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November 28, 2016 
 
Dear friends, 
 
Point B was founded in 1995 by Jim Hodge, Tim Jenkins and Darran Littlefield, three Seattle-area entrepreneurs and former 
“big firm” consulting managers. The trio set out to create an organization where top talent could address client problems 
underserved by traditional consulting firms. From the start, the firm affected real change for clients and partners, offered 
flexible access to experienced leaders, and eliminated unnecessary overhead. 
 
Today, Point B’s integrated businesses continue to create value for the organizations and communities we serve. We help our 
clients and partners realize their visions and achieve results. We are proudly 100 percent employee-owned and regularly 
named one of the nation's “Best Places to Work For” by Fortune, Consulting magazine, and other publications. 
 
How did we scale this model? Through a relentless and intentional focus on our people. Our employee-owned firm is rooted in 
a set of strong core values and uncompromising ethics. Our consultants exhibit a passion for life, and our flexible consultancy 
model gives them unprecedented choice in an industry where choice is often limited. They can work in the same city in which 
they live. They can “choose their Point B” by exploring diverse career paths, giving time to charitable causes, taking a 
sabbatical, exploring entrepreneurial pursuits, and being home in time for dinner or coaching their kid’s baseball team—all 
while driving real, measurable impact for our clients. This is a fundamentally different model in the world of professional 
services, where “up or out” is the norm. Point B hires for life. 
 
Our 2020 Vision is guided by the belief that our people should have one W2 and multiple careers. We can achieve this vision by 
continuing to diversify and expand our business while keeping a keen commitment to our people, our clients and the 
communities in which we live and work. It’s just good business—and it’s the right thing to do. It’s social responsibility at Point B. 
 
This report describes our commitment and our approach to integrating social responsibility into the fabric of our business. 
Going forward, we will be connecting and aligning previously disparate initiatives across our geographic markets. In the past, 
these initiatives were spearheaded by entrepreneurial people with a passion to make an impact on the world. Our new model 
will continue to stoke their innovative fire while also magnifying associate and firm investment in social responsibility by 
incentivizing greater collaboration, transparency and accountability.  
 
I am excited to see Point B take the next steps on this journey, and hope you will join us in making the world we all share a 
better place to live and work! 
 
Sincerely, 

 

 

 
E.J. Blanchfield 
 
Chief Operating Officer 
Point B, Inc. 
(206) 985-9690 
eblanchfield@pointb.com  



Point B: 2016 Social Responsibility Report 
 

Copyright © 2017 Point B. All rights reserved 
4 

  

Together we 
magnify our 

impact 



Point B: 2016 Social Responsibility Report 
 

Copyright © 2017 Point B. All rights reserved 
5 

TABLE OF CONTENTS 
 

How to Read This Report ........................................................................... 6	
Emphasis on People .................................................................................. 7	
How Did We Get Here? .............................................................................. 9	

Our Approach ............................................................................................................ 9	
What matters most .................................................................................................. 10	
Our primary stakeholders ........................................................................................ 11	

The Way Forward ..................................................................................... 12	
Our 2020 Vision ...................................................................................................... 13	
Our 2020 Goals ....................................................................................................... 13	
Our Next Steps ........................................................................................................ 13	

Our Impact ................................................................................................ 14	
Clients: Enduring Partnerships ............................................................................... 15	
People: For the Benefit of Our People .................................................................... 19	
Community: Making an Impact Every Day .............................................................. 25	
Firm: Running a Lean Business .............................................................................. 33	

Appendix ................................................................................................... 37	
Who We Are ............................................................................................................ 37	
Employee Ownership .............................................................................................. 37	
Executive Leadership .............................................................................................. 38	
Social Responsibility Leadership ............................................................................ 38	
Equity, Diversity, Inclusion (EDI) ............................................................................. 38	
Awards and Recognition ......................................................................................... 39	
Core Values ............................................................................................................ 39	
Cultural Tenets ........................................................................................................ 40	
Professional Development Tenets .......................................................................... 40	

For More Information ............................................................................... 49	
 

  



Point B: 2016 Social Responsibility Report 
 

Copyright © 2017 Point B. All rights reserved 
6 

HOW TO READ THIS REPORT 
The report was developed using the Global Reporting Initiative’s (GRI) G4 Sustainability 
Reporting Guidelines. Cross references to the respective standards are indicated at the 
bottom of the page. Below is an example of a cross reference. A detailed index is 
presented in the Appendix. 

 

The body of the report is organized around Point B’s impact framework which organizes 
our social responsibility around four impact areas: 

1. Clients: Growth & Innovation 

2. People: Talent & Culture 

3. Community: Impact Investing 

4. Firm: Footprint 

 

  

GRI INDICATORS 

G4-18 – Report Definition 
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EMPHASIS ON PEOPLE 
This report is a comprehensive overview of Point B's social 
responsibility performance during 2015 and a look at our vision for 
2020. It shares our core economic, social and environmental impacts 
along with the strategies we are deploying to achieve our long-term 
vision.

BACKGROUND 
Point B's unwavering emphasis on our people is key to creating triple bottom-line value—social, 
environmental and financial—for our clients, people, communities and firm.  

We envision a world in which our integrated set of businesses, values and investments generate 
ever more positive change for our people, clients and communities through social and 
environmental innovation, impact investing, and a healthy, diverse and inclusive workforce by 2020. 
In order to achieve this vision, we are investing in a series of projects across the firm that embed 
social responsibility principles into the way we work, play and live. 

IMPACT FRAMEWORK 
Our Impact Framework in Figure 1 serves as our guide. It uses our four core value propositions as 
a lens to advance our investments in people, planet and profit. It also serves as a baseline to 
measure our firm’s performance, mitigate risk, and adapt to change as people, technology and 
markets evolve. 

  

  Figure 1: Point B Impact Framework 
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HOW DID WE GET HERE? 
Establishing a new vision for social responsibility at Point B involved 
more than 18 months of research, collaboration, analysis and soul-
searching (Figure 2). The resulting 2020 vision and goals reflect our core 
belief that social responsibility creates triple bottom-line value—social, 
environmental and financial—for our clients, our people, our firm, and 
the communities in which we live and work. 

 

 

OUR APPROACH 
The approach we took to write this 
report and develop our social 
responsibility (SR) strategy involved 
three phases: Diagnose & Plan, 
Assess, and Recommend. We 
created our Impact Framework 
(Figure 3) during our diagnosis and 
planning phase. We then identified 
material Global Reporting Initiative 
(GRI) indicators and Point B-unique 
financial and non-financial metrics, 
and aligned them to each Impact 
Pillar (i.e., Clients, People, 
Community and Firm) in order to 
assess Point B performance during 
phase two1. In parallel, we conducted 
an external scan of peer firm SR programs using GRI’s Sustainability Disclosure Database to clarify 
industry context and performance benchmarks. Our SR assessment measured the impact of 
findings and the return on investment of future projects to advance our SR goals—all part of 
creating a set of phased recommendations to achieve our 2020 SR vision. 

  
                                                
1 The majority of Point B’s performance data are derived from internal time and expense records and via direct engagement (i.e., surveys and 
interviews). Environmental performance (e.g., energy, water, and waste) was estimated using industry-standard conversion factors with assistance from 
the Seattle Climate Partnership’s Carbon Footprint Calculator. 

 

Point B's 2020 vision and 
goals reflect our core belief 

that social responsibility 
creates triple bottom-line 

value—social, environmental 
and financial—for our clients, 
our people, our firm, and the 

communities in which we live 
and work. 

GRI INDICATORS 

G4-14 – Precautionary Approach 
G4-18 – Report Definition 
 

Figure 2 Point B’s Social Responsibility Strategy Development Approach 

Figure 3 Point B’s Impact Framework 



Point B: 2016 Social Responsibility Report 
 

Copyright © 2017 Point B. All rights reserved 
10 

WHAT MATTERS MOST 
Our materiality assessment identified the universe of drivers most relevant to our business and 
operating models. We used focus groups, an internal survey, 1:1 interviews, and executive 
briefings to identify the aspects of greatest value to our firm and external stakeholders, including 
our clients, communities and vendors/ suppliers. Figure 4 illustrates these primary material aspects 
for Point B and our stakeholders. The size of each aspect reflects a relative measure of Point B’s 
ability to influence. The color of each material aspect shows its relation to our Impact Framework 
pillars (Clients, People, Community and Firm). 

