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management to take a strong position on the environment and take
actions to back up the words. Much of this report deals with our
environmental actions—where we stand and where we intend to go.

This report also deals with other efforts aimed at building a better world.
For me, the remarkable thing about these efforts at Herman Miller is their
broad-based support. Widespread engagement on the part of Herman
Miller employees has led to wide variety of recognition: One of Fortune’s
“100 Best Companies to Work For”, one of SustainableBusiness.com’s
top 20 “World Sustainable Stocks”; one of Diversitylnc’s top ten
supplier diversity programs in the U.S.; one of Business Ethic’s “100
Best Corporate Citizens.”

I’ll say again: Are we perfect? Not by any means. Will we constantly try

to improve the performance of our customers’ environments? Yes. Will

we continue to work toward the goals stated in this report and build on
the progress we are reporting here? By all means. And | truly hope this
report will give you some ideas about how you can join us.

Thank you.

B AWM

Brian Walker
Chief Executive Officer

EMPLOYEES POSE AT OUR CORPORATE HEADQUARTERS FOR A PHOTO IN SPIRITOS,
OUR ANNUAL NEWSPAPER PUBLISHED BY AND FOR THE HERMAN MILLER COMMUNITY.
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HERMAN MILLER EMPLOYEES SPEND A SUNNY SUMMER AFTERNOON COLLECTING

ROADSIDE LITTER AS PART OF THEIR LOCAL “ADOPT-A-HIGHWAY” PROGRAM.

INTRODUCTION

Sustaining a Better World Around You

At Herman Miller, many things matter—design,
certainly, and both classic furniture and high-
performance office systems and seating. We
also set great store in what makes a better
world—environmental advocacy, community
service, inclusiveness and diversity, and health
and well-being.

The 3rd annual Better World Report results
from our corporate values (two of which are
“A Better World” and “Transparency”) and our
determination to live up to them as we sustain
our business into the future.

We have taken many factors into account in
deciding what information to include in this
report—our customers’ requests, our corporate
goals, and our support for environmental advo-
cacy, and the Global Reporting Initiative (GRI)
guidelines. Every year in November we report
on our performance at building a better world,
what we’ve accomplished during the previous
year, and most important, what our plans are.
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http://www.globalreporting.org



