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“ THE ORIGINAL mANDATE Of OUR SUSTAINABILITY EffORTS  
wAS TO a) BE A GOOD cORPORATE cITIzEN b) EDUcATE OUR 
cOLLEAGUES SO THAT THEY cAN BE GOOD cITIzENS c) fIND THE 
BUSINESS vALUE: ReDuceD opeRatinG costs anD incReaseD 
ReVenue tHRouGH pRoDuct innoVation.” —peteR GRaueR, 
cHaiRMan, blooMbeRG, l.p.

OUR APPROACH TO SUSTAINABILITY IS COMPREHENSIVE. 
It combines corporate citizenship, risk management and  
strategic opportunity – driving operating costs down, revenue 
growth up and greater adoption of sustainable practices. 

Bloomberg’s commitment to the environment and the communi-
ties in which we work extends beyond our own doors – we also 
engage vendors and customers in setting standards, promoting 
clean technologies and reducing natural resource use. 

Most importantly, we are leveraging our product and reach to  
integrate material environmental, human and other information 
into business and financial market analysis.
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“THERE IS A cLEAR PARALLEL TO cREATING TRANSPARENcY AND 
UNDERSTANDING Of OUR INTERNAL SUSTAINABILITY EffORTS AmONG 
BLP EmPLOYEES, AND TO DEmONSTRATING TO THEm THAT THEY OR  
BLP cAN HAvE A BROADER SOcIETAL ImPAcT THROUGH OUR PROD-
UcTS.” —MelinDa Wolfe, pRofessional DeVelopMent “GIvING AND 
cOmmUNITY SERvIcE ARE PART Of THE BLOOmBERG cULTURE, wITH  
A LONG HISTORY Of SERvIcE AND PEOPLE ARE ENGAGED. ALIGNING  
OUR GIvING AND vOLUNTEERING wITH TARGETED NGO SUPPORT, 
SUPPLY cHAIN ImPAcT AND BUSINESS cOmmUNITY SUPPORT mAkES 

SUSTAINABILITY IS A NATURAL fIT.” —eRana stennett, coRpoRate 
pHilantHRopy “THERE IS NO PARTY BETTER POSITIONED THAN wE ARE 
TO HAvE AN ImPAcT ON SUSTAINABILITY. wE wILL BE ‘INSIDIOUS,’ IN A 
POSITIvE SENSE, ON INfORmATION TRANSPARENcY THAT wILL PLAY  
A BIG ROLE IN mOvING THE mARkETS.” –Dan DoctoRoff, pResiDent, 
blooMbeRG, l.p. “If EvER THERE wAS A cOmPANY cULTURALLY POSI-
TIONED TO GRASP AND RUN wITH SUSTAINABILITY, IT’S BLOOmBERG. 
THE OPERATIONAL BENEfITS AND SAvINGS HELP US DRIvE THIS 
THROUGHOUT THE fIRm.” —Jack DaVis, Global supply cHain ManaGeMent

Social

Products & Services
cLEAN ENERGY fINANcE

cARBON mARkETS

ENvIRONmENTAL, SOcIAL & GOvERNANcE 

SUSTAINABILITY NEwS

ENvIRONmENTAL LAw Environment

RESPONSIBLE fORESTRY  
mANAGEmENT

GREEN BUILDING & ENERGY 
EffIcIENcY

SUPPLY cHAIN RISk

ELEcTRONIcS EffIcIENcY  
& E-wASTE

ENvIRONmENTAL  
STANDARDS & TRANSPARENcY

PHILANTHROPIc SUPPORT

cOmmUNITY INvESTmENT

EmPLOYEE ENGAGEmENT

HEALTH, SAfETY & wELLNESS

INcLUSION & DIvERSITY

SUSTAINABILITY IS INTEGRATED INTO OUR BUSINESS
AT BLOOmBERG SUSTAINABILITY mEANS mANAGING OUR BUSINESS BETTER BY INTEGRATING ENvIRONmENTAL, SOcIAL AND EcONOmIc cONSIDERATIONS
INTO OUR OPERATIONS AND PRODUcTS AND SERvIcES.
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ScOPE Of 
REPORT

Welcome to bloomberg’s 
first comprehensive  
sustainability report.  
this document describes 
our approach to, and  
performance on, material 
environmental, social,  
and governance issues  
during the year ending  
December 31, 2010.

it provides information and data covering bloomberg’s 
global operations, including all joint ventures, subsidiaries, 
and leased facilities. 

bloomberg l.p. is a privately held limited partnership.  
in common with other privately held companies, we do  
not publicly disclose detailed financial information. 

this report was prepared using the Global Reporting  
initiative (GRi) G3 Guidelines and has been assessed  
as application level b+. When calculating global carbon  
emissions, bloomberg includes all components of the  
company within its financial boundaries. bloomberg l.p. 
(blp) has calculated its carbon emissions with guidance 
from the WRi (World Resources institute) and WbcsD 
(World business council on sustainable Development) in 
the form of the WRi Report “Hot climate, cool commerce: 
a service sector Guide to Greenhouse Gas Management” 
(May, 2006). our carbon emissions are third-party assured 
by cventure.

for more information on our sustainability programs visit 
http://www.bloomberg.com/bsustainable

We welcome your comments and suggestions on any  
aspect of our sustainability programs, performance and 
reporting. contact the sustainability Group at  
BSustainable@Bloomberg.net

for more information on our  
sustainability programs, visit  
bloomberg.com/bsustainable 
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ABOUT 
BLOOmBERG

bloomberg is the  
world’s most trusted 
source of information for 
financial professionals 
and businesses. 
bloomberg combines innovative technology with  
unmatched analytics, data, news, display and  
distribution capabilities, to deliver critical information  
via the bloomberg professional® service and multimedia 
platforms, including bloomberg businessweek and  
bloomberg Markets® magazines. bloomberg’s media 
properties span television, radio, digital and print, making  
up one of the world’s largest news organizations. 
Headquartered in new york, the company employs more 
than 12,900 people in 184 locations around the world.

PRODUcTS AND SERvIcES
the foundation of bloomberg’s leadership is the ability  
to take large amounts of disparate data and news and  
transform it into actionable useful insights. bloomberg  
Government, bloomberg law, bloomberg sports and 
bloomberg new energy finance are just a few of the  
offerings that provide opportunities to capitalize on  
bloomberg’s data management and delivery expertise.

bloomberg tradebook is a leading global agency broker 
used by institutional traders, broker-dealers, hedge fund 
managers, market-makers and portfolio managers worldwide.

bloomberg news and Media platforms provide real-time 
news and definitive coverage of companies, markets,  
industries, economies, governments and much more. 
bloomberg’s media properties span television, radio, digital 
and print and make up one of the world’s largest news 
organizations with more than 2,300 news and multimedia 
professionals at 146 bureaus in 72 countries. for more 
information, please visit www.bloomberg.com/solutions

cORPORATE GOvERNANcE
bloomberg l.p. is a privately held Delaware usa limited 
partnership. the board of Directors provides strategic 
direction to the company, with representatives from corpo-
rate divisions reporting to the chairman of the board and 
representatives from product & services reporting directly 
to the president. there are 11 members of the board;  
five are non-executives, of which three are independent, 
including one woman. 

the chairman of the board, peter Grauer, and the  
president, Dan Doctoroff, are the highest-ranking officers 
and serve in these roles at the request of the owner.

bloomberg’s guiding principles:  
cLARITY. TRANSPARENcY.  
EmPOwERmENT. INNOvATION.
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2010 BLOOmBERG PROfESSIONAL mORE THAN 
300,000 SUBScRIBERS / BLOOmBERG NEwS PRO-
DUcES, ON AvERAGE, 5,000 STORIES A DAY. THE 
BLOOmBERG NEwS SERvIcE IS PIckED UP BY 
mORE THAN 420 PUBLIcATIONS IN 65 cOUNTRIES / 
BLOOmBERG mARkETS 355,000 cIRcULATION /
BLOOmBERG BUSINESSwEEk 4.6 mILLION READERS 
/ BLOOmBERG BUSINESSwEEk.cOm 9.4 mILLION 
UNIqUE vISITORS PER mONTH / BLOOmBERG.cOm 
10.6 mILLION UNIqUE vISITORS PER mONTH / 
BLOOmBERG TELEvISION AvAILABLE IN mORE THAN 
250 mILLION HOmES / BLOOmBERG RADIO BROAD-
cAST NATIONALLY vIA SIRIUS/xm RADIO AND ON 
wBBR 1130Am IN THE NEw YORk AREA. REPORTS 
AND PROGRAmS ARE SYNDIcATED TO 200 RADIO 
AffILIATES IN THE U.S. / BLOOmBERG mOBILE 
INDUSTRY-LEADING APPLIcATIONS ARE AvAILABLE 
ON THE IPAD, IPHONE, BLAckBERRY AND NOkIA 
DEvIcES AND HAvE BEEN DOwNLOADED mORE 
THAN 6 mILLION TImES. 
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236

1,761

2,958
cENTRAL &  
SOUTH AmERIcA

ASIA PAcIfIc

EUROPE, mIDDLE EAST  
& AfRIcA

7,735
USA & cANADA

12,690 184 $6.9
BILLION

73

NUmBER Of EmPLOYEES (yeaR enD 2010) NUmBER Of fAcILITIES ANNUAL REvENUE

NUmBER Of cOUNTRIES 
wHERE wE HAvE OffIcES
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We invest significant time and money in the communities  
in which we live and work. We’ve saved over $25 million  
in the last three years by reducing our environmental impact. 
and we’ve developed new sustainability products and  
services for our customers. these are tangible benefits  
to the company. 

our inaugural report outlines our efforts in philanthropy,  
environmental management, health and wellness, and learn-
ing, leadership and diversity. these initiatives drive value 
to our business in multiple ways — improving productivity, 
managing risk, reducing costs and driving product develop-
ment. We recognize that for sustainability to become fully 
integrated into corporate strategy, there needs to be a  
direct value to companies and capital markets. our report  
provides a glimpse of the direct value that accrues to 
bloomberg’s business; we hope it will assist others in  
finding a similar value for their businesses.

it is not only important for companies to develop sustainability 
strategies, but also to report on their results. Disclosure, 
transparency and access to information are critical drivers 
of shared knowledge surrounding sustainability. as members 
of the global business community, it is our responsibility to 
ensure this information is made available — and to elevate 
the conversation.

stay tuned. We’ve only just started.

mESSAGE fROm 
PETER GRAUER  cHAIRmAN

sustainability is central to 
bloomberg’s core values 
and provides competitive 
advantage.
Michael bloomberg founded our business on one core  
belief — that bringing transparency to capital markets 
through access to information could increase capital flows, 
produce economic growth and jobs, and significantly 
reduce the cost of doing business. today, we continue to 
build on that foundation in everything that we do. We pro-
vide decision makers in business, finance and government 
with a vast network of information to enable them to make 
more effective and informed decisions.

Historically, we have not extended the same principle of 
transparency to our business operations. We are a privately 
held company. However, in the five years since we began 
actively integrating a sustainability strategy into our business 
plan, we’ve discovered a lot about the value sustainability 
can add. We feel it is our obligation to the business commu-
nity and the communities in which we operate to share  
this information. 

a common misconception holds that integrating sustain-
ability into corporate strategy brings additional cost without 
quantitative value. at bloomberg, we couldn’t disagree 
more. our sustainability initiative has evolved into an  
employee and community engagement platform, an effective 
management tool and a substantial source of innovation  
and opportunity.
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only as an advocate but also as a catalyst for our customers 
to accelerate investment in solutions.

this is the beginning of what we expect to be a long-term 
growth area. bloomberg is well positioned to provide cred-
ible, actionable sustainability analysis.

We’ve reviewed bloomberg’s offerings and made significant 
enhancements to news coverage, equities analysis, and envi-
ronmental markets products. and bloomberg’s new products 
in energy, law and government address sustainability policy 
and regulatory issues for their targeted community of users.

as a fundamental platform for financial professionals and 
businesses, bloomberg works hard to understand custom-
ers’ workflow. thus we are well positioned to integrate  
useful sustainability data and analysis into the valuation  
and decision-making process of the capital markets.

by bringing transparency to the marketplace, bloomberg 
can provide clarity about new and often complex instru-
ments and issues. this builds confidence in the public  
market and drives liquidity and broader participation.  
ultimately, bloomberg’s goal is to provide valuable and 
timely information, which drives responsible investment 
decisions along the value chain. 

bloomberg can develop new standards, financial instru-
ments and markets by collaborating with business, finance, 
nGos, and governments. our approach is intended to  
be comprehensive, combining corporate citizenship, risk 
management, and strategic opportunity with driving operat-
ing costs down, revenue growth up, ultimately encouraging 
the adoption of greater sustainability as a core focus for  
the company and our customers.

mESSAGE fROm 
DAN DOcTOROff  PRESIDENT

integrating sustainability 
into business strategy and 
financial markets delivers 
real value.
a growing collective of nGos, governments, communities, 
individuals and companies around the globe now see  
an opportunity to develop a more targeted and innovative  
approach to sustainability.

climate change is the biggest driver of today’s sustainability 
debate. While focus on carbon emissions will likely have the 
largest impact, we need to look at the risks to ecosystems 
that climate change creates — including water scarcity, and 
loss of forests and biodiversity. these ecosystems pro-
vide indispensable services to the planet, society and the 
economy, and, by extension, to businesses.

How to truly prosper in the transition to a low-carbon econ-
omy and how capital markets evaluate and reward those 
actions are challenges we face today. each firm needs  
to determine how to leverage its core expertise to create  
opportunity while propelling change.

financial professionals look to bloomberg for critical market 
information. We see our company as a platform that can help 
emerging environmental markets and analysis gain accep-
tance among the investor community by providing actionable 
information such as news, data, and analytical tools. 

bloomberg believes that market-based mechanisms are  
essential to combat climate change. We view our role not 



11 sustainability RepoRt ©2011 blooMbeRG l.p. all RiGHts ReseRVeD.

mATERIAL  
ISSUES

this report focuses on  
sustainability issues  
material to bloomberg’s 
business.
We identify these issues by:
•  analyzing our business activity for environmental  

and social impact

•  Reviewing specific concerns identified by stakeholders 
though our engagement process

•  benchmarking issues covered in the reporting of peer 
companies and sustainability leaders across sectors  
and regions

•  using the Global Reporting initiatives G3 Guidelines  
to frame our approach to reporting

The issues below were identified as most material  
to the company based on this process:
• accuracy of our information services

•  accuracy, balance and impartiality of our news reporting

•  ability of our products and services to raise awareness 
about sustainability issues

•  operating activities’ contribution to climate change and 
impact on ecosystem services

•  ability to attract and retain top talent

• ability to continue to innovate

• ability to remain competitive

• ability to provide superior customer service and support

Key challenges remain:
• creating standards for sustainability data

•  integrating meaningful data, news and analysis about 
sustainability across all products and services

•  expanding base of customers we serve with sustainability 
information

•  More effectively aligning our environmental and  
social investment strategies

•  Reducing emissions from our data centers

• addressing continued growth in employee travel

•  implementing an aggressive and comprehensive  
global program

 two of our key challenges are to  
REDUcE cARBON EmISSIONS fROm  
DATA cENTERS AND TRAvEL. 
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UNIT Of mEASURE 2010 2009 2008 % cHANGE REfERENcE DEfINITION

kEY BUSINESS fAcTORS

Revenue $ billions 6.9 6.3 6.1 12% page 8 operating revenues less various adjustments to Gross sales.

Employees number (#) 12,690 10,990 10,317 23% page 67 number of full-time employees at the end of the reporting period 
as disclosed in the company’s social responsibility reports.

Occupancy sqft 3,211,000 3,021,585 2,898,868 11% page 35 leased and owned square footage in the company’s  
real estate portfolio.

Electricity kWh 241,669,809 231,668,327 239,108,901 1% page 34 kilowatt hours consumed by the company in the reporting year 
including common area charges.

Travel Miles Man-miles 111,267,818 83,433,977 77,756,534 43% page 36 business miles traveled by company employees in the  
reporting period.

PRODUcTS & SERvIcES

BNEF  # of organizations 
(thousands) 38 28 22 73% page 21 number of global organizations (in thousands) active in clean 

energy in bloomberg new energy finance’s database.

ESG  # of companies  
(thousands) 4.1 3.6 3.0 37% page 22

number of publicly traded companies (in thousands) in  
bloomberg’s database reporting environmental, social and 
governance data.

NEWS # of awards 20 9 14 43% page 24 number of news stories from multiple bloomberg platforms 
receiving awards for environmental and social coverage.

BLAW # of analyses 154 145 110 40% page 23 number of bloomberg law analyst written and contributed 
articles published in the sustainability law Report.

New Products — Climate Change yes/no Yes Yes Yes n/a page 20

new climate change related products introduced by  
bloomberg — integrated carbon Disclosure project data in  
2008, environmental, social and Governance data in 2009  
and new energy finance in 2010.

ENvIRONmENTAL  

Emissions/Revenue Metric tonnes 28.14 22.34 24.27 16% page 32
total firm co2e emissions, including acquisitions, divided 
by million dollars of revenue. excluding acquisitions, the  
3 year % change is (11%).

RECs/Purchased Electricity % kWh 60 56 48 25% page 34 amount of Renewable energy credits purchased by the  
company as a percentage of total electricity consumed.

Travel Emissions/Employee Metric tonnes 2.66 2.37 2.33 14% page 36 emissions resulting from miles traveled per employee.

Water/Employee Gallons 6,414 6,544 6,560 (2%) page 43 Gallons of water consumed on a per employee basis annually. 
this is an estimated number.

Landfill/Employee Metric tonnes 0.15 0.18 0.21 (29%) page 39 Metric tonnes of co2e generated by the company on a per 
employee basis.

Investments/Revenue $ 522 578 258 102% page 37 Dollars spent on sustainability related projects, per million 
dollars of revenue.

Third Party Verification yes/no Yes Yes Yes n/a appendix xvi indicates whether the company’s environmental policies were 
subject to an independent assessment for the reporting period.

Green Building Policy yes/no Yes Yes Yes n/a page 35
indicates whether the company has a policy regarding its  
efforts to use environmentally friendly procedures in the design 
and construction of its buildings.

Environmental Supply Chain  
Management yes/no Yes Yes Yes n/a page 51 indicates whether the company has a policy to address environ-

mental supply chain management.

PRImARY INDIcATORS

>>
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PRImARY INDIcATORS UNIT Of mEASURE 2010 2009 2008 % cHANGE REfERENcE DEfINITION

SOcIAL

Lost Time From Accidents/ 
Employee # of incidents 0.14 0.15 0.21 (35%) page 73 total number of incidents resulting in lost time from work,  

normalized on a per employee basis.

Total Training Hours/Employee # of hours 55 40 31 78% page 69 average number of training hours on a per employee basis. 

Community  
Spending > 1% PTP yes/no Yes Yes Yes n/a page 62

indicates whether the amount of money spent by the company 
on community-building activities is greater than 1% of pre-tax 
profit.

Health & Safety Policy yes/no Yes Yes Yes n/a page 70 indicates whether the company has a policy regarding  
employee health and safety in the workplace.

Fair Remuneration Policy yes/no Yes Yes Yes n/a page 74
indicates whether the company has established a  
consolidated firm-wide policy regarding fairness in  
compensation of employees.

Equal Opportunity Policy yes/no Yes Yes Yes n/a page 75 indicates whether the company has a policy to hire and  
promote on merit.

Human Rights Policy yes/no Yes Yes Yes n/a page 18 indicates whether the company has a policy to protect  
the rights of all people with whom it works.

GOvERNANcE

Size of the Board # of directors 11 11 11 n/a page 6 number of directors on the company’s board.

Independent Directors % 27 27 27 n/a page 6

percentage of board members that can be classified as inde-
pendent. independent board members are not employees of 
the company, have not received a large sum of direct compensa-
tion from the company and are not directly related to any of the 
company’s executives.

Women on Board % 9 9 9 n/a page 6 percentage of women on the board of Directors.

Board Meetings # of meetings 4 4 3 33% no ref. number of corporate board meetings held in the past year.

Board Meeting Attendance % 98 89 88 11% no ref. percentage of members in attendance at board meetings during 
the period.

Political Donations $ 0 0 0 n/a no ref. amount of corporate donations to political groups, parties or 
individuals.

CEO Duality yes/no No No No n/a page 6 indicates whether the company’s chief executive officer is  
also the chairman of the board.

Sustainability-Linked  
Compensation yes/no Yes Yes Yes n/a page 14 indicates whether executive compensation is linked to  

environmental, social and Governance (esG) goals.

UN Global Compact  
Signatory yes/no Yes No No n/a page 18 indicates whether the company is a signatory of the united  

nations Global compact.

UN PRI Signatory yes/no Yes No No n/a page 20 indicates whether the company is a signatory of the united  
nations principles for Responsible investment.

GRI Application Level Grade B+ n/a n/a n/a page 5
indicates whether the company is in compliance with the  
Global Reporting initiative (GRi) criteria and what application 
level is targeted.



14 sustainability RepoRt ©2011 blooMbeRG l.p. all RiGHts ReseRVeD.

SUSTAINABILITY 
GOvERNANcE

sustainability embodies 
the core values that have 
made bloomberg one of 
the world’s most success-
ful companies.
sustainability at bloomberg is managed directly by three 
primary groups — environmental sustainability, professional 
Development and philanthropy. all report directly to the 
chairman of the board.

this sustainability Group reviews policies and procedures 
on sustainability issues to ensure compliance with all relevant 
internationally-accepted principles and best practices. they 
also coordinate engagement with external stakeholders.

the Group works with 21 operating departments to raise 
awareness and coordinate efforts to reduce bloomberg’s 
environmental impact. since 2007, they have initiated more 
than 300 sustainability projects across the business with the 
guidance of a steering committee of senior managers. 

