of May to 

volunteer and make a positive impact 

in their local communities.

• VOLUNTEER RECOGNITION 

PROGRAM

At the end of each year we recognize 

individuals and countries for their 

volunteer efforts. 

• PAID DAY OFF TO VOLUNTEER

Full-time colleagues receive one paid 

workday off each calendar year to 

perform volunteer service with a 

nonprofit organization.

In 2016, colleagues  
volunteered 160,000 more 
hours than they did in 2012.

O V E R V I E W

In addition to these global programs, 

individual countries also offer additional 

incentive programs such as Dollars for 

Doers (US and Canada) and Get Fit for a 

Cause (US, UK and Mexico).

In 2015 and 2016, Marsh & McLennan 

gave $20.8 million in charitable contribu-

tions, including $3.6 million in colleague 

directed funds. The top three recipients 

of charitable funds in 2016 were our 

global nonprofit partners: Junior Achieve-

ment, Cherie Blair Foundation for Women 

and the American and British Red Cross. 
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Marsh & McLennan colleagues volun-

teered in more than 50 countries in 2016, 

an increase of 300% in participating 

countries since 2012. 

C A N A D A

More than 500 colleagues from 11

Mercer offices across Canada

participated in the country’s first-ever

Good Day event. Collectively they

supported 54 nonprofit organizations

across the country. Activities included

gardening, painting, sorting food,

environmental cleanups, assembling

care packages, and harvesting

potatoes (pictured here).

Here are a few examples of how our 

colleagues are making a meaningful dif-

ference in their local communities.

V O L U N T E E R I N G

A R O U N D 

T H E  W O R L D
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M E X I C O

In Mexico, we formed a volunteer club 

that spans all 17 offices and includes 

colleagues from Marsh, Guy Carpenter, 

Mercer and Oliver Wyman. As a result 

of this collaboration, Mexico colleagues 

volunteered more than 3,000 hours in 

2016 and helped 29 nonprofit organiza-

tions. Activities ranged from skills-based 

to environmental, and included a project 

in Mexico City where colleagues planted 

flower boxes that were then donated to 

help beautify the community. 

I N D I A

Mercer colleagues in India volunteered 

their time with SOS Children’s Village, 

one of Mercer India’s eight social cause 

partners. SOS Children’s Village seeks to 

protect children against abandonment 

and social neglect; it has partnered with 

Mercer for two years. Colleagues partici-

pated in a variety of activities throughout 

the year, including a two-day painting 

project that involved close to 100  

colleague volunteers.

S O U T H  A F R I C A 

Colleagues from six Marsh offices across 

South Africa came together to participate 

in Mandela Day, which honors Nelson 

Mandela’s legacy by inspiring individu-

als toward a global movement for social 

good. The participating colleagues 

selected projects that aimed to affect 

change in the communities where Marsh 

operates. These projects benefited five 

organizations across the country and 

ranged from school cleanups to packing 

meals. All projects supported two of 

Mandela’s key areas of focus:  

education and service.
M A R S H  C O L L E A G U E S  I N  D U R B A N ,  S O U T H  A F R I C A  S O R T E D  F O O D  T O  B E  D I S T R I B U T E D  T O  T H O S E  I N  N E E D

M E X I C O  C O L L E A G U E S  P L A N T I N G  F L O W E R  B O X E S

M E R C E R  C O L L E A G U E S  I N  G U R G A O N ,  I N D I A  H E L P  T O  P A I N T  T H E  S O S  C H I L D R E N ’ S  V I L L A G E 
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The Cherie Blair Foundation for  

Women provides women in developing 

and emerging economies with the skills, 

technology, networks, and access to 

financial services they need to become 

successful business owners. 

•

•

•

97% of women mentored
by Marsh & McLennan
mentors increased their
business skills.

34% of mentees said that 
the support they received 
from their mentor and the 
program was instrumental 
in helping them keep their 
business afloat.

98% of Marsh & McLennan
mentors report that they
increased their knowledge
of mentoring.

Through our partnership with the Men-

toring Women in Business Programme, 

Marsh & McLennan is able to make a posi-

tive, sustainable impact on our global and 

local communities. Since 2012, more than 

100 colleagues representing 20 countries 

have served as mentors to women from 

33 countries around the world. By engag-

ing in a year-long, one-to-one mentoring 

relationship with women running

a micro, small or medium enterprise in 

a developing or emerging economy, 

mentors build their mentees’ confidence, 

skills and market knowledge, empower-

ing women entrepreneurs to thrive and

develop stronger communities for them-

selves and their families.

Supported by Marsh & McLennan, the 

Cherie Blair Foundation for Women com-

missioned a report titled “Empowering 

Women, Broadening Horizons,” on the 

results achieved by its Mentoring Women 

in Business Programme. It also examined 

outcomes from the program’s first five 

cohorts of mentee and mentor graduates 

(a total of 390 mentees and mentors). The 

report included stories of two Marsh & 

McLennan mentors and how their rela-

tionships with their mentees have made 

a difference. Read excerpts from these 

stories on the following page.

P A R T N E R S H I P  I M P A C T

N O N P R O F I T

P A R T N E R S H I P S

Cherie Blair Foundation for Women
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Tracy, Vice President, Knowledge Man-

ager and Research Analyst in Marsh’s UK 

Power, Energy & Mining Practice, was 

paired with Nina (pictured left), who runs 

Fresh Express Logistics, which exports 

grapes from India to Europe. Nina joined 

the program to help resolve challenges 

with marketing her products and han-

dling clients. She worked with Tracy to 

create a strategy to expand her business’ 

export base to the Balkans and explore 

opportunities in the UK, Ireland and Baltic 

region. Nina was often hesitant to make 

tough decisions, so Tracy supported her 

to build her confidence in this area.

Katy, CSR Manager for Latin America, 

worked with Sofia (pictured right), who 

established Mexikatekatl in 2013 to 

support artisans by helping them gain 

access to the Mexican tourist market. 

Sofia was unsure how her business could 

grow strategically and wanted a men-

tor to help her develop a financial plan, 

structure her operations and create a 

sustainable business model. Katy shared 

her knowledge of the social sector in 

Mexico and introduced Sofia to some key 

contacts. She also encouraged Sofia to 

write a business plan and strengthen her 

business model. 

N I N A  P A T I L  D I R E C T O R  O F  F R E S H  E X P R E S S  L O G I S T I C S
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Junior Achievement (JA) inspires and 

prepares young people to succeed in a 

global economy by teaching students 

how to start businesses that create jobs, 

entrepreneurial values that strengthen 

workplaces, and skills to generate and 

manage wealth. Through the delivery 

of cutting-edge, experiential learning in 

financial literacy, work readiness and en-

trepreneurship, JA broadens the canvas of 

possibility for young people and enriches 

their ability to engage in their own eco-

nomic development and contribute to the 

strength of their families, communities, 

and economies.

Since 2014, Marsh & McLennan has part-

nered with JA globally. Our partnership 

continues to grow and we reach  

additional countries every year. 

N O N P R O F I T  P A R T N E R S H I P S

Volunteer Hours: 
590% increase  
from 2015

Colleague Volunteers: 
270% increase 
from 2015

Participating Countries: 13

Participating Cities: 30

P A R T N E R S H I P  I M P A C T

•

•

•

•

Junior Achievement Worldwide

C O L L E A G U E S  I N  B O G O T A ,  T E A C H I N G  A B O U T  F I N A N C E  M A N A G E M E N T

Our colleagues engage with JA in many 

different ways. Here are some examples 

of our partnership at work. 

C O L O M B I A

Our colleagues in Bogotá, Colombia as-

sisted with JA’s Beyond Money program, 

which teaches kids about responsible 

personal finance management in every-

day life and the benefits of having a bank 

account and other tools, to help them 

understand the concepts of social and 

economic sustainability.  
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U N I T E D  S T A T E S

In New York City, the Asian Colleague 

Resource Group invited colleagues from 

across the operating companies to serve 

as teachers for a day, delivering lessons 

on running a business, exploring careers 

and the importance of voting and money 

management.

I N D O N E S I A

Colleagues in Indonesia helped to 

prepare 140 young Indonesians for their 

entrance into the workforce. Volunteers 

led activities that taught the importance 

of soft skills and why the students should 

develop a personal brand. 

C O L L E A G U E S  S E R V I N G  A S  T E A C H E R S  F O R  A  D A Y  
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One of Marsh & McLennan’s key philan-

thropic focus areas is disaster prepared-

ness and recovery. Our longstanding re-

lationship with the Red Cross network 

allows us to make a bigger impact both 

before and after a natural disaster. 

