
	  





 
We envision a new sector of the economy 

which harnesses the power of  private enterprise to create public benefit.

This sector is comprised of a new type of  corporation v the B Corporation  v

which is purpose-driven, and creates benefit for all stakeholders, not just shareholders.

As members of this emerging sector and as entrepreneurs and investors in B Corporations, 

We hold these truths to be self–evident:
That we must be the change we seek in the world.v

That all business ought to be conducted as if people and place mattered.v

That, through their products, practices, and profits, businesses should aspire  

to do no harm and benefit all.v

To do so requires that we act with the understanding that we are each dependent  

upon another and thus responsible for each other and future generations.v
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B Corps in Their Own Words

One of the most powerful aspects of this book is the oppor-
tunity to hear directly from the B Corp community—in its own words—
about the benefits, challenges, and surprises of becoming a Certified B 

Corporation. Within this handbook you will find twenty B Corp Q&As with CEOs, 
executives, impact investors, and others from the following companies:

   
mandy Cabot, CeO, dansko (page 17)

    Footwear—Pennsylvania

   John replogle, CeO, Seventh generation (page 23)
    Home products—Vermont

   
 rob michalak, global director of Social mission,  
Ben & Jerry’s (page 27)

   Ice cream—Vermont

    rick ridgeway, Vice President of  
environmental Initiatives, Patagonia (page 34)

   Outdoor apparel—California

    matt Stinchcomb, Vice President of Values  
and Impact, etsy (page 38)

    E-commerce marketplace—New York

   gonzalo muñoz, CeO, triCiclos (page 42)
    Recycling—Chile

   tiffany Jana, CeO, tmI Consulting (page 51)
   Diversity and inclusion consulting—Virginia

   nat robinson, CeO, Juhudi Kilimo (page 64)
    Asset-based financing and training—Kenya

   Kim Coupounas, Cofounder, goLite (page 78)
    Outdoor apparel—Colorado



 B Corps in Their Own Words  ix

    edward Perry, Cofounder and managing director,  
COOK trading (page 82)

   Frozen ready meals—United Kingdom

    Tom Payne, Marketing Director, King arthur flour 
(page 88)

    Baking goods—Vermont

    terence Jeyaretnam, executive director,  
net Balance (page 100)

   Sustainability consulting—Australia

    Kenyatta Brame, Chief administrative Officer,  
Cascade engineering (page 104)

    Manufacturing—Michigan

  tim masson, CeO, the Ian martin group (page 115)
    Recruitment and human resources consulting 

—Canada

    maria Kingery, Cofounder and CeO,  
Southern energy management (page 128)

    Solar energy—North Carolina

    anders ferguson, Partner, Veris Wealth Partners  
(page 134)

   Impact investing—New York

   tim frick, Principal, mightybytes (page 144)
    Web and media services—Illinois

   Kevin trapani, CeO, the redwoods group (page 148)
    Insurance services—North Carolina

    Jed davis, director of Sustainability,  
Cabot Creamery (page 160)

    Dairy products—Vermont

     Jenn Vervier, director of Strategy and Sustainability, 
new Belgium Brewing Company (page 166)

      Craft brewed beer and ales—Colorado
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FOreWOrd

Ryan Honeyman is a champion for a better way to do business.
Let’s be honest. Sustainability consultants don’t get on magazine covers. 
They don’t usually get to do keynotes at big conferences. The job of a 

sustainability consultant is to make other people look good. Kind of like a point 
guard in basketball.

As partners and investors in and 1—a basketball footwear and apparel com-
pany that made a name for itself with trash talk T-shirts, baggy shorts, cool shoes, 
and “No he didn’t!” streetball videos in the decade-plus from 1993 to 2005—we 
know point guards. Some point guards are famous in their own right, but the vast 
majority exist to make it easier for others to perform at a high level.

Ryan Honeyman is a point guard for sustainability. And although he may not 
help you win the adulation of the crowds, with The B Corp Handbook Ryan has 
made it easier for you to earn the admiration of your kids and your grandkids.

How do we know this to be true? It’s simple: Your kids and your grandkids 
will demand more from work than a paycheck. They will demand a purpose. 
They will demand more from business than products that are made cheap, fast, 
and disposable. They will demand products and services that create a positive 
impact in the world.