Managers and team members in high-environmental-impact 
departments have specific sustainability goals and metrics 
that are tied to their annual compensation.

ethics and employment issues are handled by our profes-
sional Development department, a global presence of more 
than 175 professionals who ensure that bloomberg is pro-
viding a competitive package of benefits to our employees 
and their dependants. they also assure that our leadership 

and diversity programs are properly designed to meet  
our employee needs in the many countries and cultures in  
which we work.

our philanthropy Group has 14 individuals spread over  
four major regions in which we operate – north america, 
latin america, europe, Middle east and africa (eMea)  
and asia pacific. they ensure that our corporate giving  
program is in line with our core tenets and the wishes of  
our major shareholder.

sustainability-related product development is managed by 
multiple product groups, reporting to the president.

a working group of representatives from equities, commodi-
ties, law, Government, industries, news, Multimedia and 
others is lead jointly by senior staff from the president’s  
office and the sustainability Group. they review the compa-
ny’s products and services and evaluate opportunities within 
the greater sustainability information space. 

bloomberg’s sustainability efforts are guided by our core 
belief that environmental and social issues are material  
to our business and our partners — customers, vendors,  
employees, owners, nonprofits, governments and commu-
nities. the company has developed specific policies and 
guidelines to ensure that we integrate these issues into  
our tactical and strategic considerations.
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chairman’s Initiative
sustainability-related corporate groups report directly  
to the chairman and related product groups report to  
the president.

Strategic Relevance
integrated into core business units with specific  
goals/targets and accountability.

Operational Integration 
performance metrics established and tracked by  
sustainability Group.

Aggressive Targets 
overall target of 50% footprint reduction by 2013, with 
interim, specific departmental targets designed to get 
us there.

Assurance 
annual carbon emissions Verification since 2007.

Stakeholder Engagement 
aggressive and detailed communication strategy targeting 
internal and external constituents.
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INTERNAL STRUcTURE & STRATEGY

chairman’s 
Initiative

Strategic 
Relevance

Operational 
Integration

Aggressive 
Targets

Assurance

Stakeholder 
Engagement

D. Doctoroff 
president

financial Products

Data Products

blooMbeRG esG

blooMbeRG  
neW eneRGy finance

blooMbeRG inDustRies

blooMbeRG laW

News

blooMbeRG MaRkets

multimedia

blooMbeRG  
businessWeek

blooMbeRG teleVision

blooMbeRG RaDio

blooMbeRG.coM

Bloomberg 
Government

Research & 
Development

Operations

BBG ventures

P. Grauer 
chairman of the board

Professional 
Development

Philanthropy

Sustainability

marketing

finance & 
Administration

Public Relations

Legal

compliance

Security

corporate groups that are 
responsible for sustainabil-
ity-related work and report 
directly to the chairman.

products & services  
groups that are responsible 
for sustainability-related 
work and report directly to 
the president.
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STAkEHOLDER 
ENGAGEmENT

Material issues are  
best identified with the 
help of partners.
We do this as part of normal business practice as well as 
more formally through a multi-stakeholder initiative with  
ceres (www.ceres.org). the views of the ceres stakeholder 
panel have been taken into account in the development of 
this report.

below we list bloomberg’s key stakeholders and outline 
how the company engages with these groups. More infor-
mation on our partners is available throughout this report.

Communities through bloomberg’s philanthropic 
programs, we engage with the communities around the  
63 offices in which we have 10 or more employees. our 
support is focused on education and literacy programs, 
health and medical research, social work, arts and culture, 
public parks and the environment. 

Customers bloomberg conducts regular satisfaction 
surveys to understand the needs of our customers.  
these include a comprehensive annual survey of all our  
bloomberg professional® service customers. this annual 
survey is supplemented with data from other studies  
conducted by business units, which are done more often 
and focus on specific market segments.

NGOs bloomberg collaborates with nGos that are aligned 
with our core business operating issues and our corporate 
philosophy. these include nGos involved in: setting envi-
ronmental standards and promoting transparency; manage-
ment of supply chain risk.

Suppliers We engage with our suppliers via an extensive 
Vendor survey to help ensure we conduct business only 
with companies that meet high labor and environmental 
standards. We then provide feedback to help low-scoring 
suppliers improve their performance.

Employees We communicate with our employees using a 
number of channels to keep them up-to-date about business 
and sustainability efforts.

Governments Governments and financial centers around 
the world depend on the bloomberg professional® service 
for insight into financial markets and increased transparency 
that fosters global liquidity. 
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HIGHLIGHTS Of STAkEHOLDER fEEDBAck
Private company: leadership as a private company in stakeholder 
engagement, transparency and sustainability is critical. sharing 
business rationale for its sustainability efforts and explaining how  
its private company structure influenced its strategy are important.

ESG product: bloomberg’s esG product is a “game changer.” 
focus on closing the data gap and broadening the audience.  
produce supporting metrics on usage, growing number of compa-
nies reporting.

Educating customers: bloomberg has a responsibility to educate 
its customers about how sustainability impacts their business. find 
opportunities through products/media business to link data and 
day-to-day stories, and the increasing risks, impacts and costs of 
sustainability issues over the long term.

ROI for sustainability: Demonstrate cost savings and revenue 
opportunities of efforts. powerful message internally and could 
catalyze broader change. use the report to demonstrate type and 
quality of information to populate the esG product. 

Public policy: play a more active role in sustainability public policy, 
especially on transparency and disclosure issues. 

Integrating social issues: integrate more social issues into esG 
product and overall mandate, linking with the work done by philan-
thropy and professional Development. 

Diversity: think about diversity broadly and develop strategy with 
regard to employees, business partners, suppliers, allocations, 
journalism, esG product, etc. 

compensation: stakeholders appreciated the linkage between 
manager compensation and delivery of sustainability projects and 
are looking for more detail.

Operations: set long-term measurable goals on sustainability 
performance. Data centers and business travel are key challenges. 

Supply chain: align with robust third-party programs (e.g., 
estewards, Green screen) to address impacts from electronics. 
open source tools developed to address supply chain sustainability  
(e.g., the esG scorecard, the engineering product Guidelines)  
to help other organizations.

In August 2010, we met with 13 stakeholders in Bloomberg’s  
New York office at a session organized and chaired by Ceres*.  
The meeting’s objectives were to obtain:

 •  Stakeholder views on Bloomberg’s sustainability plans,  
priorities and disclosures

•  Detailed feedback on a draft of this report

Present in the meeting were senior executives who manage 
Bloomberg’s sustainability, human resource, and corporate-giving 
efforts. ESG Product Managers guided stakeholders through  
its functions and showed them how investors access the  
information. 

Peter Grauer, Bloomberg’s Chairman, who was traveling at the 
time, joined the meeting by teleconference. He described the 
thinking behind Bloomberg’s sustainability strategy and fielded 
questions. The stakeholders supported the development of  
ESG products and the company’s sustainability and philanthropic 
efforts. They challenged Bloomberg to do more in the areas of 
reducing energy use in data centers, increasing the coverage of 
ESG issues in its news and information services, and persuading 
lawmakers to promote sustainability.

Our learning from the meeting, as well as detailed written com-
ments from Ceres, have informed this report’s development.

Stakeholder Engagement within the Report
S

TA
k

E
H

O
LD

E
R

 E
N

G
A

G
E

m
E

N
T

* ceres is a national network of investors, environmental groups and other public interest orga-
nizations working with companies to address sustainability challenges such as global climate 
change. bloomberg is a member of the ceres network of companies, which means that the 
company has committed to work with ceres on various aspects of its sustainability performance 
and disclosure. being a ceres company is not a certification or stamp of approval relating to the 
company’s business.
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HUmAN RIGHTS/ETHIcS  
& BUSINESS STANDARDS

Human rights are most 
relevant to bloomberg in 
relation to our employees 
and suppliers.
EmPLOYEES 
We work hard to protect the human rights of our employees 
by providing equal opportunities and a safe and inclusive 
workplace. bloomberg complies with all applicable laws and 
regulations on forced and child labor, as well as the rights of 
employees to unionize in the workplace.

all employees receive mandatory training about harassment 
and cultural sensitivity. employees can take additional 
courses relating to equal employment opportunity issues 
through bloomberg university, our online training portal.

the bloomberg General standards of conduct and ethical 
behavior set out the standards we expect our employees to 
follow. it requires our people to conduct themselves and our 
business with the highest ethical standards, with integrity 
and within guidelines that prohibit actual or potential con-
flicts of interest or the perception of impropriety. 

the full text of the policy is provided in the human  
resources section on our intranet, HR<Go>.

the policy provides clear channels for raising concerns 
internally. employees can also raise concerns, ask questions 
or report misconduct using a hotline that is available  
24 hours a day, 7 days a week. 

the numbers for the hotline are:

+1-212-617-1595 ((801)1595) or 

+1-800-777-7217 (toll free in the u.s.) 

all calls are confidential and employees can choose  
to remain anonymous. 

We receive very few complaints on the hotline, and  
the types of issues raised typically include standard  
employment-related concerns that are investigated  
and resolved internally.

SUPPLIERS
We want to work with suppliers that meet high labor  
standards and protect human rights. contracts with  
suppliers contain ethical behavior clauses. in addition,  
we conduct social responsibility audits of our equipment  
manufacturers to assess labor standards. to supplement 
these efforts, bloomberg is a signatory of the united 
nations Global compact.



SUSTAINABLE  
PRODUcTS  
& SERvIcES
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SUSTAINABLE  
PRODUcTS  
& SERvIcES

our PRODUcTS AND SERvIcES provide essential information to the 
world’s most influential audiences. increasing transparency around sustainability 
issues — both risks and opportunities — encourages responsible investment  
decisions and development practices.

BLOOMBERG is the world’s 
most trusted source of information 
for financial professionals and  
businesses. 

Bloomberg combines innovative 
technology with unmatched analyt-
ics, data, news, display and distribu-
tion capabilities, to deliver critical 
information via the Bloomberg 
Professional® service and multime-
dia platforms, including Bloomberg 
Businessweek and Bloomberg 
Markets® magazines. Bloomberg’s 
media properties span television, 
radio, digital and print, making up 
one of the world’s largest news  
organizations. Headquartered in 
New York, the company employs 
more than 12,900 people in 184 
locations around the world.

We are a signatory of the United 
Nations Principles for Responsible 
Investment and are convinced that 
sustainability presents a material 
market opportunity for Bloomberg. 
There is a growing need among our 
customers for data, news, analytics 
and insight into how sustainability 
impacts business, society, policy, 
technology and financial markets. 

cHALLENGES
Sustainability issues have not been 
integrated into standard investment 
analysis, business operations (risk) 
or product development (opportuni-
ties) by the financial and business 
communities. While Bloomberg con-
siders its efforts to be at the fore-
front, significant work lies ahead.  
It is a relatively new set of issues 

for the firm and its customers and, 
accordingly, requires improved 
internal education, training and 
additional resources. These needs 
will continue to compete with other 
business priorities. We are, however, 
committed to accelerating develop-
ment efforts, leading the financial 
community toward full adoption, 
and are prepared for a long-term 
investment. 

While we recognize that we still 
have a long way to go, we outline 
here how we are seizing these  
opportunities by introducing innova-
tive products and services across 
multiple Bloomberg business units. 
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BLOOmBERG ESG
bloomberg environmental, social and Governance (esG) 
data are integrated into the bloomberg equities service  
and collected from published company material. bloomberg  
has researched 20,000 of the most actively-traded public  
companies. We have obtained esG data disclosed by 
4,100 companies in 52 countries.

esG data on the bloomberg terminal are fully integrated  
with all of bloomberg’s cutting-edge analytics, such as the 
equity screener (eQs) and Relative Value (RV). in addition, 
we have developed ratios and key performance indicators  
to better compare and analyze companies on esG metrics.

We believe that the service supports the growth of sus-
tainable and responsible investment by offering a straight-
forward way to access comprehensive, quality esG infor-
mation at no extra cost to our subscribers. and, through 
relationships with major non-governmental and not-for-profit 
organizations, we are collaborating to increase the number 
of companies disclosing esG data and to improve the quan-
tity and quality of that information.

BLOOmBERG NEw ENERGY fINANcE
http://bnef.com

bloomberg new energy finance (bnef) is the leading pro-
vider of analysis and information on clean energy, low-carbon 
technologies and the carbon markets to investors, corpora-
tions, and governments. bnef sector specialists operate 
across all areas of clean energy and low-carbon technology, 
including wind, solar, biofuels, biomass, energy efficiency, 
nuclear, and carbon capture and storage. the carbon 
Markets division generates industry-leading analysis, price 
forecasting, consultancy and risk management.

 LEADING mARkETS  
TO SUSTAINABILITY

bloomberg seeks to make 
sustainability information 
actionable for investors and 
businesses.
although environmental and social factors increasingly create 
enormous market opportunities and risks for business, “sus-
tainability” remains a nebulous and undefined variable limited 
by a frustrating lack of clear information. bloomberg is in a 
unique position to address that challenge by making relevant 
sustainability data rigorous and actionable.

With unmatched market intelligence capabilities, we provide 
sophisticated, credible sustainability information that offers 
greater market transparency to our clients.

With our access to influential professionals around the globe 
and range of product offerings, we can integrate environmen-
tal and social knowledge throughout the business landscape.

information is power, and transparency can advance sustain-
ability and transform the marketplace. that is why bloomberg 
provides key decision makers with a critical advantage by 
making sustainability relevant, revealing hidden financial  
opportunities and risks. business owners and executives  
will see market data through a new lens, with more granularity  
and breadth than ever before and ultimately make smarter 
decisions for their business and the world.
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Y ESG: cOmPANIES & fUNDS AcTIvITY
significant growth in both the number of firms disclosing 
esG as well as the greater number of funds listed in the environ-
mental and socially responsible category on the terminal further 
supports the trend.
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cLEAN ENERGY
total investments in clean  
energy surged by more than 
$50 billion in 2010, driven by 
activity in china, offshore wind, 
european rooftop photovoltaics, 
and R&D spending by compa-
nies and governments.
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BLOOmBERG LAw
http://www.bloomberglaw.com

bloomberg law® (blaW) is a real-time legal research 
system that integrates innovative search technology, legal 
content, company and client information, and proprietary 
news. our comprehensive database includes case law, 
dockets, legislative and regulatory materials, current aware-
ness and more.

blaW offers dedicated resources for energy law practi-
tioners, including quick access to relevant primary source 
materials, targeted searches utilizing key energy law data-
bases, and secondary resources for important energy law 
reference information. blaW also publishes the sustain-
able energy law Report (ellR), a monthly current aware-
ness reporter covering legal developments in areas such as 
alternative fuels, clean energy technologies, climate change, 
energy efficiency, and renewable energy. the ellR regularly 
features contributions from leading energy law practitioners, 
which provide additional depth and perspective on key  
issues affecting sustainable energy law.

corporations, financial institutions, governments and 
service providers make use of a wide array of subscription-
based services that include news, investment data,  
research, advisory services and executive events. We are 
proud to serve several leading global institutions, includ-
ing the clinton Global initiative, World economic forum, 
Renewable energy finance forum, international energy 
agency and the prince’s Rainforest agency.

BLOOmBERG INDUSTRIES 
bloomberg industries combines the insight of a team of 
experienced analysts with comprehensive and proprietary 
data. this platform provides a new modularized, dynamic 
approach to industry analysis, improving both the efficiency 
and productivity of traditional research. our goal is to 
provide clients with a complete view of an industry and its 
key constituents to help them make faster and better invest-
ment decisions across the capital structure. We serve the 
research needs of a wide variety of constituents, including 
the investment community, corporations and consultants. 
Deep clean energy sector research is supplemented with 
cross-sector fundamental esG indicators at the industry 
and company level as well as key bnef clean energy and 
carbon factors for impacted sectors.

BLOOmBERG GOvERNmENT 
http://www.bgov.com

bloomberg Government is a customizable resource  
for professionals (congressional staffers, government  
affairs professionals, sales executives, c-suite executives, 
etc.) who need to understand the business implications 
of government actions. bGoV collects best-in-class data, 
providing high-end analysis and analytic tools and reporting 
(proprietary and aggregated) from multimedia specialists 
worldwide. We cover key industry sectors (including health 
care, energy, defense, infrastructure, finance and tech/tele-
com) and crosscutting areas such as trade, taxation, labor 
and environment. understanding the nexus of energy, the 
environment and related policy and regulation is critical for 
executives as these issues continue to grow in importance.
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2010 DEPARTmENT fINAL RULES NOTIcES

EPA 478 1,023

Department of Energy 39 2,237

BLOOmBERG LAw
Number of Sustainability Reports Published

BLOOmBERG GOvERNmENT
Energy & Environment Regulation

cONTRIBUTED  
ARTIcLES

ANALYST-wRITTEN 
ARTIcLES

2008

13 97

2009 2010

28 20117 134
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TRUSTED INfORmA-
TION & NEwS

bloomberg news began 
operations in 1990 with  
a team of six people. 
twenty years later, we are one of the world’s largest news 
organizations and media companies — and the definitive 
source for the professional investor. today, we employ 
more than 2,300 professionals in 146 bureaus around the 
world. bloomberg news publishes more than 5,000 original 
articles on an average day, and we syndicate to more than 
340 newspapers (64 million circulation) and 427 publica-
tions (75 million circulation) worldwide.

through our news services, magazines, and book publish-
ing, we keep millions of people informed about current  
affairs, including social and environmental issues; in the 
past 3 years, bloomberg news has won 43 journalism 
awards related to its coverage in these areas. each day our 
customers make vital business decisions using the infor-
mation, news, and analysis that bloomberg provides. this 
makes it essential that we maintain the highest standards  
of accuracy and neutrality. 

bloomberg reporters pride themselves on their journalistic 
integrity. all bloomberg journalists must abide by a detailed 
handbook, the bloomberg Way. the handbook stresses 
the principles of accuracy, critical thinking, depth, guidance, 
people and global relevance. these principles are defined 
by the five fs — factual Word, first Word, fastest Word, 
final Word and future Word — and are the operating ethos 
of the organization.

NEwS DISTRIBUTION
bloomberg news is primarily delivered through the  
bloomberg terminal. subscribers have access to a  
comprehensive multimedia platform. in addition to the 
unique value bloomberg news provides, bloomberg® 
Multimedia allows users to view live broadcasts and in-
teractive seminars and delve into bloomberg’s archive of 
400,000 multimedia interviews and news events.

Dozens of live speeches, news conferences and seminars 
— including federal Reserve events and meetings of most 
s&p 500 companies — are broadcast daily. customers can 
see and hear news as it happens, no matter where they are 
in the world.

speed and transparency are powerful tools available to 
terminal users. We mine a wealth of information from more 
than 26,000 web resources and 3,000 blogs by employing 
our exclusive monitoring and search tools, providing tailored  
information that is relevant to each customer — delivered 
right to their screen. the bloomberg professional® service 
also maintains an archive of more than 15 million articles 
and multimedia reports. our photo library has access to 
more than 290,000 images.

five fs: fAcTUAL wORD, fIRST 
wORD, fASTEST wORD, fINAL wORD  
& fUTURE wORD.
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BLOOmBERG mARkETS®

http://www.bloomberg.com/markets-magazine

Markets is a monthly magazine that goes to more than 
355,000 readers, providing regular coverage of energy,  
the environment and sustainability developments as they 
pertain to the global financial community. Virtually every 
month, Markets publishes at least one in-depth feature 
on energy-related topics, including: “new king coal” and 
“spanish sunburn” (nov. 2010); “River of Discord” (Dec. 
2010). the agenda section also devotes a page each  
month to news about energy and the environment. 

every May, the magazine publishes an annual special report 
on the future of energy. in addition to several feature stories, 
the package this year will include a ranking of the World’s 
Most environmental banks, which is based on environmental 
risk factors and low carbon investment activity.

BLOOmBERG BUSINESSwEEk
http://www.businessweek.com/

the magazine was founded in 1929 and is a market  
leader, with more than 4.6 million readers each week in  
140 countries. Redesigned in 2010, the new bloomberg 
businessweek magazine features expanded content,  
20 percent more editorial pages, new sections and com-
pletely retooled and enhanced navigation. Drawing on  
1,700 journalists in 146 bureaus across 72 countries, 
bloomberg businessweek seeks to moderate global  
conversations through content, context and collaboration. 

bloomberg businessweek has made sustainability one  
of its key coverage themes, not simply with regular special 
reports such as “focus on climate change,” “focus on 
energy,” and “focus on Green business,” but by integrating 
the issue into every aspect of its thinking and reporting. the 
magazine’s reportage and analysis explores the business 
case for sustainability and separates hype from reality. We 
closely follow the public policy debate both in Washington 
and the states, explain the rise of china as a dominant mar-
ket for and producer of wind, solar and other technologies, 
and explain to our readers the impact of breakthrough devel-
opments from mass-produced electric vehicles to hydrogen 
fuel cells to cellulosic ethanol. our sustainability coverage is 
not siloed. it is knitted into the fabric of everything we do. 

BLOOmBERG TELEvISION 
http://www.bloomberg.com/tv/

Reaching more than 245 million homes worldwide,  
bloomberg television is based on the power of bloomberg 
news and delivers timely, accurate and concise business 
coverage, together with unbiased context and insights.  
our access to global markets, business leaders and  
financial information allows us to identify critical news  
and related events. 

bloomberg tV covers global sustainability and clean  
energy with a unique lens, providing insight and analysis into 
emerging technologies, policies, and trends. btV also does 
in-depth reporting on the major sustainability issues of our 
time through a business lens, from climate policy on capitol 
Hill to the emergence of electric cars in Detroit, from carbon 
markets in europe to smart cities in abu Dhabi to solar 
power in china.

bloomberg has access to the key players, regularly inter-
viewing influencers like u.s. energy secretary steven chu, 
Virgin Group ceo Richard branson, and Duke energy  
ceo Jim Rogers. We also take the time to feature emerging  
innovators and technologies in areas such as offshore  
wind power and rural microfinance across the globe.