Our firm’s support includes an annual 

grant that is earmarked for disaster 

response efforts; a fundraising website 

to facilitate, track and match colleague 

donations in response to large-scale 

disasters; and numerous volunteer 

opportunities. 

Our aim is to ensure that our grants for 

humanitarian disasters are high-impact 

and sustainable. We’re committed to 

supporting our communities in critical 

moments, and are proud to work with 

the Red Cross to provide colleagues with 

an opportunity to contribute to recovery 

efforts. Although our colleagues around 

the world engage with the Red Cross in a 

variety of ways, our formal partnerships 

are with the American and 

British Red Cross.

N O N P R O F I T  P A R T N E R S H I P S

American and British Red Cross

C O L L E A G U E S  A S S E M B L I N G  C O M F O R T  K I T S

V O L U N T E E R I N G

During our inaugural Global Volunteer 

Month in 2015, colleagues in New York 

City spent an afternoon assembling 

comfort kits with the American Red 

Cross. The kits included toiletries and 

personal care items that were collected 

and boxed up, and then sent to disaster 

victims in need. 



P 1 8

C O L L E A G U E S  P A R T I C I P A T I N G  I N  T H E  R E G E N T ’ S  P A R K  5 K  C H A L L E N G E 

O U R  C O M M U N I T YM A R S H  &  M c L E N N A N   |   C I T I Z E N S H I P  R E P O R T

D I S A S T E R  R E S P O N S E

In April 2015, an earthquake devastated 

Nepal, killing more than 8,000 people 

and injuring tens of thousands more. Our 

colleagues collectively raised more than 

$200,000 in just four weeks — a top fund-

raising campaign for the Red Cross.  With 

our firm matching every dollar raised by 

colleagues,  we contributed $400,000 to 

the recovery efforts.  

F U N D R A I S I N G

UK colleagues arrange and take part in 

numerous fundraising activities through-

out the year. In September 2016 more 

than 700 UK colleagues participated in 

the annual Team Walk Challenges. The 

events raised a record £47,683, with all 

proceeds donated to the British Red 

Cross. This amount contributed to the 

2016 UK fundraising total of £177,000, 

which exceeded the Company’s annual 

goal for British Red Cross fundraising by 

18%. All of the money raised goes directly 

to projects in the UK that help people 

prepare for, respond to and  

recover from crisis.

R E D  C R O S S  H E L P I N G  I N  N E P A L  D U R I N G  T H E  2 0 1 5  E A R T H Q U A K E
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R E C O G N I T I O N

T H I R D  S E C T O R  P A R T N E R S H I P  A W A R D

In the UK, our partnership with the British Red Cross won a Third Sector charity 

partnership award for professional services.

T H E  G O L D E N  G L O B E  T I G E R S

Mercer India was awarded the Golden Globe Tigers award for Best Workplace Responsi-

bility. The Golden Globe Tigers awards recognize outstanding corporate social responsi-

bility programs in Asia. 

L O R D  M A Y O R ’ S  D R A G O N  A W A R D

Oliver Wyman’s London Social Impact program won the Lord Mayor’s Dragon Award 

for Future Proofing Charities in 2016.  This award recognizes businesses that use their 

expertise and skills to strengthen the talent, systems and processes within community 

organizations to build them up for the longterm.

M E X I C A N  C E N T E R  F O R  P H I L A N T H R O P Y  A W A R D

The Mexican Center for Philanthropy awarded Marsh & McLennan Companies Mexico 

the Socially Responsible Company Distinctive for the seventh year. The country also 

received the 2016 Best Practices Award in the Corporate Volunteering Category for our 

Global Volunteer Month initiatives. 

B I I  C O R P O R A T E  S O C I A L  R E S P O N S I B I L I T Y  A W A R D 

Our operating companies in Bermuda— Marsh IAS Bermuda, Guy Carpenter and Bow-

ring Marsh— received the Bermuda Insurance Institute’s (BII) Corporate Social Respon-

sibility Award for 2016. The award recognizes outstanding individuals and companies 

whose leadership skills and contributions to the industry and/or Bermuda community set 

them apart from their peers. 
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O U R  E N V I R O N M E N T

C O L L E A G U E S  I N  M E X I C O  C I T Y  P L A N T  T R E E S  W I T H  A  L O C A L  C O N S E R V A N C Y  G R O U P
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As a global firm, we understand that the 

wellbeing of our colleagues and busi-

ness, the long-term wellbeing of society 

and the strength of the global economy 

depend on our commitment to a sustain-

able environment. That’s why we hold 

ourselves responsible to conduct busi-

ness in a way that protects and improves 

the state of the environment for future 

generations.

Reducing our firm’s overall environmental 

footprint while supporting our clients’ 

sustainability management efforts are 

our most effective ways to achieve and 

enhance environmental sustainability. 

As a result, we’ve introduced a variety of 

internal practices and initiatives to reduce 

our energy consumption, materials use 

and overall emissions.

O V E R V I E W

We hold ourselves responsible 
to conduct business in a way 
that protects and improves 
the state of the environment 
for future generations.
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S C O P E  1

Direct emissions from sources 

owned  or controlled by an 

organization. 

As a professional services firm, our Scope 

1 emissions are aligned directly to the 

generators used in our data centers and 

call centers.

S C O P E  2

Indirect emissions attributed to 

purchased energy, such as 

electricity usage. 

With a focus in personal computing, 

printing and real estate, our Scope 2 

emissions were reduced by 12% between 

2015 and 2016. 

1 0 5 , 0 0 0

9 0 , 0 0 0

7 5 , 0 0 0

6 0 , 0 0 0

4 5 , 0 0 0

3 0 , 0 0 0

1 5 , 0 0 0

0

S C O P E  1 S C O P E  2 S C O P E  3

C D P  2 0 1 4 C D P  2 0 1 5 C D P  2 0 1 6

C A R B O N

E M I S S I O N S
In 2012, we set a goal to reduce global 

emissions by 20% by the end of 2017, 

using 2009 as the base year. We met this 

goal two years early.

C
O

2
e

S C O P E  3

Emissions from sources not directly 

controlled by the company but  

related to company activities.

With an emphasis on client service, our 

colleagues travel to meet the needs of our 

clients. As the company grows, so do our 

Scope 3 emissions. Since travel is neces-

sary for us to conduct business, we use 

a Green Traveler Program so colleagues 

can access sustainable travel options 

and information, including: Green Hotel 

Rankings, options to make travel more 

environmentally friendly at all stages 

of a trip and hybrid car rental offerings 

through our preferred car 

rental partners.

Our Carbon 
Footprint

G R E E N H O U S E  G A S  E M I S S I O N S  B Y  S C O P E

In our UK offices, our “BeGreen 2020” 

commitment includes a 25% reduction 

in carbon emissions by 2020, using 2010 

as the base year. This goal was met at the 

end of 2015 and has since been increased 

to a 35% reduction by 2020.
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Marsh & McLennan’s Global Technology 

Infrastructure (MGTI) supports our global 

business by partnering with strategic 

suppliers and developing innovative solu-

tions to reduce our environmental impact 

and preserve resources. These initiatives 

help us continue to reduce our Scope 2 

and Scope 3 emissions.

V I D E O  A N D 

W E B  C O N F E R E N C I N G

One of the biggest potential benefits of 

conducting business by video conference 

is that reduced business travel results in 

reduced carbon emissions from vehicles, 

airplanes and other modes of transpor-

tation. Having rolled out video confer-

encing to colleagues globally in October 

2016, we do not yet have data to demon-

strate a reduction in travel. As of May 

2017, 98% of our colleagues had access  

to video conferencing.

Reducing emissions through technology

C A R B O N  E M I S S I O N S

“Our technology team is 
committed to providing 
innovative solutions that re-
duce our environmental foot-
print and we remain passion-
ate about building a more 
sustainable future.”

D A V I D  F I K E
C H I E F  T E C H N O L O G Y  O F F I C E R 

G L O B A L  D A T A  C E N T E R S

We have six primary data centers located 

in Asia Pacific, Europe and North Ameri-

ca, that must operate around the clock to 

provide critical business services to sup-

port our clients. Because these centers 

require a substantial amount of energy, 

MGTI is committed to implementing 

solutions that increase efficiency and min-

imize our overall carbon footprint, such 

as migrating our Asia Pacific data centers 

from office buildings to purpose-built, 

energy efficient, third-party colocation 

data centers. 

Over the past four years, while the de-

mand for storage space across our data 

centers increased by nearly 500%, our 

power requirements decreased by 10%.
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A C T I V E  L A P T O P  T O  D E S K T O P  R A T I O P C  H A R D W A R E  R E P L A C E M E N T

MGTI has implemented a perfor-

mance-based computer replacement 

strategy and phased out the previous 

age-based approach. This change 

reduced demand for new PCs in 2016 by 

40% compared with the prior two years, 

and has extended the useful lifetime of 

our PCs overall, which has led to a re-

duced carbon footprint and cost savings. 