As you’ll read in this book, according to Goldman Sachs, this is already true 
among millennials, who comprise about 50 percent of the world’s workforce. Yes, 
you read that correctly: 50 percent. Millennials want a job that offers them an 
opportunity to create meaning, not just make money. And those millennials are 
also your customers and, soon, your investors.

So this book is not for everybody. It’s only for those business leaders who want 
to attract and retain the best talent. It’s only for those marketing professionals 
who want to turn their customers into evangelists. It’s only for those CEOs who 
want to attract the kind of capital that will let them build a great business for the 
long term. It’s only for business school students and young entrepreneurs and 
intrapreneurs who want an easy-to-use tool kit to help them seize a big market 
opportunity and to bring their whole selves to work every day.

We are witnessing one of the most important cultural shifts of our time. We 
are in the midst of the evolution of capitalism from a century focused on maxi-
mizing short-term shareholder value to one focused on maximizing long-term 
shared value.
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According to the largest public pension fund in the United States, CalPERS, 
which has $265 billion in assets under management, the companies that will 
create the most long-term shareholder value will be those that effectively manage 
their financial capital, their physical capital, and their human capital for the long 
term.1 That’s investor-speak for the triple bottom line: people, planet, and profit. 
The B Corp Handbook will help you do that.

Business leaders are the rock stars of our time. But the rock stars of the next 
generation will be different from the rock stars of today. These rock stars will 
build companies that are both high growth and high impact. These rock stars 
will make money and make a difference—at the same time. The B Corp Hand-
book will help you do that.

Like the B Corp movement itself, The B Corp Handbook doesn’t tell you 
what you need to do to be a better business. It helps to make certain that you’re 
asking the right questions, which only you can answer: Does our business serve 
a higher purpose? Where are the opportunities unique to our business? What 
practices can we implement that would create a business that is better for our 
workers, better for our community, better for the environment, and better for 
our bottom line?

Every winning team is blessed with a player that makes everyone else better. 
In the game of business, especially as it will need to be played to win  in the years 
to come, Ryan Honeyman is that kind of player.

Ryan has helped a wide variety of businesses (including natural foods com-
panies, cleaning companies, hybrid auto repair garages, and even a funeral 
home) go through the B Corp certification process, and he’s helped some of the 
larger B Corps, such as Ben & Jerry’s and Klean Kanteen, improve the social and 
environmental performance of their supply chains.

When Ryan heard that B Lab had said “Not yet” to a request to write a book 
about the B Corp movement, Ryan took it upon himself to write The B Corp Hand-
book. And like a true champion, Ryan recognized that the light needed to shine 
on others. So throughout this book you’ll get to hear from a number of B Corp 
CEOs and marketing, human resources, and sustainability executives, in their 
own words, about how they’re using their businesses as a force for good and why 
they became B Corps.

The three of us—college friends and business partners for the past twenty 
years—left our first careers as an entrepreneur, an operator, and an investor and 
decided that the highest and best use of our talents was to work together to help 
others use the power of business as a force for good. After years in conversation 
with hundreds of business leaders, we cofounded a nonprofit called B Lab that is 
the organizing force behind the B Corp movement.



 Forward  xiii

In a relatively short time, B Lab has certified more than one thousand com-
panies, and those Certified B Corps have worked together to pass laws in more 
than twenty-five U.S. states to support a better way to do business. They have 
also worked together to develop and promote standards for measuring, bench-
marking, and improving a company’s impact, standards which are being used 
by more than fifteen thousand businesses from thirty countries and more than 
one hundred global investment funds and institutional investors, from the Inter-
American Development Bank, JPMorgan, Prudential, and UBS to leading com-
munity banks, credit unions, and impact investors.

That’s the real power of this book—it gives you tools and tips to join these fifteen 
thousand businesses. Maybe you’ll be inspired to become a Certified B Corp and be 
recognized as a leader, maybe you won’t. But we hope that you’ll be inspired to 
use your business as a force for good and that this book will help you take the next 
steps on that journey.

We have been privileged to watch a community form around a simple idea: 
to redefine success in business. We are firm believers in the African proverb that 
says, “If you want to go fast, go alone. If you want to go further, go together.”