BLOOmBERG RADIO
http://www.bloomberg.com/radio/

bloomberg Radio is broadcast via sirius XM Radio and 
Worldspace satellite radio globally and on WbbR 1130 aM 
in the new york/new Jersey/connecticut area. bloomberg 
Radio reports and programs are syndicated to 200 radio 
affiliates nationally.

the bloomberg Radio Green Report is a daily  
60-second feature exploring the latest developments in 
green technology. Washington-based reporter Jon bascom 
profiles companies making breakthroughs in renewable 
energy, conservation, recycling, zero-emission transporta-
tion and waste disposal. from long-life batteries to light-
emitting diodes to sustainable agriculture, the bloomberg 
Radio Green Report offers news on cutting-edge technol-
ogy that is shaping the future of the 21st century. the 
bloomberg Green report can be heard weekdays at  
6:20 a.m. on WbbR in new york and at various times 
across the country on bloomberg-affiliated stations.
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BLOOmBERG mARkETS® 
provides regular coverage of energy, 
the environment and sustainability 
developments as they pertain to the 
global financial community.

BLOOmBERG BUSINESSwEEk  
has made sustainability one of its 
key coverage themes, integrating 
the issue into every aspect of its 
thinking and reporting.
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BLOOMBERG.COM	
http://www.bloomberg.com/

Bloomberg.com and Businessweek.com combined reach 
more than 17 million individuals each month, providing 
business executives around the world the news, data and 
information they need to make decisions and lead the 
conversation in their industries. Bloomberg.com carried 
1,976 stories on clean energy and environmental issues in 
2010. Businessweek.com will launch a sustainability news 
and information section in 2011 to create new content and 
enhance existing assets.
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S BLOOMBERG	NEWS’		
WOMEN’S	INITIATIVE	

BLOOMBERG	NEWS’	Women’s	
Initiative	began	in	June	2010	to	
examine	and	expand	our	coverage		
of	women	in	the	global	economy.		
So	far,	we	have	expanded	our	source	
lists	and	added	more	opinion	pieces	
by	women.	We	have	also	spurred	
reporters	from	around	the	world		
to	get	to	know	women	leaders	in	the	
companies	and	governments	they	
cover.	That	has	resulted	in	multiple	
feature	stories	and	continues	to	be		
a	focus	in	2011.

BLOOMBERG.COM		
ENVIRONMENTAL	COVERAGE
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ENvIRONmENTAL
OPERATIONSthrough our environmental strategy, we are analyzing every aspect of  
our business with the goal of creating a sustainable bloomberg.

Our most significant operational 
environmental issue are the climate 
change impacts of our office  
energy use, employee travel and 
product transport. Other environ-
mental impacts include waste, 
paper consumption and water use. 

In addition to benefiting the environ-
ment, our strategy helps us reduce 
costs, encourage innovation and 
make our people feel proud to work 
for Bloomberg. It also gives us cred-
ibility as we expand our range of 
products that are enabling the shift 
to a low-carbon economy.

BGREEN
Bloomberg has internally branded 
its sustainability effort “BGREEN,” 
an environmental initiative that 
promotes our overall sustainability 
strategy and encompasses all  
activities related to our environ-
mental efforts, from education and 
engagement opportunities to 
operational reductions from our 
business activities.

ENvIRONmENTAL mANAGEmENT 
The four-person Bloomberg  
sustainability team is based in New 
York and reports to the Chairman’s 
office. The team coordinates environ-
mental activities, monitors perfor-
mance and collaborates with a 
network of BGREEN regional leads 
and 21 operating departments to 
reduce environmental impacts 
across the Company. It also provides 
guidance to managers responsible 
for implementing environmental 
initiatives and works with them to 
set improvement targets and strate-
gies for meeting goals.

During business planning, the 
sustainability team works with 
different operating groups to identify 
environmental improvement proj-
ects. Once approved, projects are 
tracked and the percentage of 
projects satisfactorily completed 
during the calendar year is used as  
a metric to determine compensation 
and bonus levels for the managers 
responsible. Managers in  

departments with the biggest 
impacts have the largest stake tied 
to their performance. 

In 2009, we rolled out green operat-
ing policies for cleaning, construc-
tion, and waste management across 
Bloomberg, and we introduced a 
scorecard at key offices globally to 
promote environmental improve-
ment programs. 

In 2010, we automated much  
of our data collection processes to 
improve internal environmental 
reporting. Our goal in 2011 is to 
provide carbon emission score-
cards for upper management and 
key department managers to 
monitor progress against our 
climate change goals.
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BLOOmBERG wILL REDUcE ITS cARBON fOOTPRINT  
BY 50% BY 2013 fROm 2007 LEvELS THROUGH ImPROvING  
ENERGY EffIcIENcY, USING RENEwABLE ENERGY AND  
AGGRESSIvE wASTE REDUcTION STRATEGIES. 

2007 2008 2009 2010 2011
Estimates Estimates Estimates

2012 2013

Business as usual

*  for comparable year-over-year  
performance, this excludes emissions 
from recent acquisitions.

Projected 68% 
cO2e reduction

2007 
co2e
levels

Metric tonnes  
of co2e 

250,000
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Demand Reduction
infrastructure investments
Renewable energy Development
Recs

26.8%

2.2%

33.3%

We are engaging our employees, vendors and customers in  
setting standards, promoting clean technologies and improving  
natural resource utilization. 
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cARBON fOOTPRINT vS. “BUSINESS  
AS USUAL” GROwTH PROJEcTION*
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bloomberg depends  
on technology to provide  
cutting-edge news and  
information services to  
our customers.
nearly 70% of our total core1 greenhouse gas emissions 
result from energy use. the next largest contributor is 
employee business travel and product transport (logistics), 
which jointly contribute 25% of total emissions. the balance 
of our emissions is a result of paper consumption and waste.

to achieve our goal (reduce co2e
2 footprint by 50% 

by 2013, from 2007 levels) we are:

•  Making our buildings and it equipment more  
energy efficient

•  looking for opportunities to generate renewable  
energy on-site

•  Reducing the impact of employee business  
travel and product transport

• Reducing co2e emissions from waste

•  using green electricity by purchasing Renewable  
energy credits

our carbon emissions data are third-party assured by  
cventure. in 2010, bloomberg participated in the carbon 
Disclosure project supply chain initiative for the third  
time at the request of one of our customers, and we were 
recognized as a leader with a score of 79. this places us  
in the top 10% of both financial services and information 
technology sectors, the two sectors most applicable  
to bloomberg.

in 2010, blp core absolute co2e emissions were 
145,914 metric tonnes, down 2.4% vs. 2007 emissions.

core emissions normalized by revenue decreased by 20.4% 
against our 2007 baseline. We achieved these reductions 
primarily by increasing the energy efficiency of our buildings 
and it equipment.

ENERGY &  
EmISSIONS

1.  blp core emissions exclude emissions from recent acquisitions for comparable 
year-over-year performance.

2.  co2 equivalent (co2e) measures the combined impact on climate change of 
multiple greenhouse gases. emissions of each gas are converted to an amount of 
co2 that would cause the same climate change impact and summed.

69% 
Energy Use

27% 
Employee  
Business Travel & 
Product Transport 
(logistics)

4% 
Paper consumption 
& waste

cARBON EmISSIONS BY AcTIvITY
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2010 2009 2008 2007

% Change 
CO2e/
Customer 
Terminals 
2010 vs. 20073

Scope 1

Direct Combustion 
Emissions4 5,961 4,864 4,671 2,619 107.6%

Scope 2

Indirect  
Combustion 
(electricity, steam)

96,883 94,179 101,850 102,524 (13.8%)

Scope 3

Employee 
Business Travel 29,865 23,971 22,101 22,055 23.5%

Material  
Transport 2,029 2,646 5,850 7,857 (75.6%)

Markets  
Magazine 
Distribution

3,696 3,547 3,794 3,783 (10.9%)

Paper  
Consumption 5,650 5,340 7,948 8,452 (40.9%)

Landfill Waste 2,006 2,118 2,357 2,479 (26.2%)

BLP core  
Emissions 145,914 136,665 148,570 149,499 (11.0%)

Emissions  
from 2009  
Acquisitions5 

47,663 3,041 n/a n/a –

Emissions  
Subtotal 193,577 139,705 148,570 149,499 18.1%

REC Purchases (59,900) (52,821) (47,723) (48,086) 13.6%

BLP Carbon  
Footprint 133,677 86,884 100,847 101,413 20.3%

3. blp core emissions divided by number of customer  bloomberg professional® subscriptions.
4. includes emissions from use of natural gas, oil, refrigerants, and aircraft fuel. 
5. businessweek and nef acquired December 2009.

* for comparable year-over-year performance, this excludes  
emissions from recent acquisitions.

* for comparable year-over-year performance, this includes  
emissions from recent acquisitions.

BLOOmBERG cARBON fOOTPRINT
Metric tonnes co2e

cORE cO2e*
Metric tonnes co2e per $M Revenue

30.0

25.0

20.0

15.0

10.0

5.0

0.0

2007 2008 2009 2010

(8%)

(1.5%)(9.8%)

(10.4%)

26%

(8%)
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BADE SNAPSHOT 

This is a snapshot of BADE from  
february 24, 2011. The main driver  
for the decline in the 2010 numbers is 
the expansion of our NY location and 
additional generators at our  
NJ campus. This caused the total 
capacity (maximum kilowatts we can 
draw from the grid while still main-
taining redundancy) to increase in 
both locations. In NY, we also added 
to the UPS capacity. Since these  
assets are not yet fully utilized, these 
projects drove the facilities Utiliza-
tion downward, decreasing the overall 
BADE score.
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acquisitions, businessweek magazine and new energy 
finance (nef). the full-year impact of these acquisitions in 
2010 was substantial, totaling 47,663 metric tonnes, equal 
to 32.7% of bloomberg core emissions. information on  
the changes to businessweek can be found below in the  
Magazine publishing section.

DATA cENTER cHALLENGES
our data centers — the engines that power the large volume 
of information available on our terminals — are our most 
important assets and largest user of power. our economic 
interest is served by reducing power consumption. the 
amount of data we store, the complex calculations performed 
and high level of customer service that we provide create 
constantly increasing computing requirements and conse-
quently more energy use. this is a sector-wide challenge. 

to evaluate our Data centers, we created the bloomberg 
average Data center efficiency (baDe) analysis tool. this is 
accessible on our internal terminals so that our managers 
and data center operators can target efficiency improve-
ments. baDe contains data on a wide variety of factors that 
influence energy consumption. baDe compiles and aver-
ages data related to individual server memory and utilization, 
overall building power utilization, it power utilization and 
other relevant metrics to arrive at a monthly overall efficiency 
score for our data centers.

in 2010, we held a summit for data center managers to 
discuss ways to reduce their operations’ energy consump-
tion. a 2011 goal was set to establish and communicate 
targets for each aspect of our data center operations.

Data center efficiency is a priority for bloomberg l.p. 
bloomberg has implemented and is aggressively pursuing 
creative solutions to save energy at our data centers, e.g., 
heat mapping, thermal energy storage, cogeneration, 
variable frequency drives, free cooling, hot/cold aisle 
configurations, etc. However, given the critical role data 
centers play in our business, our appetite for aggressive 
change is constrained as we cannot risk any disruptions  
to our customers. 
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RENEwABLE ENERGY 
We purchase Renewable energy credits (Recs) for our 
largest sites. While we view voluntary Rec purchases as 
tertiary to our demand reduction and infrastructure invest-
ment efforts, they do send a demand signal and supplemen-
tary revenue to clean energy project developers and 
operators. current demand is weak, driving down prices 
and limiting impact. if more corporate consumers of electric-
ity added Recs to their environmental strategy, improved 
demand and increased prices could accelerate investment. 
at the end of 2010, we were the 28th largest buyer of 
Green power Recs in the united states according to the 
u.s. epa Green power partnership ranking. in the u.k.,  
we buy renewable energy directly from our provider.

in 2009, we assessed opportunities for using solar,  
geothermal and wind energy at key u.s. sites. in 2010,  
we began a project to install a 1.764 megawatt solar array 
at our skillman campus in new Jersey. the system is 
expected to produce more than 2.8 million kWh annually, 
reducing our footprint by more than 1,400 metric tonnes 
and meeting approximately 41% of the site’s energy needs.
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We are working to reduce the energy we use in our  
184 offices, data centers and warehouses around the world. 

between 2008 and 2010, energy efficiency projects in our 
buildings included: 

•  conducting energy audits in 731 lexington and 340 West 
st. (new york), skillman and Ridge Road (new Jersey), and 
our Hong kong office (collectively representing 67.5% of 
global energy consumption) to identify opportunities for 
energy savings. 

•  turning off the lights during nonworking hours, saving  
approximately 7 million kWh annually.

• installing more efficient lighting.

• installing motion sensors to match lighting with occupancy.

•  adjusting controls on heating, ventilation and air conditioning.

•  installing power monitoring in our london broadcast studio.

it energy efficiency projects included:

•  setting monitors to sleep mode, conserving approximately 
10 million kWh annually.

•  upgrading more than 9,100 pcs to more efficient models  
certified to the epeat and energy star 4.0 standard. 
epeat is a system defining environmental criteria for  
computers and monitors.

•  piloted a system at our new york office to put pcs in 
sleep mode when unused. software will be implemented 
globally in 2011 — saving more than 3 million kWh annu-
ally when complete.

•  assessing the efficiency of our data centers using  
metrics relating to data center building operations and 
server utilization.

•  at the end of 2010, about 6% of monitors in  
use conform to the u.s. epa energy star energy  
efficiency standard.

RENEwABLE ENERGY cREDIT (REc) 
PURcHASES IN kwH
as % of total consumed kWh

kWh 

200,000,000

100,000,000

0
2007 2008 2009 2010

Rec purchases (kWh) 
total kWh consumed

60.1%55.6%
48.1%45.3%
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Nearly half of our employees will sit in LEED certified  
office space by 2012

Project Certification Progress Sq Ft 
(approx.) Desks

38 finsbury phase 1 awarded leeD 
platinum

awarded november 2010 19,600 302

tokyo 19th floor awarded leeD 
Gold

awarded october 2009 11,000 96

san francisco — 
pier 3

awarded leeD 
Gold

awarded november 2008 24,800 180

shanghai Relocation awarded leeD 
platinum

awarded april 2011 10,900 56

Mumbai Relocation anticipated 
Gold

in progress. Design and construction credits 
to be submitted by early to mid-february 
2011. We are currently tracking 72 points.

16,000 128

Hong kong  
expansion 

anticipated 
Gold (possible 
platinum)

in progress. Design credits submitted in 
December 2010. construction credits to be 
submitted mid-february 2011. We anticipate 
certification by april. We are currently track-
ing 82 points.

13,400 170

london, 38 finsbury 
expansion, floors 
4-6

anticipated 
platinum

in progress. project completed June of 2010. 
Design credits were submitted in July 2010. 
construction credits to be submitted at the 
beginning of february 2011. We are currently 
tracking 89 points.

16,000 300

london, park House anticipated 
Gold (possible 
platinum)

in progress. Design credit submission 
anticipated in february 2011. construction 
completion anticipated in May 2011. tracking 
84 points.

65,000 864

Dubai Relocation anticipated 
Gold (possible 
platinum)

in progress. project completed october 
2010. Design credits submitted 2010. con-
struction credits anticipated for submission 
by mid-January 2011. anticipated certification 
by february 2011. tracking 79 points + 3 
potential points.

12,000 88

731 upperstack 
expansion

anticipated 
Gold

in progress. project completion anticipated 
end of January 2011. Design credits submit-
ted in november 2010. tracking 39 points 
(V2.0). 

131,400 1,414

1101 k st. bGoV 
Relocation

anticipated 
Gold

in progress. project completion anticipated 
end of January 2011. Design credits submit-
ted in november 2010. tracking 64 points.

27,000 248

skillman 101 office 
Renovation

anticipated 
Gold

in progress. project completion anticipated 
end of July 2011. checklist pending.

14,000 134

120 park ave., nyc leeD Gold or 
above

project recently announced. expected oc-
cupancy by year-end 2011. 

400,000 2,500

Total LEED Certified by YE 2011 (approx.) 716,100 6,480

Total Portfolio/Headcount (approx.) 3,211,000 14,000

Percentage of Total 22% 46%

GREEN BUILDINGS
We include language in our preferred lease terms that sets 
out our requirements for landlords. these cover energy sup-
ply and monitoring, waste management and recycling, green 
cleaning, green construction, bike parking and water saving.

our policy is for all new office developments, refurbishments 
and expansions to be certified or built to leeD (leadership 
in energy and environmental Design) standards.

the primary challenge in building to leeD specification is 
the increased level of coordination and planning required. 
attention must be paid to every detail to ensure that the 
majority of purchases are local, have high recycled content 
and meet indoor air quality specifications.

the design and construction of the following bloomberg  
offices have been certified using leeD for commercial interiors:

>  Our 38 Finsbury expansion in the London office is LEED 
Platinum for Commercial Interiors certified. It was built by 
reusing a high proportion of existing materials and using 
wood from sustainable sources where possible. The build-
ing has an array of energy-saving features. 

>  Our San Francisco office is LEED Gold for Commercial Interi-
ors certified. During construction, more than 40% of existing 
nonstructural components were reused. Water usage was 
reduced by 40% through the installation of low-flow fixtures. 
The building maximizes the use of natural light.

>  Our Tokyo offices were the first in Japan to receive LEED 
Gold for Commercial Interiors certification. The building  
was constructed using environmentally preferable materials, 
is powered by green energy and uses sensors to match  
lighting with occupancy.

>  Our Shanghai office was recently certified LEED Platinum 
for Commercial Interiors. This is Bloomberg’s first office  
to be certified using LEED version 3.0. The HVAC equipment 
exceeds the highest LEED standard for energy efficiency. 
Daylighting and occupancy sensors are employed to control 
lighting power usage. Materials with low volatile organic 
compounds (VOCs) used throughout the office.

We are seeking leeD platinum or Gold for commercial  
interiors certification at ten additional locations.
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PRODUcT TRANSPORT AND BUSINESS TRAvEL 
We are a global company with clients in 160 countries.  
in 2010, blp core emissions from employee business 
travel and transport of products were 34,599 metric tonnes, 
a 12.1% increase from 2007 levels. normalized against 
revenue, an intensity reduction of 8.6% was realized in the 
time period.

PRODUcT TRANSPORT

in 2010, we shipped more than 420,000 products, which 
resulted in 2,029 metric tonnes of co2e (compared with 
7,587 metric tonnes in 2007). close to ninety percent of 
these products (by weight) were transported by ground or 
sea, compared with 81% in 2007. in addition to increasing 
our percentage of lower carbon methods of transportation, 
bloomberg has taken other actions to reduce emissions 
associated with customer freight. some examples of these 
projects are:

•  transfer of customer-needed pc images electronically 
rather than traditional transportation.

•  Reduction in the weight of our products and packaging. 
for example, the shipping weight of our keyboards has  
decreased by more than 5 lbs. since 2007 (4.4 lbs. from 
the weight of the actual product and 0.8 lbs. from the 
packaging of the product).

the packaging associated with the transport of our prod-
ucts generates 35% of our annual waste. bloomberg has 
taken steps to reduce this waste by implementing reusable 
packaging and eliminating styrofoam from our waste stream. 
bloomberg has recently begun testing packaging that is 
biodegradable and made from agricultural by-products.
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employee travel is a key component of our business  
model — our sales teams need to travel regularly to see 
clients and generate new business. face-to-face customer 
support and training are often cited as a distinct advantage 
we have over our competitors. accordingly, reducing  
emissions resulting from travel is a challenge. air travel 
is our primary mode and, as we have added significant 
customer-facing headcount, our travel has been steadily 
increasing year-over-year.

We hope to address this challenge in the near future as 
telepresence technology matures. We encourage employ-
ees to take greener modes of transport when feasible. for 
example, on specific short-range, heavily travelled routes, 
we encourage the use of rail, which emits about 70% less 
co2 per mile than flying.

performance highlights in 2010 include:

•  94% of travel between london and paris/brussels,  
and 58% of travel between new york city and Washing-
ton, was via rail. 

•  use of car services was down 53% in the u.k. and 12% 
in the u.s. compared with 2007. this reduction was 
achieved by initially introducing shuttle-bus services from 
u.k. bloomberg offices to airports and rail stations to 
limit car service usage (2008 — 2009), and then pushing 
public transport options, both in the u.k. and u.s., as a 
permanent car service alternative wherever feasible.

EmPLOYEE TRAvEL

AIR RAIL CAR TOTALS

Miles MT of CO2e Miles MT of CO2e Miles MT of CO2e Miles MT of CO2e MT of CO2e/FT Emp.

2010 102,636,008 31,234.09 2,764,883 237.61 5,866,927 2,223.61 111,267,818 33,695.31 2.66

2009 76,364,999 23,915.13 1,833,468 157.57 5,235,510 1,981.67 83,433,977 26,054.37 2.37

2008 70,491,063 21,756.28 1,835,360 177.81 5,430,111 2,077.09 77,756,534 24,011.18 2.33

2007 69,560,294 20,927.24 1,028,606 99.65 5,797,006 2,247.00 76,385,906 23,273.89 2.39
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financial & Environmental 
Summary
for every $1 invested in environmental  
management, we save $2 in operating costs.