We also continue to replace desktop 

computers with laptops, which use up 

to 80% less energy. We project that our 

active laptop use will be 77% by the  

end of 2017.
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46%
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S E R V E R  V I R T U A L I Z A T I O N 

A N D  C O N S O L I D A T I O N

Leveraging innovations in virtualization 

technology, MGTI has created a virtual 

and private cloud environment. Virtu-

alization can apply to computers, data 

storage and networks, and has the effect 

of turning one computer into many. This 

reduces IT expenses and energy con-

sumption, while also improving efficiency. 

Every server virtualized is estimated to 

avoid the output of approximately two to 

four tons of CO2 per year. At the end of 

2016, 76% of the company’s servers had 

been virtualized. We project that 80% of 

our servers will be virtualized by the  

end of 2017.
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*60% of Marsh & McLennan colleagues are located in these four countries.

Managed Print Services is the active man-

agement and optimization of document 

output devices and related business pro-

cesses. It reduces paper consumption, 

energy consumption and overall print 

costs. This program includes the Follow-

Me-Print feature, which only prints a 

document if the colleague is at the printer 

and actively selects what to print. This 

process significantly reduces paper use 

as colleagues have become more mindful 

of what they’re printing, which has result-

ed in the elimination of unnecessary or 

forgotten print jobs. 

P A P E R  U S E  A N D 

P R I N T I N G

S H E E T S  O F  P A P E R  P U R C H A S E D  A N N U A L L Y
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2 0 0 , 0 0 0 , 0 0 0

2 5 0 , 0 0 0 , 0 0 0

3 0 0 , 0 0 0 , 0 0 0

5 0 , 0 0 0 , 0 0 0

0

2 0 1 4 2 0 15 2 0 1 6

U S U K C A N A D A A U S T R A L I A

Removed more than 1,300 print 

devices, which resulted in a re-

duction of more than 638,000 

kWh of electricity.

Reduced toner use by

4,400 cartridges.

Reduced paper usage by more 

than 140 million sheets.

2 0 1 6  M E T R I C S

•

•
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MGTI manages a global IT Asset Dispo-

sition program that securely disposes of 

obsolete IT assets in an environmentally 

responsible manner. Our strategic part-

ners are fully certified and meet strin-

gent environmental standards to safely 

manage used electronics. Since 2013, 1.8 

million pounds of electronic waste have 

been processed through this program. 

Demand for new PCs  was reduced by 

40% in 2016, resulting in a reduction in 

recycling.

E L E C T R O N I C S 

R E C Y C L I N G

A M O U N T  O F  E L E C T R O N I C  W A S T E

2 0 0 , 0 0 0

3 0 0 , 0 0 0

4 0 0 , 0 0 0

5 0 0 , 0 0 0

6 0 0 , 0 0 0

1 0 0 , 0 0 0

0

2 0 13 2 0 1 4 2 0 15 2 0 1 6

P
o

u
n

d
s

 (
lb

s)



P 2 7

 O U R  E N V I R O N M E N TM A R S H  &  M c L E N N A N   |   C I T I Z E N S H I P  R E P O R T

A key component of our sustainability 

strategy relates directly to our supply 

chain. Through BEGREEN Procurement, 

launched in 2014, we partner with suppli-

ers to preferentially procure goods and 

services on the basis of total value and 

cost which, where appropriate, may in-

clude: energy and water usage, transpor-

tation processes, disposal options and 

the overall impact to our environmental 

footprint. 

Suppliers are encouraged to propose 

innovative products and approaches to 

create cost-effective solutions that will 

reduce our environmental impact. 

The graph above shows green office sup-

ply purchases over the past three years. 

In 2016, Canada moved from virgin paper 

to recycled content paper, increasing the 

country’s green purchases. However, our 

green purchases overall declined in 2016, 

as we reduced our paper use by 140 

million sheets and paper is the largest 

product in this category.

S U P P L Y

C H A I N

P E R C E N T A G E  O F  G R E E N  O F F I C E  S U P P L Y  E X P E N D I T U R E S

6 0 %

5 0 %

4 0 %

3 0 %

2 0 %

1 0 %

0 %

A U S T R A L I A C A N A D A U K U S

2 0 1 4 2 0 1 5 2 0 1 6

*60% of Marsh & McLennan colleagues are located in these four countries.

*Oliver Wyman purchasing metrics are not included.
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S M A R T E R  S Y D N E Y

In November 2016, our “Smarter Sydney” 

office opened in Sydney, Australia. This is 

the company’s first workplace with 100% 

unassigned seating. The space design 

reduced our real estate footprint by 49% 

and will reduce annual costs by 17%. Sim-

ilar renovations are underway in our Los 

Angeles, Paris and Hoboken, NJ offices.

S M A R T E R  S Y D N E Y  O F F I C E  I N  S Y D N E Y ,  A U S T R A L I A

S M A R T E R  S Y D N E Y  O F F I C E  I N  S Y D N E Y ,  A U S T R A L I A

R E A L

E S T A T E
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R E C O G N I T I O N

C D P  C L I M A T E  C H A N G E

Marsh & McLennan has voluntarily reported to the CDP Climate Change since 2006. 

Responding to the Climate Change and Supply Chain questionnaires shows our stake-

holders how we manage the risks and opportunities climate change challenges present. 

As part of this reporting activity, our greenhouse gas emissions are measured based on 

quantifiable energy metrics as well as industry-approved methodologies (where actual 

data is not available). In 2016 we received our highest score to date from the CDP Climate 

Change, scoring an A-.

S O C I A L L Y  R E S P O N S I B L E  D I V I D E N D  S T O C K

Marsh & McLennan was named a Top 25 Socially Responsible Dividend Stock by Divi-

dend Channel in 2016. Prominent asset managers recognized our company as being a 

socially responsible investment through analysis of social and environmental criteria, 

such as our efficiency in terms of our use of energy and resources.

L E A D E R S H I P  I N  G R E E N E R  P U R C H A S I N G

Marsh & McLennan was awarded a Leadership in Greener Purchasing Award from Office 

Depot North America for professional services leadership in green product purchases. 

Based on the spend patterns of thousands of its largest customers, Office Depot selected 

Marsh & McLennan as one of only 20 companies to be recognized for our amount of 

green purchasing compared to others in our industry. 

U K  C A R B O N  T R U S T  S T A N D A R D

Marsh & McLennan’s UK office portfolio was reaccredited with the UK Carbon Trust 

Standard, scoring 69% with a 2.4% absolute reduction in our carbon footprint since our 

last accreditation. Marsh & McLennan Companies’ UK network comprises offices in more 

than 30 UK cities, as well as at Tower Place in London, our largest office in Europe.
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O U R  P E O P L E

C O L L E A G U E S  I N  S Y D N E Y ,  A U S T R A L I A
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At Marsh & McLennan, we promise all 

our colleagues three things: work that 

matters, extraordinary colleagues and 

the opportunity to make a difference.

Whether it’s cybersecurity, natural 

catastrophes, employee health care, 

retirement security or the digitization of 

business, there are nearly endless ways 

we work directly with clients to help them

anticipate risks, navigate social instability 

and turn volatility and uncertainty into 

opportunity. The more complicated the 

issue, the greater the opportunity we 

have to draw on our collective strengths 

across our four operating companies to 

better serve our clients.

Our colleagues share a sense of purpose 

that goes beyond commercial success. 

They thrive on being there for our clients 

and each other when it matters most: in 

moments of decision, in moments of peril

and in moments of opportunity. And they 

bring this shared purpose to life each and 

every day.

O V E R V I E W

Our distinct culture is reflected in the 

contributions our people make to the 

communities where we live and work, as 

highlighted throughout this report. In 

volunteering 184,000 hours in 2016 to 

causes ranging from health to homeless-

ness, our colleagues showed how we live 

the greater good and strive to improve 

our communities in hundreds of cities 

around the world.

We are more than 60,000 global col-

leagues united by a uniquely collabora-

tive culture and our shared commitment 

to make a difference for the businesses, 

people and communities we serve.

Our colleagues share a  

sense of purpose that goes  

beyond commercial success.
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Mutual respect, dignity, and diversity and 

inclusion are at the heart of Marsh & Mc-

Lennan. We value the richness of different 

perspectives—and a culture where it’s 

safe for all colleagues to speak up.

Over the past two years we launched two 

new diversity and inclusion initiatives 

aimed at further strengthening our cul-

ture, which in turn helps us add value for 

our clients while upholding our commit-

ment to integrity and quality.