Use this book. Find the wisdom in the experiences of the B Corps that speaks 
to you, and join us.

Let’s go further together.

Jay Coen Gilbert, Bart Houlahan, and Andrew Kassoy 
Cofounders, B Lab
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InTrOduCTIOn

I first found out about B Corporations while baking cookies. 
The flour I was using—King Arthur’s unbleached all-purpose flour—had a 
Certified B Corporation logo on the side of the package. “That seems silly,” I 

thought. “Wouldn’t you want to be an A Corporation and not a B Corporation?” 
The carton of eggs I was using was rated AA. I was obviously missing something.

An online search revealed that the B logo was not a scarlet letter for second-
rate baking products. B Corporations, I found, were part of a dynamic and excit-
ing movement to redefine success in business by using their innovation, speed, 
and capacity for growth not only to make money but also to help alleviate pov-
erty, build stronger communities, restore the environment, and inspire us to work 
for a higher purpose. The B stands for “benefit,” and as a community, B Corpora-
tions want to build a new sector of the economy in which the race to the top isn’t 
to be the best in the world but to be the best for the world.

Since my cookie-inspired discovery, I have watched the B Corp movement 
grow rapidly and globally. In addition to King Arthur Flour, big-name B Corps 
include companies like Ben & Jerry’s, Cabot Creamery, Dansko, Etsy, Method, 
Patagonia, and Seventh Generation. There are now Certified B Corporations in 
more than thirty countries around the globe, including Afghanistan, Austra-
lia, Brazil, Chile, Kenya, and Mongolia (to name a few). Thought leaders such 
as former president Bill Clinton and Robert Shiller, the winner of the 2013 Nobel 
Prize in Economics, have taken an interest in the B Corp movement. Inc. maga-
zine has called B Corp certification “the highest standard for socially responsible 
businesses,” and the New York Times has said, “B Corp provides what is lacking 
elsewhere: proof.”1

You ought to look at these B Corporations. . . . We’ve got to get back to a 
stakeholder society that doesn’t give one class of stakeholders an inordinate 
advantage over others.

Bill Clinton, former president of the United States

I think B Corporations will make more profits than other types of companies.

Robert Shiller, Nobel laureate in economics
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In a time of unfortunate political gridlock, the B Corporation is an idea that 
has generated incredible bipartisan support. In the United States, legislation 
to create benefit corporations—a new corporate structure based on the B Corp 
idea—has been passed in “red” states like Louisiana and South Carolina, “blue” 
states like California and New York, swing states like Colorado and Pennsylvania, 
and even in Delaware, the home of corporate law, where more than 63 percent of 
the Fortune 500 are incorporated. It is not hard to see why this idea receives strong 
bipartisan support. B Corps are pro-business, pro-environment, pro-market, and 
pro-community.

I decided to write this book because in my work as a sustainability consultant 
I have found that many business owners and CEOs are intrigued and excited by 
the idea of B Corporations, but until now there has been no single step-by-step 
resource that could explain the what, why, and how of the B Corp movement. 
Accordingly, the first two sections of this book will outline the business case for 
using your business as a force for good, offer a brief history of the B Corp move-
ment, provide a description of what B Corps are and why they are important, and 
highlight ten benefits of becoming a B Corp.

The third section describes the B Impact Assessment, a comprehensive tool 
that helps turn the desire to use business as a force for good into a series of con-

meet some of the B Corps. More than 1,000 B Corps are leading a global movement to 
redefine success in business.
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crete, measurable, and actionable steps.2  This section is a great resource, whether 
you want to become a Certified B Corporation or you are unsure about becoming 
a B Corp but want a free tool to assess, compare, and implement improvements 
that are good for workers, good for the environment, good for communities, good 
for the long term, and good to the core. Whichever path you choose, this sec-
tion will give you the insight, resources, and best practices necessary to make the 
most of your efforts.

For those who are fired up and ready to go, the Quick Start Guide in the final 
section outlines a six-week, step-by-step action plan to help you move forward on 
your journey as efficiently as possible. Like the section on the B Impact Assess-
ment, the Quick Start Guide is designed to be useful both for businesses that 
want to become a Certified B Corporation and for companies that are interested 
in improving their social and environmental performance but are not necessarily 
interested in formally certifying as a B Corporation.

