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COMPANY BRIEF Based in San Ramon, 
California, Chevron (www.chevron.com) is one 
of the world’s leading integrated energy compa-
nies. Chevron is involved in virtually every facet 
of the energy industry. The company explores 
for, produces, and transports crude oil and 
natural gas; refi nes, markets, and distributes 
transportation fuels and other energy products; 
manufactures and sells petrochemical products; 
generates power and produces geothermal en-
ergy; provides energy effi ciency solutions; and 
develops the energy resources of the future.

How critical is corporate responsibility to 
Chevron and what are some of the key ar-
eas you focus on?

drawing on over 130 years of operation, 
we see a deep connection between a healthy 
business and a healthy society.

support for the communities in which we 
live and work is embedded in “The Chevron 
Way,” a statement of our values. It’s also em-
bedded in our operational processes; in all the 
requirements around our health, environment, 
and safety processes; and you’ll also see it ref-
erenced as part of our growth strategy.

We have had four strategic shifts in 
community engagement over the course 
of many decades. We’ve moved from cor-
porate philanthropy to social investment; 
from a donor to a partner with commu-
nities; from what I call building bricks to 
building capacity at the community level; 
and from promoting good causes to pro-
moting economic development.

our focus areas are health, educa-
tion, and socioeconomic development. 
These are the building blocks of healthy 
economies that require energy for 
sustainable growth and prosperity. 

Is it important that there be a clear re-
lation between what you’re supporting and 
your business focus?

absolutely. In health, our biggest programs 
are in the prevention, awareness, and treatment 
of HIv/aIds, malaria, and tuberculosis, which 
are issues in some of the countries where we 
have our biggest operations. These issues im-
pact our employees, families, and communities. 
ensuring healthy workforces and communities 
supports a healthy business.

This is critical, because when we go into a 
region or country to develop energy, we are mak-
ing an investment that lasts for decades. We want 
those energy developments to prosper in vibrant 
communities and economies. so our focus on 
health ultimately makes excellent business sense.

In education, we’ve put a big push on sTem – 
science, technology, engineering, and math. We 
hire scientists and engineers, and these technical 
disciplines are paramount to the skills we need to 
run our business. so we have partnerships not only 
at the local level with local schools to strengthen 
the sTem curriculum, but we have partnerships 
with some 90 universities around the world that we 
recruit from to facilitate programs with faculty to 
ensure the sTem curriculum is strong.

In terms of socioeconomic development, 
the business link is equally clear. because we 
need qualifi ed local suppliers, we support all 
kinds of vocational training and skills in the local 
supply chain. We invest a substantial amount of 
time training and providing programs to ensure 
that local suppliers are qualifi ed to do the work 
we need in our business. once they get that 
qualifi cation, they are also better able to serve 
others in the industry and local economy as well.

Do you partner with other organiza-
tions in the community to have an impact 
in areas outside of your expertise?

absolutely. For example, our biggest part-
ner in health is the Global Fund to Fight aIds, 
Tuberculosis and malaria. It operates across 
multiple countries in various capacities. We 
work through them as a partner to leverage our 
dollars in countries important to us.

We also have a global education partner-
ship with the discovery Channel that extends 
to 65 learning centers across a number of 
countries.

Within socioeconomic development, we 
bring multiple nGos and others together so we 
can assemble the right expertise to leverage our 
dollars to create greater scale and impact.

Partnerships build trust and commitment 
for shared economic and human progress in our 
local communities. There is little we do that is 
not done through a partnership. 

On the giving side, do you need to have 
metrics in place to track impact?

measuring the results of corporate giving 
is critical and it is evolving. We want to be able 
to measure outcomes because if we can’t make 
these investments sustainable, and they’re not 
building on each other over time to create sta-
bility and growth in communities, we’re really 
not making progress.

How critical is internal communica-
tion with your people on this focus to make 
sure they’re engaged in this work?

our operations in each country around the 
world have their own internal communications 
programs. but we also issue a corporate Cr report 
that is a wonderful summary of everything we do 
and communicate through our corporate advertis-
ing, our YouTube channel, and our Facebook page. 

beyond communications, we create op-
portunities for employees to get involved. our 
giving and volunteer program in the u.s. is 
called Chevron Humankind. between corpo-
rate matching and employee donations, it has 
raised some $70 million over three years for u.s. 
nonprofi ts. 

We have a big week of caring where em-
ployees from management on down get in-
volved in the communities. In our home state 
of California, Chevron employees have donated 
over 25,000 volunteer hours.

another area that has been prominent for 
us over the past five or six years is our ef-
forts on disaster relief. Those situations draw 
in our local organizations and employees in a 
big way to support their neighbors when they 
need it most.•
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