O U R  V O I C E S

The digital learning course, Our Voices: 

Making a Difference through Diversity 

& Inclusion, aims to help colleagues 

navigate cultural biases and perceptions. 

Developed by Marsh & McLennan’s Di-

versity & Inclusion team for our more than 

60,000 colleagues around the world, the 

course is available in 18 languages. This is 

the beginning of a unifying conversation 

for all colleagues, and it raises awareness 

of how achieving diversity and inclusion 

helps us achieve global and sustainable 

business results. Nearly 10,000 col-

leagues completed their training within 

the first month of its release. 

U N C O N S C I O U S  B I A S  A N D 

I N C L U S I V E  L E A D E R S H I P

As individuals, our preferences are based 

on the many influences that have shaped 

how we perceive the world around us. It’s 

important that our colleagues under-

stand how preferences and biases can 

affect our ability to work as professionals 

in an organization that values the many 

tenets of diversity and inclusion.

D I V E R S I T Y  

A N D  I N C L U S I O N
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Over the last five years, our colleagues’ 

feeling of engagement at work and in 

their roles has continued to increase, this 

year reaching an all-time high, according 

to our 2017 All-Colleague Engagement 

Survey, completed in May. The survey 

considers responses in five key areas: 

overall satisfaction, pride in working for 

the company, inclination to recommend 

the company as a good place to work, 

colleagues’ willingness to go above and 

beyond their defined role, and whether or 

not a colleague is considering leaving 

the company. 

T O P  F I V E  D R I V E R S  O F 

E N G A G E M E N T 

The following questions were ranked 

favorable by our colleagues:

• IMPORTANT WORK

The work I do is important to the 

company and valuable to the clients 

we serve.

• BUSINESS ALIGNMENT 

I understand how my work supports 

the business objectives of my operat-

ing company.

• COLLABORATION

My peers and I work together effec-

tively and cooperate to get the job 

done.

• CONNECTIONS

I have a network of colleagues I can 

rely on to help me solve work-related 

challenges.

• INCLUSION 

Colleagues at my operating company 

are treated with respect regardless of 

their personal characteristics or 

background.

C O L L E A G U E 

E N G A G E M E N T

We encourage our colleagues to continue 

the conversation around engagement 

topics with their teams, managers and 

leadership throughout the year. Each of 

our colleagues has an important contri-

bution to make as we continue to build 

an increasingly  vibrant and purposeful 

culture at Marsh & McLennan.
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C O L L E A G U E 

D E M O G R A P H I C S

Marsh & McLennan continues to grow; 

with over 60,000 colleagues at the end of 

2016, a 10% increase since 2013. Over the 

past four years, our largest growth mar-

kets have been Asia and the Middle East, 

with each region expanding its respective 

workforce by 18% in that time period. 

As our company grows, we continue to 

strive for a culture of inclusion and 

connectedness. 

The map below shows where our 

colleagues around the world are located.

N O R T H 
A M E R I C A

2 4 , 9 4 3

M I D D L E 
E A S T

8 1 7

L A T I N
A M E R I C A

5 , 6 2 2

E U R O P E

1 7, 7 7 3

A F R I C A

1, 0 4 9 

A S I A

7, 5 6 9

P A C I F I C

2 , 5 2 2

C O U N T R Y

H E A D

C O U N T

60,295

%  O F  T O T A L 

C O L L E A G E S

N O R T H  A M E R I C A 24,943 41.4%

L A T I N  A M E R I C A 5,622 9.3%

E U R O P E 17,773 29.4%

M I D D L E  E A S T 817 1.4%

A F R I C A 1,049 1.7%

A S I A 7,569 12.6%

2,522 4.2%P A C I F I C

T O T A L

*Headcount data as of December 31, 2016.
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C O L L E A G U E  D E M O G R A P H I C S

Demographics by Age

45%

47%

8%

N E W  H I R E SG L O B A L  ( 2 0 1 6  O N L Y )

54.5%

22.4%23.1%

A G E  G R O U P S

3 1  T O  5 0 A B O V E  5 03 0  A N D  U N D E R

Our colleagues give us their passion and 

their commitment. They also give us their 

careers — in some cases, their entire ca-

reers. It is deeply gratifying to have more 

than 650 colleagues who have worked 

with us for 35-plus years, including 150 

who have given us 40-plus years and nine 

inspiring colleagues who have been with 

Marsh & McLennan for more than 

50 years. 

The vitality and longevity of these 

colleagues is a shining example for our 

millennial colleagues, whose ideas and 

contributions touch every part of our 

company. Millennials represent 37% of 

our entire firm globally, including 30% of 

colleagues at Marsh, 26% at Guy Carpen-

ter, 45% at Mercer and close to 60% at 

Oliver Wyman. On a geographic basis, 

Asia has our highest percentage of 

millennials at 62%.

*The information presented is based on raw data 
and should not be used to draw legal or other con-
clusions regarding Marsh & McLennan’s employ-
ment practices.
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G E N D E R

F E M A L E M A L E

G L O B A L  ( 2 0 1 6  O N L Y )

53% 47%

E T H N I C I T Y

R A C I A L LY  A N D 
E T H N I C A L LY  D I V E R S E

W H I T E

U S  ( 2 0 1 6  O N L Y )

77.5%

22.5%

C O L L E A G U E  D E M O G R A P H I C S

Demographics by Gender and Ethnicity

2 0 12 2 0 1 4 2 0 1 62 0 1 0

3 0 %

3 5 %

2 5 %

2 0 %

1 5 %

1 0 %

5 %

0 %

G R O W T H  A T  M A N A G E R I A L  L E V E L  A N D  A B O V E * 

33.06% 33.16% 32.92% 32.86%

11.75%
12.71%

13.08%
14.37%

*Indicates colleagues who are people managers.

W O M E N  ( G L O B A L ) R A C I A L LY  A N D  E T H N I C A L LY  
D I V E R S E  ( U S  O N LY ) 

*The information presented is based on raw data 
and should not be used to draw legal or other con-
clusions regarding Marsh & McLennan’s employ-
ment practices.
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Our resource groups are communities 

of colleagues with shared interests or 

backgrounds who come together to make 

the company better by: 

• Building cross-cultural skills and 

capabilities.

• Promoting professional development.

• Generating new business ideas and 

broadening our external business 

networks.

• Contributing to our work in the com-

munities in which we operate. 

We have more than 20 active resource 

groups with more than 200 local chap-

ters globally. Participation grew by 112% 

between 2014 and year-end 2016. Our 

resource groups have engaged executive 

sponsors and leadership teams and can 

directly influence the culture and direc-

tion of our company, helping make it a 

great place to work for all our colleagues. 

All of our groups are inclusive and wel-

come any colleague who has passion for 

the mission and wants to get involved, 

whether a member of the focus commu-

nity or not. 

We have more than 20 active  
resource groups with more 

than 200 local chapters globally.

O U R  R E S O U R C E 

G R O U P S
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Our resource groups sponsor a wide 

variety of activities and initiatives 

around the world. Here are some exam-

ples of how these groups enhance the 

colleague experience.

W O M E N

The Women@Mercer resource group, 

along with the Racial & Ethnic Diversity 

resource group, led focus groups to gain 

insights on what impacts women and ra-

cially and ethnically diverse colleagues at 

Mercer. Colleagues were asked to share 

their ideas on how the colleagues experi-

ence can be improved for these groups. 

As a result of the focus groups, several 

actionable solutions emerged that were 

recommended to senior leadership.

R A C I A L  &  E T H N I C

In November 2016, the Marsh Asian 

Colleague Resource Group (ACRG) held 

its fourth annual Leadership Forum 

entitled Growth Through Cultural Col-

laboration. The event convened senior 

leaders and colleagues from around the 

world to explore how to improve business 

relationships through increased cultural 

understanding. A panel of Marsh senior 

leaders discussed the importance of re-

source groups, and said that they help the 

company understand real issues and give 

colleagues a safe place to bring up ideas.

F A M I L I E S

The Family Life at Oliver Wyman resource 

group produces an annual Families of 

Oliver Wyman photo album that is a 

collection of candid photos of colleagues 

with their families.  A tradition treasured 

by colleagues, the album is released 

every year on International 

Day of Families.  

R I S I N G  P R O F E S S I O N A L S

Marsh & McLennan’s Young Profes-

sionals’ Global Forum, supported by 

the Guy Carpenter Young Professionals 

Committee, brings together hundreds of 

rising professionals across the insurance 

industry. The two-day program aims to 

deepen the understanding of business 

fundamentals and provide insight into the 

critical issues challenging the industry for 

its future leaders. The 2017 Forum con-

cluded with a gala dinner where Marsh & 

McLennan President and CEO Dan Glaser 

shared some words of wisdom from his 

own career.