Most importantly, I made sure to tap into the collective wisdom of the B Corp 
community to help me write this book. I interviewed more than one hundred 
CEOs, sustainability directors, impact investors, marketing executives, human 
resources directors, and others from an international cohort of Certified B Corpo-
rations. The goal of these interviews was to get a wide range of opinions—directly 
from the B Corp community—about the business benefits of B Corp certification 
and the challenges that typically arise during the certification process. I also 
asked them to provide advice for companies that are considering whether to cer-
tify. In fact, one of the most powerful aspects of this book is the opportunity to 
hear fellow business leaders describe, in their own words, why their company 
became a B Corp and why they think B Corps matter.

In addition, you’ll find that my website has downloads on a range of business, 
management, and leadership topics about which B Corps have something partic-
ularly useful to share. Topics include organizational strategy, creating a culture 
of innovation, attracting investment capital, legal considerations, and the latest 
tips on effective branding and marketing.3

There are two final things that I want you to know. First, B Corp offers a frame-
work that any company in any state or country in the world can use to build a 
better business. This framework is relevant whether you are a B2B or B2C busi-
ness, a local sole proprietor or a global brand, a start-up or a third-generation 
family business, a limited liability company or a partnership, an employee-
owned company or a cooperative, a C corporation or an S corporation, or even if 
you are still deciding on the right structure for a new business.

Second, B Corp is relevant to you personally, whether you are attracted or 
repelled by such terms as green, socially responsible, or sustainable; whether 
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you consider yourself conservative or progressive; whether you are a student, 
a young entrepreneur, or an experienced businessperson. If you have ever 
thought about how you could make a living and make a difference, about your 
legacy and the example you set for your kids, or about leading a purpose-driven 
life—and especially if you’ve thought about how you could use business as a 
force for good—the B Corp movement is for you.

Welcome to the future of business. Let’s get started.
Ryan Honeyman 

San Francisco
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A Note about Certified B Corporations  
and Benefit Corporations
The main focus of this book is the Certified B Corporation, also referred to as a B 
Corp, not the U.S. legal entity known as a benefit corporation. This book prioritizes 
the Certified B Corporation because this certification is available to any business 
in the world, regardless of its existing legal structure or location of incorporation, 
making it the most relevant aspect of the B Corp movement for the majority of 
readers. Additional detail about the similarities and differences between Certified 
B Corporations and benefit corporations is available in the appendix.
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Using Business as a Force for Good  
Is Good for Business

Before launching into the main content of this book, it is 
important to get one thing clear from the start: using business as a force 
for good is good for business. One of the most persuasive arguments for 

increasing your company’s social and environmental performance is that you 
will save money, enhance profitability, and generate more business value. If you 
or others in your company, such as the CEO, CFO, or an influential board mem-
ber, are skeptical about anything that hints of “green” or “socially responsible,” 
then this section will give you a brief snapshot of the bottom-line, business case 
for sustainability.

Indeed, a veritable who’s who of thought leaders such as Accenture, Deloitte, 
Goldman Sachs, Harvard Business School, McKinsey & Company, and Pricewa-
terhouseCoopers have released data-driven case studies, global surveys, and 
exhaustive reports that offer compelling proof that using business as a force for 
good is good for business.

For example, Goldman Sachs reported that “more capital is now focused 
on sustainable business models, and the market is rewarding leaders and new 
entrants in a way that could scarcely have been predicted even fifteen years ago.”1 
Goldman Sachs found that there has been a dramatic increase in the number of 
investors seeking to incorporate sustainability and environmental, social, and 
governance factors into their portfolio construction.