  

Figure 4 Point B’s 2016 Materiality Matrix GRI INDICATORS 

G4-19 – List of all Material Aspects  
G4-20 – Material Aspect Boundary 
G4-21 – Material Aspect Boundary 
(Outside Point B) 
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OUR PRIMARY STAKEHOLDERS 
We categorize our primary stakeholders into four stakeholder groups: our people, clients, 
communities, and the firm. These stakeholder groups include internal and external stakeholders 
that have an effect on Point B’s performance across our impact pillars. Table 1 describes the key 
issues raised by stakeholders (i.e., the reasons why each group is a primary stakeholder), and 
provides examples of how Point B engages with them to address, elevate and/or mitigate related 
issues. 

 

 

  

Table 1 Point B 2016 Stakeholder Engagement Model 
GRI INDICATORS 

G4-24 – Stakeholder Groups 
G4-25 – Stakeholder Basis 
G4-26 – Stakeholder Approach 
G4-27 – Key Issues Raised 
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THE WAY FORWARD 
Where do we want to go? How will we get there? Over the last 18 months, 
our Social Responsibility team conducted inclusive and collaborative 
research, engagement, analysis and soul-searching to identify our North 
Star—a 2020 vision for social responsibility at Point B. 
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OUR 2020 VISION 
We envision a world in which our integrated set of businesses, values and investments generate 
ever more positive change for our people, clients and communities through social and 
environmental innovation, impact investing, and a healthy, diverse and inclusive workforce by 2020. 
In order to achieve this vision, we are investing in a series of projects across the firm that embed 
social responsibility principles into the way we work, play and live. 

OUR 2020 GOALS 
Our 2020 goals validate our commitment to integrating social responsibility into every dimension of 
our business and operating models. We believe that our focus on social responsibility can generate 
triple bottom-line value—social, environmental and financial— for our clients, people, communities, 
and our firm. 

Point B’s 2020 Social Responsibility Impact Goals 

Pillar Goal Target Outcomes2 Additional Metrics 

Clients • Clients seek our expertise 
to advance social 
responsibility goals. 

• Increase our brand value 
and loyalty. 

• Increase sales attributable to social 
responsibility value proposition and investments. 

• Business decisions made through lens of triple 
bottom line criteria. 

• Achieve national recognition as a social 
responsibility thought leader. 

• Social responsibility service 
offerings implemented in 
partnership with multiple 
clients. 

People • Increase our desirability as 
an employer. 

• Receive more recruiting applications  
• Maintain higher retention rates, particularly 

among minorities. 

• Improve employee 
satisfaction. 

Community • Increase our community 
impact. 

• Achieve greater community impact through 
coordinated and equitable implementation of 
firmwide community impact strategy. 

• Community Impact 
investment criteria identified 
and implemented firmwide in 
alignment with strategy. 

Firm • Increase our productivity 
• Reduce our footprint 

• Capture operational efficiencies attributable to 
social responsibility investments. 

• Embed social responsibility principles into 
operational decision-making. 

• Maintain carbon output per employee at, or 
below, 2015 levels. 

• Achieve national recognition for social 
responsibility investments. 

• Social Responsibility team 
established as active 
member of Operations 
Leadership Team. 

OUR NEXT STEPS 
This report highlights our 2020 social responsibility vision and goals. Its data and metrics will help 
guide future decision-making and align our social responsibility investments for greatest impact. 
Our execution plan is meant to be agile, allowing us to adapt and evolve according to internal and 
external pressures. While several pilot projects have already begun, Point B will officially launch our 
2020 social responsibility strategy in January 2017. We are excited to build on our successes (and 
learn from our failures) to advance our vision for a better world. 

                                                
2 2020 Goals and Target Outcomes assume a 2015 baseline. 
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OUR IMPACT  
Point B’s focus on people impacts our clients, people and community, and it shapes the way we 
operate our firm. We have become trusted advisors to influential businesses and organizations that 
share a common passion for client service, a respect for individuals, and the desire to make a 
difference in the world. Our employee-owned firm has retention rates that are 7 to 10 percent 
higher than those of our peers, and we are consistently ranked as one of the “Best Places to Work” 
by national publications. We live and work locally, and our lean model has mitigated 
environmentally adverse practices throughout the life of the firm. 
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CLIENTS: ENDURING PARTNERSHIPS 
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Point B's consistent delivery of exceptional client service has helped solidify long-lasting 
partnerships with clients across the country. In 2015, roughly 70 percent of our 1,000+ 
engagements came from existing clients that have longstanding relationships with our team and 
trust Point B to deliver the outstanding results to which they’ve become accustomed. This is in part 
because we lead with experience. We know the art and science of project leadership, as our 
associates bring an average 17 years of professional experience to bear on our clients' greatest 
challenges. 

Our results are consistently recognized as a top management consultant. In 2015, we received the 
following awards for exemplary client service: 

• Top 100 Companies, Oregon Business 

• Top Metro Consulting Firms, Portland Business Journal 

• Top Management Consulting Firms, Orange County Business Journal 

• Top Healthcare Consulting Firms, Modern Healthcare 

Our clients report high satisfaction with the results they get from working with us. We measure 
satisfaction after every engagement, and have an industry-leading score of 9 out of 10 when it 
comes to referrals.3 

In order to recognize and celebrate these enduring partnerships, Point B hosts annual client 
engagement events in each of our geographic markets. Seattle’s 2015 event focused on how we 
can learn alongside each other and collaborate on community impact topics meaningful to all of us. 
In collaboration with the Seattle Foundation, we have facilitated new ways to identify local 
community impact problems with our clients and create innovative solutions together. 

We look for ways to build connections within our clients, across industries, and in our community 
service. Our clients are friends, neighbors and family. As a result, the relationships we establish are 
paramount. We do not compromise; we do what’s right for our clients—always.  

As a result of our approach to client service, many clients who share our values request our help to 
advance their own social responsibility agendas. For example, Starbucks, like Point B, believes that 
providing career opportunities for its employees is the right thing to do. As described in our Client 
Impact spotlight below, we partnered with Starbucks in 2015 to design a program management 
model to support and scale an initiative to hire up to 10,000 veterans by 2018. 

  

                                                
3 Net Promoter Scores are based on client feedback solicited at the end of each engagement using a standard ten question survey. 

 

"I am beyond impressed with 
their level of engagement, 

professionalism, and follow-
through on this project. And, 

within a relatively short 
period of time, both have 
embraced the Leadership 

Team and our staff in a way 
that has built tremendous 

trust and respect. They are 
great listeners and have taken 

a creative approach with my 
group.” 

  
-Ron Calvin, MD Inflight 

Operations, Alaska Airlines 

Markets We Serve 
 

Seattle, WA 
Portland, OR 

Chicago, IL 
Austin, TX 
Dallas, TX 

Phoenix, AZ 
San Francisco, CA 

Los Angeles, CA 
Denver, CO 

GRI INDICATORS 

G4-8 – Markets We Serve 
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CLIENT IMPACT: Helping Starbucks Design a Social Impact Engine 
 
Starbucks values the leadership, skills and 
work ethic that military service members 
bring to business, and is committed to 
creating meaningful opportunities for 
veterans and military spouses as they 
transition from military service to civilian 
careers. The company aims to hire 10,000 
veterans and military spouses by 2018—
going beyond saying “thank you” to honor 
those who have served. 
Achieving this ambition meant that 
Starbucks needed to unite its social impact 
mission with workforce development 
efforts on an enterprise-wide scale. 
Starbucks engaged Point B to design the 
program management model to support and scale the initiative. This included uniting leaders and 
teams to shape a shared vision of goals, strategies and priorities; creating forums and tools to 
ensure transparency and measure progress; and building a nimble framework that accelerates 
the company's ability to act on emerging opportunities and new learnings. 