T H E  G A L A  D I N N E R  A T  M A R S H  &  M C L E N N A N ’ S  Y O U N G  P R O F E S S I O N A L S  G L O B A L  F O R U M 

O U R  R E S O U R C E  G R O U P S
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C O M M U N I T Y

The Mercer Cares and Marsh Cares 

resource groups empower colleagues to 

make a difference in their communities 

through volunteering. During our Global 

Volunteer Month in May 2016, New York 

City Mercer colleagues, including Mercer 

CEO Julio A. Portalatin, volunteered at 

New York Common Pantry, a food bank 

that serves local residents who are elderly 

or have developmental disabilities. 

D I S A B I L I T Y

Understanding issues affecting accessi-

bility and inclusion helps to develop and 

influence the company’s disability em-

ployment-related policies and practices, 

L G B T A

Colleagues around the world and across 

our operating companies participate in 

the annual Out & Equal Workplace Sum-

mit, the largest LGBT professional summit 

in the world. Marsh & McLennan partici-

pated for the eighth year in 2016, sending 

a delegation of 30 colleagues who led 

panels, roundtables and workshops 

that highlighted the critical importance 

of workforce diversity and equality for 

global businesses.  

T H E  M A R S H  &  M C L E N N A N  D E L E G A T I O N  A T  T H E  O U T  &  E Q U A L  W O R K P L A C E  S U M M I T  I N  2 0 1 6 .

M E R C E R  C O L L E A G U E S  V O L U N T E E R E D  A T  N E W  Y O R K  C O M M O N  P A N T R Y  
D U R I N G  M A R S H  &  M C L E N N A N ’ S  G L O B A L  V O L U N T E E R  M O N T H .

while providing support and education to 

colleagues and families living with disabil-

ities. The Global Operations and Shared 

Services (GOSS) center in India continues 

to build on best-in-class hiring practices 

by providing accessible working spaces 

for disabled colleagues. GOSS has also 

provided sign language classes for more 

than 100 colleagues.

O U R  R E S O U R C E  G R O U P S
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T H E  M A R S H  &  M C L E N N A N  V E T E R A N  C O L L E A G U E  R E S O U R C E  G R O U P  H E L D  A  V E T E R A N ’ S 
T R A N S I T I O N  W O R K S H O P  I N  M A Y  2 0 1 7
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On Veterans Day in 2013, our President 

and CEO Dan Glaser launched the 

Veteran Talent Initiative (VTI), commit-

ting to hiring 500 US military veterans 

in three years and providing them with 

the resources to build successful civilian 

careers. The program matches highly 

qualified veteran talent to roles within 

Marsh & McLennan, assigning every mil-

itary candidate a recruiter who is trained 

to engage and support them through the 

application and interview process.

A unique aspect of the initiative is the “Sil-

ver Medalist” program, which identifies 

outstanding candidates who did not re-

ceive a job offer in their initial round of in-

terviews and are given additional support 

that enables them to be “redeployed” to 

other positions across the company.

V E T E R A N 

T A L E N T 

I N I T I A T I V E 

In just over three years, we achieved the 

goal of hiring 500 veterans. That number 

is higher than the total number of veter-

ans hired in the previous four decades, a 

clear demonstration of the value of hav-

ing a dedicated hiring team, leadership 

commitment and innovative programs 

designed for veterans’ unique needs.  

Our US Veterans resource group works to 

build our employment brand within the 

military and veteran communityby help-

ing our veteran colleagues successfully 

translate their military skills to the  

corporate environment. 
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Marsh & McLennan is committed to 

fostering a culture of wellbeing. Focus-

ing on wellness, identifying health and 

financial risks and changing behavior can 

add up to a longer, healthier and more 

prosperous life. That’s why, in addition to 

comprehensive health benefits, we offer 

wellness programs, both physical health 

and financial, that help colleagues and 

their families improve their  

day-to-day lives. 

Aside from our comprehensive benefits 

package, many of our offices around the 

world offer perks  such as complimentary 

health screenings, discounts on gym 

memberships, fresh fruit deliveries and 

financial counseling. Here are a few ex-

amples of how local offices are promoting 

healthy lifestyles. 

N E W  Z E A L A N D

Colleagues in New Zealand launched 

their first Wellness Month in October 

2015. Each week a seminar was held to 

educate colleagues on topics such as 

workplace wellbeing, mindfulness, retire-

ment planning and employee assistance 

programs. Colleagues also received 

weekly newsletters with wellness tips and 

updates on office activities.

C H I N A

Mercer colleagues in Hong Kong orga-

nized an office-wide steps competition to 

promote a healthy lifestyle and encour-

age colleagues to increase their activity. 

In one month, participating colleagues 

walked more than 10 million steps.

Marsh & McLennan is 
committed to fostering a 
culture of wellbeing.

H E A L T H  A N D 

W E L L B E I N G 

M E X I C O

Marsh and Mercer in Mexico created 

“Vive Mas” (Live More), a wellness 

program that focuses on four key areas: 

emotional well-being, work-life-balance, 

financial awareness and physical activity. 

Information sessions addressing these 

areas are held at—and outside of—the 

office. Activities include fitness classes, 

health fairs, medical screenings, free flu 

shots and financial counseling. 

I N D I A

In India, a colleague-run health and well-

ness team focuses on creating programs 

to improve the wellness of colleagues. Ini-

tiatives include preventive health check-

up clinics, Ayurveda (alternative Hindu 

medicine) clinics, cancer awareness 

sessions and parenting training sessions. 

The team chose March as Health Month 

and planned several activities, including 

health clinics and yoga classes.

C A N A D A

Colleagues receive Wellness Credits that 

can be used to pay for financial planning 

services or courses on personal financial 

management. The financial wellness pro-

gram also provides financial counseling 

on budgeting, retirement, tax planning 

and financial aspects of significant life 

events such as marriage or  

having children.  
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R E C O G N I T I O N

F O R B E S  2 0 1 6

For the second year in a row, Marsh & McLennan was named to Forbes magazine’s list 

of America’s Best Employers, coming in first in the professional services category.

M I L I T A R Y  F R I E N D L Y

Marsh & McLennan was named #1 Military Friendly® Employer in US by G.I. Jobs  

magazine. This designation recognizes the commitment and effort employers make  

in hiring veterans. 

H U M A N  R I G H T S  C A M P A I G N

Marsh & McLennan was named one of the Best Places to Work for LGBT Equality by  

Human Rights Campaign for the ninth year in a row.
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O U R  W O R K

C O L L E A G U E S  I N  N E W  Y O R K  C I T Y  C O L L A B O R A T E  O N  A  P R O J E C T 
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Marsh & McLennan’s major areas of 

citizenship activity — community, people 

and the environment — are also import-

ant points of focus for our business. 

Across our operating companies, our 

colleagues are working on projects that 

make a meaningful difference for the 

businesses, people and societies we 

serve. Read on to discover how we’re 

helping to build a healthier, more 

resilient world. 

O V E R V I E W

P A T  M I L L I G A N ,  G L O B A L  L E A D E R  O F  M E R C E R ’ S  M U L T I N A T I O N A L  C L I E N T  G R O U P,    W E L C O M E S  T H E  A U D I E N C E  T O  M E R C E R ’ S  I N A U G U R A L  S Y N T H E S I S  G L O B A L  S U M M I T
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Our clients rely on our trusted advice and innovative services to evaluate a variety of 

environmental risk factors that could affect their businesses. Our work spans several en-

vironmental areas, including disaster preparedness and recovery, climate and corporate 

sustainability strategy. 

M A R S H  &  M C L E N N A N  

C O M P A N I E S ’  G L O B A L  

R I S K  C E N T E R

Marsh & McLennan Companies’ Global 

Risk Center addresses the most critical 

challenges, including climate risks, facing 

enterprise and societies around the 

world. The Center draws on the resources 

of Marsh, Guy Carpenter, Mercer and Oli-

ver Wyman — and independent research 

partners worldwide — to provide the best 

consolidated thinking on these transcen-

dent threats. The Center brings together 

leaders from industry, government, 

non-governmental organizations and the 

academic sphere to explore new ap-

proaches to problems that require shared 

solutions across businesses and borders. 

Our Asia Pacific Risk Center in Singapore 

studies issues endemic to the region and 

applies an Asian lens to global risks. 

G U Y  C A R P E N T E R  

A S I A - P A C I F I C  C L I M A T E  

I M P A C T  C E N T R E

The Guy Carpenter Asia-Pacific Climate 

Impact Centre (GCACIC) was established 

in 2008 by Guy Carpenter, and City 

University of Hong Kong. The centre’s 

research focuses on enhancing the 

understanding of climate-related perils 

occurring in the Asia-Pacific region and of 

catastrophic risk throughout the region, 

as well as predicting climate-related perils 

in the region.

