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WILLSCOT + MOBILE MINI    |    Leadership event environmental graphics and presentation templates    |    Role: design
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MCARTHUR BALLROOM  WINDOW CLINGS
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WILLSCOT + MOBILE MINI    |    Leadership event environmental graphics and presentation templates    |    Role: design
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HOBUZZ    |    Logo, visual identity and pitch deck    |    Role: design 

DECEMBER 2022 — VERSION 1.0

LOGO
COLOR
TYPOGRAPHY
PHOTOGRAPHY
GRAPHIC ELEMENTS
APPLICATIONVISUAL     

IDENTITY   GUIDELINES   

Confidential. For internal use only. May contain uncleared third-party rights.

BADGES OR STAMPS TEXTURES

Noise 
Add speckle, photo film textures, grain 
or scratches to create more depth.

GRAPHIC ELEMENTS

Torn edges 
Add subtly and sparingly to color fields 
and photography.

VISUAL IDENTITY GUIDELINES 20

PRINT

APPLICATION VISUAL IDENTITY GUIDELINES 25

TREATMENT & SUBJECT MATTER

Lifestyle: Candid shots of our primary audience in settings where they 
are actively enjoying our product are key in embodying the HOBUZZ 
attitude. Treatments include: black and white, desaturation, and  addition 
of film overlays or noise reinforce the nostalgic feel of our identity.

Product: Shots of the product alone should be well lit and on clean 
backgrounds. Alternatively, the product can be composed in scenes  
with other relevant props.

PHOTOGRAPHY VISUAL IDENTITY GUIDELINES 23

PRIMARY

The colors representative of HOBUZZ are HOBUZZ Red and HOBUZZ 
Blue, and should be used in large proportion to the secondary colors. 
Tints should never be utilized to achieve depth in layered applications. 
Instead, use the approved shades (HOBUZZ Red S1 + HOBUZZ Blue S1) 
on this page, White and Charcoal in the Overlay blending mode, and/or  
a combination of both options.

SECONDARY

White should always be used in combination with the primary colors as 
it provides the most contrast. HOBUZZ Red S1, HOBUZZ Blue S1, and/
or White or Charcoal in the Overlay blending mode should be used to 
achieve depth in textural backgrounds. For long format text applications 
use Charcoal or White.

CMYK 
RGB 
PMS  
HEX

1, 100, 100, 0  
235, 0, 13 
2347 C  
#eb000d

CMYK 
RGB 
PMS  
HEX

87, 61, 0, 0  
0, 102, 198 
2175 C  
#0066c6

CMYK 
RGB 
PMS  
HEX

11, 100, 100, 3  
210, 0, 12 
2035 C  
#d2000c

CMYK 
RGB 
PMS  
HEX

95, 71, 0, 0  
0, 89, 173 
2945 C  
##0059ad

HOBUZZ Red HOBUZZ Blue

HOBUZZ Red S1

CMYK 
RGB  
PMS 
HEX

No ink (paper) 
255, 255, 255  
No ink (paper) 
#ffffff

White

HOBUZZ Blue S1

COLOR

CMYK 
RGB 
PMS  
HEX

69, 62, 61, 54  
56, 56, 56 
447 C  
#383838

Charcoal

VISUAL IDENTITY GUIDELINES 12

SECONDARY

In the HOBUZZ identity system, Knockout HTF74 FullSumo and Knockout 
HTF34 JuniorSumo are utilized in a range of sizes from subheads and 
callouts to expressive typographic compositions. If used in paragraphs, 
they should be set in sentence case. If used in short sentences or 
phrases, they should be set in all caps with 25 tracking.

Use: Small, medium and large type 
settings, expressive typographic  
compositions, and callouts. 
Google Fonts alternative: Montserrat

ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789 / !.?,.:;!@#$%^&*()-=+

Knockout (Hoefler & Co.) 
No. 74 FullSumo

Tracking: 25 if set in all caps.