BLOOmBERG has aggressively utilized both 
Demand-Reduction and capital Investment projects  
to mitigate the environmental impact of its operations. 
There is typically a high correlation between environ-
mental reduction and financial return, especially with 
those projects that yield energy savings. we have 
invested nearly $9 million in sustainability projects and 
will increase that materially in coming years to capture  
the associated financial and environmental benefits.

1,436,891 

$709k  
Investment
$697k  
Annual Savings

1,910 mT cO2e 
Annual Reduction

$785k  
Investment 
$258k  
Annual Savings

163 mT cO2e 
Annual Reduction

kEY PROJEcT SEGmENTS &  
ENvIRONmENTAL/fINANcIAL ImPAcT
chart Represents number of projects

cASE STUDY: NYc YEAR-OvER-YEAR  
kwH REDUcTION fROm cAPITAL PROJEcTS
five capital projects, costing approximately $700k,  
implemented at our New York city office in 2009 reduced 
our electricity consumption by 1.44 million kwh and  
save the firm $300,000 annually.

91,258

490,500

627,127

86,339

141,667

of the 5 projects, 3 lighting 
projects evaluated substan-
tially the same way. bulb/fixture 
change — identify kWh savings 
from product specification of old 
bulb/fixture vs. new bulb/fixture 
and applicable duration of impact 
(hours on vs. hours off).

2 are control projects — lighting 
& fan box. specification of kWh 
consumption of equipment within 
area of controls and assessment 
of downtime equipment will  
realize with implementation  
of controls.

LIGHTING 
LL2 BAck OffIcE

LIGHTING 
731 cONTROLS

LIGHTING 
cOvE & cORE

LIGHTING 
REcESSED HALOGENS

fAN POwER BOx

LIGHTING/cONTROLS  
cAPITAL PROJEcTS AT 
731 LExINGTON OffIcE 
IN 2009 & ImPAcT
Reduction in kWh

TOTAL kwH  
REDUcTION

37 
DEmAND 
REDUcTION 

 10  
HvAc9

fAcILITIES

$1.83m  
Annual Investment* 
$7.77m  
Annual Savings

36,787 mT cO2e 
Annual Reduction

30 
LIGHTING 

*  Demand Reduction investment includes all sustainability operating 
expense, but tallies only projects specifically designed to reduce carbon 
impact of our operations

$1.80m 
Investment 
$688k  
Annual Savings

1,632 mT cO2e 
Annual Reduction
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We work hard to reduce 
waste and to increase 
recycling and composting. 
sending waste to landfill  
is a last resort.
wASTE REDUcTION
When biodegradable waste is sent to landfill, it rots and 
produces methane, a powerful greenhouse gas. 1.1% of  
our emissions, 2,067 metric tonnes, relate to landfill waste. 
We calculate co2e emissions from waste using the 
methodology and conversion factors6 provided by the 
u.s. environmental protection agency.

wASTE 
& REcYcLING

the main types of waste produced by bloomberg are: 
General Office Waste Mostly paper and cardboard, ink and 
toner cartridges, cans, and plastic containers

Electronic Equipment Waste from our offices and returns from 
customers Redundant PCs, monitors, servers, broadcast 
equipment, mobile phones

 In-house Printing Waste Paper, ink and press-cleaning liquid

Pantry Waste Food waste, cans, plastic and glass containers, 
cutlery and bowls made from biodegradable material

We have placed recycling bins for paper, cans and plastic in 
all our offices and pantries. the default setting on our print-
ers is double-sided, which helps reduce paper use. 

electronic waste from our offices and warehouses is 
recycled or disposed of responsibly by a specialist waste 
contractor. our customers return all bloomberg electronic 
equipment at the end of its useful life for reuse or recycling. 
in 2010, bloomberg received 148,849 product returns  
from customers, which included pcs, flat panel screens, 
keyboards and biometric devices.

in the Greener equipment section we outline our approach 
to equipment reuse and recycling and the steps we took in 
2010 to ensure that our electronic waste contractor meets 
high social and environmental standards.

6.  u.s. epa, “solid Waste Management and Greenhouse Gases: a life cycle  
assessment of emissions and sinks”, 3rd ed. Washington, Dc, september 2006.

 bloomberg has composting programs in 
place in fIvE DIffERENT LOcATIONS. 
and counting...
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PERfORmANcE
Every year we double our composting rates.

2010 cOmPOST, REcYcLING 
& LANDfILL wASTE

In 2010,  
we diverted 
more than 

59%
of our waste 
from landfills.

11%  
E-waste

41%
Total Landfill

34% 
cardboard

1% 
Plastic

4% 
compost

4%
Paper

4% 
mixed 
Recycling

1% 
Glass

< 1%
Aluminum

< 1%
Other metals

Recycled

2007 2008 2009 2010

Metric  
tonnes 

3,000

Metric  
tonnes  

3,000

2,000

1,000

0

Landfill

2007 2008 2009 2010

2,000

1,000

0

composted

2007 2008 2009 2010

Metric  
tonnes  

200

150

100

50

0

186
2,545

1,881
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Sustainable Pantries
fAcTS AND fIGURES 
every bloomberg office has a pantry. they are the heart of 
our offices and an informal gathering place for employees. 
pantries provide free drinks, fruit and snacks. bloomberg 
sets targets to increase our availability of local, organic and 
bulk foods for sustainable consumption by our employees. 
additionally, we source cups, forks and plates made from 
materials that are compostable in markets where compost-
ing is available (currently ny, nJ and sf).

wASTE
We are reducing emissions from waste by introducing  
bulk food dispensers in our pantries (which cut down on 
packaging waste), increasing recycling, and composting 
biodegradable waste such as paper napkins and biodegrad-
able bowls, plates and cutlery. in 2010, we composted  
186 metric tonnes of waste, reducing our waste-associated 
carbon footprint by 205 metric tonnes.

cups, bowls, cutlery, napkins and plates in our pantries  
are made from biodegradable material, thus they can be 
composted together with food waste. in 2010, we  
composted 80% of waste from our new york pantries.

all primary bloomberg offices have eliminated bottled water.

w
A

S
TE

 &
 R

E
c

Y
c

LI
N

G
 

BGREEN fOOD SOURcING 
AGAINST TARGETS

BGREEN PANTRY wASTE

731 Lexington

San francisco

Hong kong

Ridge Road

London

Sydney

Skillm
an

São Paulo

Singapore

washington Dc

frankfurt
Tokyo

731 Lexington

San francisco

Hong kong

Ridge Road

London

Sydney

Skillm
an

São Paulo

Singapore

washington Dc

frankfurt
Tokyo

Bulk 
installation of soda foun-
tains in nyc increased 
bulk offerings to 85%.

composting
80% of our waste  
in north america  
is compostable.

Local
tokyo and são paulo have 
the highest percentage of 
local offerings.

Recycling
60% of waste in asia  
is recycled where cur-
rently no composting  
is available.

Organic
procuring organic  
foods is a big challenge 
from an availability and 
cost perspective.

Landfill
73% of our pantry  
waste is diverted from 
landfills globally.

LOcAL

80%

100%

60%

20%

40%

0%

80%

100%

60%

20%

40%

0%

ORGANIc
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Printing
bloomberg ink is the company’s in-house print facility.  
the department printed 9.7 million pieces in 2010,  
including business cards, nameplates, stationery, and 
brochures. a range of suppliers produce printed customer 
marketing material. 

We are working to improve the sustainability of our printed 
materials by reducing paper use, increasing the use of  
recycled and sustainably sourced paper, and encouraging 
the use of environmentally preferable inks.

PERfORmANcE 
environmental achievements in 2010 include:

• produced zero hazardous waste

•  89% of paper used was certified to the forest stewardship 
counciltM sustainable forest management standard

• average recycled content of paper was 74%

•  100% of inks are low or no Voc and soy- or  
vegetable-based

in 2010, we eliminated pMs 811, a fluorescent color from 
our corporate style guide and replaced it with an environ-
mentally benign alternative.

all major suppliers are required to submit a complete  
materials list prior to approval of the order. the material  
list requires disclosure of materials used, the amount of  
recycled content, inks and any toxic materials in the product, 
and the type of waste associated with manufacturing the 
product for bloomberg.

PRINTING &  
PUBLISHING

OffIcE PRINTING
office paper consumption has been reduced 39%  
against 2007 levels, but some segments of the organization 
are still resistant to reduction. specifically, news and 
broadcast-related operations are areas slow to embrace a 
paperless philosophy, as precautions against technology 
breakdown require hard-copy redundancies. further,  
annual global business planning tends to challenge our 
paper-reduction efforts.

mONTHLY PAPER USE BY OffIcE
2010 average pages per employee

New York

San francisco

Hong kong

London

Sydney

New Je
rsey

São Paulo

Singapore

washington Dc

frankfurt
Tokyo

pages 

350

250

150

50

300

200

100

0

133 
avg
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bloomberg publishes two magazines: bloomberg Markets®, 
which is part of the blp core structure, and bloomberg 
businessweek, which was acquired in December, 2009. 
both magazines are printed on paper certified to the forest 
stewardship counciltM (fsc®) standards.

BLOOmBERG mARkETS®

bloomberg Markets® is a monthly magazine with 
a circulation of approximately 363,000 at the end of  
2010. carbon emissions associated with paper usage 
(4,778 metric tonnes in 2010) and the magazine’s  
distribution (3,696 metric tonnes in 2010) are included in 
the blp core data. Markets’ total co2e emissions of 
8,474 metric tonnes is down 20% from 2007. the reduction 
was achieved by using paper with a recycled content  
and more efficient postal addressing. a slight downturn  
in market conditions reduced circulation marginally.

BLOOmBERG BUSINESSwEEk
in December 2009, bloomberg acquired  
businessweek magazine, a weekly that in 2010 had an 
average circulation of 917,000. in 2010, the creation and 
distribution of businessweek generated 45,048 metric 
tonnes of co2e — an addition to blp core emissions. 
after the acquisition, bloomberg focused on increasing  
the circulation of the magazine through improved content,  
a cosmetic redesign and improving paper quality. this  
resulted in a paper weight increase from 28 lb. stock to  
34 lb. stock, increasing the emissions per issue by 21%.  
in the future, we will be looking for opportunities to reduce 
the environmental impact of our operations without compro-
mising our business objectives.

BLOOmBERG INk AND  
fSc® cERTIfIcATION

Bloomberg Ink is our in-house print facility. we  
print almost 10 million pieces of paper every year – 
business cards, nameplates, stationery, brochures, 
etc. – and ship approximately 22,000 packages to 
customers and offices around the world.

In September 2008, Bloomberg worked with  
the Rainforest Alliance to begin the certification of 
Bloomberg Ink to forest Stewardship counciltM (fSc®) 
chain of custody standards. The process was  
three-fold, consisting of:

>  A licensing agreement, outlining terms of licensing, 
trademark usage and copyrights.

>  On-site visit from Rainforest Alliance auditors 
to review plant processes and separation of  
fSc-certified products from non-fSc-certified 
products within the facility. chain of custody  
standards require that fSc-certified products  
be clearly marked and processed in a manner  
that ensures no cross-contamination with  
non-fSc-certified products.

>  A review of the observed results from the on-site 
audit as well as written facility operation guidelines.

Bloomberg Ink received its fSc chain of custody 
certification in November of 2008, enabling  
Bloomberg to design, manufacture and distribute 
products with the fSc label. By 2010, the percentage 
of fSc-certified paper inventory has increased from 
53% in 2008 to 97%. collaborating with a reputable, 
independent nonprofit conservation organization 
committed to transparency helps Bloomberg more 
effectively communicate our sustainability efforts to 
our customers, employees and other partners.
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wATER USE

limiting and reducing  
water usage is a constant 
consideration throughout 
our organization. While  
determining the scale of 
our global consumption 
has proven challenging, 
key reduction projects 
have been identified and 
are being implemented.
While we consumed approximately 81 million gallons of 
water in 2010, given the size of our operations, our water 
consumption is not excessive. However, we recognize the 
importance of water conservation, particularly in areas of 
water scarcity. therefore, we are looking at ways to improve 
water efficiencies.

PERfORmANcE
our target was to reduce our water use by 15 million gal-
lons by 2013. after further examination and careful analysis, 
we determined that this goal was too optimistic. bloomberg 
offices are typically located in large metropolitan areas.  
in the majority of locations, we do not have the ability to 
control water use in bathrooms and cooling towers. also, 
we subsequently discovered that our data center cooling 
tower operations had already incorporated optimal water 
conservation techniques.

We have revised our reduction goal to 8.7 million gallons, 
just over 10%, based on the following potential savings: 

•  4 million gallons by retrofitting bathrooms with low-flow 
fixtures, more efficient toilets and waterless urinals.  
We are in the process of installing low-flow urinals, dual 
flushometers and quicker sink timers at 731 lexington  
avenue. this will save more than 3.7 million gallons per 
year. When bathroom upgrades are made in new or 
refurbished offices, we will always utilize low-flow fixtures, 
which will result in additional savings, conservatively  
estimated at 0.3 million gallons. 

•  in nJ, saving 1.7 million gallons by utilizing water softener 
to improve water quality, enabling cooling towers to utilize 
water for longer periods. 

•  More than 3 million gallons by planting meadow grass at 
our nJ locations — this will eliminate need for watering and 
mowing a large portion of our two suburban campuses. the goal is to reduce our water 

use by 8.7 mILLION GALLONS.
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core co2e intensity reduction* 20.9%
total avoided co2e (est.) 83.8k mT
total avoided costs (est.) $25.7m
 
* excludes recent acquisitions

Environmental impact management  
has resulted in reduced cO2e and 
significant operating cost reductions 
from business-as-usual.

$0

$0.9m

$0.1m
$0.02m
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2010 kEY PERfORmANcE SUBmETRIcS 
specific activity & targets needed to reach total reduction goals

150%0% 200% 250% 300%100%

Actual vs. 
Targets

% of 
target

50%

original expectation was we would have 2MW of solar installed at nJ  
facilities by ye 2009. current schedule is 1.8MW at skillman campus 3Q2011, 
with additional solar opportunities (Ridge Road, nJ/san francisco) targeted  
for 2012.

ON-SITE 
RENEwABLE 

ENERGY

Rec purchases exceeded initial targets due to deregulated energy contracts  
($ savings) and Rec purchases to satisfy leeD requirements in offices for 
which Recs were not planned. in 2010 and forward, substantial savings will be 
realized over previous years’ purchases.

RENEwABLE 
ENERGY  
cREDITS

We began shipping energy star pcs to customers in 2009 and energy star flat 
panels in January 2010, meaning 100% of eligible customer equipment shipped 
in 2010 was energy star. (keyboards/ b-units not included — no energy star 
ratings for these.)

ExTERNAL  
ENERGY 

STAR  
cOmPLIANT

since 2008, purchasing supposed to pursue energy star whenever available, 
but efforts hindered by existing contracts and limited international availability and 
commercial options. in 2010, roadblocks started to dissolve — in eligible catego-
ries, we are on pace to purchase 85% of equipment to energy star standards.

INTERNAL  
ENERGY 

STAR  
cOmPLIANT

increased installation of duplex printers (50+ in 2010) and strong education/
awareness of limiting printing resulted in a 39% reduction in office paper pur-
chases (on per-Hc basis) vs. 2007 levels. short of our 50% reduction goal, we 
continue to address those areas resistant to significant paper-usage reductions.

PAPER  
PURcHASES

While finally able to source pcW paper in latam/asia, eMea was unable to pro-
cure fsc paper w/recycled content. We also fell short of pcW% expectations 
in north america. in 2011, we will work with purchasing to reach our target.

REcYcLED  
cONTENT

in 2010, 96% of core blp paper (office + Markets magazine) was fsc  
certified. bbW switched to exclusively fsc paper in april 2010 (79% fsc for 
the year), so future years will be 100% and will elevate overall fsc % since 
bbW is our largest paper consumption segment.

fSc  
cERTIfIED

2010 landfill waste was down 17% (36% per Hc) from 2007, and 59% of total 
waste was diverted from landfill. introduction of compostable hot bowls (2Q)/
hot cups (3Q), select installation of trash stations and zero-waste initiative in 
london drove reduction in 2010. We expect further improvement in 2011.

wASTE 
DIvERSION

29%
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REGIONAL ScORING 
compares offices based on energy efficiency, Waste Reduction,  
policy implementation and employee engagement to encourage  
ingenuity within regions to achieve bGReen goals.

HONG kONG 65

fRANkfURT 73

SINGAPORE 78

LONDON 93NEw YORk 92SAN fRANcIScO 94

SkILLmAN 90 wASHINGTON Dc 60

SÃO PAULO 60
SYDNEY 70

TOkYO 82

New York Skillman
San  
francisco

washington 
Dc São Paulo London frankfurt Sydney Tokyo Singapore Hong kong

Energy  
Efficiency 
45% of score

95% energy 
star compli-
ant; full light-
ing schedule

95% energy 
star compli-
ant; full light-
ing schedule

100% energy 
star compli-
ant; full light-
ing schedule

70% energy  
star compli-
ant; no lighting 
schedule

limited energy 
star purchas-
es; Modified 
lighting 
schedule 

90% energy 
star compli-
ant; full light-
ing sched-
ule 

100% energy 
star purchas-
es; shorter 
lighting 
schedule —  
news bureau 
office 

100% energy 
star compli-
ant; full light-
ing schedule

95% energy 
star compli-
ant; full light-
ing schedule

80% energy 
star compli-
ant; Modi-
fied lighting 
schedule

56% en-
ergy star 
compliant;  
Modified light-
ing schedule

waste  
Reduction 
40% of score

50% landfill 
diversion; 
compost 
program; 
92% bulk 
food & drinks; 
average per 
person print 
rates; 30% 
duplex printing; 
100% recycled 
content paper

55% landfill 
diversion; 
compost pro-
gram started 
Q3; 87% bulk 
food & drinks; 
low per per-
son print rates; 
20% duplex 
printing; 
100% recycled 
content paper

69% landfill di-
version; com-
post program; 
73% bulk food 
& drinks; 100% 
duplex printers; 
average per 
person print 
rates; 30% 
recycled paper 
content

21% landfill 
diversion; 48% 
bulk food & 
drinks; 100% 
duplex printers; 
High per person 
print rates; 30% 
recycled paper 
content

40% landfill 
diversion; 33% 
bulk food & 
drinks; 30% 
duplex print-
ers; average 
per person 
print rates; 
no recycled 
content — fsc 
certified

85% landfill 
diversion; 62% 
bulk food and 
drinks; 60% 
duplex print-
ers; low per 
person print 
rates; 30% 
recycled paper 
content 

30% landfill 
diversion; 20% 
duplex printers; 
74% bulk food 
& drinks; High 
per person 
print rates; 
0% recycled 
content office 
paper; Green 
cleaning 
program

75% landfill 
diversion; 75% 
duplex printers; 
92% bulk food 
& drinks; aver-
age per person 
print rates; 
0% recycled 
content office 
paper

72% landfill 
diversion; 65% 
duplex printers; 
61% bulk food 
& drinks; High 
per person 
print rates; 
50% recycled 
content

30% landfill 
diversion; 60% 
duplex printers; 
50% bulk food 
& drinks; low 
per person 
print rates; 
10% recycled 
content office 
paper

20% landfill 
diversion; 35% 
duplex printers; 
22% bulk food 
& drinks; aver-
age per person 
print rates; 
0% recycled 
content office 
paper

Policy &  
Engagement 
15% of score

61% local/41% 
organic; clean-
ing/construc-
tion policies; 
Monthly speak-
ers; numerous 
bob events

32% local/ 
25% organic; 
Green clean-
ing program; 
Quarterly 
bob/speaker 
events

58% local/5% 
organic; Green 
cleaning 
program;  
1 speaker 

28% local/6% 
organic; Green 
cleaning;  
1 speaker;  
1 bob event

100% local/ 
1% organic; 
Green clean-
ing; 1 speaker

54% local/ 0% 
organic; Green 
cleaning; 
bob events; 
speaker event

46% local/ 6% 
organic; earth 
Day speaker 

84% local/ 6% 
organic; Green 
cleaning; bob 
events only

80% local/ 
11% organic; 
Green clean-
ing; 2 bob 
events

9% local/ 
23% organic; 
Green clean-
ing; earth Day 
events

13% local/7% 
organic; no 
green clean-
ing; earth Day 
events
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UNIT Of mEASURE fY10 fY09 fY08 fY07 % +/(–)

corporate Summary

average full-time employees 11,922 10,559 10,173 9,719 22.66%

average all-in employees 13,419 11,507 10,829 10,277 30.57%

Revenue ($b) 6.9 6.3 6.1 5.5 24.63%

Total facilities

Total Facilities CO2e Metric tonnes (Mt) of co2e 101,568 96,997 104,611 103,924 (2.27%)

Fac. CO2e/All-In Employees Mt/all-in employees 7.57 8.43 9.66 10.11 (25.15%)

electricity consumed kilowatt Hrs. (kWh) 241,669,809 231,668,327 239,108,901 234,706,352 2.97%

elec. consumed/all-in employees kilowatt Hrs./all-in employees 18,010 20,133 22,080 22,837 (21.14%)