O L I V E R  W Y M A N  

S U S T A I N A B I L I T Y  C E N T E R  

O F  E X C E L L E N C E

The Sustainability Center at Oliver 

Wyman supports leading companies 

and governments around the world in 

their efforts to foster economic growth 

while encouraging more responsible use 

of natural resources and environmental 

protection. Backed by the deep expertise 

of our specialized industry practices, the 

center collaborates with clients to identify 

sustainable solutions across a wide range 

of industries and in the public sector. 

Oliver Wyman offers strategies and tools 

that can identify opportunities to improve 

resource usage, capitalize on clean tech, 

and meet changing customer demands, 

while mitigating resource-related risks.

E N V I R O N M E N T

A N D  C L I M A T E

Knowledge centers
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Guy Carpenter is committed 
to the preservation of our 
planet’s natural ecosystems.

Collaborations

G U Y  C A R P E N T E R  S T U D Y  

O F  E A R T H Q U A K E  R I S K

Guy Carpenter contributes its expertise 

and resources to the study of earthquake 

risk around the world. As a corporate 

member of the Earthquake Engineering 

Field Investigation Team (EEFIT) based in 

the UK, the company financially supports 

damage-reconnaissance missions and 

lends its knowledge and networks to 

promote resilience and the reduction of 

risk. In 2015, Guy Carpenter participated 

in the damage assessment of the Gorkha 

earthquake in Nepal, studying the af-

fected communities in remote mountain 

regions and liaising with the local insur-

ance, non-governmental and engineering 

communities to document and quantify 

the impacts across the country.

Guy Carpenter also routinely liaises with 

the Earthquake Engineering Research 

Institute (EERI) in Oakland, California as a 

frequent participant in the Learning From 

Earthquakes initiative. Our active pres-

ence in these two organizations helps our 

colleagues contribute to the reduction of 

earthquake risk worldwide through the 

provision of resources and expertise, and 

through our collaboration with a broad 

spectrum of partners in academia and 

the corporate world. The work that Guy 

Carpenter carries out in association with 

these institutions is routinely published 

and used for discussion within a variety of 

earthquake risk forums.

G U Y  C A R P E N T E R  P A R T N E R S 

W I T H  T H E  N A T U R E 

C O N S E R V A N C Y  T O  P R E S E R V E 

C O A S T A L  E C O S Y S T E M S 

Guy Carpenter is committed to the 

preservation of our planet’s natural 

ecosystems. The company is now in its 

fourth year of collaboration with The 

Nature Conservancy (TNC) to promote 

the study of coastal ecosystems as a 

risk-reduction device for flood and storm 

surge. This work has been presented to 

the World Bank and has attracted the 

attention of several organizations within 

the reinsurance industry. Guy Carpen-

ter has co-authored these studies with 

TNC and continues to provide advice 

and guidance to TNC within the rein-

surance space. Our common goal is to 

continue devising mechanisms through 

which insurance solutions can reinforce 

the usage of natural ecosystems like 

marshes, coral reefs and mangroves as 

incentives for risk-premium reductions. 

We believe that as our ability to measure 

the risk-reduction contributions of these 

natural systems increases, it will become 

possible to protect their future through 

the recognition of their economic value to 

our society and businesses.   

E N V I R O N M E N T  A N D  C L I M A T E
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M A R S H  P R O V I D E S  S E R V I C E S 

T O  N A T I O N A L  F L O O D 

I N S U R A N C E  P R O G R A M 

Floods are the number-one natural ca-

tastrophe in the US, disrupting lives and 

commerce across the country every year. 

When people and businesses suffer from 

a flood, quick and accurate insurance 

payments are critical to helping restore 

their lives and livelihoods. 

Torrent Technologies, a Marsh subsidiary, 

was selected in 2016 to be the National 

Flood Insurance Program (NFIP) Direct 

Service Provider. The NFIP helps to 

reduce the impact of flooding on private 

and public structures by providing afford-

able insurance to property owners and 

by encouraging communities to adopt 

and enforce floodplain management 

regulations. Torrent will facilitate NFIP’s 

response to flood events, strive to im-

prove the customer experience for NFIP 

policyholders, maintain data security and 

deliver continuous innovation. 

G U Y  C A R P E N T E R  A D V I S E S 

F L O O D  R E

Flood Re is a flood reinsurance initiative 

set up by the insurance industry and UK 

government to help homeowners across 

the UK who live in flood-risk areas to find 

affordable home insurance. Guy Car-

penter worked alongside Flood Re for 15 

months to create a reinsurance program 

that underpins its business model.

In place until 2039, Flood Re will: 

• Enable homeowners find affordable 

insurance if an eligible property is at 

risk of flooding. 

• Help tenants find affordable contents 

insurance if they live in an eligible 

property. 

• Help local authorities and communi-

ties across the UK to better prepare for 

flooding. 

• Create a level playing field for UK in-

surers, which means they can still offer 

homeowners an affordable range of 

appropriate policies for those homes 

at risk of flooding.

Producing results for communities

E N V I R O N M E N T  A N D  C L I M A T E
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T H E  G L O B A L  R I S K S  R E P O R T  2 0 1 7

Since 2006, Marsh & McLennan Companies has collaborated with the World Econom-

ic Forum on its landmark Global Risks Report. Now in its 12th edition, the report provides 

insights into key global risks, as well as the collective view of risk experts on the most 

significant threats to global prosperity over the next decade. This report is a valuable 

document for leaders in all sectors.

U N L O C K  G R O W T H  B Y  I N T E G R A T I N G  S U S T A I N A B I L I T Y

Prepared by Marsh & McLennan’s Global Risk Center with the support of GreenBiz 

and the Association for Financial Professionals, this report explores how companies are 

incorporating sustainability assessments into their financial modeling and enterprise risk 

management strategies and processes. It outlines three barriers that companies must 

overcome and three recommended actions to improve the connection between risk, 

finance and sustainability.

I N V E S T I N G  I N  A  T I M E  O F  C L I M A T E  C H A N G E

A collaboration between Mercer, Guy Carpenter and NERA Economic Consulting, 

this 2015 study focuses on the impact of climate change, identifying scenarios, risk fac-

tors and investment modeling methodology. This report helps investors better under-

stand how to identify, assess and act on climate change within the investment process. 

Insights + analysis

E N V I R O N M E N T  A N D  C L I M A T E

1 0  Y E A R S  A F T E R  H U R R I C A N E  K A T R I N A :  

L E S S O N S  I N  P R E P A R E D N E S S ,  R E S P O N S E ,  A N D  R E S I L I E N C E

Marsh was intimately involved with response and recovery efforts following Hurri-

cane Katrina, one of the costliest storms to ever hit the US. This report looks at key 

lessons learned from Katrina and more recent disasters with an eye to helping organi-

zations become more resilient.
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B U I L D I N G  A  B R I D G E  T O  S U S T A I N A B L E  I N F R A S T R U C T U R E

Mercer collaborated with the Inter-American Development Bank to study the growth 

of global initiatives focused on sustainable infrastructure and to determine how best to 

encourage greater capital flows into this emerging asset class. This report captures the 

key highlights of the analysis.

T H E  P U R S U I T  O F  S U S T A I N A B L E  R E T U R N S

Mercer believes that an investment view that goes beyond traditional financial analysis 

and considers a wide range of risk and opportunities — including sustainability factors 

such as good governance and environmental and social impacts — is more likely to create 

and preserve long-term investment capital. This guide outlines the drivers for addressing 

sustainable growth trends at a portfolio level for each major asset class. 

U . S .  W I L D F I R E :  A N  E V E R - P R E S E N T  H A Z A R D 

Guy Carpenter supports risk assessment of the wildfire peril in portfolios throughout 

the US, a threat that is unlikely to diminish over time. This briefing offers tips on wildfire 

mitigation for homeowners, along with an overview of a suite of tools available to manage 

wildfire risk.

Insights + analysis

E N V I R O N M E N T  A N D  C L I M A T E

W O R L D  E N E R G Y  T R I L E M M A

The World Energy Council partners with Oliver Wyman to produce this annual report. 

The 2016 report, presented at the meeting of the Clean Energy Ministerial, identified five 

focus areas to drive progress on the energy trilemma. 
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P E O P L E — H E A L T H ,

W E L L N E S S  A N D 

D I V E R S I T Y
Our work spans all aspects of health, wellness and social well-being. From gender equity 

to the healthcare system, Marsh & McLennan helps our clients navigate a changing world 

and regulatory landscape while making decisions that are best for their businesses  

and employees. 

