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INTRODUCTION 

WHY DID YOU SET A SCIENCE-BASED 
TARGET? 

WHAT WAS THE PROCESS? 

Targets adopted by companies 
to reduce greenhouse gas (GHG) 
emissions are considered 
“science-based” if they are in line with 
the level of decarbonization required to 
keep global temperature increase 
below 2 degrees Celsius compared to 
pre-industrial temperatures, as 
described in the Fifth Assessment 
Report of the Intergovernmental Panel 
on Climate Change (IPCC AR5).

The Procter  & Gamble Company was founded 
in 1837 by Wil l iam Procter  and James Gamble 
and serves consumers around the world with 
one of  the strongest  portfol ios of  t rusted and 
qual i ty  brands such as Tide®, Olay®, Crest® 
and Dawn®. Today P&G sel ls  products in 
more than 180 countr ies and terr i tor ies 
around the world and in 2016,  P&G recorded 
$65 bi l l ion in sales .  The company has a 
strong commitment to address cl imate 
change and is  advancing goals on reducing 
greenhouse gas emissions,  increasing 
renewable energy,  and dr iv ing down energy 
consumption.  Jack McAneny,  Director  of  
Global  Sustainabi l i ty  answered the fol lowing 
quest ions about the company’s  
science-based target .    

The company’s mission is  to improve the 
l ives of the world’s consumers now and for 
generat ions to come. So pursuing goals in 
l ine with those supported by science is  a 
natural  step.   Al igning our new goal with 

P&G reviewed the latest  science presented 
by the Intergovernmental  Panel on Cl imate 
Change ( IPCC) and selected a short-term 
goal that would enable us to achieve reduc-
t ions in l ine with the high end of the range 
recommended in the latest  IPCC report .   
P&G was already committed to sourcing 30% 
of i ts  energy as renewable,  so having a 
greenhouse gas reduct ion goal  that was 
equally as ambit ious was the next logical  
step.   P&G joined the WWF’s Cl imate Savers 
program in 2015 and committed to reduce 
absolute GHG emissions by 30% by 2020 
from a 2010 basel ine.   P&G worked closely 
with WWF to set this new ambit ious 
science-based goal  and their  teams con-
�rmed i t  meets the minimum standards of 
mult iple methods including the 3% solut ion,  
SDA and the Context-Based Carbon metr ic 
approach.

cl imate science helps ensure the voluntary 
act ions we are taking are meaningful .  
Science-based targets o�er us a credible 
and meaningful  method of communicat ing 
these ambit ious e�orts .  



THE TARGETS 
Procter & Gamble commits to reduce 
emissions from operat ions 30% by 2020 
from a 2010 base-year .  Within this 
t imeframe, the company wil l  also 
address the main source of emissions 
across i ts  value chain by measures 
including:  ensur ing that 70% of al l  
washing machine loads are washed in 
cold water ,  doubl ing the use of 
post-consumer resin in plast ic 
packaging and ensur ing zero 
deforestat ion in the palm oi l  supply 
chain .  

WHAT ARE THE BENEFITS OF HAVING A 
SCIENCE-BASED TARGET? 

We set this goal  with the �rm bel ief  that i t  
wi l l  be good for the environment and good 
for our business.  Energy conservat ion and 
increasing renewable energy wil l  not only 
dr ive emission reduct ions,  but wi l l  decrease 
costs and help create innovat ive solut ions 
that wi l l  help our brands win with consumers.  

There is  a clear business case for reducing 
our greenhouse gas emissions via use of 
renewable energy and e�ciency 
improvements.  For example,  the energy 
e�ciency act ions we have already taken over 
the last  4 years,  which wil l  help reduce our 
GHG emissions,  have saved $500 mil l ion – 
and there are more savings to come.

 
WHAT INNOVATIONS HAVE OCCURED AS 
YOU STRIVE TO MEET YOUR TARGET? 

P&G plans to achieve i ts  new goal by 
maintaining a focus on energy conservat ion 
and increasing i ts  use of renewable energy.  
The GHG emissions reduct ions are 
del ivered through P&G’s commitment to 
sourcing 30% of i ts  energy from renewable 
sources.   The Company’s energy portfol io 
includes geothermal ,  wind,  solar ,  
hydroelectr ic ,  and biomass including 
renewable projects in North and South 
America,  Asia ,  and Europe.   Nine percent of  
the 64 mil l ion GJ of energy consumed in 
2015 was from renewable sources,  so 
achieving 30% might appear di�cult ;  
however,  with a Texas wind project due in 
2016 and a 50 MW biomass CHP project in 
Albany,  Georgia to be del ivered in 2017,  the 
9% wil l  double to about 18% by the end of 
2017.  Other renewable projects are in 
development and many more are st i l l  being 
conceptual ised.   

In addit ion to P&G’s ambit ious targets to 
reduce Scope 1 and Scope 2 emissions,  the 
Company has a l ist  of  act ions to reduce 
Scope 3 emissions,  namely the impact our 
products have on the environment when 
used by consumers.  The Company plans to 
make transportat ion and packaging 
improvements,  achieve zero deforestat ion 
in i ts  palm oi l  supply chain and increase i ts  
use of FSC-cert i�ed wood �bre.  By 
innovat ing in washing detergent design,  
working in partnership with machine 
manufacturers and rais ing consumer 
awareness,  P&G aims to increase the 
proport ion of cold-water washes to 70% by 
2020.  This wi l l  help consumers reduce 
energy usage and contr ibute to addit ional  
reduct ions in GHG emissions.

"We set this goal with the �rm
 belief that it will be good for
 the environment and good 
for our business.”

Jack McAneny, 
Director of Global Sustainability.
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WHY NOW?

Taking action now will ensure the smoothest-
possible transition to the low-carbon economy 
while preserving ecological stability. If action is 
delayed, companies will need to make deeper 
cuts to their GHG emissions, which will be 
extremely disruptive to business. Companies 
can demonstrate leadership by joining the 
Initiative now and receive expert support and 

 @sciencetargetsScience Based Targets info@sciencebasedtargets.org

www.sciencebasedtargets.org  
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