Most important, the model helped elevate the initiative across the enterprise, acting as an engine 
to advance strategies that capture veteran and military spouse insights into what it takes to 
succeed, build cultural competence, and engage all parts of the organization in being part of the 
veteran’s initiative story. Starbucks partners are empowered to share that story with candidates, 
customers and their communities, as well as other companies that are looking to build their own 
veterans program. 

Starbucks believes creating career paths is one of the greatest social impacts it can make. Point B 
is proud to play a part in building an enduring program model that can be leveraged to 
accelerate and advance future initiatives across the enterprise.  

Learn more about the Starbucks commitment at www.starbucks.com/veterans. 

LOOKING AHEAD 
Point B has a legacy of working with our clients to address the world’s most pressing societal 
challenges. At our core, we are driven to serve. As professionals, we serve our clients’ best 
interests and create tangible, lasting results for them while also making an impact in the world we 
share. We intend to capitalize on the social responsibility investments we’ve made since 2012 to 
generate new business opportunities, increase brand value and loyalty, reduce firm risk, and 
deliver triple bottom-line value for our clients. 

We will build on our social responsibility successes to date by working across sectors (e.g., public, 
private, nonprofit, philanthropy) to create solutions that generate value for individual organizations 
and transform the world for the better. To this end, we will fertilize these innovations internally, in 
part, by fostering greater collaboration among existing communities of practice within Point B that 
emphasize corporate social responsibility, energy and resources, and nonprofit leadership. 
Together, we will serve our clients better, generate positive change in the world, and offer our 
people opportunities to invest in the areas in which they are most passionate 
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ASSOCIATES: FOR THE BENEFIT OF OUR PEOPLE 
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Building our firm for the benefit of its 
employee owners has had a 
profound impact on attracting and 
keeping talented people to do their 
best work for our clients. Point B's 
retention rates are 7 to 10 percent 
higher than those of our peers4, and 
we are consistently ranked one of 
the “Best Places to Work” by 
national publications.  

Our "special sauce" is, first and 
foremost, our focus on our people. 
This emphasis takes many forms and is buoyed by an award-winning culture. We preserve and 
advance our culture in many ways, including: 

• A firmwide Culture Director who reports to the CEO.  

• Our focus on life/ work balance, which supports people in taking the necessary time off 
to do the things they love with the people they love. Over 10 percent of our 570 associates 
work part-time. Our culture of flexibility allows us to create working schedules that meet 
people's personal and professional needs. 

• Financial support to foster relationships among our people, clients and communities. 

• Annual Getaways in every geographic market. These all-expenses paid weekends of 
relaxation for each associate (and guest) are filled with activities that support associate 
bonding and offer a rejuvenating break from client work. 

Our Employee-Stock Ownership Plan (ESOP) benefits our clients as they partner with consultants 
who bring an owner’s perspective on service. It benefits our employees, who have a 100 percent 
stake in the game. And it benefits our industry, as we continue a long tradition of offering the best 
people in business a career they can be proud of. Full ownership amplifies Point B’s mission, 
values and culture, and gives employees the opportunity to enjoy the financial benefits of owning 
the company they’ve helped grow. 

Professional development is also a strategic priority, particularly given our goal to offer “one W2, 
and multiple careers." We favor a self-directed career planning model in which associates direct 
their own professional development based on their career interests and goals. Point B provides 
ongoing leadership and support with access to on-the-job opportunities, learning programs and 
development tools. 

As illustrated in Figure 5, our associates participate in thousands of hours of professional 
development each year. A diverse mix of training programs serve associates at every stage of their 
careers:  

• Foundations Program: This program supports new associates in making a successful 
transition to Point B. They build a relationship with a Point B veteran partner and meet with 
several Point B leaders for a deeper dive into the firm. Foundations Partners serve as peer 
associates who are available for advice and mentorship during an associate's first 12 to 18 
months.   

                                                
4 Data collected from more than 10 peer firm sustainability reports were used to generate the industry retention rate calculation. 

 

In 2015 Point B was 
honored as one of the “25 

Best Medium Workplaces” 
by Fortune magazine, 

which recognizes the 
firm’s commitment to 

culture and emphasis on 
creating a uniquely 

positive workplace for our 
associates. 

 

In 2015, Point B was 
ranked 33rd by Fortune 
Magazine for “100 Best 

Workplaces for Women,” 
a testament to our 

emphasis on employee 
development and 

satisfaction. 
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• Realizing Your Point B: For associates who have completed their first year at Point B, this 
retreat helps them determine what their future can look like at the firm. It provides the space 
and time for associates to step away from their day jobs and focus on their professional 
growth. The retreat is also offered between years three and five, encouraging associates to 
continue their self-reflection and growth.   

• Individual Feedback & Coaching Program (IFCP): This hallmark program of Point B is 
designed to help associates more effectively serve our clients, lead and collaborate with 
others, and manage their own development. It provides associates with detailed assessments 
of their personality type and leadership style, along with structured feedback from clients, 
peers, directors and mentors. The program culminates in a personalized development plan 
created by the associate together with an external coach.   

• Internal and external courses: We offer a wide variety of training and professional 
development courses to support associates' ability to better serve our clients. For associates 
interested in topics not offered internally, Point B offers a training stipend to support additional 
training and development interests. 

 

 

We are also dedicated to the success and growth of firm leaders. In 2013, CEO Mike Pongon 
created a team to focus solely on executive talent. Its mission is to develop widely recognized 
executives who lead our associates, clients and businesses with extraordinary skill and heart. We 
believe that, in order to grow and thrive for the long term, we need a system that tends to the entire 
lifecycle of an executive at Point B, from selection and onboarding to developing and incentivizing.  

Our system of development ensures that we can sustain and build on our world-class leadership 
team by focusing on new, current and future leaders: 

• Newly hired or promoted executives: We support executives in new roles through an 
individually tailored onboarding process that delivers the key information, training, and 
relationships to be successful. We also pair each new executive with an Executive Partner for 
six months to provide peer support and perspective. 

• Current leaders: We provide the targeted skills training and experiential opportunities to grow 
executive capabilities. In 2015, 62 percent of our leaders participated in one or more of our 
executive development programs, which include: 

- Applied Leadership 

Figure 5. Point B Training Hours by Role 

GRI INDICATORS 

G4-LA9 – Training Hours by 
Employee  

G4-LA10 – Programs for Skills 
Mgmt.  
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- Executive Power Speakers 

- Executive 360 Feedback & Coaching 

- My Executive Career at Point B 

- Teaming 

• Future leaders: As we grow, we are committed to developing and promoting executive talent 
from within. We do so through succession planning for executive roles, actively building 
executive competencies through development planning, providing feedback, and focusing on 
systematic high-value, targeted skill building. In 2015, 75 percent of our new leaders were 
promoted internally into executive roles. 

We strive to create a culture of community and camaraderie for our executives. Our leaders gather 
twice a year at multi-day retreats to collaborate, learn and celebrate successes together. We 
facilitate Executive Watering Holes, where issues relevant to leaders and the firm are discussed 
and ideas and solutions shared. Executive peer groups provide valuable support, direction and best 
practices. This mix of activities help build a connected and engaged executive team. 

People Impact: Creating Opportunities for Women and Girls in Africa 

Donna Verhasselt, senior associate, joined Point B with a passion for philanthropic action. Point 
B’s emphasis on life/work balance gives her the 
opportunity to take summers off and focus on her 
philanthropic passions: empowering women and 
girls in Zambia through education initiatives that 
reduce poverty and encourage sustainable practices. 

As a board member and executive director for 
Dwankhozi Hope, Donna has traveled to Zambia 
twice to help foster international school 
partnerships and work with local leaders on 
women’s empowerment programs. In 2016, she will 
return to Zambia to help launch a program designed 
to keep girls in school by providing reusable 
menstruation kits. She has also hosted several 
Zambian teachers in Seattle to strengthen the 
partnerships between their communities.   