W H E N  W O M E N  T H R I V E

Founded in 2014, When Women Thrive 

is Mercer’s global research and solution 

platform designed to help organizations 

drive growth through the active and 

productive participation of their female 

workforce. Building on research that 

proves the link between diversity, inno-

vation and profitability, When Women 

Thrive leverages Mercer’s extensive 

experience with thousands of companies 

around the world to help understand the 

actual drivers of success in building gen-

der diversity. In addition to underpinning 

several reports and white papers, When 

Women Thrive research is also the focus 

of Mercer’s Gender Diversity Conference. 

Knowledge centers

O L I V E R  W Y M A N  H E A L T H  

I N N O V A T I O N  C E N T E R

Oliver Wyman launched the Oliver Wy-

man Health Innovation Center (OWHIC) 

in 2011 to promote positive change in 

healthcare. The goal is to create a health-

care system that is driven by innovation 

and consumers’ needs, creating value for 

companies and the public alike. OWHIC 

champions innovation by envisioning 

market-based solutions to today’s and to-

morrow’s challenges, and has established 

a cross-industry community of thought 

leaders to share and shape ideas. Based 

on the deep healthcare expertise of 

Oliver Wyman and drawing on its Leaders 

Alliance network of innovators across sec-

tors and industries, the center identifies 

and disseminates the ideas and practices 

that will transform healthcare. 

The OWHIC supports the annual Oliver 

Wyman Health Innovation Summit, 

which convenes an exclusive group of 

senior leaders for an in-depth exploration 

of how consumerism is redefining the 

healthcare landscape. The summit show-

cases players who are succeeding in this 

new environment.
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Producing results for communities

M A R S H  C L E A R S I G H T  O D G 

R E T U R N  T O  W O R K 

I N T E G R A T I O N  

After an employee is injured, everyone’s 

goal is to help him or her get well quickly. 

For many workers, returning to the job is 

a milestone, with economic and emo-

tional benefits. Marsh ClearSight helps 

employers through an online platform 

with Official Disability Guidelines (ODG) 

integration, which allows them to identify 

potentially high-severity claims, return 

injured and ill employees to work and 

uncover trends using advanced analytical 

tools, including:

• A workers’ compensation claim severi-

ty model that helps identify good early 

intervention candidates and allocates 

resources to mitigate claim severity. 

• Return-to-work tools that allow 

users to manage the end-to-end 

return-to-work process, providing 

evidence-based decision support to 

improve and benchmark outcomes. 

• Business intelligence capabilities that 

help users uncover insights from their 

risk, safety and claims data without the 

limitations of traditional reporting.

M A R S H  &  M C L E N N A N  A G E N C Y 

A D D S  W E L L N E S S  S O L U T I O N 

T O  M A R K E T L I N K  B E N E F I T S 

A D M I N I S T R A T I O N  

The rising cost of healthcare combined 

with stringent regulations is causing 

many employers to redefine their ap-

proach to benefits, including finding ways 

to help their employees be healthier. 

MarketLink is one innovative tool avail-

able from Marsh & McLennan Agency 

(MMA), Marsh’s middle-market agency 

subsidiary. 

A new online wellness platform for MMA, 

MarketLink allows employers to engage 

their workforce for long-term health man-

agement success — without adding costs 

or burdens to their human resources 

teams. MarketLink brings together users 

from around the country who are focused 

on being healthier. It enables participants 

to design programs around their per-

sonal wellness goals and to connect with 

support groups, find health partners, join 

challenges and earn rewards. 

O L I V E R  W Y M A N  D E V E L O P S 

E A R L Y  W A R N I N G  S Y S T E M  F O R 

E P I D E M I C  R I S K S

Oliver Wyman helped the German Red 

Cross develop an early warning system 

for epidemic risks that may occur in the 

aftermath of a catastrophe. Implement-

ing this early warning system will allow 

the German Red Cross to obtain greater 

transparency on an accumulation of 

disease symptoms in a timely manner — 

enabling it to react more efficiently in the 

future. This way, employees, volunteers 

and the affected population will be better 

protected while at the same time allowing 

for an optimal use of German Red Cross’ 

resources.

P E O P L E — H E A L T H ,  W E L L N E S S  A N D  D I V E R S I T Y 
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W H E N  W O M E N  T H R I V E ,  B U S I N E S S E S  T H R I V E

A follow up to Mercer’s inaugural 2014 report, this edition covers expanded research 

that includes data from more than 1.5 million women from 700 organizations across 43 

countries, making it the largest study of its kind. This expanded footprint enabled the 

most robust insights to date about which strategies and tactics are helping women 

thrive and which are not. 

Insights + analysis

A D V A N C I N G  I N T O  T H E  G O L D E N  Y E A R S : 

C O S T  O F  H E A L T H C A R E  F O R  A S I A  P A C I F I C ’ S  E L D E R L Y

Driven by improving socioeconomic conditions and increasing life expectancy, the speed 

at which societies in the Asia Pacific region are aging poses an unprecedented challenge. 

Such a significant demographic shift will be accompanied by a host of financial and socio-

economic risks affecting multiple stakeholders. This report from Marsh & McLennan’s 

Asia Pacific Risk Center takes a closer look at the impact of societal aging on health-

care costs for the elderly in the region.

H E A L T H  R E F O R M  A N D  A M E R I C A N  B U S I N E S S E S : 

C R I T I C A L  P A R T N E R  F O R  S U C C E S S

Given the number of Americans they insure (177 million) and their collective purchasing 

power ($668 billion), employers are pivotal players in today’s healthcare system. As US 

lawmakers consider the future of the Affordable Care Act (ACA), a new policy brief, based 

on thinking from Mercer and Oliver Wyman, provides four pragmatic recommenda-

tions for the future of healthcare from the employer’s perspective. 

A N A T O M Y  O F  W O R K P L A C E  V I O L E N C E :  I D E N T I F I C A T I O N ,  

P R E V E N T I O N ,  A N D  R E S P O N S E

Marsh understands that workplace violence incidents are a growing threat for all organi-

zations. This report looks at the scope, root causes, and ways to prevent and respond to 

workplace violence and to better protect employees, patrons and others — as well as how 

to help the victims.
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Insights + analysis

L G B T  B E N E F I T S  A R O U N D  T H E  W O R L D

This publication provides human resources and business managers with insight into how 

companies are addressing the benefits-related needs of their LGBT employees. Devel-

oped markets have addressed diversity and nondiscriminatory regulations applicable to 

employers for more than three decades, but this is not the case in emerging markets. To 

better understand the situation around the world, Mercer gathered responses from 50 

countries through a global survey. 

W O M E N  I N  F I N A N C I A L  S E R V I C E S 

This report from Oliver Wyman shares insights and analysis on gender diversity issues 

in the financial services industry. The report includes an analysis of nearly 400 financial 

services organizations in 32 countries, a survey of 850 financial services professionals 

around the world and interviews of more than 100 senior female and male leaders. 

R I G H T  P L A C E ,  R I G H T  T I M E :  M A R K E T P L A C E  R E S P O N S E S  T O  T H E 

H E A L T H  I N F O R M A T I O N  N E E D S  O F  V U L N E R A B L E  C O N S U M E R S

To further understand the delivery, accessibility and relevancy of healthcare information, 

Oliver Wyman and Altarum Institute, with support from the Robert Wood Johnson 

Foundation, completed a major, multi-disciplinary study of the consumer health-infor-

mation space. The study consisted of both consumer and marketplace research compo-

nents. This report summarizes the research findings and explores how they have affected 

the way stakeholders are thinking about serving vulnerable consumers with 

better information.
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G R E N F E L L  T O W E R  F I R E :  

R I S K  M A N A G E M E N T  A N D  I N S U R A N C E  I M P L I C A T I O N S 

The tragedy at London’s Grenfell Tower, in which the 24-story building caught fire, has 

raised serious questions around fire safety in high-rise residential buildings. This event 

will likely have wide-ranging impacts in terms of the way fire safety is managed in the UK, 

and how buildings are designed and maintained. Marsh examines how this incident is 

likely to affect insurance coverage, as well as what clients should focus on to mitigate fire 

risks.

P A R T N E R S H I P S :  T H E  W A Y  T O  P U B L I C  S E C T O R  R I S K  F I N A N C I N G

Guy Carpenter believes the reinsurance industry can play a significant role in a rapidly 

changing global risk landscape with pre-loss financing solutions designed to spread risk, 

relieve the burden on public finances and improve the resiliency of communities. This 

report explores innovative solutions such as microinsurance.