In a report that echoes this sentiment, the International Finance Corporation 
found that the Dow Jones Sustainability Index performed an average of 36.1 percent 
better than the traditional Dow Jones Index over a period of five years.2 Comparable 
results have been found by some of the top academic institutions in the world. For 
example, a recent Harvard Business School study concluded that “high sustain-
ability companies significantly outperform their counterparts over the long term, 
both in terms of stock market as well as accounting performance.”3

Accenture, in a global study of CEOs’ perspectives on sustainability, found 
that 93 percent of CEOs see sustainability as important to their company’s future 
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success. Accenture reported that “demonstrating a visible and authentic commit-
ment to sustainability is especially important . . . to regain and build trust from 
the public and other key stakeholders, such as consumers and governments—
trust that was shaken by the recent global financial crisis.”4

Although some claim that sustainability is a passing trend, Deloitte stated 
that “sustainability is a critical business issue that is quickly becoming a man-
datory requirement.”5 Deloitte went on to argue that social and environmental 
responsibility will continue to be relevant because, unlike other business issues, 
sustainability is being shaped by constituencies such as shareholders, regula-
tors, consumers and customers, nongovernment organizations, and other drivers 
outside of a company’s locus of control.

If you are on the fence, PricewaterhouseCoopers found a “positive, statisti-
cally significant, linear association between sustainability and corporate finan-
cial performance,”6 and McKinsey, in no uncertain terms, said, “The choice 
for companies today is not if, but how they should manage their sustainability 
activities.” McKinsey also reported that a fragmented, reactive approach to sus-
tainability is no longer enough. “Companies can choose to see this agenda as a 
necessary evil—a matter of compliance or a risk to be managed while they get on 
with the business of business—or they can think of it as a novel way to open up 
new business opportunities while creating value for society.”7

Importantly, sustainability is not just about reducing your environmental 
footprint. Goldman Sachs notes that “research at both the corporate and univer-
sity levels suggests that this next generation of employees and consumers have 
specific needs at work that are dramatically different from previous generations. 
High among these is a desire to align personal and corporate values. To attract 
and retain this group, we believe that companies need to provide rewards beyond 
financial gain.”8

A Brief History: From and 1 to B Corps
I first discovered the and 1 mixtapes in the late 1990s. The mixtapes were a series 
of basketball “streetballing” videos, created by the popular basketball shoe and 
apparel company and 1, that featured lightning-quick ball handling, acrobatic 
slam dunks, and jaw-dropping displays of individual talent. I was a huge fan of 
the and 1 mixtapes because the players used flashy, show-off moves that were very 
different from the more traditional style of basketball played in college or the NBA 
at the time. I was so fascinated with the mixtapes that I even integrated them into 
my lesson plans when I worked as an English teacher in Zhejiang Province, China.

Many years later, I was quite surprised to find out that two of and 1’s cofound-
ers, Jay Coen Gilbert and Bart Houlahan, along with Andrew Kassoy, their longtime 
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friend and former Wall Street private equity investor, were the people who created 
the Certified B Corporation (also referred to as just B Corporation, or B Corp). I 
learned that Gilbert’s and Houlahan’s experiences at and 1, and Kassoy’s on Wall 
Street, were central to their decision to get together to start B Lab, the nonprofit 
behind the B Corp movement.

and 1 was a socially responsible business before the concept was well known, 
although and 1 would not have identified with the term back then. and 1’s shoes 
weren’t organic, local, or made from recycled tires, but the company had a bas-
ketball court at the office, on-site yoga classes, great parental leave benefits, and 
widely shared ownership of the company, and each year it gave 5 percent of its 
profits to local charities promoting high-quality urban education and youth lead-
ership development. and 1 also worked with its overseas factories to implement 
a best-in-class supplier code of conduct to ensure worker health and safety, fair 
wages, and professional development.

That was quite progressive for a basketball shoe company, especially because 
its target consumer was teenage basketball players, not conscious consum-
ers with a large amount of disposable income. and 1 was a company where an 
employee would be happy and proud to work.

and 1 was also successful financially. From a bootstrapped start-up in 1993 to 
modest revenues of $4 million in 1995, the company grew to more than $250 million 
in U.S. revenues by 2001. This meant that and 1—in less than ten years—had risen to 
become the number two basketball shoe brand in the United States (behind Nike). 
As with many endeavors, however, success brought its own set of challenges.

and 1 had taken on external investors in 1999. At the same time, the retail 
footwear and clothing industry was consolidating, which put pressure on and 1’s 
margins. To make matters worse, Nike decided to put and 1 in its crosshairs at 
its annual global sales meeting, in order to gain a larger share of the market. Not 
surprisingly, this combination of external forces and some internal miscues led 
to a dip in sales and and 1’s first-ever round of employee layoffs. After painfully 
getting the business back on track and considering their various options, Gilbert, 
Houlahan, and their partners decided to put the company up for sale in 2005.

hoW It ALL stArteD. The 
seeds of the B Corp 
movement were planted 
at a basketball company 
called and 1. 
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The results of the sale were immediate and difficult for Gilbert and Houlahan 
to watch. Although the partners went into the sale process with eyes wide open, 
it was still heartbreaking for them to see all of the company’s preexisting commit-
ments to its employees, overseas workers, and local community stripped away 
within a few months of the sale.