Use: Small, medium and large type 
settings, expressive typographic  
compositions, and callouts. 
Google Fonts alternative: Montserrat

ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789 / !.?,.:;!@#$%^&*()-=+

Knockout (Hoefler & Co.) 
No. 34 JuniorSumo

Tracking: 25 if set in all caps.

TYPOGRAPHY VISUAL IDENTITY GUIDELINES 17

LOGOLOGO
A logo is the most visible element of a visual
identity—it is a universal signature across all 
communications. This section provides 
guidelines for proper use of the HOBUZZ logo.

4VISUAL IDENTITY GUIDELINES

PROMOTIONAL ITEMS

APPLICATION VISUAL IDENTITY GUIDELINES 27
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WHAT MAKES US SPECIAL 00

WHY WE ARE UNIQUE

Our team has creativity for miles. We surround 
ourselves with people of diverse backgrounds 
and cultures, so we can gain input on as many 
different aspects as possible.

OUR PRODUCT

Perfect for everyone of every caliber. We live 
the lifestyle. Day to Day. We can have fun just 
like everyone else and it does not have to be 
hard, because we can make it easier.

We are not just going to be drinks. That’s not all 
that is needed for a healthy lifestyle. We have 
plans for other products to be offered to be 
complimented with each other to fully live your 
life to the fullest in the safest way possible.

OUR TEAM HAS 
CREATIVITY FOR MILES.

WHY WE’RE HERE 00

MISSION

TO PROMOTE AND ACHIEVE 

A HEALTHY, FUN LIFEsTYLE 

TO THE SOBER CONSUMER.

VISION

Sobriety does not necessarily have to be a 
downfall in your life. We are on your team 
and we want to be a part of your success. 
Our products are made to assist and 
enhance your life, while keeping your 
health and safety as a top priority.

PRODUCTS 00

ABOUT DELTA 8

Delta 8 is known to provide health benefits like: 
euphoria, relaxation, and mild pain relief, all the 
while not hindering your capabilities of making 
decisions and actions.

A Seltzer that competes with topochico and 
made to be used by itself or even as a mixer for 
mocktails.

THE

PATRIOT
Reflective of the co-founder, Washington Ho 
and his inspiration of George Washington 
cuttinng down the cherry tree. This drink 
features black cherry to add some sweetness 
to counteract some of the delta 8 bitterness.

THE

WASHINGTON

Lemon Lime at the forefront to bring in a 
refreshing and citrus flavor that everyone enjoys.

EL

PRESIDENTE
We bring in Mango to add some tropical love 
and tastes to you.

EL

CAPITAN

HOBUZZ THE BRAND + HISTORY 00

HEALTH
SOBRIETY
FAMILY
ASPIRATIONS 
FOR LIFE

The hope for a better life and determination to overcome hardships that go a long with staying 
sober needs to be empowering and positive. Yes, we have had to deal with the hardships and 
negatives to get to where we are, but we do not want to solely focus on the past and how it can 
bring us down. We want to focus on how the past has brought us to where we are and how our 
product can bring you to the future you want.

HOBUZZ stands for the unity of all aspects 
of your life & to be harmoniously balanced. 

ABOUT US 00

W
A

SH
IN

GT
ON Washington Ho is the Co-Founder of 

HoBuzz, a beverage and lifestyle company 
he created as a person living with sobriety. 
Currently, Washington Ho is the star of a 
new hit and award winning realty show 
called “House of Ho” airing on HBO Max. 
The show has aired for 2 seasons and has 
propelled Washington into a global celebrity. 

Washington wanted to leverage his 
entrepreneurial success in past ventures that 
include energy, real estate and media, and 
develop a product thru his TV show. He 
believed that his new healthy lifestyle should 
be shared with the world by creating a product 

that has helped him along his sober journey, 
HoBuzz. Washington is the proud father of 
Roosevelt (Son) and Lincoln (daughter) and 
happily married over 7 years. He enjoys golf, 
working out, building businesses, fishing 
and hunting.
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ABOUT US 00

Tony Buzbee is a Co-Founder of HoBuzz. 
As a former Recon Marine officer, his mettle 
has been tested time and again through 
some of the most demanding training in the 
armed services and due to his involvement 
in some of the most intense Marine opera-
tions in various countries. The Marine 
Corps taught him to lead from the front, to 
do more with less, to work smart, to hit fast 
and exploit weaknesses, and to be creative. 