R I S K  M A N A G E M E N T  F O R  N O N P R O F I T S

Oliver Wyman and SeaChange Capital Partners conducted a study of New York City 

nonprofits on how to adapt private sector risk practices to nonprofits. It was motivated 

by recent failures and a concern that nonprofits face a growing number of risks, including 

rising interest rates, the move to value-based payments in healthcare and increased real 

estate costs. This report outlines concrete steps that organizations can take to 

manage risk better.

Insights + analysis

C O M M U N I T Y  A N D

S O C I A L  I M P A C T

Our clients span all sectors including public and nonprofit. Our thought leadership in 

these areas helps organizations improve their work, which in turn benefits communities 

and the citizens who live in them. 
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R E C O G N I T I O N

C L I M A T E  C H A N G E  B U S I N E S S  J O U R N A L 

B U S I N E S S  A C H I E V E M E N T  A W A R D

Each year Climate Change Business Journal recognizes outstanding business perfor-

mance in the climate change industry with the CCBJ Business Achievement Awards. In 

2016, Mercer and the Center for International Environmental Law were chosen as a win-

ner of the Advancing Best Practices: Climate Change Investment Risks and Opportunities 

Award for the Trillion-Dollar Transformation report.

H U M A N  S E R V I C E S  C O U N C I L  O F  N E W  Y O R K 

A D V O C A T E S  O F  T H E  Y E A R  A W A R D 

Oliver Wyman and SeaChange Capital Partners received the Advocates of the Year 

Award from the Human Services Council of New York for an analysis of New York non-

profits. The report, Risk Management for Nonprofits, is a must-read for nonprofit boards 

and executives.

S T A T E  O F  G R E E N  B U S I N E S S  K E Y  P L A Y E R  T O  W A T C H

Marsh & McLennan’s Global Risk Center was featured as a Key Player to Watch in the 

Resilience as a Sustainability Strategy section in GreenBiz Group’s annual State of Green 

Business report. 
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This report contains standard Disclosures 

from the Global Reporting Initiative’s 

(GRI’s) G4 Sustainability Reporting 

G R I

I N D E X
Guidelines. An index of our responses can 

be found below. 

D I S C L O S U R E

D I S C L O S U R E

R E S P O N S E  /  P A G E

R E S P O N S E  /  P A G E

G R I #

G R I #

S T R A T E G Y  A N D  A N A L Y S I S

O R G A N I Z A T I O N A L  P R O F I L E

CEO Letter

Organization name

Primary brands, products and services

Headquarters location

Where the organization operates

Nature of ownership and legal form

Markets served 

Scale of the organization

Total number of employees by type

Supply chain description 

Organizational changes during the reporting period

External charters, principles or other initiatives 

Membership associations 

A letter from Dan, page 3

Marsh & McLennan Companies, Inc.

2016 10-K, pages 1-7

New York City 

2016 10-K, page 1

2016 10-K, page 26

2016 10-K, pages 1-7

2016 10-K, page 1

Colleague demographics, page 34

Supply chain, page 27

2016 10-K, pages 33-35

Insurance Development Forum

Global Investor Statement on Climate Change
CEO Action for Diversity & Inclusion™

G 4 - 1

G 4 - 3

G 4 - 4

G 4 - 5

G 4 - 6

G 4 - 7

G 4 - 8

G 4 - 9

G 4 - 1 0

G 4 - 1 2

G 4 - 1 3

G 4 - 1 5

G 4 - 1 6

G E N E R A L  S T A N D A R D  D I S C L O S U R E S
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D I S C L O S U R E

D I S C L O S U R E

R E S P O N S E  /  P A G E

R E S P O N S E  /  P A G E

G R I #

G R I #

I D E N T I F I E D  M A T E R I A L  A S P E C T S  A N D  B O U N D A R I E S

S T A K E H O L D E R  E N G A G E M E N T

Entities included in financial statements

Stakeholder groups

Process for defining report content and boundaries

Material aspects 

Effect of restatements

Significant changes from previous reporting period

2017 10-K, pages 1 - 7

Materiality, page 7 

About this report, page 4 

Materiality, page 7 

There are no such restatements for 
this reporting period

There are no significant changes from the 
previous reporting period

G 4 - 1 7

G 4 - 2 4

G 4 - 1 8

G 4 - 1 9

G 4 - 2 2

G 4 - 2 3

D I S C L O S U R E

D I S C L O S U R E

R E S P O N S E  /  P A G E

R E S P O N S E  /  P A G E

G R I #

G R I #

R E P O R T  P R O F I L E

G O V E R N A N C E 

Reporting period

Governance structure of the organization

Date of most recent report

High-level accountability for sustainability topics

Reporting cycle

Composition of the board and its committees

Report contact 

Whether the chair of the board is also an executive officer

“In accordance” option, GRI index and report assurance

Nomination and selection processes for the board and 
its committees 

External assurance policy 

January 1, 2015 – December 31, 2016

2017 Proxy, page 1

January 1, 2013 – December 31, 2014

Governance and ethics, page 6 

Biennial

2017 Proxy, page 7

corporatecitizenship@mmc.com 

No

GRI index, page 56 

2017 Proxy, page 5 

None

G 4 - 2 8

G 4 - 3 4

G 4 - 2 9

G 4 - 3 6

G 4 - 3 0

G 4 - 3 8

G 4 - 3 1

G 4 - 3 9

G 4 - 3 2

G 4 - 4 0

G 4 - 3 3
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D I S C L O S U R E R E S P O N S E  /  P A G EG R I #

G O V E R N A N C E 

Board and executives’ roles in the organization’s mission 
statements, strategies, policies, and goals related to 
sustainability impacts

Board role in the identification and management of sustainability 
impacts, risks and opportunities 

Board role in reviewing risk management processes for 
sustainability topics

Frequency of the board’s review of sustainability impacts, risks 
and opportunities 

Highest committee or position that formally reviews and 
approves the organization’s sustainability report 

Process for communicating critical concerns to the board

Remuneration policies for the board and senior executives 

Process for determining remuneration

About the company, page 5 

Governance and ethics, page 6

2017 Proxy, pages 6,9

Governance and ethics, page 6

Dan Glaser, CEO

2017 Proxy, page 4 

2017 Proxy, pages 10 - 11, 21 - 54

2017 Proxy, pages 10 - 11, 21 - 54

G 4 - 4 2

G 4 - 4 5

G 4 - 4 6

G 4 - 4 7

G 4 - 4 8

G 4 - 4 9

G 4 - 5 1

G 4 - 5 2

D I S C L O S U R E R E S P O N S E  /  P A G EG R I #

E T H I C S  A N D  I N T E G R I T Y

Code of conduct Governance and ethics, page 6G 4 - 5 6

D I S C L O S U R E R E S P O N S E  /  P A G EG R I #

E C O N O M I C

ECONOMIC PERFORMANCE

Economic value

Climate change risks

2016 10-K, pages 48 - 52 

Our work, pages 45 - 49

E C 1

E C 2

S P E C I F I C  S T A N D A R D  D I S C L O S U R E S
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D I S C L O S U R E R E S P O N S E  /  P A G EG R I #

E N V I R O N M E N T A L

ENERGY

Energy reductions

EMISSIONS

Direct GHG emissions (scope 1)

Energy Indirect GHG emissions (scope 2)

Other indirect GHG emissions (scope 3)

Reduction of GHG emissions

TRANSPORT

Environmental impacts from product distribution 
and employee travel 

SUPPLIER ENVIRONMENTAL

New suppliers screened using environmental criteria 

Supply chain environmental impacts

Our environment, pages 22 - 24

Carbon emissions, page 22

Carbon emissions, page 22

Carbon emissions, page 22

Carbon emissions, page 22

Carbon emissions, page 22

Supply chain, page 27

Supply chain, page 27

E N 6

E N 1 5

E N 1 6

E N 1 7

E N 1 9

E N 3 0

E N 3 2

E N 3 3

D I S C L O S U R E R E S P O N S E  /  P A G EG R I #

L A B O R  P R A C T I C E S  A N D  D E C E N T  W O R K

EMPLOYMENT

New employee hires and employee turnover

Benefits provided to full-time employees

DIVERSITY

Composition of governance bodies and employees

Colleague demographics, page 35

Colleague demographics, pages 35 - 36  

G 4 - L A 1

G 4 - L A 2

L A 1 2

D I S C L O S U R E R E S P O N S E  /  P A G EG R I #

H U M A N  R I G H T S

HUMAN RIGHTS INVESTMENTS 

Employee training on human rights Diversity and inclusion, page 32H R 2

D I S C L O S U R E R E S P O N S E  /  P A G EG R I #

S O C I E T Y

LOCAL COMMUNITIES

Local community engagement, impact assessments and 
development programs Our community, pages 9 -18S O 1

Health and wellbeing, page 41