Donna says the life/ work balance at Point B gives her the unique opportunity to have an 
interesting and fulfilling professional role at Point B while having time for her passions outside 
work.  

“I have yet to run into someone who has the kind of flexibility I have, yet still manages to have an 
engaging professional career. I can be an active mom, an impactful professional and an engaged 
philanthropist because of Point B.” 

 

Donna Verhasselt fostering international 
school partnerships in Zambia 
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LOOKING AHEAD 
As Point B continues to grow, we know we have room to improve if the firm is to be its best for the 
long haul. As illustrated in Figures 6 and 7, our gender demographics are not yet balanced, and 
attrition rates are consistently 2 to 4 percent higher among women than men.5 This attrition trend is 
similar among minorities at Point B. We have work to do to diversify associate demographics more 
broadly across these groups, and we’re committed to addressing this challenge.  

We are making progress. In 2016, Point B’s Seattle Market office became a signatory of 100% 
Talent, a gender equity initiative in King County. Although King County has the highest percentage 
of women in the workforce in Washington state and the nation, it has a wider gender wage gap 
than either the state or country as a whole. The data is clear: Women make on average 24 percent 
less than men in the same position in King County, and according to wage data, the inequity is 
even greater among women minorities. Through 100% Talent, Point B will work with other leading 
companies in King County to embrace best practices that actively address the gender wage gap. 

We also launched a formal Equity, Diversity & Inclusion (EDI) initiative in 2016. Internally, our EDI 
efforts will focus on increasing awareness, opening dialogue and implementing support structures. 
Externally, we will focus on building our brand through EDI-focused talent strategies and expanded 
networks. With a focused team, dedicated resources, and a deep-rooted commitment to EDI, we 
are energized for the future and excited to target opportunities that EDI brings to our people, 
clients, communities and our firm.  

 
 
 
 
 

  

                                                
5 Point B internal human resources management system captures and reports all demographic data. 
 

Figure 6. Point B Gender Demographics by Role 

Figure 6. Point B New Hires by Gender 

GRI INDICATORS 

G4-LA1 – New Hires  

G4-10 –Employee Demographics 
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COMMUNITY: MAKING AN IMPACT EVERY DAY 
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Service is a core Point B value. Through leadership, charity and compassion, the firm and our 
employee owners strive to make a difference in our communities every day. 

What is more, Point B's model can generate more community impact per associate than road-weary 
professional services firms because the vast majority of our work is sourced and staffed locally6. 
Studies show that most locally spent money stays local—paying for services, supplies, staff, 
inventory, and other costs of doing business. Each transaction can create, on average, three times 
more income, jobs and wealth for the local community.7 

COMMUNITY IMPACT OVERVIEW 
Point B invests in community impact through several mechanisms, including direct financial 
contributions, pro bono and reduced-rate services, sponsorships, and the firm's support of associate 
volunteerism. As shown in Figure 8, Point B’s direct charitable investments in 2015 totaled 
$320,257.8 

 

  

                                                
6 Approximately, 99 percent of positions were sourced locally (within the same geographic region as the local market office) in 2015. 
7 Institute for Local Self-Reliance. Independent Business Building a Community-Scaled Economy. “Key Studies: Why Local Matters. 3) Economic 
Returns.” December 2011. Available at: https://ilsr.org/key-studies-why-local-matters/#3. 
8 Associate volunteer hours and charitable contributions are approximations based on extrapolations of data collected in a firm wide survey. 

 

Figure 7. Point B Charitable Investments by Market in 2015 

GRI INDICATORS 

G4-SO1 – Operations with local 
community engagement. 
G4-EC8: Indirect Economic Impacts 
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Table 2 below includes a sample of active community impact programs across Point B.  

 
  

Program Description 

Associate 
Sponsorship 

Point B provides financial support for organizations in which associates are heavily involved. Associates are 
often members of an organization's Board of Directors. We support their leadership positions at community 
nonprofits with an annual donation of up to $1,500. Nonprofits benefit from needed financial support and the 
high-impact skills of Point B associates; Point B benefits from the great leadership experience that associates 
gain in serving community organizations. 

Pro Bono 
Services 

Point B provides our consulting services pro bono and at reduced rates to organizations that otherwise may not 
be able to afford such management consulting services. We evaluate these organizations and needs on a case-
by-case basis. 

Account-Level 
Sponsorships 

Point B enables our client account teams to provide financial support to organizations of importance to their 
clients. Account leaders and directors evaluate and fund organizations based on criteria specific to their client 
accounts. 

Market-Level 
Sponsorships 

Point B markets customize their community impact programs based on local needs. For example, the Seattle 
market established “Puget Sound a Better Place” (PSBP) to deepen our understanding of Point B’s impact on 
the region. Through the program's surveys, we are able to better understand our employees' community 
interests and levers of involvement. This ongoing initiative will guide future community-planning efforts to ensure 
maximum impact in the Seattle market.  
Similarly, Point B Givebacks encourages associates in each of our markets to join forces and support our 
communities by donating items, services and/or money to local nonprofit organizations. Associates may 
nominate organizations to become designated recipients of the campaign. Many associates also donate 
personal time to these organizations. 

Corporate 
Sponsorships 

Point B’s investment in several organizations, such as the Multiple Sclerosis Society and the Seattle Cancer 
Care Alliance, are key examples of our firmwide community sponsorships. 

• Multiple Sclerosis Society: In 2004, Point B team members shared a personal experience with the disease, 
and the firm began sponsoring the MS Society at various levels. This partnership has grown into the largest 
sponsorship and volunteer platform for Point B and its clients. Every year, the firm supports Bike MS, MS 
Society’s series of cycling events, in five cities across the nation. Year after year, local Point B teams invest 
their time and passion in these bike events in support of the MS organization’s purpose. Over the years, 
Point B has raised over $1.3 million for this valued partner. 

• Seattle Cancer Care Alliance: Point B is a primary sponsor of Swim Across America, an event benefiting 
the Seattle Cancer Care Alliance (SCCA) Cell Therapy Lab. Point B has partnered with SCCA for many 
years, and we care deeply about the organization and its cause. Over the last three years, Point B has 
been honored to contribute over $30,000. 

Volunteerism Point B dedicates the entire month of October to celebrating community service through the 
#TogetherWeServe campaign. Building on our history of service, philanthropy and giving all year long to the 
communities in which we live and work, each Point B market coordinates its own community events for 
employees and friends to get involved and make a difference. In addition to firm-sponsored volunteerism, 
Point B’ers volunteered nearly 20,000 hours in their communities in 2015—averaging more than 35 hours per 
associate. 

Table 2 Sample Community Impact Programs 
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 COMMUNITY IMPACT: Expanding New Horizons 
 
Giving back is woven into the way 
Point B does business. Our people 
are involved in many local 
nonprofit organizations—as board 
members, financial sponsors, 
volunteers, and even chairs of 
organizations they have founded. 

In Seattle, Point B teams have been 
serving breakfast to homeless youth 
at New Horizons Ministries every 
month since 1999 (nhmin.org). New 
Horizons provides basic services 
and develops positive relationships 
with homeless youth to connect 
them to the resources they need to exit street life. When our co-founder, Tim Jenkins, learned that 
New Horizons was looking to add a regular breakfast prepared by volunteer teams, the first Point 
B volunteer group was born.  

Point B’s support doesn’t end when the kitchen closes. Over the years, the firm has purchased 
cooking equipment, hosted the annual New Horizons Christmas party, provided funds to ensure 
that staff received a Christmas bonus, and purchased furniture for New Horizons' 20-bed young 
adult emergency center, which opened in February 2016 in partnership with Seattle’s Union 
Gospel Mission. 

Point B has also provided business planning expertise as part of a team of community leaders 
helping New Horizons achieve its 10-year anniversary vision of Street Bean, a coffee shop that 
employs street youth as apprentices (streetbean.org). Point B has also provided a letter of 
reference to a lender associated with the opening of Street Bean. 

