
Environmental stewardship isn’t just a buzz word for us; 

it is a core value and guiding principle of our company 

culture. While we make it a priority to walk the talk, we 

realize we haven’t shared “the talk” as far and wide as 

we could. In our 2nd annual impact report, we will 

continue to explore the results of our efforts, provide 

clarity on any changes, and share some of our targets 

for 2019. This is our yearly commitment to improve our 

transparency, share our successes, and own up to our 

failures. We strive to continually improve, grow, and 

bring awareness to what really matters.

Our vision is to help humanity refuse 34 Billion single-use 

items by 2022. We will ful�ll this vision by focusing on our 

mission of “helping humanity bag the single-use habit”. 

Designing and distributing high-quality, long-lasting, 

reusable alternatives to single-use waste is what we do, 

and in our pursuit of doing this, we create both a positive 

and negative impact. This report will outline three areas 

of impact: product, waste stream, and carbon 

contribution. If you have feedback on how we are doing, 

please reach out to takeaction@chicobag.com to share. 

We would love to hear from you!

2018 IMPACT REPORT 

Our vision is to help humanity refuse 

34 Billion single-use items by 2022. We 

will ful�ll this vision by focusing on 

our mission of helping humanity bag 

the single-use habit.



Over the years, we have conducted surveys and interviewed customers to 

better understand how people use our products and how effective they are 

at reducing single-use waste. We have found that, on average, people keep 

and use our products for �ve years. Most people use them on a regular 

basis as a replacement for a single-use alternative. 

We have made some assumptions in order to quantify the potential impact 

of each and every product. Those assumptions include:

•  Each “grocery bag” is used a minimum of two times per week

   (replaces between 2 and 4 single-use disposable bags per use) 

•  Each “snack bag” is used �ve days per week (replaces 1 single-use

   disposable bag per use) 

•  Each “produce bag” is used once per week (replaces 1 single-use

   disposable bag per use) 

•  Each “utensil set” is used �ve days per week (replaces 1 single-use

   disposable utensil per use) 

•  We conservatively estimate that the average useful life for all fabric

   and bamboo products is 5 years. Stainless steel To-Go Ware products

   have an average useful life of 10 years.

 

In 2018, we distributed products that have the potential to replace 1.5 

billion single-use items. To put that in perspective: since 2005, we have 

distributed products that have the potential to help humanity refuse 19.5 

billion single-use items. As stated above, our vision is to reach 34 billion 

by 2022.  

PRODUCT IMPACT:
We have an active recycling and repurposing program for all reusable bags. 

It is important to us that our products do not become part of the waste 

stream. We did not tabulate the number of bags we received back through 

our Zero Waste program in 2018, but we will measure this moving forward.  

In 2018, 3,900 units were distributed to organizations in need through our 

Pay it Forward program.

  

We have made two key observations in regards to our Zero Waste program.  

1) Most bags we receive back are not ChicoBag or To-Go Ware products.  

2) The majority of the bags we receive are fully functional and can still 

provide years of useful life.

In 2018 we will measure the total number of units we receive in our Zero 

Waste program and compare the percentage of ChicoBags to the percentage 

of other reusable bags.   We will also continue to measure the number of 

items we “pay forward” to great causes through product donations.

CLOSING THE LOOP:



We believe that waste is food for another system. Through a variety of 

programs, we consistently divert between 85% and 95% of our waste 

away from the land�ll. Contributions to this accomplishment include our 

of�ce’s composting program, recycling education, and providing tools (like 

our very own ChicoBag!) to help employees limit their waste preemptively. 

Our bathrooms do not use paper towels or toilet seat covers, we don’t

 have traditional “trash cans” around the of�ce, and we repurpose or 

reuse anything we can. By making prudent purchasing decisions, we have 

been able to limit the amount of non-recyclable packaging that comes in 

the of�ce. Our worst offender continues to be lunch-related waste. If you 

have suggestions for inspiring employees to cut back their microwave 

meals, we’re all ears.

WASTE STREAM IMPACT:

Total 2018 Waste Generation:  Approximately 5,823 pounds total, of which 

85% - 95% was diverted from the land�ll through compost, recycling, 

charitable donations, and repurposing programs.

Estimated Water Usage:  We minimize water usage by using drip irrigation 

and water-wise landscaping at our of�ce. We have also installed a waterless 

urinal (it’s not as gross as it sounds!) and purchased rain barrels to catch any 

rainwater for reuse. We expect to see an increase in water usage in 2019 as 

we continue to support our employees’ (and their extended families’) use of 

our laundry and shower facilities. This is due to the devastating Camp Fire in 

Paradise, CA. We will continue to work with our landlord to understand our 

water usage better and address any concerns. 

THE RESULTS:

WE BELIEVE IN
A BETTER WAY OF
DOING BUSINESS.



It is important to us to limit our carbon contribution, especially since the nature 

of our business requires products to be shipped all over the world. We work 

hard to ship as responsibly as possible by choosing shipping partners that are 

focused on minimizing their carbon contribution. Whenever possible, we utilize 

sea shipments, which have a lower per-product carbon footprint.   

In 2019, we were able to reduce our electricity usage by 14%. We attribute this 

to lighting retro�ts, heating and air improvements, and general employee 

education.

In 2019, we saw an increase in natural gas over 2018. Previously unused areas 

of our of�ce space are now occupied by a new, state-of-the-art print shop to 

support full-color customization of products. We are also housing victims who 

lost their homes or places of business from the Camp Fire, who are �nding relief 

in areas of our unused of�ce space.

CARBON CONTRIBUTION:

Electricity Used:  84.3 MWH  (carbon neutral through a Renewable Energy Credit) 

Natural Gas Used:  1920 Therms (carbon neutral through carbon offsets) 

Employee Travel:  Not offset

UPS Shipping:  All shipments via UPS are carbon offset. We offset 320.129 tons 

of carbon through UPS’s Certi�ed Carbon Neutral Shipment Program in 2018. 

Other Shipping:  All shipments via other carriers were not carbon offset. In future 

years, it is our desire to quantify the carbon impact of these shipments and offset 

them as well.

THE NITTY-GRITTY:

We �rmly believe that it’s not where it’s made that matters - it’s how it 

is made.  We hope to instill con�dence in our growing community of 

customers and supporters, that we are managing the environmental and 

social issues associated with the manufacturing of all the products we 

sell.  We utilize multiple sewing factories in China and Cambodia that 

we actively visit twice a year.  We also take time on these trips to visit 

component factories at least once a year. For us, it is all about 

continuous improvement - from quality standard to audits.  To learn 

more about our manufacturing, please visit our website: 

https://www.chicobag.com/t-manufacturing

MANUFACTURING:


