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What is ESG?

   Evaluating businesses based on 
Environmental, Social, and Gover-
nance (ESG) factors represents a 
seismic shift in how businesses 
measure success. Since 1970, when 
the economist Milton Friedman 
quoted from his own book, Capital-
ism and Freedom (1962), in The New 
York Times, the prototypical corpora-
tion has focused squarely on share-
holder value: “There is one and only 
one social responsibility of busi-
ness—to use its resources and 
engage in activities designed to 
increase its pro�ts so long as it stays 
within the rules of the game, which 
is to say, engages in open and free 
competition without deception or 
fraud.”
   This credo is not without its critics. 
Former GE CEO Jack Welch called it 
“the dumbest idea in the world” a 
decade ago. But not until a Business 
Roundtable discussion in August 
2019 was there a large, written e�ort 
from a powerful group of business 
leaders to expand the goals of 
business beyond shareholder value. 
   ESG is designed to measure the 
impact on other stakeholders of a 
company, including employees, 
suppliers, customers, and communi-
ties. The 181 CEOs signing the “State-
ment on the Purpose of a Corpora-
tion” represent nearly 30% of US 
market capitalization (Amazon, 
JPMorgan Chase, GM). Their stated 
commitment to broader concerns, 
tidily summarized as ESG, suggests 
that the demand for ESG data, 
quantitative and qualitative, contin-
ues to rise. 
   Here are some examples of ESG in 
action: investors considering “E” may 
look at whether a company is 
coal-heavy or making gains in 
renewable energy; those considering 
“S” may want to know whether a 

company is inadvertently 
breaking child labor laws in 
an outsourced sweatshop; 
“G” considers governance 
structure, including succes-
sion planning, diversity, or 
cronyism. 

Why do I care?

   Investors are further 
encouraged to consider 
ESG in their portfolio for 
several reasons: pro�t, regulation, 
and publicity.       
   Concerning pro�t, companies that 
don’t consider ESG may go belly-up 
in �res or �oods. Tony Davis, a 
co-founder of Anchorage Capital 
Group, started Inherent Group �ve 
years ago to support �edgling, 
sustainable-driven companies. 
Inherent looks at decarbonization, 
value-based reimbursements in 
health care, and smart cities. It shorts 
companies that aren’t considering 
the future economy. 
   While the SEC may not be demand-
ing ESG factors any time soon, other 
governments mandate ESG report-
ing. France has done so for PE �rms 
since 2015. The Hong Kong Stock 
Exchange started to do so this year. 
The EU plans to ramp up reporting 
requirements by 2022. More recently, 
Japan’s GPIF (Government Pension 
Investment Fund), the largest retire-
ment fund in the world, said that 
short sellers (a strategy that is at 
odds with ESG) worldwide would be 
barred. GPIF made further headlines 
by pulling out millions from Black-
Rock that didn’t align with ESG. 
   Public perception also drives the 
interest, if not need, for ESG consid-
erations. It’s not only Taylor Swift 
siccing her fans on the Carlyle Group 
so she can play at the AMAs, or 
protestors linking museum trustees 
to drug cartels. Nordea Asset Man-

agement, the largest investment 
management group in Northern 
Europe, stopped buying bonds from 
the Brazilian government and is 
looking to sell its $111 million worth 
of current bonds because of its 
handling of deforestation in the 
Amazon. H&M stopped buying 
leather from Brazil until manufactur-
ers demonstrated their wares 
weren’t contaminated.    
   Considering the growing need for 
ESG reporting, a major question is 
how to measure it for future regula-
tion and to avoid the negative PR of 
“Greenwashing.” KRR and TPF, with 
over $330 billion between the two of 
them, have agreed to report on ESG 
for the �rst time for both of their 
impact funds. This is in part to fend 
o� charges of “impact-washing.” A 
Neuberger Berman white paper from 
last year noted, “Many investors now 
expect that any robust investment 
process should integrate material 
ESG considerations, and they are 
increasingly seeking to de�ne, 
measure and enhance the total 
impact of their investments.”  
   The next post will talk about the 
100+ competing ESG frameworks, 
and the top 2-3 rating and reporting 
�rms that investors care about, 
including the growing need for 
qualitative research alongside of ESG 
data.

Tanya Lewis, the latest member of 
the research team, is a yoga-teach-
ing, knife-wielding chef and Marine 
Naturalist who wouldn’t mind 
going back to school for �ve mas-
ters and a PhD.  

She began her journalism career 
writing and editing for travel and 
lifestyle titles, including National 
Geographic Traveler, Kauai Maga-
zine, and Hamptons Country.  