Gross co2e from electricity Mt of co2e 97,591 93,325 100,311 100,648 (3.04%)

elec. co2e/all-in employees Mt/all-in employees 7.27 8.11 9.26 9.79 (25.74%)

co2e from non-elec. power Mt of co2e 3,977 3,672 4,299 3,276 21.41%

Business Travel

Total Travel Miles traveled 111,267,818 83,433,977 77,756,534 76,385,906 45.67%

Travel CO2e Mt of co2e 33,695 26,054 24,011 23,274 44.78%

Travel CO2e/FT Employees Mt/ft employees 2.83 2.47 2.36 2.39 18.03%

inter-city travel Miles traveled 105,400,891 78,198,467 72,326,423 70,588,900 49.32%

co2e from inter-city travel Mt of co2e 31,471.70 24,072.70 21,934 21,027 49.67%

intra-city travel Miles traveled 5,865,927 5,235,510 5,430,111 5,797,006 1.21%

co2e from intra-city travel Mt of co2e 2,224 1,982 2,077 2,247 (1.04%)

Paper consumption

Global Paper Consumption lbs. of paper used 21,443,326 5,257,805 5,408,291 5,681,246 277.44%

Global Paper CO2e Mt of co2e 32,138 7,141 7,948 8,452 280.25%

Markets Magazine consumption lbs. of paper used 3,384,192 3,364,411 4,523,035 4,694,031 (27.90%)

Markets Mag co2e Mt of co2e 4,778 4,573 6,922 7,183 (33.49%)

blp ink paper consumption lbs. of paper used 323,098 239,877 339,562 481,517 (32.90%)

blp ink co2e Mt of co2e 297 214 380 694 (57.25%)

blp press paper consumption lbs. of paper used – 196,077 279,140 184,000 –

blp press co2e Mt of co2e – 246 374 245 –

other Global paper consumption lbs. of paper used 312,499 280,590 266,554 321,698 (2.86%)

other Global paper co2e Mt of co2e 399 307 272 329 21.51%

businessweek consumption lbs. of paper used 17,423,537 1,176,850 – – –

businessweek paper co2e Mt of co2e 26,664 1,801 – – –

PERfORmANcE BY THE NUmBERS 
2010 vs. 2007 baseline

>>47 sustainability RepoRt © 2011 blooMbeRG l.p. all RiGHts ReseRVeD.
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Supply chain

Total Shipments CO2e Mt of co2e 24,109 7,390 9,643 11,370 112.04%

total items shipped # of line items 421,238 422,419 436,669 412,419 2.14%

total Weight shipped Mt shipped 4,576 5,458 10,149 8,519 (44.19%)

Weight of Ground/sea shipments Mt shipped 3,741 4,484 9,015 6,963 (46.27%)

Ground/sea shipments co2e Mt of co2e 159 155 1,093 509 (68.86%)

Weight of air shipments Mt shipped 835 974 1,071 1,507 (44.63%)

air shipments co2e Mt of co2e 1,870 2,491 4,757 7,078 (73.57%)

add’l sc: Markets Mag Distribution annual circulation 4,689,485 4,500,351 4,812,982 4,800,220 (2.31%)

Markets Mag Distribution co2e Mt of co2e 3,696 3,547 3,794 3,783 (2.31%)

add’l sc: businessweek Distribution December 2009 circulation 50,455,465 3,043,697 – – –

businessweek Distribution co2e Mt of co2e 18,384 1,197 – – –

waste

Total Global Waste tons (2k lbs.) of Waste 5,084 4,751 4,871 – 4.38%

% of Total Global Waste Diverted Mt of co2e 59% 55% 51% – 15.06%

Global landfill Waste tons (2k lbs.) of Waste 2,073 2,134 2,364 2,487 (16.64%)

Global landfill Waste/all-in Hc lbs. Waste/all-in Hc 383 394 437 484 (20.89%)

Global landfill Waste co2e Mt 2,067 2,123 2,357 2,479 (16.64%)

Global Recycling tons (2k lbs.) of Recycling 2,806 2,509 2,469 – 13.64%

Global Recycling/all-in Hc lbs. Recycling/all-in Hc 488 436 456 – 6.95%

Global compost tons (2k lbs.) of compost 206 108 38 – 435.65%

Global compost/applicable Hc lbs. compost/applicable Hc 42 35 17 – 155.59%

Total CO2e Reconciliation 193,577.12 139,705.30 148,570.02 149,499.06 29.48%

CO2e/$1M of Revenue 28.14 22.34 24.27 27.08 3.90%

CO2e/FT HC 16.24 13.23 14.60 15.38 5.56%

11.18% (13.98%) (5.05%) –

coMMents: avg. all-in employees includes part-time, contractors, etc.; electricity consumed 
includes all components of facilities (R&D, is, networks); co2e from non-electric power includes 
natural Gas, steam, oil, Refrigerants; inter-city travel (between cities) includes commercial 
air, private aircraft and Rail; intra-city travel (Within cities) includes car Rental, car service, 
taxi and field service car miles; blp press discontinued in-house ; businessweek paper acquired 
December 2009; supply chain includes blp ink shipping data; businessweek Distribution 
began in December 2009; landfill Waste is any waste that cannot be recycled or composted; 
Global Recycling: we do not track recycling co2e (e-waste, metals, paper, plastic, cardboard, 
aluminum & glass); composting programs underway in 731 lex (5,780 Hc), sf (184 Hc), 
skillman (1,290 Hc) & london (2,241 Hc).
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SUPPLY 
cHAIN



SUPPLY
cHAINbloomberg buys a wide range of goods and services, including consultancy  

and it support, office supplies, paper for our publications and components  
for our terminals. We want to source from companies that maintain high  
labor and environmental standards.

Bloomberg’s supply chain extends around the globe. To serve  
customers in 160 countries, we work with vendors large and small  
to ensure that they are compliant with the highest social and  
environmental standards. 

Sourcing locally when and where it makes sense while maintaining  
consistent quality requires coordination among Purchasing, Asset  
Management, Operations, Facilities and our various businesses.

We have more than 300 stocking locations globally, with three major  
distribution centers in New York, London and Tokyo.

OUR POLIcIES
Our sustainability vision is supported by specific environmental guidelines: 

 Purchasing – environmentally preferred purchasing guidelines 

 facilities – green construction policy, solid waste management policy, 
green cleaning policy, integrated pest management policy 

Product Engineering – sustainable electronic manufacturing policy 

Marketing – corporate green design policy, third-party printer 
guidelines, corporate green events policy 

Supply Chain – sustainable warehouse guidelines 

Information Systems – energy efficient equipment guidelines

Field Service – vehicle procurement/leasing

50 sustainability RepoRt © 2011 blooMbeRG l.p. all RiGHts ReseRVeD.
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SUPPLIER REqUIRE-
mENTS

Globalization, and  
sourcing diversification 
create unique opportuni-
ties and challenges for 
supply chain management. 
in 2009, we established sustainability requirements in 
supplier request for proposals (Rfp) and in master service 
contracts. in summary, our suppliers are required to:

•  comply with health, safety, labor and  
environmental regulations 

•  provide accurate answers to the bloomberg  
environmental performance survey

• not discriminate against employees 

• Maintain adequate safety standards

• not employ anyone under the age of 15 years 

We require suppliers to outline their environmental  
initiatives, including policies and procedures and informa-
tion about what makes their goods and services environ-
mentally preferable.

We define “environmentally preferable” as products that: 

• contain recycled material, are recyclable and/or reusable

•  Have reduced embedded energy and carbon emissions, 
or that help bloomberg and its customers reduce energy 
use and carbon footprints

• contain reduced amounts of harmful chemicals

• are certified to a recognized environmental standard

our purchasing department, which buys on behalf of other 
departments (the users), works closely with our sustainabil-
ity team. if there is no price premium, we always buy goods 
and services that are environmentally preferable if they also 
meet our quality requirements. if the premium is five percent 
or less, we make a strong argument to users, asking them 
to consider paying the premium as a justifiable business 
decision. environmentally preferable options with a premium 
over five percent are offered to the users so that they can 
assess the overall value of the options open to them. 

the purchasing department provides the sustainability  
team with a summary of the environmentally preferable  
offers made to departments, as requested.

our supplier guidelines are informed by guidance and  
standards from the: 

• electronic industry citizenship coalition 

• international labor organization (ilo)

• ilo code of practice in safety and Health

• universal Declaration of Human Rights

• social accountability international (sai)

• ethical trading initiative (eti)
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GREENER EqUIP-
mENT

bloomberg maintains  
a philosophy of cradle- 
to-grave electronic  
equipment management. 
We conduct life-cycle assessments (lca) of our equipment 
and audits of equipment retirement. We believe our equip-
ment is our responsibility. 

the bloomberg professional® service is used by thousands 
of organizations globally to access critical financial informa-
tion. With this service, almost all customers use some 
bloomberg-provided equipment, which could be two or more 
19-inch, 17-inch or 15-inch flat-panel screens, a dedicated 
keyboard and/or a personal authentication device called the 
“b-unit” (a biometric scanner that allows users to access 
their terminal remotely). 

We have developed engineering product Guidelines  
to reduce the environmental impact of our equipment,  
including design, durability, recyclability and water use.  
the guidelines cover four areas:

•  Minimize use of hazardous materials and achieve 
compliance with the eu’s Restriction of Hazardous  
substances directive. 

•  Product Disposal/Recycling: bloomberg takes sole 
responsibility for its equipment and ensures that it is 
recycled in an environmentally benign way. We commit to 
taking back our products from countries even if the local 
or federal laws of that country do not require us to do so.

•  Improve energy efficiency and meet epa 
energy star requirements.

•  Extend the useful life of the Terminal and 
design for recyclability.

PRODUcT ENvIRONmENTAL AUDIT
We conducted an environmental audit of our portfolio of 
customer equipment in 2009. this showed that the major-
ity of our equipment performed well against criteria ranging 
from chemical use to product take-back. We are using the 
results to target improvements.

 We believe our equipment is OUR 
RESPONSIBILITY.
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ASSESSING LIfE-cYcLE ImPAcTS 
environmental impacts occur at each stage of the life  
cycle of our electronic products, from manufacturing, 
through transport to customers, use, and recycling or dis-
posal. We want to understand these life-cycle effects so  
we can maximize our emissions-reduction efforts. 

We participated in the product life cycle accounting and 
Reporting standard pilot road test for the World Resources 
institute (WRi) and World business council for sustain-
able Development (WbcsD). this involved evaluating the 
emissions generated during the life cycle of our 19" twin flat 
panel (non-energy star). phases included raw material  
extraction, electronic component and housing manufacturing, 
assembly, warehousing, distribution, consumer use, refur-
bishment and recycling or disposal. the results are below. 

POTENTIAL ImPROvEmENTS 
bloomberg contracts with others to manufacture the panels 
and has limited control during that phase. but the study has 
identified areas for potential emissions reductions.  
these include: 

•  engaging panel suppliers in discussions about how to 
reduce manufacturing emissions and in the use of new 
technologies, such as backlight systems and organic  
light-emitting diode technology

•  investigating what could be done with panel glass at the 
end of its life to promote recycling 

•  Helping our customers use the various power-manage-
ment options that reduce emissions 

PERfORmANcE 
all our customer equipment is designed for recyclability  
and complies with the eu’s Restriction of Hazardous  
substances directive.

in 2009, we launched our greenest flat panels yet.  
on average, these screens use 8% less energy than the 
previous version and all our new flat panels are certified to 
the u.s. environmental protection agency’s energy star 
standard. bloomberg placed 1,948 energy star flat panels 
into the field in 2010, saving approximately 149,000 kWh  
annually, the equivalent of 60 metric tons of co2.
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Product % of Customers Using Action Taken

PCs 8.9% energy star compliant since beginning of 2008

Flat Panels 9.6% energy star compliant since beginning of 2010

Keyboards 100% More environmentally friendly raw materials, reduced 
shipping weight by 40%

B-Unit 100%
More environmentally friendly raw materials, in-
creased battery life from 3 years to 5 years, reduced 
shipping weight by 30%

cUSTOmER-fAcING EqUIPmENT
customer-facing equipment is designed to meet 
applicable environmental standards

flat panels that are returned to bloomberg are retrofitted 
to energy star requirements and all new manufactured flat 
panels comply with energy star requirements.

the flat panel achieved Gold status through the  
electronic product environmental assessment tool 
(epeat), a certification program that evaluates products 
using 51 environmental criteria.  

9,438 kg cO2 
Total Emissions

0.7%
(62 kg co2)

Raw material Acqusition 
& Preprocessing
lcD panel is 99% of this phase

64.6% 
(6,099 kg co2)

customer Use*

34.7% 
(3,277 kg co2)

GHG INvENTORY EmISSIONS  
RESULTS BY LIfE-cYcLE PHASE
19" twin flat panel

* customer use assumption: flat panel is “on”  
24/7 for 5 years.

Production,  
Distribution & 
End-of-Life
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We redesigned our b-unit authentication device to  
increase its battery life; now it can be used for longer  
periods between charges.

PAckAGING
our goal is to improve the sustainability of our product 
packaging by: 

• Reducing the amount and weight of materials used. 

•  Replacing petroleum-based materials with those made 
from paper, cardboard, and natural products. 

•  Redesigning packaging so that more equipment can  
be transported in each load, thus reducing fuel use.

achievements include:

•  introduced lightweight, air-filled transport packaging that 
can be reused. 

• Reduced the weight of our keyboards. 

•  b-unit packaging has been changed to stand-alone  
units that no longer require us to insert the boxes into 
bigger mailing packages. additionally, the materials are all 
sourced from recycled sources and are fully recyclable. 

in 2010, we assessed the possibility of using packaging 
that is made from bio-based materials, is biodegradable and 
uses no petroleum-based products. tests on this packaging 
began in 2011.

REUSE AND REcYcLING 
all bloomberg equipment at customer sites is leased and 
returned at end of use. at that point, the equipment is:

• Reused by other customers or within the company.

• Refurbished for reuse.

•  Disassembled, with any useful parts being retained for 
refurbishment of other equipment, and all other material 
reused/recycled in some form.

in 2010, bloomberg received 148,849 product returns from 
customers, which included pcs, flat panels, keyboards, and 
biometric devices (b-units). all the equipment was reused 
or recycled.

ASSESSING REcYcLING SUPPLIERS
in 2009, we conducted an assessment of our equipment  
recycling suppliers to determine standards and management 
processes related to environmental and labor standards.

We contacted the 27 companies worldwide that handle 
bloomberg electronic waste and received a response  
rate of 85%. 

We began by sending a certificate of compliance that 
required companies to affirm that they had no violations or 
pending lawsuits that could jeopardize them or bloomberg 
and that they had environmental insurance and auditing 
procedures in place for their own supply chain.

We also sent a self-assessment questionnaire to  
evaluate environmental practices and policies. We used  
the results to build a scorecard that ranked companies’ envi-
ronmental performance. 

this determined that approximately 90% of our waste 
equipment goes to locations operating effectively (locations 
scoring above 80%).

We are taking the following steps to improve performance: 

• shifting more business to high-scoring providers. 

•  performing our own on-site audit of partners or contract-
ing a third party to audit.

•  Requiring low-scoring vendors to be certified by a repu-
table third-party organization. 

We are partnering with the basel action network’s (ban) 
e-stewards certification program. ban is the world’s only 
organization focused on confronting the global e-waste 
problem and its impacts on the environment and human 
rights. bloomberg intends to work with ban to support its 
e-stewards program — a certification program for recyclers 
and scrappers who conform with standards that are con-
sistent with iso 14001 procedures. e-stewards pledge to 
use only globally responsible and safe means to dispose of 
e-waste, including no disposal in landfills or incinerators,  
no prison labor and no export to poor communities.
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90% of our end-of-life equipment is responsibly retired 
by vendors who scored 80+

score 
% total Value of bloomberg 
end-of-life equipment Retired
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mAGAzINES
bloomberg Markets® magazine’s monthly circulation was 
approximately 363,000 at the end of 2010. Most copies are 
sent to our terminal users. the magazine also has subscrib-
ers and is sold on newsstands.

sustainability achievements for Markets magazine include:

•  launching an environmental news section to raise  
readers’ awareness of sustainability topics 

• using 10% recycled content per issue 

• using paper that is certified fsc Mixed sources 

• using 7% soy ink

bloomberg businessweek magazine, purchased in 2009, now 
uses fsc-certified paper. please see environmental section 
for further details on the changes since the acquisition.

PRINT & OffIcE  
PAPER SOURcING

bloomberg owns two 
magazines, operates an 
in-house print facility and 
consumes office paper  
for standard business 
operations. Responsible 
sourcing is critical. 

 all our publications are PRINTED ON 
fSc-cERTIfIED PAPER.

Magazine
Paper  
Usage per 
Issue (lbs.)

Paper CO2e 
per Issue (kg)

Distribution 
CO2e per 
Issue (kg)

Businessweek 0.35 0.53 0.39

Markets 0.72 1.02 0.84

TOTAL NUmBER Of ISSUES PRINTED
calendar year 2010

mAGAzINE PAPER
Distribution impact per issue

Businessweek 
50,455,465

markets 
4,689,485
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buying recycled paper helps reduce the use of virgin  
resources and supports the market for recycling. our policy 
is to source recycled office paper with a high proportion of 
post-consumer waste and from sustainably managed forests 
certified by the fsc.

PERfORmANcE 
in 2010, 42% of the office paper we purchased had  
50% or more post-consumer recycled content, 69%  
was fsc-certified.

BOOkS
Wiley publications publishes books under the bloomberg 
press imprint, under license. bloomberg and Wiley  
collaborated during 2010 after the licensing agreement  
was completed to ensure that the publication of our titles 
was consistent with our overall environmental efforts. 
starting in January of 2011, all new print and reprint runs of 
bloomberg press licensed through Wiley publications will 
be printed on fsc-certified paper. 

Region Total Lbs.
Forest  
Stewardship 
Council

Post Consumer 
Waste PCW Detail

Europe, Middle 
East & Asia 58,487 58,487 0 —

North America 521,977 348,961 256,083

10% 4,106

30% 8,567

100% 243,410

Asia 49,624 28,832 17,446

20% 3,005

50% 4,043

70% 625

100% 9,773

Latin America 5,508 0 4,602 100% 4,602

2010 OffIcE PAPER SOURcING

TOTAL 
fSc USED

OvER 
68%

TOTAL 
Pcw USED

OvER 
43%

BLOOmBERG 2010  
GLOBAL PAPER USAGE
bloomberg businessweek,  
bloomberg Markets® & office

Total 
21,443,326 lbs.

BBw
17,423,537 lbs.

Bm
3,384,192 lbs.

Office
635,597 lbs.



58 sustainability RepoRt ©2011 blooMbeRG l.p. all RiGHts ReseRVeD.

ImPLEmENTING OUR 
STANDARDS

We have developed  
environmentally preferred 
operating Guidelines.
these are designed to ensure that our employees consider 
the impact of their purchasing decisions on the environment 
and human health.

TRAINING BLOOmBERG BUYERS
in 2009, all bloomberg buyers were given green procure-
ment training by external experts. the training session 
was broadcast around the world to our global buyers. We 
trained 50 employees in purchasing to increase compliance 
with our sustainability procurement guidelines. 

ASSESSING THE ENvIRONmENTAL ImPAcTS  
Of OUR SUPPLY cHAIN
in 2009, we rolled out the first bloomberg environmental 
performance study for suppliers — it captured environmental 
key performance information from 86 suppliers represent-
ing approximately 25% of our total supplier spend. We then 
provided feedback and indicated areas of improvement to 
help low-scoring suppliers improve their performance.

in 2010, we worked to include a carbon metric in purchas-
ing decisions. the metric is a tool for global buyers to weigh 
a variety of sustainable indicators, including amount of elec-
tricity consumed by equipment and distance traveled.

ON-SITE AUDITS 
our Quality assurance team, supported by a third-party 
organization, audits bloomberg manufacturing suppliers. 

assessments of working conditions, safety, and worker 
compensation are included in the audits.

since early 2009, we have audited four companies in  
china. two are suppliers of electronic equipment, one is a 
supplier of marketing items, and the fourth was a potential 
new supplier. We use a risk-based approach to selecting 
suppliers that considers the following factors:

• the location of the supplier

•  other factors that indicate a high risk of substandard 
manufacturing conditions

• the volume of product they supply to bloomberg

the audits assess compliance with local labor and health 
and safety laws. specifically they assess:

• living accommodations 

• Machine safety 

• Ventilation 

• eye wash and first aid availability 

• fire safety 

• accessibility to exits 

• Working hours, overtime and wages 

• age of employee

Where necessary, we indicate corrective actions that  
suppliers must implement. our current audit procedures do 
not take into account environmental risks and assessments, 
but we look to incorporate them in the process in 2011.
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2009 INDUSTRY vENDOR SURvEY 
average change in score per industry vs. 2008

Promotional 
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Furniture 
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Technology

Other

Engineering 
Services
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Facilities 
Services

IT Services

Printing

Professional 
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SOcIAL 
INvESTmENTVolunteerism and charitable giving are cornerstones of our culture and  
critical enablers of our sustainability goals. 

A culture of giving back to the 
community — embedded within the 
company from its founding — has 
ensured that our operational and 
employee efforts around the  
environment achieved early success 
and immediate adoption within the 
walls of Bloomberg.

We donate money, time, and  
expertise to helping charities and 
nonprofit organizations globally. 
Bloomberg is committed to improv-
ing the environment and the quality 
of life in the communities where  
our employees live and work. Senior 
management actively participates. 
We encourage all our employees to 
reflect their charitable interests in 
our efforts and to be fully engaged 
in our philanthropy, developing the 
next generation of philanthropists.

OUR fOcUS
Bloomberg’s global philanthropy  
is focused on five core areas: 
Arts initiatives that exemplify the 
company’s core principles: innova-
tion, access and education

Education initiatives that advance 
academic achievement 

Health and medical research to 
improve public health and eradicate 
life-threatening diseases

Environmental organizations that 
support the company’s sustainabil-
ity efforts and preserve the world’s 
natural resources 

Human Services programs 
that empower the disadvantaged to 
strengthen their communities

Bloomberg is still aligning its phi-
lanthropy and sustainability efforts. 
In early 2011, Bloomberg became a 
member of the Boston College  
Carroll School of Management  
Center for Corporate Citizenship 
(CCC) to help us better define, plan 
and operationalize our corporate 
giving and align it with our other 
sustainability-related issues. 