From volunteering and pro bono services to helping with finances, Point B’s relationship with 
New Horizons exemplifies our commitment to community leadership, charity, compassion and 
action. 

2016 SOCIAL RESPONSIBILITY SURVEY: THE RESULTS ARE CLEAR 
Making a positive impact on their communities is important to our people—and 
it shows in their responses to our 2016 Social Responsibility survey: 

• Education, child development, and poverty alleviation were ranked as the top community 
impact areas of interest in 2015. 

• An estimated 23 percent of Point B'ers serve on nonprofit boards in their communities.  

• Point B’ers personally donated over $727,000 to community organizations in 2015. 

• Over 33 percent of all Point B’ers volunteered with a community organization in 2015—
totaling an estimated 19,927 hours. 

• An estimated 30 percent of Point B’ers use a green option in their commutes to work, 
including public transit, biking and walking. 

• Life/work balance is the most highly rated materiality factor across our workforce, followed 
by "maintaining firm culture," and "satisfaction with career." 

• When asked, "What new areas are you inspired to explore in 2016?”, our people 
emphasized “even greater commitment to our communities” above all else. 

 

In 2015, Point B’ers volunteered 
16,949 hours with community 

nonprofits and donated an 
estimated $727,754 to the 

charities they care deeply about.   

Point B Associates Making Breakfast at New Horizons 
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 COMMUNITY IMPACT: Sabah Cambrelen 
 
Sabah is the Equity, Diversity and Inclusion (EDI) leader at 
Point B. She is a firm believer in giving back, and since she joined 
Point B in 2011, she has grown her community involvement 
through our unique associate sponsorship programs.  

Sabah serves as a Women’s Leadership Initiative Mentor and the 
Fund Development Committee Chair for City Year Denver.  City 
Year is a national organization dedicated to raising graduation 
rates at in-need schools. Sabah has worked as a mentor to the 
Corps members of City Year's professional network and offered 
solutions for young leaders from a business perspective. (For the 
last three years, Point B has sponsored the Annual Women's Leadership Breakfast to support City 
Year's fundraising efforts to serve the community.) 

Sabah also sits on the Board of Women in Energy (WIE), a group for women involved in the 
energy industry. In such a male-dominated industry, WIE provides an open, safe haven for 
women to meet and network. Sabah serves as vice president of corporate members, helping to 
grow this organization by increasing corporate involvement. Point B supports Sabah and her 
work with WIE by sponsoring networking events and providing pro bono professional 
development classes taught by Point B business experts.   

Reaching beyond the United States, Sabah also helps collect children’s books and other much-
needed items for a pediatric medical clinic founded and run by her mother in Pakistan. In 2015, 
she brought Point B into the experience, gathering items from the firm for her mother to take to 
those in need.  She also helps raise funds for the Al-lmtiaz Academy, a school founded by her 
grandmother in Pakistan that focuses on women's education and empowerment. Sabah has 
leveraged Point B’s flexible leave policies to visit Pakistan, which enables her to help with her 
family’s philanthropic efforts.   

A mother of three, an avid tennis player, and someone who consistently gives back to her 
communities, Sabah says she values Point B's active support in all her endeavors. “Point B has 
always provided support, whether financial or via other diverse resources for the different 
organizations that I am involved in. I am proud of being a part of a company that supports and 
empowers its associates to pursue their passions and not only serve our clients, but also to give 
back to our communities!”  
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 COMMUNITY IMPACT: Giving Local Nonprofits a Lift 
 
When a Point B associate is in between assignments, a lot of high-caliber talent and experience 
goes unused. 

In 2016, Alison Bickford, a Seattle-based resource manager, took a close look at the question, 
“How do we better utilize resources while they are on the bench in order to provide better value to 
our markets? What if we figured out a way for our bench resources to generate revenue, if only 
for a portion of their time?” 

Her idea: the Lift concept, which provides meaningful work for our consultants between client 
engagements. The program offers short-term consulting services from associates on the bench to 
the local nonprofit community. Nonprofit organizations benefit from access to top-tier consulting 
resources at significantly discounted rates. And our people benefit from the opportunity to take on 
interesting and challenging work while contributing to the community in a meaningful way.  

Local nonprofits may submit project requests for work that can be completed within a 1- to 2-
week timeframe using the email ResourceManagementSeattle@pointb.com. Projects may include 
fundraising, program planning, communications strategy, technology assessment, process 
improvement and workshop preparation. 

LOOKING AHEAD 
The world is changing, and so must the ways in which we influence it. Looking ahead, we intend to 
codify a new firmwide community impact strategy that aligns our wide-ranging programs around a 
set of criteria that support our 2020 social responsibility vision.  
 
We will continue to test and learn from new approaches, such as an emerging program called Lift. 
Lift evolved to strengthen our community impact while providing meaningful work for our 
consultants as they transition between client engagements. As described in the following 
Community Impact spotlight, the program provides short-term consulting services from our bench 
resources to local nonprofits at significantly discounted rates. Everyone benefits—our communities 
and our people. 
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FIRM: RUNNING A LEAN BUSINESS 
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Historically, Point B’s lean model has mitigated environmentally adverse practices by virtue of how 
we conduct business. Our market focus alleviates the need for large offices and transportation 
fleets, and a large percentage of our employees prefer green commuting options.9 We maintain a 
modest carbon footprint, our primary and secondary energy and water consumption is virtually 
zero, and our waste stream remains minimal in the majority of our markets.10 

Environmental Footprint 
Point B does not own or lease a vehicle fleet and consumes zero direct energy. Our associates 
utilize client sites, home offices, and on-demand facilities as needed. Given the challenge of 
collecting data from these office categories, we have estimated consumption based on square-
footage, employee headcount, and industry 
standard conversion factors for commercial 
offices in each region. (See our GRI Index for 
more information.) 

Point B's largest office is located in Seattle, 
WA, where over 55 percent of energy we 
consume is generated by Columbia River 
hydroelectricity. Over 62 percent of energy 
consumed firmwide is generated from 
renewable sources such as hydroelectricity, 
wind, solar, biogas and geothermal. 

Figure 9 depicts our carbon footprint in metric 
tons of carbon dioxide equivalent emissions 
(MTCO2e). Figure 10 illustrates that Scope 3 

emissions 
represent over 60 
percent of our 
carbon footprint. 

 

As shown in Figure 10, nearly 48 percent of greenhouse gas (GHG) 
emissions come from business air travel11, and 33 percent are 
generated by employee commuting. As of today, Point B has little 
control over facility greenhouse gas emissions due to the lack of sub-
metering and the current structure of our leases.  

We care about the impact of our associates' commutes because we 
care about the well-being of our people and the environment. In 
addition to having a negative environmental impact, long commutes 
have been shown to erode employee retention. One recent study 

estimates that employees with a commute of five or fewer miles stay in their job 
20 percent longer.12 

                                                
9 Associate commuting habits were derived from the firmwide associate survey.  
10 In most cases, environmental metrics are estimates calculated using standard, publically available tools and methodologies. For more information, 
please see our GRI Index or contact Point B’s Social Responsibility team. 
11 Business travel data derived from a Point B travel vendor partner. Estimates are approximations based on extrapolations of a subset of employee 
travel history in 2015. 
12 “How Commute Issues Can Dramatically Impact Employee Retention.” Dr. John Sullivan. EREMEDIA. TLNT Talent Management and HR. April 21, 
2015. Available at: http://www.eremedia.com/tlnt/how-commute-issues-can-dramatically-impact-employee-retention/.  
 