The Search for “What’s Next?”
In their journey from basketball (and Wall Street) to B Corps, Gilbert, Houlahan, 
and Kassoy had a general sense of what they wanted to do next: the most good 
for as many people as possible for as long as possible. How this would manifest, 
however, was not initially clear.

Kassoy was increasingly inspired by his work with social entrepreneurs as a 
board member of Echoing Green (a venture capital firm focused on social change) 
and the Freelancers Insurance Company (a future Certified B Corporation). Hou-
lahan became inspired to develop best practices to support values-driven busi-
nesses that were seeking to raise capital, grow, and hold onto their socially and 
environmentally responsible missions. And Gilbert, though proud of and 1’s cul-
ture and practices, wanted to go much further, inspired by the stories of iconic 
socially responsible brands such as Ben & Jerry’s, Newman’s Own, and Patago-
nia, whose organizing principle seemed to be how to use business for good.

The three friends’ initial, instinctive answer to the “What’s next?” question 
was to create a new company. Although and 1 had a lot to be proud of, they 
reasoned, the company hadn’t been started with a specific intention to benefit 
society. What if they started a company with that intention? After discussing dif-
ferent approaches, however, Gilbert, Houlahan, and Kassoy decided that they 
would be lucky to create a business as good as those created by existing social 
entrepreneurs such as Ahmed and Reem Rahim from Numi Organic Tea and Mike 
Hannigan and Sean Marx from Give Something Back Office Supplies. And more 
importantly, they decided that even if they could create such a business, one 
more business, no matter how big and effective, wouldn’t make a dent in address-
ing the world’s most pressing challenges.

They then thought about creating a social investment fund. Why build one 
company, they reasoned, when you could help build a dozen? That idea was also 
short lived. The three decided that even if they could be as effective as existing 
social venture funds such as Renewal Funds, RSF Social Finance, or SJF Ven-
tures, a dozen fast-growing, innovative companies was still not adequate to 
address society’s challenges on a large scale.

What Gilbert, Houlahan, and Kassoy realized, after speaking with hundreds 
of entrepreneurs, investors, and thought leaders, was that there was a need for 
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two basic pieces of infrastructure to accelerate the growth of—and amplify the 
voice of—the entire socially and environmentally responsible business sector. 
This existing community of leaders said they needed a legal framework to help 
them grow while maintaining their original mission and values, and credible 
standards to help them distinguish their businesses in a crowded marketplace, 
where everyone seemed to be making claims that they were a “good” company.

To that end, in 2006 Gilbert, Houlahan, and Kassoy cofounded B Lab, a 
nonprofit organization dedicated to harnessing the power of business to solve 
social and environmental problems. The B Lab team worked with many of these 
leading businesses, investors, and attorneys to create a comprehensive set of 
performance and legal requirements, and they started certifying the first B Cor-
porations in 2007.

B Corps: The Quick and Dirty
Certified B Corporations are companies that have been certified by the nonprofit 
B Lab to have met rigorous standards of social and environmental performance, 
accountability, and transparency. B Corp certification is similar to LEED certifica-
tion for green buildings, Fair Trade certification for coffee, or USDA Organic certifi-
cation for milk. A key difference, however, is that B Corp certification evaluates an 
entire company (e.g., worker engagement, community involvement, environmen-
tal footprint, and governance structure) rather than looking at just one aspect of a 
company (e.g., the building or a product). This big picture evaluation is important 
because it helps distinguish between good companies and just good marketing.

Today, there is a growing, global community of more than 1,000 Certified B Cor-
porations across dozens of industries working together toward one unifying goal: 
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A CertIfICAtIoN for the eNtIre CompANY. B Corp certification helps consum-
ers, investors, the media, and policy makers support organizations that 
are using business as a force for good.
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to redefine success in business so that one day all companies will compete not just 
to be the best in the world but also to be the best for the world.