Our giving is now supporting  
our overall sustainability goals in 
specific areas we feel best allocate 
our expertise and influence, and  
addresses specific local issues as 
well as broader global ones.
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LATIN AmERIcA

ASIA PAcIfIc

EUROPE, mIDDLE EAST  
& AfRIcA

NORTH AmERIcA

13

811

143

56

1,023}NUmBER Of  
PHILANTHROPIc 
ORGANIzATIONS 

wORLDwIDE

ARTS 256
cIvIc/JOURNALISm 102
EDUcATION 102
ENvIRONmENTAL 58
HEALTH 131
HUmAN SERvIcES 374

ORGANIzATIONAL SUPPORT as a global firm with broad reach, 
we engage our employees and communities in different ways in different 
parts of the world. programs are driven by employee interest, regional 
issues and/or global challenges. any employee can submit his or her 
idea for support. it is then reviewed by the philanthropy team and internal 
subject area resources as well as some external organizations to 
determine whether it is consistent with our efforts. this graphic is a 2010 
snapshot of types of organizations we supported and our total giving 
comfortably exceeds 1% of our pre-tax profit.
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ImPROvING OUR 
cOmmUNITIES

bloomberg’s philanthropy 
program lies at the core  
of the company’s culture, 
supporting charities and 
nonprofit organizations 
around the world.
OPPORTUNITIES TO vOLUNTEER 
our best of bloomberg (bob) service program, inspired  
by our founder Michael R. bloomberg, encourages employ-
ees to devote time, resources, and expertise to the many 
charitable organizations we support. projects range from 
“extra-hands” initiatives involving meal deliveries for  
homebound chronically ill persons and urban agriculture 
activities, to skills-based service opportunities leveraging 
employee skills and talents to strengthen the nonprofit 
sector. bloomberg has volunteer programs in approximately 
50 cities.

traditionally, December is the time we launch the  
service program with a month-long calendar of volunteer 
activities to coincide with the holiday season. the momen-
tum from this effort is carried into the new year with proj-
ects offered year-round to utilize diverse skills and accom-
modate availability.

employees are given time off during work hours to volunteer 
with organizations aligned with our corporate-giving pro-
gram. projects are also offered after work, in the workplace, 
and on weekends, when employees are encouraged to 
invite friends and family to participate as a way to promote 
service. Volunteer opportunities are posted on the com-
pany’s intranet, sent to employees via email and featured on 
the philanthropy site on the bloomberg terminal, which is 
accessible to all bloomberg offices worldwide. extensive 
outreach that ensures all employees, regardless of their 
location, can engage in service locally. in addition, speakers 
and representatives from organizations we support come 
into the office to inspire and educate employees about  
projects in which they can engage.

bloomberg recognizes employee efforts each year at the 
annual employee recognition awards ceremony, applause!, 
hosted in new york, london and tokyo. employees nomi-
nate colleagues for their work in volunteerism, sustainability 
and charitable giving. applause! celebrates employee 
engagement and promotes community service.

bloomberg is committed to ImPROvING THE 
ENvIRONmENT AND qUALITY Of LIfE in the 
communities where our employees live and work.
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S BEST Of BLOOmBERG
forty-four percent of bloomberg employees volunteered  
in 2010, up 14% from 2009. bloomberg employees partici-
pated in 550 community service projects worldwide with 
175 nonprofit and non-governmental organizations.  
700 employees participated in cause-related races/walks  
to raise funds for medical research. 1,149 employees 
contributed $200,209 to disaster relief efforts in Haiti, 
pakistan and chili.

EmPLOYEE mATcH PROGRAm  
& DOLLARS fOR HOURS
employees can gain up to $10,000 for charity through  
two programs: bloomberg employee Matching program, 
which matches employees contribution up to $5,000 per 
year, and Dollars for your Hours, which incentivizes volun-
teers by making $5,000 charitable contributions to a 
registered charity of the volunteer’s choice if the employee 
volunteers 25 or more hours a year. between both these 
programs, bloomberg has donated more than $1M on 
behalf of its employees. bloomberg also matches employee 
donations to approved organizations that are first respond-
ers to natural disasters. these organizations include: 
Doctors Without borders/Médecins sans frontières, 
friends of the World food program, the international 
Rescue committee, the international Response fund of the 
american Red cross, the Mayor’s fund to advance new 
york city and unicef.

ENcOURAGING GREATER GIvING
bloomberg encourages greater involvement in charitable 
causes through our Hot tickets program that offers employ-
ees complimentary tickets to local charitable and cultural 
events supported by bloomberg. funds raised at these 
events offer vital support to nonprofit organizations.

bloomberg arts club creates occasions for bloomberg 
customers to view exhibitions at leading museums and 
cultural institutions in new york, chicago, london, tokyo, 
and san francisco. this program provides museums 
opportunities for cultivation of additional supporters while 
introducing our customers to projects and programs 
sponsored by bloomberg.

2010 2009 2008

Region
# Employees 
(unique)

Volunteer 
Hours

# Employees 
(unique)

Volunteer 
Hours

# Employees 
(unique)

Volunteer 
Hours

North America 3,488 13,540 2,780 11,255 2,657 8,918

Latin America 79 555 69 467 73 321

Europe/EMEA 1,235 5,919 1,342 7,066 1,169 7,223

Asia Pacific 766 3,580 704 3,452 935 4,981

Total 5,568 23,595 4,895 22,240 4,834 21,443

2010 2009 2008

Region
# Employees 
(unique)

$ 
Matched

# Employees 
(unique)

$ 
Matched

# Employees 
(unique)

$ 
Matched

Americas 229 320,044 286 279,444 65 76,064 

Europe/EMEA 62 109,880 115 120,870 40 54,547 

Asia Pacific 18 31,801 – – – –

Total 320 496,965 401 400,314 105 130,611 

EmPLOYEE mATcH PROGRAm

vOLUNTEER HOURS

DOLLARS fOR HOURS

2010 2009 2008

Region
# Employees 
(unique)

$ 
Matched

# Employees 
(unique)

$ 
Matched

# Employees 
(unique)

$ 
Matched

Americas 135 520,000 142 587,500 n/a n/a

Europe/EMEA 23 125,500 21 102,137 n/a n/a

Asia Pacific 8 37,681 – – – –

Total 166 683,181 163 689,637 n/a n/a
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corporate 
contributions
putting our charitable  
giving to work to educate, 
engage and empower 
communities around  
the world.

“ THE SUPPORT Of 
BLOOmBERG HAS ENABLED 
HuMan RiGHts fiRst TO 
ADvANcE HUmAN RIGHTS 
HERE AT HOmE AND AROUND 
THE wORLD.”
– elisa MassiMino,  

pResiDent, HuMan RiGHts 
fiRst

“ wITHOUT bReast canceR 
ReseaRcH founDation 
fUNDED RESEARcH, mANY 
fAcTS ABOUT THE GENETIc 
BASIS Of BREAST cANcER 
wOULD NOT BE kNOwN.” 
– eVelyn H. lauDeR,  

founDeR anD cHaiRMan, 
bReast canceR ReseaRcH 
founDation

cONfLIcT AREAS 
wORLDwIDE
Human Rights first: protect human rights defenders, 
combat mass atrocities, bigotry and racism, and  
provide legal representation for asylum seekers.

women for women International: Job-skills 
training, business and money management basics  
and rights awareness for female survivors from war  
and conflict.

committee to Protect Journalism: international 
program network responds to press freedom  
emergencies around the world.

International women’s media foundation:  
campaign to strengthen women’s role in the global  
new media.

A SEcOND cHANcE 
NEw YORk, LONDON
Local Initiatives Support corporation  
Independence Starts first: Housing, job placement 
for young people aging out of foster care.

Osborne Association fresh Start culinary Arts 
Program: trains and hires formerly incarcerated men 
for jobs in the food industry.

Shannon Trust Toe to Toe Reading Plan: 
addresses illiteracy in prisons by enabling prisoners 
who can read to mentor those who cannot.

EmPOwER & EmPLOY 
NEw YORk, LONDON
Per Scholas computer Technician Training  
Program: certifies disadvantaged, unemployed and 
under-employable adults as computer technicians.

Room to Read: establishes libraries, reading 
rooms and local language books and literacy programs 
throughout the developing world.

 TEcHNOLOGIcAL INNOvATION
NEw YORk, LONDON
American museum of Natural History’s Explorer: 
Mobile app developed as an enhanced navigational  
tool with exhibition information.

Tate modern Tate Trumps App: View collection 
through innovative gaming technology.

PROTEcT & cONSERvE 
LONDON, U.S., TOkYO, AUSTRALIA
Nature conservancy: united states 
conservation programs.

Trees for cities: london international tree 
planting program.

Arakawa clear Aid forum: tokyo arakawa 
River clean up.

Sydney Botanical Gardens: support of four 
conservation spaces and international seed bank.

HEALTH & wELLNESS 
wORLDwIDE
Breast cancer Research foundation: play for 
p.i.n.k. supports twelve research projects across  
the country.

ARk: training program for health care workers to 
save mothers and newborns in Zimbabwe.

AccESS TO THE ARTS 
wORLDwIDE
1.9 million students received in-school and after 
school arts education.

1.2 million museum visitors used hand-held audio 
guides at museums.

6 million people around the world attended free  
outdoor concerts, theater, dance performances,  
films, festivals and exhibitions.

ARTS AROUND THE GLOBE 
TOkYO, HONG kONG
Hong kong Youth Arts foundation: emerging 
artists program supports exhibitions and residencies 
for emerging asian artists. 

Hara museum of contemporary Art, Tokyo:  
artist commissioned shuttle bus taking art into the 
community and new audiences to the museum.
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EmPLOYEES

To attract and retain top talent, we focus on creating  
a culture and work environment in which people build  
careers rather than climb ladders. Opportunities abound 
in our rapidly growing, entrepreneurial Company.  
Innovation is valued. Execution is expected. Exceptional 
performers are rewarded. 

Our approach combines competitive rewards, an  
exceptional work environment, clear communication, 
and investment in training and development. We strive 
to offer a safe, secure, and inclusive workplace where 
difference is celebrated and innovation thrives. 

Despite challenging economic conditions, Bloomberg’s 
workforce increased by 23% between 2008 and 2010 to 
12,690 employees. Our employee turnover rate in 2010 
was 12.4%, compared with the average U.S. rate for the 
service sector of 20.5%. 

bloomberg relies on the dedication and inventive spirit of our employees. 
their insights have enabled us to become the world’s most trusted source of  
information for financial professionals and businesses.
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clarity. transparency.  
empowerment. innovation. 
bloomberg core values  
encourage creativity and 
ensure that employees  
understand the ground rules 
and context for success. 

communication and consultation
We use a number of channels to keep our employees  
informed about the business. these include:

• Quarterly reports from the chairman and president

• town Hall meetings

• electronic messages (written and video)

•  employee-only functions on the 
bloomberg professional® service

• Written communications

an internal broadcast channel, aRcaDe, keeps employees 
tuned in to what is going on in bloomberg offices around 
the world. aRcaDe introduces every new hire to the 
organization and provides an opportunity to recognize fellow 
employees for outstanding achievements. live events, from 
guest speakers to nutritionists to jugglers, create a constant 
buzz and energy. the bloomberg terminal allows us to 

communicate with employees using nontraditional vehicles 
that are fresh, exciting, and new.

at bloomberg, we operate in a transparent environment 
where employees at all levels are encouraged to speak out 
and offer suggestions. in our unique work environment, no 
employee (not even the chairman) has a private office. We 
sit shoulder to shoulder in a trading room-type environment 
that encourages open dialogue and collaboration.

around 2% of our employees are covered by collective 
bargaining agreements. 

Policies
the bloomberg Global core Guide provides employees 
with information about their working conditions, benefits, 
and responsibilities. supplements are provided to address 
specific local issues in numerous offices. the following 
categories are covered: 

• General professional Development policies

• employee Responsibilities

• absences, time off, and Holidays

• security, facilities, and equipment

• employee services

• employee benefits 

Detailed global and regional policies are available to all  
employees and can be found in the Human Resources 
section of the bloomberg professional® service, HR<Go>.

cOmmUNIcATION, 
cONSULTATION & POLIcIES
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our goal is to offer the 
training and development 
opportunities employees 
need to reach their  
full potential and enjoy  
fulfilling careers. 
in addition to on-the-job training, we offer online and 
classroom leadership, professional skills development, and 
technical skills training through bloomberg university, our 
online training portal.

We also provide tuition reimbursement to full-time  
employees for certain pre-approved, job-related courses.  
to qualify, employees must attain a grade of b or above.  
all employees receive regular performance and career  
development reviews.

cOmPLIANcE TRAINING
all new bloomberg news employees attend intensive 
classes for a minimum of a week that include training on the 
bloomberg Way, ethics and legal issues. all bloomberg 
news employees attend media law classes conducted by 
our in-house attorney.

PERfORmANcE 
in 2010, we delivered 55 hours of training per employee  
(average cost per employee: $1,075). the number of 
training hours per employee has increased every year since 
2008, when it was 31 hours.

 TRAINING &  
DEvELOPmENT 

INSPIRING INNOvATION AND  
INfLUENcING THINkING 

The Innovators Speaker Series, 
launched in 2009, brings inspiring 
people to Bloomberg. Diverse 
speakers talk about innovation and 
client service, the outlook for the 
markets and the financial services 
industry, and their own strategies for 
personal and professional success. 

Speakers have included: 

>  Tim Gill, founder of quark
and well-known philanthropist 
focusing on the area of human 
rights and TLGB

>  matt Goldman, founder of the Blue 
man Group and advocate for arts, 
creativity and innovation, espe-
cially in public schools

>  Jennifer meehan, cEO of Grameen 
foundation, based in Hong kong

>  Aimee mullins, double-amputee 
athlete, actress and model who 
focuses on disability rights

>  Sheryl Sandberg, chief Operating 
Officer at facebook

>  fredrik Haren, Hong kong-based 
Swedish entrepreneur, publisher 
and author focusing on  
business creativity
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bloomberg is investing  
in benefits, programs,  
activities and initiatives that 
replenish employees’  
energy, helping them stay 
healthy and achieve a 
sense of well-being both 
on and off the job. 
We believe that encouraging employees to lead a healthy 
lifestyle improves productivity and reduces absenteeism. as a 
largely office-based organization, the main health and safety 
risks to our people are stress- and ergonomic-related injuries. 

our worldwide employee assistance program is a key 
support service for employees that includes on-site counsel-
ing at some locations. the program helps people address  
issues at work or at home that might interfere with their 
ability to do their job. in the u.k., we conduct stress risk 
assessments when required. 

the business travel program helps keep our employees  
safe and healthy when traveling on business. the program 
provides medical benefits abroad, accidental death and 
dismemberment insurance and certain travel expenses. in an 
emergency, employees can call a toll-free international sos 
helpline that is available 24 hours a day, 7 days a week.

through that service they can:

•  Request emergency medical transportation  
and evacuation

• Get help locating hospitals or medical care

• obtain health advice

• Get help replacing lost or stolen travel documents

•  Receive translation services and referrals to  
local interpreters

• Get legal assistance

• Request a transfer of emergency funds

We conduct risk assessments and health and safety  
training globally that are matched to specific roles. for 
example, warehouse workers and field service engineers  
are trained in how to prevent injuries when handling objects. 
We provide ergonomics training to our office workers. 

HEALTH, SAfETY  
& wELLNESS

 the HEALTH AND SAfETY 
of our employees is our TOP PRIORITY.
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in 2010, we launched bWell, a new program to improve 
the health and well-being of our employees and their 
families. bWell uses innovative techniques to promote 
healthy living, preventive care, and positive mental health, 
with the aim of nurturing body and mind. 

bloomberg wellness programs include:

•  new and expectant mother phase-back and return-to-work 
assessments and counseling.

•  seminars, lunch-and-learn sessions, and workshops that 
inform employees about general health topics, ways to 
stay fit and manage stress, including on-site yoga and 
meditation sessions, and clinics for runners and walkers.

•  Wellness incentive programs covering smoking cessation, 
fitness and exercise, and health-risk assessments.

•  subsidized gym memberships and discounts on health 
and wellness equipment.

•  a new ergonomics program that includes in-depth  
training followed by a self risk-assessment. individual  
action reports resulting from this training will be used to 
help employees prevent ergonomic injuries. 

•  pedometer challenges, weight loss challenges and  
on-site weight loss program.

•  intensive wellness “incubator” program provides intensive, 
individualized support to a select group of high-risk  
employees, helping them to achieve their wellness goals. 

•  annual physicals, on-site screenings and preventive care 
(e.g., flu shots).

• Disease management program.

•  on-site Health and Wellness center including pharmacy 
concierge program.

• lactation rooms and quiet rooms. 

• Mammography program. 

• bike-to-Work program.

• sports teams and leagues.

kEY PERfORmANcE DATA fOR wELLNESS

AvERAGE ATTENDANcE PER BwELL SESSION 
new york Region
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ENGAGING EmPLOYEES
Meeting our environmental objectives depends to a large 
extent on engaging our employees in our bGReen efforts.

We have developed a global bGReen communications 
campaign to excite people about our environmental strategy 
and to encourage them to take steps to be more sustainable 
at work and at home. 2010 campaigns focused on sustain-
ability themes of food, water and mobility. our primary 
challenge is targeting our communications and engagement 
campaigns around topics that are relevant from a global  
perspective. our goal is to influence behavioral change  
at work that employees can easily adapt at home.

our commitment to sustainability helps us attract and  
retain talented people who are environmentally conscious. 
in 2009, we added sustainability information to recruitment 
materials and an “introduction to sustainability” module as 
part of the induction process for new hires. We are assess-
ing the feasibility of introducing a carbon calculator for 
employee use — to raise awareness about how their actions 
at work contribute to bloomberg’s carbon footprint. 

our internal awards program, applause!, recognizes 
individual employees for their outstanding commitment  
and contributions to our sustainability, philanthropic and 
employee development efforts.H
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S BGREEN SURvEY RESULTS

“ Sustainability-related  
activities are not for me.”

when it comes to “Green” and  
sustainability issues, which of the following 
statements best describes you?

“ I do what I can but not  
to the extent that it negatively 
affects my life.”

“ Sustainability is a value 
that factors strongly into 
my day-to-day activities.”

Is BGREEN part of  
the Bloomberg culture?

3%

32%{
{
{

65%

78% 22%

Yes
No
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PERfORmANcE 
in 2010, the rate of reportable incidents per 100 full-time 
employees was 0.91. the rate of lost-time incidents  
decreased slightly from 0.15 to 0.14. the u.s. industry 
average for reportable incidents is 1.9% and for lost-time 
incidents it is 0.6%.

During 2010, there were 354 days lost to injury,  
compared with 297 in 2009, but the rate of hours lost  
(per 200,000 hours worked) was 22.9, identical to 2009.
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REPORTABLE INcIDENTS
total and per 100 full-time employees

LOST-TImE INcIDENTS
total and per 100 full-time employees

North America Latin America Europe,  
Middle East & Africa* Asia Global

Total Per 100 Total Per 100 Total Per 100 Total Per 100 Total Per 100

2010 29 0.36 2 0.77 82 2.77 4 0.24 123 0.91

2009 24 0.36 0 0.00 60 2.38 4 0.26 88 0.82

2008 28 0.44 0 0.00 46 1.97 8 0.55 82 0.8

North America Latin America Europe,  
Middle East & Africa* Asia Global

Total Per 100 Total Per 100 Total Per 100 Total Per 100 Total Per 100

2010 12 0.15 2 0.77 3 0.10 1 0.06 18 0.14

2009 12 0.20 0 0.00 4 0.16 0 0.00 16 0.15

2008 21 0.33 0 0.00 1 0.04 0 0.00 22 0.21

bloomberg’s reporting includes all employee/contractor 
incidents on company time, inside and outside company 
facilities, as well as visitor incidents (i.e., vendors) within 
bloomberg facilities. 

*  europe, Middle east & africa region has a higher incident rate due to  
broader, more inclusive definitions of reportable incidents.
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REcOGNITION &  
REwARDS

EmPLOYEE REcOGNITION PROGRAm 
We recognize employees for their outstanding commitment 
to community service and the environment through our  
annual applause! program. this celebrates employees who: 

•  Demonstrate exceptional passion, advocacy and  
commitment to philanthropy, the environment or mentoring  
their peers

•  Make a measurable difference in achieving the goals of  
an organization or cause 

• serve as role models for others

REcOGNIzING AcHIEvEmENT GLOBALLY
our applause! employee recognition program ceremony  
is held annually in all three major regions where we do 
business — the americas, eMea, and asia pacific. 

in January, colleagues around the world nominate  
individuals and teams they think demonstrate a commit-
ment and dedication to philanthropy, sustainability or  
peer mentoring. the program, driven by co-workers,  
drew nearly 800 nominations in categories such as 
“biggest carbon footprint Reduction,” the “shining star” 
and the newly added award for mentoring, in-house 
teaching and recruiting. 

the applause! program centers on the areas of community 
service, charitable giving and sustainability. Globally,  
42 awards are presented in 16 different categories at the 
ceremonies — highlighting the enthusiasm and hard work 
of those around our company.

bloomberg aims to  
offer competitive compen-
sation to attract and retain 
top talent.
We regularly benchmark our pay and benefit packages 
against our competitors.

our compensation system is based on company and 
individual performance and includes a merit-based bonus 
plan. in a number of departments, sustainability goals  
and performance metrics are used in determining pay. 
bloomberg pays significantly higher wages than the  
statutory local minimum wage at all locations.

all full-time and part-time employees who work 24 hours or 
more each week (except where the law requires less) are 
eligible for benefits, including:

• Health coverage (medical, prescription, dental and vision)

• company retirement benefits

• employee assistance program

• back-up child care (u.s., u.k., tokyo*)

• on-site medical services (u.s., u.k., tokyo*)

• basic life insurance

• basic disability insurance 

• commuter programs (u.s., u.k., tokyo*)

* employees in u.s., u.k. and tokyo represent 84% of total full-time employees.
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INTERNAL PROGRAmS 
& ExTERNAL PARTNERSHIPS
through external relationships and internal programs  
we focus on attracting, retaining and supporting a diverse 
workforce. our external partnerships help us source and 
identify female talent as well as underrepresented groups 
and raise awareness of opportunities at bloomberg.  
these relationships fall into three categories:

•  attending conferences and providing sponsorship to 
diversity organizations and cutting-edge research projects.