Always up for a challenge, she 
shifted to the realms of marketing 
and healthcare. Spending about 15 
years covering healthcare and 
other industries for Medical Mar-
keting & Media, PRWeek US, and 
DMNews, Tanya reported on 
market trends in the healthcare 

industry and pro�led many  
industry leaders, including 
Je� Tangney, the founder of 
Doximity (the largest profes-
sional platform for doctors), 
Johnson & Johnson CEO and 
chair Alex Gorsky, as well as 
CEOs at Novartis, Genentech, 
and Shire. 

Tanya also interviewed 
Sidney Wolfe, who co-found-
ed, with Ralph Nader, Public 
Citizen, a non-pro�t consum-
er advocacy group. She also 
got a sneak peek into the 
thinking of some of pharma 
marketing’s most disruptive 
thinkers, including Leerom 
Segal, founder of Klick 
Health, the nation’s largest 
independent marketing 

agency.  

At Blue Heron, you’ll see her using 
that experience in e-health and big 
pharma MDDs to give our clients 
an in-depth look at business lead-
ers and dynamics.  

Born in Memphis, Tennessee, 
Tanya’s �rst concert was Elvis 
Presley right before entering �rst 
grade. Her grandmother took her, 
and she remains mesmerized by 
the sequined rhinestones 350 feet 
away from The King.  

“It was the rotund rhinestone 
phase,” she told me from her home 
in San Matteo. “We were house left 
and pretty close, but rhinestones 
weren’t �ying toward us or 
anything.” 

Tanya studied English and philoso-
phy at Southern Methodist Univer-
sity in Dallas. She �rst lived in New 
York City during the twilight of Ed 
Koch’s reign, when she interned at 
Brant Publications, which owns Art 
in America and Antiques. 

“I did an antiquing guide to Buck’s 
County. That was my �rst gig.” 

Tanya completed an MA in journal-
ism at the University of Missou-
ri-Columbia. The program’s practi-
cally drew her in, namely that the 
J-school operated Columbia’s 
paper of record, The Columbia 
Missourian. The paper’s �rst issue 
was September 14, 1908, inciden-
tally the same day classes began at 
the Missouri School of Journalism. 

Tanya especially liked courses with 
Ed Lambeth and John Merrill, the 
latter being a leading scholar in the 
philosophy of journalism. He was a 
notoriously tough grader with 
emeritus status, and a had bit of a 
reputation for being a curmud-
geon.  

“People were afraid of him. But I 
was fascinated. He was tough, and I 
loved that. He challenged us to 
think di�erently and critically.” 

After graduate school, Tanya 
worked for two years as a research 
interpreter/marine naturalist for 
Paci�c Whale Foundation on Maui. 
This meant she spent most of her 
time on tour boats talking to 
thousands of tourists about hump-
back whales, dolphins, coral reef 

ecology, and conservation. She 
taught many tourists (including a 
quadriplegic and a blind person) 
how to snorkel. She also advocated 
(often unsuccessfully) for not 
walking in swim �ns, hauled sails 
and anchors, mixed Mai Tais, and 
cleaned up a considerable amount 
of vomit.  

“It was so worth it,” she said.  

She returned full-time to journal-
ism and back to New York City to 
copy edit and write for Shanken 
Communications’ Hamptons 
Country. 

“I started out primarily covering 
lifestyle topics. That’s what I knew. 
But I became interested in business 
journalism because I didn’t know 
anything about it. I wanted to learn 
about what I didn’t know. 

She got to change that as a writer 
and editor for PRWeek.  

“J-School didn’t value PR so much. 
We were taught not to rely on 
public relations people, and that 
was it. I didn’t really understand the 
practice of public relations or 
marketing communications. Work-
ing for PRWeek gave me in-depth 
knowledge about how PR and 
marketing communications drive 
business across all industries.” 

Tanya furthered her business 
expertise by writing and editing for 
Medical Marketing & Media, DM 
News, and Business Insider. 

"I’ve never had a problem not 
being interested in what I was 
doing. One thing I love about 
journalism is there’s always some-

thing new and 
interesting to focus 
on.” 

Along with hundreds 
of business stories, 
Tanya pro�led the 
vibrant PR director at 
Knopf, Paul 
Bogaards, the yoga 
luminary Dharma 
Mittra, and Burr 
Leonard, the founder 
of The Bar Method. 

In the past several years, Tanya has 
looked for new ways to tell stories 
and connect with people in 
formats di�erent from the ones 
she’s been using for a long time. 
Enter: improv.  

“Improv is so liberating. It’s built on 
‘yes and,’ which is accepting what-
ever is o�ered and adding to it. It’s 
the antithesis of rigidity. It’s glori-
ous for perfectionists. You learn 
that you don’t have to know 
anything for something magical to 
happen. You just have to be pres-
ent and alert and willing to ‘yes 
and’ everything.” 
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