Why B Corps Matter
Business is, for better or worse, one of the most powerful forces on the planet. At 
its best, business encourages collaboration, innovation, and mutual well-being, 
and helps people to live more vibrant and fulfilling lives. At its worst, business—
and the tendency to focus on maximizing short-term profits—can lead to signifi-
cant social and environmental damage, such as the BP Deepwater Horizon oil spill 
or the loss of more than $1 trillion in global wealth in the 2008 financial crisis.

Governments and nonprofits, moreover, are necessary yet insufficient to 
address society’s greatest challenges. Government budgets are already con-
strained and are likely to be more constrained in the future, and nonprofits, for 
all the great work that they do, are structurally limited in their ability to attract 
and retain talent, to rapidly grow to meet demand, and to adapt to new chal-
lenges, because they are heavily dependent on charitable funding.

Over the past thirty years, there has been a tremendous growth in the 
number of conscious consumers, socially responsible investments, and triple 
bottom line businesses that believe that business should strive to do no harm. 
More recently, there also has been a chorus of voices from thought leaders such 
as Sir Richard Branson, Thomas Friedman, Bill Gates, and Michael Porter, who 
have recognized a growing trend among entrepreneurs and business leaders 
toward creating market-based solutions to our most pressing global challenges.

How do B Corporations fit into this bigger context? What is the point? Why do 
B Corps matter? There are many reasons why B Corps matter, but the following are 
some of the reasons that are most meaningful to me and to the hundreds of B Corp 
representatives I spoke to during the writing of this book.

B Corps matter because they accelerate the evolution of capitalism. Many 
businesses tend to focus on short-term profits, not because these businesses are 
inherently greedy or evil but because short-term profits are the metric that is most 
often measured and rewarded. B Corporations believe that capitalism needs to 
evolve from a twentieth-century model that heavily emphasizes short-term profits 
for shareholders to a twenty-first-century model that creates shared and endur-
ing prosperity for all stakeholders (including workers, suppliers, the community, 
the environment, and shareholders). B Corps accelerate this existing trend by cre-
ating, using, and promoting new legal structures that aim to create value for all 
stakeholders, as well as transparent, credible, comprehensive, and independent 
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third-party standards of social and environmental performance that create a more 
efficient and effective marketplace.

B Corps matter because they redefine success in business. B Corps create a 
new narrative, a new set of expectations, and a new focus on using the power 
of business for more than just profits. A great example of this is the work of 
Adam Lowry and Eric Ryan, the cofounders of Method. Lowry and Ryan took 
an uninspiring product category—soap—and built a movement around styl-
ish, eco-friendly products that make cleaning safe and fun. Method’s products 
prevent triclosan, brominated vegetable oil, sodium lauryl sulfate, and other 
unpronounceable ingredients from getting into our homes and the environment. 
Method has built an imaginative, irreverent culture that allows its employees 
to express themselves through their work. It has generated great returns for its 
investors through its mission-aligned sale to Ecover, a European home products 
company, and now Ecover is considering whether to become a founding Euro-
pean Certified B Corporation. This is a laudable—perhaps heroic—achievement. 
And Lowry and Ryan are not alone. There are thousands of others like them, cre-
ating businesses that are high growth and high impact.

[B Corporations are] a powerful, no-cost, market-based solution to the 
systemic problem of “short-termism” and an innovative approach to using 
market forces to solve our most challenging problems.

Jack Markell, governor of Delaware

B Corps matter because they are concrete and measurable. B Corp certifica-
tion turns the ambiguous concepts of “going green” or “being a good corporate 
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citizen” into something tangible and measurable that people can easily identify, 
trust, and support. B Corps meet rigorous independent standards of performance 
for worker treatment, engage in their communities, and steward our environment. 
Most importantly, these standards—and information about how other B Corps 
perform against them—are transparent. This can help your business stand out in a 
crowded market, attract the best talent, and turn your customers into evangelists.