•  Working with charitable organizations to source  
diverse interns.

•  Working with organizations to source experienced 
candidates from underrepresented groups.

external sponsorships include: 

• asia society’s asian Women’s leadership summit.

•  forte foundation, a consortium of major corporations  
and top business schools that help direct talented women 
toward leadership roles in business.

•  Diversity in asia network (Dian). in 2010, we attended 
the Dian two-day conference in singapore and hosted  
a follow-up seminar.

• association of Women in finance in tokyo.

•  iRelaunch, an organization focused on recruiting  
experienced female professionals who took time out  
of the workforce.

•  springboard Media, which offers programs that  
support women entrepreneurs seeking equity capital to 
grow their companies.

INcLUSION 
& DIvERSITY

a diverse workforce helps  
us innovate and develop 
products that meet the 
needs of our highly diverse 
customers around the world. 
our goal is to create an inclusive workplace where  
diversity of thought and perspective is valued by managers. 
this aligns with our values and is underlined by our  
equal employment opportunity policy. 

We are extremely proud of our eclectic and open culture. 
We have nearly 13,000 employees in 73 countries — with  
major offices in new york, london, tokyo, são paulo, 
Dubai, Hong kong, singapore and frankfurt.

We bridge all divides, united by one common passion: to 
provide the competitive edge to our clients. you will find this 
reflected in our core values as well as in our business results. 

We value diversity in every form and encourage it at every 
level. our inclusive environment makes reinvention a daily 
possibility and gives everyone room to thrive. We aim  
to hire employees locally so that we have local knowledge 
and expertise in the markets where we operate.

cORE vALUES: clarity of purpose, 
open communication, empowerment of people, 
spirit of innovation.
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•  Research on women’s leadership and women’s issues  
in the financial services industry through: catalyst, 
national council for Research on Women, White House 
project, 85 broads, 100 Women in Hedge funds, 
Women’s bond club.

•  Research on Women in emerging Markets produced  
by the center for Work-life policy and the Hidden brain 
Drain task force.

• targeted recruiting with news associations.

• national association of black Journalists.

• national association of Hispanic Journalists.

• american asian Journalists association.

• south asian Journalists association.

• national lesbian and Gay Journalists association.

internal initiatives include:

• Working parents group in tokyo.

•  Maternity Mentoring contacts in each business serve  
as a resource and mentor for female employees about  
to take, or return from, maternity leave.

•  Diversity Dialogue sessions, an interactive open forum  
to discuss how diversity and inclusion directly affect the  
day-to-day workplace.

•  inserting diversity and inclusion into our core curriculum, 
including an interviewing skills course in new york  
and london.

•  sponsoring attendance of high-potential women for  
an external women’s leadership program hosted by 
Women unlimited.

•  b-Discovered Day boot camp to expose students of 
diverse backgrounds to entry-level career opportunities. 
seven of the 68 attendees were hired.

LITIGATION: The U.S. Equal Employment Opportunity 
Commission (EEOC) filed a lawsuit on September 27, 2007,  
alleging that Bloomberg engaged in a pattern of discriminatory 
practices from February 2002 to the present based on “sex/
pregnancy.” The EEOC identified 76 claimants on whose 
behalf it seeks recovery. Certain of those claims have been 
dismissed on statute of limitations grounds. On January 28, 
2011, Bloomberg filed a motion for summary judgment on 
EEOC’s claim that it engaged in a “pattern or practice” of 
discrimination. Bloomberg vehemently denies EEOC’s allega-
tions of discrimination and intends to continue to defend the 
case vigorously.

EmPLOYEES BY AGE GROUP IN 2010
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APPENDIx
the appendix list is provided below. to view the bloomberg 2010 sustainability 
Report appendix in its entirety, please download the complete report.

GRI Index
3rd-Party Assurances

SUSTAINABLE PRODUcTS & SERvIcES 
esG survey
Government engagement on Related issues
12 principles bloomberg news 
five fs 
list of awards — Journalism

ENvIRONmENTAL OPERATIONS
list of awards — environmental
co2e calculation Methodology
all environmental policies
list of projects by business area
Department Descriptions

SUPPLY cHAIN
fsc chain of custody certification
Green language in Rfps
Green language in contracts
proprietary product audit
scrapper certificate of compliance
supplier protocol of ethical behavior
scrapper/Recycler Questionnaire

EmPLOYEES 
General standards of conduct and ethical behavior
bloomberg Global core Guide
eeoc policy
Diversity organization affiliations

first two Appendices listed are provided as part of the online viewer.
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GLOBAL REPORTING 
INITIATIvE INDEx

PROfILE

Indicators Description

Performance Response 

Reported
cross  
Reference

Reason 
for  
Omission2010 2009 2008 2007

STRATEGY AND ANALYSIS

1.1
statement from the most senior decision maker of the organization (e.g., ceo, chair, 
or equivalent senior position) about the relevance of sustainability to the organization 
and its strategy.

sustainability embodies bloomberg’s core values and provides competitive 
advantage — it is an employee and community engagement platform, an effective 
management tool and a substantial source of innovation and opportunity.  
—peter Grauer, chairman

full pages 9-10 n/a

1.2 Description of key impacts, risks, and opportunities. full pages 9-10 n/a

ORGANIzATIONAL PROFILE

2.1 name of the organization. bloomberg l.p. full this index n/a

2.2 primary brands, products, and/or services.
bloomberg professional® service, bloomberg businessweek, bloomberg tV, 
bloomberg Markets®, bloomberg Radio, bloomberg Government, bloomberg 
new energy finance

full pages 6, 12, 21, 
22, 23 n/a

2.3 operational structure of the organization, including main divisions, operating compa-
nies, subsidiaries, and joint ventures.

professional Development, philanthropy and sustainability and other corporate 
services all report directly to the chairman. products and service report primarily 
to the president. bloomberg does not have material subsidiaries or joint ventures. 
see organization chart for more details.

full
pages 14, 15; 
www.bloom-
berg.com/about

n/a

2.4 location of organization’s headquarters. 731 lexington avenue, new york, ny 10022 full this index n/a

2.5

number of countries where the organization operates: 73 69 65 –

full this index n/anames of countries with either major operations or that are specifically relevant to 
the sustainability issues covered in the report. us, uk, Germany, Japan, china, singapore, australia, Hong kong, brazil, india

2.6 nature of ownership and legal form. bloomberg l.p. is a privately held Delaware usa limited partnership. full this index n/a

2.7 Markets served (including geographic breakdown, sectors served, and types of 
customers/beneficiaries).

financial institutions, governments and others with an interest in financial news, 
data and analytics globally. full this index n/a

2.8

scale of Reporting organization, including: number of employees; net sales (for 
private sector organizations) or net revenues (for public sector organizations); total 
capitalization broken down in terms of debt and equity (for private sector organiza-
tions); Quantity of products or services provided (terminals).

 
  

partial this index

bloom-
berg is a 
privately-
held 
company 
and does 
not dis-
close full 
financial 
data

employees 12,690 10,990 10,317 –

Revenue $6.9 billion $6.3 billion $6.1 billion –

terminals 300,101 279,171 285,896 –

>>

               where possible, we have provided information 
and data in response to indicators within this index. much of this information can also be found within our report, along  
with explanatory information. corresponding page numbers have been given. Some information is not available in the report, 
but additional disclosure is given in this index. we have referenced where this occurs throughout. 



iii sustainability RepoRt ©2011 blooMbeRG l.p. all RiGHts ReseRVeD.

2.9

significant changes during the reporting period regarding size, structure, or owner-
ship including: the location of, or changes in, operations, including facility openings, 
closings, and expansions; changes in the share capital structure and other capital 
formation, maintenance, and alteration operations (for private sector organizations).

bloomberg l.p. has been a privately held limited partnership since its incep-
tion. bloomberg l.p. acquired businessweek and new energy finance (nef) 
in December of 2009, with almost immediate assimilation of operations into 
bloomberg’s existing structure.

full this index n/a

2.10 awards received in reporting period (news, epa, leeD): 22 11 15 – full this index; 
Report appendix n/a

REPORT PARAMETERS

Report Profile

3.1 Reporting period (e.g., fiscal/calendar year) for information provided. calendar full this index n/a

3.2 Date of most recent previous report (if any). bloomberg’s 2010 sustainability Report is the first released report. full this index not  
material

3.3 Reporting cycle (annual, biennial, etc.). annual full this index n/a

3.4 contact point for questions regarding the report or its contents. curtis Ravenel, bsustainable@bloomberg.net full this index n/a

Report Scope and Boundary

3.5

process for defining report content, including: Determining materiality; prioritizing 
topics within the report; identifying stakeholders the organization expects to use the 
report; include an explanation of how the organization has applied the ‘Guidance on 
Defining Report content’ and the associated principles.

bloomberg consulted the guidance provided by the G3 online. for an informa-
tion services company, environmental impact is principally driven by energy 
consumption. bloomberg expects all interested stakeholders – owners, custom-
ers, vendors, employees, communities, nGos and government agencies — to use 
the report.

full pages 11, 17 n/a

3.6 boundary of the report (e.g., countries, divisions, subsidiaries, leased facilities, joint 
ventures, suppliers) see GRi boundary protocol for further guidance.

the boundary setting includes control anD significant influence 
blp global operations and material supplier activities are addressed. full this index; 

page 5 n/a

3.7 state any specific limitations on the scope or boundary of the report. none full this index n/a

3.8
basis for reporting on joint ventures, subsidiaries, leased facilities, outsourced 
operations, and other entities that can significantly affect comparability from period 
to period and/or between organizations.

all joint ventures, subsidiaries and leased facilities are included. outsourced  
operations, while not included in the environmental footprint, are subject to signif-
icant sustainability program requirements . see appendix for vendor guidelines.

full this index; 
page 5 n/a

3.9
Data measurement techniques and the bases of calculations, including assumptions 
and techniques underlying estimations applied to the compilation of the indicators 
and other information in the report.

see Methodology Documents in appendix. full page 38 n/a

3.10
explanation of the effect of any re-statements of information provided in earlier 
reports, and the reasons for such re-statement (e.g., mergers/acquisitions, change 
of base years/periods, nature of business, measurement methods).

bloomberg’s 2010 sustainability Report is the first released report. full this index n/a

3.11 significant changes from previous reporting periods in the scope, boundary, or 
measurement methods applied in the report.

no significant changes to applicable boundaries (operational), scope or measure-
ment methodology. only very minor changes to calculations were employed (i.e. 
GHG factor changes).

full this index;  
page 43 n/a

GRI Context Index

3.12 table identifying the location of the standard Disclosures in the report. full this index n/a

Assurance

3.13

policy and current practice with regard to seeking external assurance for the report. 
if not included in the assurance report accompanying the sustainability report, 
explain the scope and basis of any external assurance provided. also explain the 
relationship between the reporting organization and the assurance provider(s).

bloomberg contracts with a 3rd-party (cventure) to validate our annual GHG 
emissions. summary pages of assurance reports for 2007 - 2010 are attached. full

this index; 
pages 5, 31;  
Report appendix

n/a

>>

Indicators Description

Performance Response 

Reported
cross  
Reference

Reason 
for  
Omission2010 2009 2008 2007
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GOVERNANCE, COMMITMENTS, & ENGAGEMENT

Governance

4.1
Governance structure of the organization, including committees under the highest 
governance body responsible for specific tasks, such as setting strategy or organi-
zational oversight.

board of Directors operates the company, with representatives from each division 
reporting into the chairman. partial

this index;  
www.bloom-
berg.com/
about/manage-
ment

n/a

4.2
indicate whether the chair of the highest governance body is also an executive  
officer (and, if so, their function within the organization’s management and the rea-
sons for this arrangement).

yes. the chairman of the board (peter Grauer) and president (Dan Doctoroff) 
are the highest officers and serve these roles at the request of the owner. full page 6 n/a

4.3

for organizations that have a unitary board structure, state the number of members of 
the highest governance body that are independent and/or non-executive members.

full this index n/atotal 11 11 11 –

independent 3 3 3 –

4.4 Mechanisms for shareholders and employees to provide recommendations or direc-
tion to the highest governance body.

employees can submit recommendations to directors of the highest  
governance body in their name and anonymously via phone through an anony-
mous Hotline. bloomberg is a privately-held company, so no such mechanism 
exists for shareholders.

full this index n/a

4.5
linkage between compensation for members of the highest governance body, senior 
managers, and executives (including departure arrangements), and the organiza-
tion’s performance (including social and environmental performance).

bloomberg has a compensation system that is based on performance of the 
company and the individual, including a merit-based bonus plan. Departmental 
managers and team members in high environmental impact departments have 
specific sustainability targets tied to their bonus.

full this index n/a

4.6 processes in place for the highest governance body to ensure conflicts of interest 
are avoided. – no n/a

informa-
tion not 
public

4.7
process for determining the qualifications and expertise of the members of the high-
est governance body for guiding the organization’s strategy on economic, environ-
mental, and social topics.

a department dedicated to sustainability reports directly into the chairman of the 
board. a steering committee comprised of senior managers across departments 
guides firm-wide sustainability initiatives.

full this index; 
pages 14, 15 n/a

4.8
internally developed statements of mission or values, codes of conduct, and prin-
ciples relevant to economic, environmental, and social performance and the status of 
their implementation.

blp has developed a very aggressive sustainability program. We will reduce our 
carbon footprint 50% by 2013 through energy efficiency, increased renewable 
resource use and aggressive waste reduction strategies. as an extension of our 
continued commitment to the communities in which we work, we engage our em-
ployees, vendors and customers in setting standards, promoting clean technolo-
gies and improving natural resource utilization across departments and regions.

full

this index; 
pages 18, 24, 
29, 50, 68;  
Report appendix

n/a

4.9

procedures of the highest governance body for overseeing the organization’s 
identification and management of economic, environmental, and social performance, 
including relevant risks and opportunities, and adherence or compliance with inter-
nationally agreed standards, codes of conduct, and principles.

professional Development, philanthropy and sustainability Departments review 
policies and procedures around these issues to ensure compliance with all 
relevant internationally agreed principles.

full this index n/a

4.10 processes for evaluating the highest governance body’s own performance, particu-
larly with respect to economic, environmental, and social performance.

as a privately held company, the processes for evaluation are embedded in the 
owner-governance body relationship. full this index

Commitment to External Initiatives

4.11 explanation of whether and how the precautionary approach or principle is ad-
dressed by the organization.

the precautionary principle is addressed by the organization through its sus-
tainability initiative and the associated guidelines managing departmental and 
regional operations. see appendix.

full this index;  
Report appendix n/a

4.12 externally developed economic, environmental, and social charters, principles, or 
other initiatives to which the organization subscribes or endorses.

bloomberg is a member of and an active supporter of numerous environmental 
and social advocacy groups. full

this index; 
pages 16, 31, 
35, 42, 50, 52, 
53, 75;  
Report appendix

n/a
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4.13

Memberships in associations (such as industry associations) and/or national/interna-
tional advocacy organizations in which the organization: Has positions in governance 
bodies; participates in projects or committees; provides substantive funding beyond 
routine membership dues; Views membership as strategic.

see appendix (xiv) – boards & affiliations table 
bloomberg considers information regarding funding of and strategic relationships 
with advocacy organizations to be proprietary. 

partial n/a
informa-
tion not 
public

Stakeholder Engagement

4.14
list of stakeholder groups engaged by the organization. examples of stakeholder 
groups are: communities; civil society; customers; shareholders and providers of 
capital; suppliers; employees, other workers, and their trade unions.

a department dedicated to sustainability reports directly into the chairman of the 
board. a steering committee comprised of senior managers across departments 
guides firm-wide sustainability initiatives.

full this index; 
page 16 n/a

4.15 basis for identification and selection of stakeholders with whom to engage.

our engagement is broad as a news organization and direct/targeted engage-
ment is aggressive at the employee, operating department, vendor and customer 
level. our materiality process helps us define the stakeholder groups with whom 
we engage. bloomberg collaborates with organizations that are aligned with core 
business operating issues and our corporate philosophy.

full this index; 
pages 16, 17 n/a

4.16 approaches to stakeholder engagement, including frequency of engagement by type 
and by stakeholder group.

integrate sustainability metrics into compensation program for depts. with large 
impact; training for employees; visible action by corporate; vendor ratings; 
customer education risks/opportunities; employee communication including 
quarterly town hall meetings, corporate emails, surveys and other engagement; 
vendor communication including an annual environmental performance survey 
and remedy for poor performers; press releases advising of important corporate 
news and updates.

full pages 15, 58, 
68, 72 n/a

4.17
key topics and concerns that have been raised through stakeholder engagement, 
and how the organization has responded to those key topics and concerns, includ-
ing through its reporting.

Highlights of stakeholder feedback: private company leadership, Develop the 
esG product, educate customers on sustainability issues, demonstrate Roi, be 
more active in public policy, integrate social issues, focus on diversity, tie com-
pensation to esG, set long term and measurable goals, align with 3rd parties for 
supply chain work. feedback gained from employee communication is integrated 
into strategy and used for future reference. annual environmental performance 
results are compared year-over-year to identify trends and opportunities.

full pages 16, 59, 
72 n/a

PERfORmANcE INDIcATORS
ECONOMIC

Economic Performance

ec1
economic value generated and distributed, including revenues, operating costs, 
employee compensation, donations and other community investments, retained 
earnings, and payments to capital providers and governments.

Gross Revenue information presented in 2.8 above. as a private firm, we do not 
disclose further information. partial this index; 

indicator 2.8

informa-
tion not 
public

ec2 financial implications and other risks and opportunities for the organization’s activi-
ties due to climate change.

blp completed the cDp questionnaire and determined that there are small risks 
(access and cost of energy) to its organization due to climate change, but signifi-
cant opportunities around investment products.

full
this index; 
pages 10, 20, 
21, 22

n/a

ec3 coverage of the organization’s defined benefit plan obligations. bloomberg does not have a defined benefit program. full n/a n/a

ec4 significant financial assistance received from government. bloomberg has never received assistance from governments. full n/a n/a

Market Presence

ec5 Range of ratios of standard entry level wage compared to local minimum wage at 
significant locations of operation. bloomberg pays significantly higher than local minimum wage at all locations. not 

reported n/a not  
material

ec6 policy, practices, and proportion of spending on locally-based suppliers at signifi-
cant locations of operation.

no specific policy, but in practice we seek to buy locally when and where it 
makes sense. We consider the environmental impact of transportation as well as 
production processes and other quality issues.

partial n/a no official 
policy

ec7 procedures for local hiring and proportion of senior management hired from the local 
community at significant locations of operation. no specific policy exists but local hiring is preferred as markets are local. not 

reported n/a
no official 
policy in 
place
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Indirect Economic Impacts

ec8 Development and impact of infrastructure investments and services provided primar-
ily for public benefit through commercial, in-kind, or pro bono engagement. 

blp is an information service. While much of the data, news and analytics is pro-
prietary and accessible only to customers, much of it is publicly available via the 
website, tV, Radio, Magzine and press. We have significant influence in capital 
markets due to our distribution.

partial

this index; 
pages 20, 21, 
22, 23, 24, 
25, 26

n/a

ec9 understanding and describing significant indirect economic impacts, including  
the extent of impacts.

as a privately held company, blp does not disclose detailed financial infromation. 
However, the purchasing power bloomberg manages and leadership role it plays 
in the financial community creates indirect economic impact.

not 
reported n/a

informa-
tion not 
public

Materials

en1 Materials used by weight or volume. We will have this data next year. not  
Reported n/a

informa-
tion not 
collected

en2 percentage of materials used that are recycled input materials. 0% 0% 0% 0% full n/a n/a

Energy

en3

Direct energy consumption - natural Gas (GJ) 35,627 33,139 42,629 14,522

full this index;  
page 33 n/a

Direct energy consumption - Diesel oil (GJ) 14,680 11,415 8,015 8,711

Direct energy consumption - Hfc (lbs) 668 457 78 –

Direct energy consumption - aircraft fuel (GJ) 43,522 33,535 30,751 19,617

en4
indirect energy consumption by primary source (kWh consumed) 241,669,809 231,668,327 239,108,901 234,706,352

full this index;  
page 33 n/a

indirect energy consumption by primary source (mlbs steam) 10,662 13,197 22,783 27,773

en5

energy saved due to conservation and efficiency improvements  
(kWh saved from projects) 25,587,306 17,262,253 15,990,157 –

full
this index; 
pages 31, 32, 
33, 34

n/a
energy saved due to conservation and efficiency improvements  
(GJ of natural gas saved from projects) 6,981 7,146 3,490 –

en6 initiatives to provide energy-efficient or renewable energy based products and ser-
vices, and reductions in energy requirements as a result of these initiatives. 