GRI  
INDICATORS 

Figure 8 – 2015 Carbon Footprint by MTCO2e 

 

Figure 9. 2015 Carbon Footprint by Percent 

 

GRI INDICATORS 

G4-EN16 – Indirect GHG Emissions  
G4-EN17 – Other Indirect GHG 
G4-EN27 – Environmental Impact 
Mitigation 
G4-EN30 – Environmental Impacts 
of Transporting Workforce  
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Climate Risk 
As a market-focused professional services firm, Point B's businesses are not material-intensive and 
do not have significant supply chains. Associates typically serve local clients, traveling far less than 
traditional management consulting firms. Point B promotes virtual offices and onsite client service 
delivery, and we lease full-time office space only in Seattle, Portland, Chicago, Los Angeles and 
Denver. Less than 10 percent of the employee base in these markets uses dedicated office space 
on a regular basis. All of these factors allow Point B to maintain an extremely small environmental 
footprint. 

Our local model minimizes unnecessary commutes and mitigates the most critical climate change 
risks, such as: energy, commodity, and material price volatility; food and material shortages; and 
the monetization of environmental externalities (e.g., carbon prices). 

Looking Forward 
We expect that aggregate emissions will grow in parallel to the firm's growth as measured by 
revenue and headcount. That said, we have set a goal to hold constant on our per employee 
carbon output through 2020. This means maintaining our efficient business and operating models 
while looking for new ways to reduce our environmental impact.  

One way we intend to reduce impact is by targeting facilities (and leases) that give us new abilities 
to monitor and control our energy use. We also are examining alternative mass transit benefits and 
wellness incentives for our associates who bike, run or walk to work. And we are evaluating ways 
we can include social responsibility criteria in our vendor decision-making. To this end, we plan to 
pilot a vendor social responsibility questionnaire in our Seattle, Denver and Portland markets in 
2017. 

  

GRI INDICATORS 

G4-EC2 – Risks from Climate 
Change 
G4-EN32 – Supplier Screening 
G4-EN30 – Environmental Impacts 
of Transporting Workforce  
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APPENDIX 
WHO WE ARE 
Point B Consulting 
Point B was the first management consulting firm to specialize in project leadership, combining 
some of the nation's best project leaders with experts in a variety of disciplines. When the stakes 
are high, sophisticated clients turn to Point B to lead their most complex projects to success. 

Point B Capital 
Point B Capital was formed in 2011 to leverage our proven track record to deploy capital and 
produce new value in the marketplace. Point B Capital's relationship with Point B gives us unique 
insight into winning companies. We make equity investments and manage complex deals that 
capture value and leverage the relationships that Point B has developed since 1995. We build 
value for portfolio companies and Point B's broader client base by bringing them together for 
mutual benefit. Our network includes more than 300 clients across 27 industries. 

Property Development Services 
Point B Property Development Services was formed in 2013 to help property owners maximize the 
impact of their development visions. We offer expert management and project leadership to ensure 
that development and capital improvement projects are on time, on budget, and on brand. We work 
strategically with the greater Point B team—tapping analysts for industry insights and leveraging 
best practices from our process improvement leaders to deliver successful projects at every scale. 

Expert Velocity  
Expert Velocity (EV) was formed as a Point B, Inc. subsidiary in 2016 to match talented 
professionals with team-oriented contract work. EV offers a values-driven home for seasoned 
professionals looking to broaden the scope of their experience and to minimize hours while 
maximizing impact. Unlike other professional staffing firms, EV supports high-potential contractors 
in a myriad of challenging client environments, often augmenting Point B teams. 

EMPLOYEE OWNERSHIP 
In a move that celebrates Point B’s vision, culture and award-winning client service, Point B 
founders made employees 100 percent owners of the company in March 2014.  

Full employee ownership benefits our clients as they partner with consultants who bring an owner’s 
perspective on service. It benefits our employees, who have a 100 percent stake in the company 
they've helped grow. And it benefits our industry, as we continue a long tradition of offering the best 
people in business a career they can be proud of. 

Point B is a registered S-Corp organization with an Employee–Stock Ownership Plan (ESOP). This 
ensures that every employee shares in the firm’s success and is committed to Point B’s sustainable 
growth and prosperity. 

GRI INDICATORS 

G4-7 – Nature of Ownership 
G4-17 – Entities & Subsidiaries 
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EXECUTIVE LEADERSHIP  
Point B is governed by its Board of Directors, which includes founding partners and Point B 
executive leaders. Supporting the executive leadership is a diverse team of operational leaders and 
market leaders from across the firm. The Operational Leadership team supports the Chief 
Operating Officer (COO) and manages all operational functions firmwide.  

SOCIAL RESPONSIBILITY LEADERSHIP 
Point B’s COO, EJ Blanchfield, provides executive sponsorship, oversight and guidance for Point 
B’s Social Responsibility Program. Her core SR team includes initiative Director, Garrett Kephart; 
Equity, Diversity & Inclusion (EDI) Lead, Sabah Cambrelen; SR Program Manager, Jake Gentry; 
and Market Ambassadors from each of our offices. 

EQUITY, DIVERSITY, INCLUSION (EDI) 
In today’s world, people want to work for an organization with purpose, and our purpose has been 
clear since day one. Point B exists for the benefit of our people.  

Twenty-one years ago, our founders decided to create a new kind of firm by turning the status quo 
on its head—doing the best for our stakeholders, clients, and partners by first doing what is right for 
our people. From the beginning, putting our people first meant embracing our differences, and 
we’re proud that our employee-owned firm is built on a foundation of equity, diversity, and inclusion.  

Our goals and beliefs are straightforward:  we believe our people flourish in an environment where 
their viewpoints are valued, not stifled. Our people flourish because their ideas are not quickly 
ushered to the side in favor of the prevalent thought of the day.  Our people flourish in the 
recognition that everyone's beliefs, backgrounds, and differences can contribute to the firm's best 
thinking and collective success. 

Equity, Diversity, and Inclusion is more than just a business imperative at Point B; it shapes our 

ownership model and directly empowers each of our core values. As we put our people first, 

equity, diversity, and inclusion enables us to not only attract top talent, but also to build honest 
and lasting relationships that foster collaboration, choice, and excellence. We all have 

ownership at Point B, with opportunities to contribute to the vision of our firm, serve our clients, 

partners, and communities, and help each other thrive. Rather than heavy policies and layers of 

overhead, we strive to exercise our value of efficiency to allow great ideas to rise up—no matter 

where they come from.  

Equity drives our company. To us, equity means creating structures, supports, and processes 
that seek to allow each individual to thrive in their own unique way. We strive to remove 
unintentional barriers and support associates according to their individual needs. We look to treat 
our people equitably by providing each associate with specific development and career growth 
opportunities; we recognize that one size does not fit all. We know that what works today may 
change tomorrow, based on the evolution of our company, our ever-changing world, and each 
person’s personal and professional journey. We believe that our values around equity can benefit 
each individual at Point B and make us greater as a whole. 

Deep-rooted diversity. We strive to build a thriving company that is committed to honoring, 
respecting, and encouraging all of our associates by valuing our differences. We believe in diversity 
capital—that the highest-performing teams are those that look to leverage diverse perspectives, 
backgrounds, and experiences. Diversity is not limited to categories such as sex, race, gender 
identity, marital status, ethnicity, nationality, religion, education, age, disability, veteran status, or 
sexual orientation; it runs deeper to encompass factors including background, experience, abilities, 

Executive team 
Mike Pongon 

Chief Executive Officer 

EJ Blanchfield  
Chief Operating Officer 

John Bjornson 
President of Point B Capital 

Chuck Ritter 
President of Consulting 

 
Board of Directors 

Jim Hodge 
Co-Founder 

Tim Jenkins 
Co-Founder 

Darran Littlefield 
Co-Founder & Chair 

Dennin Brasch 
Director 

Chris Marsh 
Director 

Mike Pongon 
Chief Executive Officer 

EJ Blanchfield 
Chief Operating Officer  

 

GRI INDICATORS 

G4-34 – Governance Structure  

 



Point B: 2016 Social Responsibility Report 
 

Copyright © 2017 Point B. All rights reserved 
39 

skills, and styles of working and thinking. In fact, diversity is a distinguishing factor of Point B—a 
major reason why our clients and business partners recommend us, and why our company is 
consistently ranked one of the best places to work. Our ability to innovate for our clients, connect 
with our networks, support our associates, and deliver results in everything we do is enhanced and 
enriched because of the diversity we value.   