B Corps matter because they build collective voice. Many movements—from 
clean tech, microfinance, and sustainable agriculture to the Buy Local and co-op 
movements—are manifestations of the same idea: how to use business for good. 
The B Corporation amplifies the voice of this diverse marketplace behind the power 
of a unifying brand that stands for a better way to do business. Certified B Corpora-
tions include more than a thousand businesses, from more than sixty industries 
and thirty countries, that can speak with one voice when they collectively invite 
their thirty million closest family, friends, and followers to join them in celebrating 
the use of business as a force for good.

B Corp certification helps raise awareness around what is being done well in 
Afghanistan. It sets an example that an Afghan company can achieve inter-
national standards for ethical operations and transparency. It also benefits 
other Afghan companies by opening up more mentoring opportunities and 
demonstrating the path to apply for B Corp certification.

Luisa Walmsley, Corporate Social Responsibility Program Manager, Roshan  
TELECOMMUNICATIONS—AFGHANISTAN

mAKING moNeY AND A DIffereNCe. Method’s cofounders, adam Lowry and Eric 
Ryan, have created a business that is both highly profitable and highly beneficial 
for society and the environment. 
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B Corps matter because they are better businesses. Many business owners 
have told me that B Corp certification has helped them become a better business 
on many different levels—from attracting talent, to raising capital, to winning new 
business. Indeed, Certified B Corporations were 63 percent more likely to survive 
the Great Recession (2007–2009) than the average U.S. small business. And when 
B Corps survive, they benefit all of their stakeholders by creating social, environ-
mental, and financial value.

B Corps matter because they help us live to a higher purpose. There’s a reason 
why Rick Warren’s The Purpose-Driven Life is among the best-selling books of all 
time.9 Most people are motivated by a higher purpose, not profit. A Huffington Post 
blog by B Lab cofounder Gilbert summed up how B Corps tap into this energy: 
“Whether by law or custom, we believe and act as though business can have no 
purpose other than the maximization of profits. This belief . . . constrains our 
imagination and ability to live to our full potential as human beings. A full life is a 
life of service to something more than oneself, whether that something be family, 
friends, community, the environment, society, or future generations.”10

B Corps matter because they stand for something, not against anything. 
The B Corp movement stands for positive, innovative, and practical solutions to 
global problems. There are no furious tirades about politicians or corporate greed. 
Indeed, on its list of core values, B Lab says, “We stand for something, not against 
anything.” This positive, can-do philosophy is deeply appealing to me as a busi-
ness owner, and I think it appeals to many other founders, investors, and execu-
tives as well.

In sum, B Corps matter because they are leading a global movement to rede-
fine success in business, so that society will enjoy a more durable shared pros-
perity. As a result, we will make progress toward alleviating poverty, building 
stronger communities, creating great places to work, and restoring the environ-
ment, for generations to come.

A good certification may help set us apart from our competitors, but the most 
powerful and transformative certifications focus on bringing us all together.

Rebecca Hamilton, Director of Product Development, W.S. Badger Company  
BODY AND PERSONAL CARE PRODUCTS—NEW HAMPSHIRE



Q: What business benefits do you directly attribute to your B Corp 
certification?

A: B Corp certification helps us stay focused on best practices—less operational 
waste, lower energy usage, a better and more complete employee handbook 
and sourcing code of ethics, and so on. If you really want to toe the triple 
bottom line, you need to hire an entire team of people to stay on top of every-
thing. The folks at B Lab who give this their undivided attention and who can 
see the “all of it” do this for us, coming up with both the standards and easy-to-
follow steps for improvement.

In addition, B Corps love to share. Whether it’s great ideas about market-
ing, operations, community outreach, or sourcing, or offering discounts to 
fellow B Corps on goods and services, the community of B Corps generates a 
tremendous amount of collective goodwill, energy, and value. 

Q: What advice do you have for a business that is considering B Corp 
certification?

A: Start by taking the assessment, even if you’re unsure about becoming certified. 
It will likely show you things you hadn’t thought of and allow you to compare 
your results to those of thousands of other companies. Also, involve as many 
people as you can in the process. If you want your values to stay top-of-mind 
in all your operations, involve every department in the responses. Engage non-
managers as well. Give them an opportunity to lead and to offer solutions; turn 
them into champions and heroes.

Mandy Cabot, CEO
Dansko
FOOTWEAR—PENNSYLVANIA
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