by upgrading its flat panels to energy star standards, bloomberg will be increas-
ing the efficiency of this equipment by an average of 8%. internally this has a 
potential of eliminating 15,500 kWh annually and 44,200 kWh annually spread 
across our entire customer base. 

full this index; 
pages 52, 53 n/a

en7 initiatives to reduce indirect energy consumption and reductions achieved. 

bloomberg has done an extensive review of our global energy usage at our major 
facilities, including energy audits at our ny Headquarters, princeton campus, 
both Data centers and our Hong kong office (collectively representing 67% of 
our global portfolio). We have implemented a number of global energy-demand-
reduction initiatives as well as completed many facility-specific infrastructure 
projects throughout our portfolio. en5 shows the energy reductions associated 
with these efforts.

full
this index; 
pages 31, 33, 
34, 35

n/a

Water

en8 total water withdrawal by source (Municipal) 81,395,625 71,919,250 67,683,875 – full this index n/a

en9 Water sources significantly affected by withdrawal of water. bloomberg’s water consumption is not materially high, therefore no water sources 
are significantly affected.

not 
reported n/a not  

material

en10 percentage and total volume of water recycled and reused. 0% 0% 0% – full this index n/a

Biodiversity

en11 location and size of land owned, leased, managed in, or adjacent to, protected 
areas and areas of high biodiversity value outside protected areas. 

two bloomberg sites contain protected wetlands: 100 and 101 business park 
Drive skillman, nJ (84.68 acres) and 431 Ridge Road Dayton, nJ (64.81 acres) full this index n/a

en12 Description of significant impacts of activities, products, and services on biodiver-
sity in protected areas and areas of high biodiversity value outside protected areas. no facilities are in an area of high biodiversity. not 

reported n/a not  
material
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en13 Habitats protected or restored.
We manage our activities to comply with local zoning laws to not disturb adjacent 
wetlands.  to date we have not encroached on any such habitat and therefore 
have had no occasion to either “protect” or “restore” such habitats.

full this index n/a

en14 strategies, current actions, and future plans for managing impacts on biodiversity. 
our operations do not directly impact biodiversity. However, we own two maga-
zines and therefore work closely with fsc and the Rainforest alliance to ensure 
properly sourced paper.

not 
reported n/a not  

material

en15 number of iucn Red list species and national conservation list species with habi-
tats in areas affected by operations, by level of extinction risk. no facilities are in an area presenting risks to these species. not 

reported n/a not  
material

Emissions, Effluents, & Waste

en16
total direct greenhouse gas emissions by weight (scope i) (Mt) 5,961 4,864 4,671 2,619

full this index; 
pages 5, 32, xvi n/a

total indirect greenhouse gas emissions by weight. (scope ii) (Mt) 98,311 94,216 101,850 102,524

en17 other relevant indirect greenhouse gas emissions by weight. (scope iii) (Mt) 89,305 42,008 42,049 44,357 full this index; 
pages 5, 32, xvi n/a

en18
initiatives to reduce greenhouse gas emissions and reductions achieved.

in addition to the energy reduction initiatives in en7, we have undertaken initia-
tives in other operational areas to reduce our GHG emissions, including: 
 
> engineering has reduced the weight of the bloomberg keyboard and the pack-
aging, significantly reducing the overall shipping weight. 
> sales Department introduced travel guidelines pushing public transportation in 
lieu of car service and Rail travel instead of air on heavily-traveled short routes. 
> Global pantry initiatives incorporating compostable cups/wares and bulk food/
drink offerings to reduce landfill waste and increase waste “diversion” (compost-
ing/recycling). 
> increase in recycled content of office paper and Markets magazine.
> shift from air shipments to ground/sea shipments in global logistics.
 
While all the above initiatives, and more, reduce bloomberg's GHG emissions, 
the company has experienced significant growth in recent years. We projected 
unabated emissions based on these growth factors, and calculate our overall 
emissions reductions to be the difference between these projections and our 
actual emissions. those differences (i.e. our annual reductions),  
in metric tonnes, were:

full

this index; 
pages 31, 33, 
34, 35, 36, 
38, 40

n/a

Reductions against “business-as-usual” 2007 baseline (Mt) 40,492 30,810 12,551 0

en19 emissions of ozone-depleting substances by weight. bloomberg does not hold ozone-depleting substances. not 
reported n/a not  

material

en20 nox, sox, and other significant air emissions by type and weight. bloomberg has minimal scope and therefore immaterial amounts of  
other emissions.

not 
reported n/a not  

material

en21 total water discharge by quality and destination. bloomberg does not discharge significant amounts of water. not 
reported n/a not  

material

en22

total weight of waste by type and disposal method:

full this index;  
page 39 n/a

landfill Waste (Mt) 1,881 1,936 2,144 2,256

Recycling & compost (Mt) 2,244 1,867 1,599 –

e-Waste (Mt) 488 508 558 –

en23 total number and volume of significant spills. bloomberg has not been involved in any spills. not 
reported n/a not  

material

en24
Weight of transported, imported, exported, or treated waste deemed hazardous 
under the terms of the basel convention annex i, ii, iii, and Viii, and percentage of 
transported waste shipped internationally.

0 0
Hazardous 

Waste in 
pounds: 4,744

– full this index n/a

en25
identity, size, protected status, and biodiversity value of water bodies and related 
habitats significantly affected by the reporting organization's discharges of water 
and runoff. 

bloomberg does not discharge significant amounts of water. not 
reported n/a not  

material
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Products & Services

en26 initiatives to mitigate environmental impacts of products and services, and extent of 
impact mitigation. 

Have developed engineering product Guidelines. these Guidelines are devoted 
to 4 specific areas to reduce the environmental impact of our products. they are: 
chemicals & Waste criteria (toxics reduction, chemicals mgmt., RoHs compli-
ance), e-Waste criteria (individual producer Responsibility), energy criteria 
(energy star compliance), product longevity (Design for end of life).

full
this index; 
pages 52, 53, 
54, 55

n/a

en27

percentage of products sold and their packaging materials that are reclaimed  
by category.

full this index; 
page 53 n/aproducts “sold” (terminals) 100% 100% 100% 100%

packaging recovered (terminals) 50% 50% 0% 0%

Compliance

en28 Monetary value of significant fines and total number of non-monetary sanctions for 
non-compliance with environmental laws and regulations. 0 0 0 0 full this index n/a

Transport

en29

significant environmental impacts of transporting products and other goods  
and materials used for the organization's operations, and transporting members  
of the workforce. 

full this index;  
page 32 n/a

transport of product/Goods (Mt co2e) including magazines 24,109 8,773 9,643 11,370

business travel (Mt co2e) 33,695 26,054 24,011 23,274

Overall

en30 total environmental protection expenditures and investments by type. (includes 
capital and operating, excludes employee allocation): $3,464,184 $3,614,465 $1,580,047 – partial this index n/a

SOCIAL PERFORMANCE: LABOR PRACTICES & DECENT WORK

Employment

la1 
at year-

end

total workforce by employment type, employment contract, and region. 

full
this index; 
pages 8, 12; 
indicator 2.8

n/a

ft employees - north america 7,735 6,683 6,065 –

ft employees - latin america 236 209 207 –

ft employees - eMea 2,958 2,541 2,542 –

ft employees - asia 1,761 1,557 1,503 –

non-ft employees - north america 1,025 783 507 –

non-ft employees - latin america 20 17 15 –

non-ft employees - eMea 360 229 110 –

non-ft employees - asia 141 114 103 –

la2 total number and rate of employee turnover by age group, gender, and region. not externally reported. not 
reported n/a

informa-
tion not 
public

la3 benefits provided to full-time employees that are not provided to temporary or part-
time employees, by major operations. 

bloomberg provides benefits without charge to full- and part-time employees who 
work 24 hours or more per week, including health coverage (medical, dental and 
vision), company matched retirement benefits, eap, back up child care, on-site 
medical services, basic life insurance, basic ltD. temporary employees are not 
eligible for benefits.

full this index; 
pages 70, 71 n/a
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Labor/Management Relations

la4 percentage of employees covered by collective bargaining agreements. 

100% of bloomberg's employees in france and brazil are covered by collective 
bargaining agreements. the percentage of bloomberg's employee base this 
represents is: full this index n/a

1.65% 1.86% 1.95% –

la5 Minimum notice period(s) regarding significant operational changes, including 
whether it is specified in collective agreements. 

bloomberg does not have minimum notice periods regarding significant opera-
tional changes.

not 
reported n/a not  

material

Occupational Health and Safety

la6
percentage of total workforce represented in formal joint management-worker health 
and safety committees that help monitor and advise on occupational health and 
safety programs. 

0% 0% 0% – full this index n/a

la7

Rates of injury, occupational diseases, lost days, and absenteeism, and number of 
work-related fatalities by region: 

full this index; 
pages 12, 73 n/a

incident Rate - north america 0.36% 0.36% 0.44% –

incident Rate - latin america 0.77% 0.00% 0.00% –

incident Rate - eMea 2.77% 2.38% 1.97% –

incident Rate - asia 0.24% 0.26% 0.55% –

lost-time incident Rate - north america 0.15% 0.18% 0.33% –

lost-time incident Rate - latin america 0.77% 0.00% 0.00% –

lost-time incident Rate - eMea 0.10% 0.16% 0.04% –

lost-time incident Rate - asia 0.06% 0.00% 0.00% –

total lost-time Days - Global 354 297 347 –

lost Hours per 200,000 Hrs Worked - Global 22.93 22.92 28.14 –

total Global fatalities 1 0 0 –

Global absenteeism Rate 1.59% 1.79% 1.92% –

occupational Diseases no occupational diseases identified globally.

la8
education, training, counseling, prevention, and risk-control programs in place  
to assist workforce members, their families, or community members regarding  
serious diseases. 

We have significant programs addressing all of these issues. see Report. full this index;  
page 71 n/a

la9 Health and safety topics covered in formal agreements with trade unions. bloomberg does not have formal agreements with trade unions. not 
reported n/a not  

material

Training and Education

la10

average hours of training per year per employee by employee category  
(total Hours) 703,448 435,940 321,312 –

partial this index;  
page 13, 70 n/a

training Hours per employee 55.43 39.67 31.14 –

la11 programs for skills management and lifelong learning that support the continued 
employability of employees and assist them in managing career endings.

bloomberg provides tuition reimbursement to full-time employees for certain pre-
approved, job-related courses. to receive tuition reimbursement for any course(s), 
the employee must receive a grade of b or better. all employees have access to 
bloomberg university, which offers online and classroom training in both techni-
cal skills and career development.

full this index;  
page 69 n/a

la12 percentage of employees receiving regular performance and career  
development reviews. 100% 100% 100% – full this index n/a
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Diversity and Equal Opportunity

la13

composition of governance bodies and breakdown of employees per category  
according to gender, age group, minority group membership, and other indicators  
of diversity. 

partial this index; 
pages 12, 76 n/a

Governance bodies – board Male: 10 
female: 1

10 
1

10 
1 –

Gender not externally reported.

age group:

<29 30.10% 27.50% 28.79% –

30 – 49 60.83% 62.83% 62.62% –

>50 9.07% 9.67% 8.59% –

Minority not externally reported.

la14 Ratio of basic salary of men to women by employee category. not externally reported. not 
reported n/a

informa-
tion not 
public

SOCIAL PERFORMANCE: HUMAN RIGHTS

Investment and Procurement Practices

HR1 percentage and total number of significant investment agreements that include hu-
man rights clauses or that have undergone human rights screening.

bloomberg does not have agreements that include human rights clauses or have 
undergone human rights screening.

not 
reported n/a not  

material

HR2 percentage of significant suppliers and contractors that have undergone screening 
on human rights and actions taken.

our Quality assurance team, supported by a third-party organization, audits 
significant suppliers - since 2009 they audited 4 companies in china that supply 
parts for our customer facing equipment.

partial page 59 n/a

HR3
total hours of employee training on policies and procedures concerning aspects  
of human rights that are relevant to operations, including the percentage of  
employees trained.

all employees receive mandatory training in Harassment, sensitivity and General 
Health and safety. employees can also take additional courses relating to human 
rights issues through bloomberg university.

partial this index;  
pages 18, 69 n/a

Non-Discrimination

HR4 total number of incidents of discrimination and actions taken. eeoc filed suit for 'sex/pregnancy' discrimination on behalf of 76 claimants. 
bloomberg denies those charges. partial page 76 n/a

Freedom of Association and Collective Bargaining

HR5 operations identified in which the right to exercise freedom of association and col-
lective bargaining may be at significant risk, and actions taken to support these rights. none none none – full this index; 

page 18 n/a

Child Labor

HR6 operations identified as having significant risk for incidents of child labor, and mea-
sures taken to contribute to the elimination of child labor. 

premium products sourced in asia and e-waste operations have been identified 
as having possible exposure to child labor. procurement policies have been up-
dated accordingly and e-waste audits were conducted in 2010 will be conducted 
annually going forward.

partial this index n/a

Forced and Compulsory Labor

HR7 operations identified as having significant risk for incidents of forced or compulsory 
labor, and measures to contribute to the elimination of forced or compulsory labor. 

premium products sourced in asia and e-waste operations have been identified 
as having possible exposure to forced and compulsory labor. procurement poli-
cies have been updated accordingly and we conduct social responsibility audits 
of our equipment manufacturers to assess labor standards.

full this index; 
page 18 n/a

Security Practices

HR8 percentage of security personnel trained in the organization's policies or procedures 
concerning aspects of human rights that are relevant to operations. 100% 100% 100% – full this index; 

page 18 n/a
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Indigenous Rights

HR9 total number of incidents of violations involving rights of indigenous people and 
actions taken. 0 0 0 – full this index n/a

SOCIAL PERFORMANCE: SOCIETY

Community

so1
nature, scope, and effectiveness of any programs and practices that assess and 
manage the impacts of operations on communities, including entering, operating, 
and exiting. 

We've reviewed our operations and due to our presence in urban areas, our 
consistent and long term growth and our relatively low environmental impact, we 
have no related material issues to report.

not 
reported n/a not  

material

Corruption

so2 percentage and total number of business units analyzed for risks related  
to corruption. 100% 100% 100% – full this index n/a

so3 percentage of employees trained in organization’s anti-corruption policies  
and procedures. 

bloomberg’s anti-corruption policies and procedures are set forth in the com-
pany’s Global Resource and information core Guide. all employees receive a 
copy of this Guide when they commence employment and are required to sign a 
consent form acknowledging that they have read the Guide and will abide by its 
contents. in addition, each employee is reminded of bloomberg’s “no gifts” policy 
on at least an annual basis.

full this index;  
page 18 n/a

so4 actions taken in response to incidents of corruption. there have been no instances of corruption. not 
reported n/a not  

material

Public Policy

so5 public policy positions and participation in public policy development and lobbying. bloomberg does participate in public policy development on issues of disclosure 
and transparency. see appendix.

not 
reported n/a not  

material

so6 total value of financial and in-kind contributions to political parties, politicians, and 
related institutions by country. bloomberg does not make political contributions. not 

reported n/a not  
material

Anti-Competitive Behavior

so7 total number of legal actions for anti-competitive behavior, anti-trust, and monopoly 
practices and their outcomes. 0 0 0 – full this index n/a

Compliance

so8 Monetary value of significant fines and total number of non-monetary sanctions for 
non-compliance with laws and regulations. 0 0 0 – full this index n/a

Customer Health and Safety

pR1
life cycle stages in which health and safety impacts of products and services are 
assessed for improvement, and percentage of significant products and services 
categories subject to such procedures.

100% 100% 100% – full
this index; 
pages 52, 53, 
54, 55, 56, 57

n/a

pR2
total number of incidents of non-compliance with regulations and voluntary codes 
concerning health and safety impacts of products and services during their life 
cycle, by type of outcomes.

none none none – full this index n/a

Products and Service Labeling

pR3 type of product and service information required by procedures, and percentage of 
significant products and services subject to such information requirements. none none none – full this index n/a

pR4 total number of incidents of non-compliance with regulations and voluntary codes 
concerning product and service information and labeling, by type of outcomes. none none none – full this index n/a

pR5 practices related to customer satisfaction, including results of surveys measuring 
customer satisfaction.

75% of users agree or strongly agree that if they could only have one source of 
financial information, it would be bloomberg. full this index;  

page 16 n/a
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Marketing Communications

pR6 programs for adherence to laws, standards, and voluntary codes related to market-
ing communications, including advertising, promotion, and sponsorship. pRsa is the u.s. industry Group and we follow their code of ethics. full this index n/a

pR7
total number of incidents of non-compliance with regulations and voluntary codes 
concerning marketing communications, including advertising, promotion, and spon-
sorship by type of outcomes.

0 0 0 – full this index n/a

Customer Privacy

pR8 total number of substantiated complaints regarding breaches of customer privacy 
and losses of customer data. 0 0 0 – full this index n/a

Compliance

pR9 Monetary value of significant fines for non-compliance with laws and regulations 
concerning the provision and use of products and services. 0 0 0 – full this index n/a

THE G3 DIScLOSURE TExT IN THE cONTENT INDEx IS NOT ExAcT 
AND THAT THE USER cAN AccESS THE fULL G3 GUIDELINES vIA 
www.GLOBALREPORTING.ORG
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child labor full page 18 n/a

forced and compulsory labor full page 18 n/a

security practices full page 18 n/a

indigenous rights not 
reported n/a not  

material

SOCIAL PERFORMANCE: SOCIETY

community full page 61 n/a

corruption full page 18 n/a

public policy full this index so5 n/a

anti-competitive behavior full page 18 n/a

compliance full page 14 n/a

SOCIAL PERFORMANCE: PRODUCT RESPONSIBILITY

Bloomberg customer agreements include a highly restrictive mutual 
Non-Disclosure Agreement that protects the mutual privacy right of the 
firm and its customers.

customer health and safety full pages 52-57 n/a

product and service labeling full pages 20-27, 52-57 n/a

Marketing communications full this index pR6 n/a

customer privacy full this index (see com-
ment above) n/a

compliance full this index pR6; page 
14 n/a

ECONOMIC

Throughout Bloomberg’s 29 year (1982-2011) history, we’ve continued to 
grow – from 22 terminals at one brokerage firm to over 300,000 termi-
nals at more than 25,0000 firms; from a single product to multiple busi-
nesses in media, data and trading systems; and from $500k in sales to 
potentially $10B in 2014.

economic performance partial pages 9, 10, 14, 20, 21, 
23, 25 n/a

Market presence full pages 7, 8 n/a

indirect economic impacts partial pages 20, 21, 22, 23, 
24, 25, 26 n/a

ENVIRONMENTAL

Materials full pages 52, 53, 54, 55 n/a

energy full pages 31, 33, 34, 
35, 36 n/a

Water full pages 43 n/a

biodiversity full this index en13 n/a

emissions, effluents and waste full pages 31, 33, 34, 35, 
36, 37, 40 n/a

products and services full pages 52, 53, 54, 55 n/a

compliance full page 14 n/a

transport full pages 31, 36 n/a

overall full pages 28-48 n/a

SOCIAL PERFORMANCE: LABOR PRACTICES & DECENT WORK

employment full pages 68-76 n/a

labor/management relations full this index la4 n/a

occupational health and safety full pages 70, 71, 72, 73 n/a

training and education full page 69 n/a

Diversity and equal opportunity full page 75 n/a

SOCIAL PERFORMANCE: HUMAN RIGHTS

Bloomberg’s operations do not source materially from regions with  
indigineous peoples.

investment and procurement practices full page 67 n/a

non-discrimination full page 18 n/a

freedom of association and collective bargaining full page 18 n/a

mANAGEmENT APPROAcH
Disclosures on Management Approach Reported cross Reference

Reason for  
OmissionDisclosures on Management Approach Reported cross Reference

Reason for  
Omission
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Employee Department Organization Position

Greg babyak policy netcoalition board Member

security industry and financial Markets association - Market Data subcommittee co-chair

security traders association - institutional brokerage committee Member

us chamber of commerce - intellectual property committee Member

Dan Doctoroff president bloomberg l.p. board Member

committee encouraging corporate philanthropy board Member

council on foreign Relations Member

Governor’s island preservation and education corporation Vice chair

Hudson River park trust board Member

Hudson yards Development corporation board Member

Human Rights first board Member

youth inc. board Member

World Resources institute board Member

peter Grauer chairman bloomberg inc chairman

bloomberg l.p. board Member

Davita inc lead Director

Davita inc - compensation Member

Davita inc - compliance Member

Davita inc - nominating & corp Governance chairman

foundation board for unc chapel Hill Member

Honors board for unc chapel Hill Member

international business council of the World economic forum Member

inner city scholarship fund board of trustees trustee/president

national Development council for unc chapel Hill Member

pomfret school board of trustees trustee/president

Rockefeller university trustee

the business council Member/executive committee Member

us chamber of commerce board Member

andy lack Multimedia boston university trustee

iMG board Member

planet Green advisory council

Readers Digest association inc board Member

sezmi inc. board Member

sony bMG chairman

sony Music entertainment inc chairman

BOARDS & AffILIATIONS

>>
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tom secunda product bloomberg l.p. board Member

Governor’s island alliance board Member

intrepid Museum foundation board Member

national parks conservation Vice chair

nature conservancy board Member

Westchester county parks, Recreation & conservation board Member

Matt Winkler news bloomberg l.p. board Member

city university of new york Graduate school of Journalism Member

columbia college board of Visitors of columbia university Member

columbia university knight-bagehot fellowship program, board of advisors chairman

committee to protect Journalists Member

council on foreign Relations board Member

economic club of new york Member

international center for Journalists board Member

kenyon college trustee

kenyon Review board of trustees trustee

school of Journalism & communication-tsinghua univ, advisory board Member

tsinghua university school of Journalism, international board board Member
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