Inclusive every day. Inclusion is the uniting force that allows our diversity to shine, helping to 
create a culture of belonging, mutual respect, and connectedness. Our company’s values mean 
that we all need to embrace each other's differences, knowing we can be stronger because of 
them. In ways large and small, we want to foster a sense of belonging so that all of us can be our 
authentic selves. We make inclusive practices a pleasure, whether it's welcoming the important 
people in each other's lives to company events or having an expense policy that encourages 
investing in our relationships with each other and our business network. Ultimately, inclusion allows 
us to seek to ensure that every associate is fully able to contribute their best to achieving Point B's 
goals. 

The purpose of our company and the principles of Equity, Diversity, and Inclusion work hand in 
hand—advancing an ever-evolving, enduring firm of associates who are striving to live our best 
lives, as each of us defines them. They make possible the future we are creating together—for 
ourselves. For our firm. For our clients, partners, and communities.  

AWARDS AND RECOGNITION 
Point B’s entrepreneurial spirit and ownership culture are widely recognized by the consulting 
industry and business luminaries. Our culture attracts results-focused leaders and supports them in 
doing their best work for our clients. We are proud to have received the following recognition in 
2015. For more information about each award, and awards received in prior years, visit pointb.com. 

• Best Medium Workplaces, Fortune 

• Best Workplaces for Women, Fortune 

• Best Workplaces for Camaraderie, Fortune 

• Vault.com, #1 Work/Life Balance, Top 5 for Culture 

• Top 100 Companies, Oregon Business 

• Top Corporate Philanthropy, Portland Business Journal 

• Top Metro Consulting Firms, Portland Business Journal 

• Best Places to Work, Crain’s Chicago Business 

• Best Places to Work (#1 Large Company), Denver Business Journal 

• Best Places to Work, Los Angeles Business Journal 

• Top Management Consulting Firms, Orange County Business Journal 

• Top Healthcare Consulting Firms, Modern Healthcare 

• Great Places to Work in Healthcare, Becker’s Hospital Review 

CORE VALUES 
Point B aspires to be the strongest and best-integrated entrepreneurial platform in our industry—
and this means we live and breathe our values every day. 

• People: We put others’ interests first and exist for the benefit of all our people. We make 
the lives of all that come in contact with Point B better. We are committed to making the 
professional and personal lives of all associates better having been part of Point B. In 
addition to the passion we have for serving our clients and communities, we are 
passionate about investing and improving the people that we interact with. 

• Relationships: We build deep and lasting relationships inside and outside the firm, and at 
all levels. We strive to add value to all of our relationships and focus on the long term 

GRI INDICATORS 

G4-56 – Principles, Values & 
Cultural Tenets 
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partnership opportunities with all that interact with Point B. We look for ways to build 
community and connections within our clients, across industries, and in our community 
service efforts. 

• Ownership: We think, act, and take the perspective as owners of our business, our 
values, and our culture. We are all stewards of Point B’s future, including its people, 
clients, relationships, and business. We understand that we are all part of Point B and that 
it is bigger than just an account, market or business unit. We make decisions that create 
value for all employee-owners and maintain a one-firm point of view.  

• Honesty: We live our values and operate with high integrity in all dealings; we are ethical 
and transparent about all that we do on behalf of our people, clients, community partners, 
and firm. 

• Excellence: We strive for excellence in all we do, from the work we do for our clients and 
community to the people we hire and how we run our company. 

• Choice: We are committed to creating choice and flexibility for each of us as employee-
owners. We use the lenses of employee and owner in viewing the choices that we make 
and understand that the path each of us selects is uniquely ours. The firm does not make 
choices for individuals and each of us understands that choices have trade-offs. 

• Efficiency: We are efficient and respectful with our clients’ and our associates’ time. We 
look for ways to make the important the priority – with speed and accuracy – and thwart 
bureaucracy and red tape. 

• Service: At our core we are driven to serve. As professionals, we serve our clients’ best 
interests and create tangible, lasting results. As colleagues, we serve each other by 
providing support, sharing knowledge, and celebrating each other’s accomplishments. As 
leaders, we serve by creating linkages between opportunities for personal and 
professional growth and the desires and capabilities of our people. As people, we serve 
our community through leadership, charity, and compassion. 

CULTURAL TENETS 
• Passion for Life: Point B encourages associates to have goals and aspirations that 

surpass what can be accomplished at work and to design their professional lives around 
their personal life, and always remembering to have fun along the way. 

• Genuine Interest: Point B embodies the golden rule: treat others as you would want to be 
treated, and treat everyone with respect and dignity regardless of who they are or their 
position in an organization. 

• Uncompromising Ethics: Doing what’s right for our clients – always.  The firm’s business 
ethics mirror our personal values. 

• Shared Accountability: Point B associates hold themselves accountable for the 
commitments they have made to others and hold others accountable for the commitments 
they have made to us. 

• Stewardship: Acting and making decisions with a sustainable mindset ensures tomorrows 
Point B is even greater than today’s Point B, providing a better business for the next 
generation of associates, clients and communities 

PROFESSIONAL DEVELOPMENT TENETS 
Point B’s unique professional development model promotes each associate in his or her own 
individual way by putting the development path in the hands of the associate. This model is 
successful because of the inherent entrepreneurial spirit of each and every one of our associates 
and their ability to take charge and drive results.  
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The essence of Point B’s professional development program is governed by the professional 
development tenets, which support associates in creating their own unique career paths. While 
some Point B’ers are at similar career milestones, not everyone is on the exact same path, or at the 
same development stage. Each associate has unique interests and career goals and Point B 
supports associates unique growth and development through on-the-job training, experiential 
learning, peer-to-peer training and, most importantly, choice. 

The following are professional development tenets shared with Point B’ers: 

• Your development path is uniquely yours. 

• Your path may be straight or varied, your travels fast or slow. 

• There are common paths but also infinite possibilities. 

• You have a Development Support Ecosystem @ Point B. Point B is your co-pilot. 

• We will provide honest, compassionate and actionable feedback. We ask the same from 
you. 

• We will share to the best of our abilities our business direction—goals and opportunities. 

• We believe in experiential learning—on-the-job, internal contributions, and learning from 
peers. 

• We will continue to build learning environments—including classroom and lab-like 
scenarios.   

• Choice is a parameter of all development opportunities.
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GRI INDEX 
Disclosure / Indicator 2013 2014 2015 
Strategy & Analysis 

G4-1: Message from our COO  See Page 1 
Organizational Profile13 

G4-3: Name of Organization Point B Inc. 
G4-4: Products & Services Professional Services 
G4-5: Location of Headquarters Seattle, WA 
G4-6: Number of countries we operate United States 
G4-7: Nature of Ownership Registered S-Corp with an Employee-Stock Ownership Plan (ESOP) 
G4-8: Markets we serve See Page 17 

G4-9: Organizational Scale (Number of Employees) 496 549 570 

G4-9: Organizational Scale (Number of Operations, i.e., “Projects”) 943 982 990 
G4-12: Description of supply chain Not Applicable 
G4-13: Organizational change since previous report No significant organizational change since 2012 
G4-14: Precautionary approach See Page 9 
G4-15: External CSR Affiliations None 

G4-16: Memberships & Affiliations See Page 26 
Report Profile 

G4-28: Reporting period  2013-2015 

G4-29: Date of most recent report  2012 

G4-30: Reporting Cycle  Every 2 years 

G4-31: Contact point 
 Garrett Kephart (gkephart@pointb.com) 

Jake Gentry (jgentry@pointb.com)  
G4-32: Reporting Framework  GRI4 Core in accordance reporting methodology 

G4-33: Policy for seeking external assurance 
 Based on the relative size of Point B Inc. and minimal operational footprint, we 

have chosen to forego external assurance at this time. 
Governance 

G4-34: Governance structure  Appendix, Leadership (Page 38) 

                                                
        13 Partial omission of indicator requirements due to competitive market landscape. 
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Ethics & Integrity 

G4-56: Our Principles, values and cultural tenets See page 39-40 

Disclosure / Indicator 2013 2014 2015 
Associates (Firm Demographics) 
G4-10a: Total number of employees 496 549 570 
G4-10b: Total number of permanent employees (Male) 275 309 326 
G4-10b: Total number of permanent employees (Female) 162 180 184 
G4-10b: Total number of part time employees (Male) 12 14 12 
G4-10b: Total number of part time employees (Female) 47 46 48 
G4-10c: Total number of Contracted employees by gender (Male) 5 23 23 
G4-10c: Total number of Contracted employees by gender (Female) 11 24 15 
G4-10e: Total number of self-employed workers No significant portion of work performed by self-employed workers 

G4-10f: Seasonal variations in workforce No significant seasonal variations in employment numbers 

G4-11: Employees covered by bargaining agreements None 
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Disclosure / Indicator 2013 2014 2015 
Identified Material Aspects & Boundaries 

G4-17: Entities included in the financial statements Point B Consulting, Point B Capital, Point B Property Development 

G4-18: Process for defining report content See page 9 

G4-19: List of all Material aspects: See page 10 
G4-20: Material aspect boundary (within the organization) See page 10 

G4-21: Material aspect boundary (outside the organization) See page 10 

G4-22: Restatements since 2012 report None 

G4-23: Significant changes in scope and aspect boundaries since 2012 
report No significant changes in scope or aspect boundaries since 2012 

Stakeholder Engagement 

G4-24: Stakeholder Groups engaged Employees, clients, and community nonprofit organizations 

G4-25:  Basis for identification and selection of stakeholders with 
whom to engage: 

Stakeholder groups were identified during the materiality and stakeholder assessment 
process conducted by the CSR team. Key stakeholder groups include Point B 
employees; clients; subsidiaries, and alliance partners; and community partners. 

G4-26: Approach to stakeholder engagement See page 11 
G4-27: Key topics and concerns raised during stakeholder 
engagement See page 11 
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Disclosure / Indicator 2013 2014 2015 
Clients & Community (Economic) 

G4-EC1: Total Revenue (Revenue Generated) $122 Million $131 Million $145 Million 

G4-EC1: Total economic value distributed 

Operating costs, Employee Wages & Benefits, Payments to Providers of Capital - Not 
reporting for competitive risk management.   
 
Payments to Governments - No regulatory fines to date.  As an ESOP organization, no 
federal income tax is accrued.   

G4-EC1: Total Community Investments $193,647 $383,235 $320,257 

G4-EC2:  Financial implications and risks/ opportunities associated 
with climate change See page 36 

G4-EC4: Financial assistance received from the government None  

G4-EC5: Ratios of standard entry level wage compared to local 
minimum wage 

Point B offers a highly competitive financial compensation package with no position 
comparable to local minimum wage pay rates. 

G4-EC6: Percentage of senior management hired from local 
community 

In almost all cases, 100% of senior management positions are sourced locally. Our 
national practice is primarily sourced from the Seattle, WA market, but not entirely. 

G4-EC8: Significant indirect economic impacts See page 27 

G4-EC9: Proportion of spending on local suppliers 
Point B does not currently track spending by supplier geography.  The firm will pilot the 
first phase of a preferred local vendor program in 2016 with the intention of increasing 
our overall economic impact in the local community. 
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Disclosure / Indicator 2013 2014 2015 
Operations (Environmental) 

G4-EN3: Energy Consumption within the organization N/A 326,088 kWh 328,562 kWh 

G4-EN8: Total Water withdrawal by source (Gallons) 91,361 99,077 103,924 

G4-EN15: Direct greenhouse gas emissions (scope 1) 0 kg CO2e 0 kg CO2e. 0 kg CO2e. 

G4-EN16: Energy indirect greenhouse gas emissions (scope 2) N/A N/A 143.7 Metric Tons 

G4-EN17: Other indirect greenhouse gas emissions (scope 3) N/A N/A 3,151 Metric Tons 

G4-EN20: Emissions of ozone-depleting substances N/A N/A 0 

G4-EN27: Extent of impact mitigation of environmental impacts See page 35 

G4-EN29: Monetary value of significant fines Zero 

G4-EN30:  Significant environmental impacts of transporting workforce See page 36 

G4-EN32: Percentage of new suppliers that were screened using 
environmental criteria 

This is a future initiative, to be launched in 2017. All suppliers and vendors in Seattle, 
Denver and Portland will be screened using a Social Responsibility questionnaire as a 
pilot in advance of firmwide implementation. 

 

 

 

 

 

 

 

 



Point B: 2016 Social Responsibility Report 
 

Copyright © 2017 Point B. All rights reserved 
47 

 

 

Disclosure / Indicator 2013 2014 2015 
Associates & Community (Social) 

G4-LA1: Total number and rates of new employee hires and employee 
turnover by age group, gender and region. See page 24 

G4-LA2: Benefits provided to full-time employees that are not provided 
to temporary or part-time employees, by significant locations of 
operation 

All employees working a minimum of 800 hours per year receive the complete Point B 
benefits packages in all locations of operation. 

G4-LA3: Return to work and retention rates after parental leave, by 
gender. 

100% return to work for employees taking unpaid parental leave. Point B will be rolling 
out a six-week paid paternal leave program in 2017, available to all employees. 

G4-LA9: Average hours of training per year per employee by gender, 
and by employee category (Executive Staff) N/A Executives: 1,501 hours 

Executives: 1,442 hours 
(987 hours male, 419 hours 
female) 

G4-LA9: Average hours of training per year per employee by gender, 
and by employee category (Associate Staff 4,103 hours 5,754 hours 5,646 hours 

G4-LA10: Programs for skills management and lifelong learning that 
support the continued employability of employees and assist them in 
managing career endings 

See pages 21-23 

G4-LA11: Percentage of employees receiving regular performance and 
career development reviews, by gender and by employee category. 100% of employees receive regular performance and career development reviews. 

G4-LA12: Composition of governance bodies and breakdown of 
employees per employee category according to gender, age group, 
minority group membership, and other indicators of diversity. 

Board of Directors: One non-employee is male (age 30-50yrs), non-minority. 
 
6 employees (5 male), (3: age 30-50yrs, 3: over age 50 yrs) (1 female) 2 minority groups 
represented. 

G4-SO1: Percentage of operations with implemented local community 
engagement, impact assessments, and development programs. All Point B offices 

G4-SO2: Operations with significant actual and potential negative 
impacts on local communities. Zero 

G4-SO8:  Monetary value of significant fines and total number of non-
monetary sanctions for non-compliance with laws and regulations Zero 

G4-SO9:  Percentage of new suppliers that were screened using 
criteria for impacts on society Zero 
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Disclosure / Indicator 2013 2014 2015 
Point B Indicators 

Total Charitable Investments $193,647 $383,235 $320,257 

Charitable Sponsorships $149,697 $312,135 $267,758 

Associate Based Sponsorship Program 
 (Included in Charitable Sponsorships) $43,950 $52,500 $51,196 

Pro-Bono Consulting $86,624 $71,100 $52,499 

Give-Back Program (Included in Charitable Sponsorships) $4,342 $8,175 $7,602 

Total Charitable Volunteer Time (Estimated) 14,749 hrs. 16,325 hrs. 15,791 hrs. 

Total Pro-Bono Time (Estimated) 3,863 hrs. 4,276 hrs. 4,136 hrs. 

Total Personal Charitable Investments (G4-EC8) $633,273 $700,942 $727,754 

Total Charitable Investment by Market See page 27   

Total Investment in Firm Culture Activities N/A N/A $1,334,140 

Total Investment in Firm Culture Activities per FTE N/A N/A $4,439 

Total Metric Tons of CO2e per Employee See page 34   

Net Promoter Score N/A 9.0 9.2 
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FOR MORE INFORMATION 
For more information on the content of this report, please contact our Corporate Social 
Responsibility (CSR) Leader, Garrett Kephart at gkephart@pointb.com. 
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