Tony is a nationwide figure who is sought out 
in every kind of case all over the country. 
He believes in the wisdom of juries and deeply 
respects the practice of law and the system as 
a whole. Aside from his legal practice, Buzbee 
is also a business owner, responsible for various 
well-known retail endeavors, commercial buildǠ
ings and hotels. He serves on the Board of 

Directors of Hometown Bank, Bay Area 
Council of the Boy Scouts of America, Board 
of Visitors of Texas A&M Galveston and 
Board of Regents of Texas A&M University. 
In his spare time, Tony likes to spend time 
with his 4 children and his wife, Frances.
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WASHINGTON HO

Phone: xxx-xxx-xxxx
Email: firstlast@hobuzz.com

TONY BUZBEE

Phone: xxx-xxx-xxxx
email: firstlast@hobuzz.com

CONNECT 
WITH US

NOSTRUD EXERCITATION LABORIS NISI UT 

ALIQUIP COMMODO CONSEQUAT.

Lorem ipsum dolor sit amet, consectetur adipiscing elit, 
sed do eiusmod tempor incididunt ut labore et dolore 
magna aliqua. Ut enim ad minim veniam, quis nostrud 
exercitation ullamco laboris nisi ut aliquip ex ea commodo 
consequat. Duis aute irure dolor in reprehenderit in 
voluptate velit esse cillum dolore eu fugiat nulla pariatur. 
Excepteur sint occaecat cupidatat non proident, sunt in 
culpa qui officia deserunt mollit anim id est laborum.

INTRODUCTION 00

HOBUZZ    |    Logo, visual identity and pitch deck    |    Role: design 





Proof of concept Logo exploration

WILLSCOT + MOBILE MINI    |    Employee sales event identity, environmental graphics and video keyframes    |    Role: concept and design



WILLSCOT + MOBILE MINI    |    Employee sales event identity, environmental graphics and video keyframes    |    Role: concept and design
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NO LIMITS

Wayfinding cubes Wall, window and column clings

Ultra wide screen keyframes

Floor clings
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DASU STUDIOS    |    Logo, visual identity and guidelines    |    Role: design

V I S U A L  I D E N T I T Y  G U I D E L I N E S

March 2023 

Version 1.0

Confidential. For internal use only.  

May contain uncleared third party rights.

H E A D S H O T S / W E B S I T E  P H O T O G R A P H Y

Shots of the DASU team as well as photography featured 
on the DASU website or other materials representing DASU 
should be well lit, preferrably under natural light, and on simple 
backgrounds matching the approved colors in this guide or 
materials in the next page. Rounded framing devices can be 
used to mirror the roundness and organic nature of the logo.

S U B J ECT  M AT T ER  
&  T R E AT M E N T

18

V I S U A L  I D E N T I T Y  G U I D E L I N E S Photography

P R I N T L E F T 
Hard cover book

R I G H T
Business Cards21

V I S U A L  I D E N T I T Y  G U I D E L I N E S Application

Clear and effective hierarchy is imperative when organizing 
information in messaging. Referencing this example when 
composing long format text will help maintain consistency 
throughout touchpoints.

H I E R A R C H Y

DISPLAY 
HEADLINE

S U B H E A D  O R  E Y E B R O W

Body text looks like this lorem ipsum dolor sit amet, 

consectetur adipiscing. Elit, sed do eiusmod tempor 

incididunt ut labore et dolore magna aliqua. Ut enim  minim 

veniam, quis nostrud exercitation ullamco laboris nisi ut. 

Aliquip ex ea commodo consequat. Duis aute irure dolor  

in reprehenderit in Voluptate velit esse cillum dolore.

This is a CTA This is a CTA   →

A callout looks like this lorem ipsum 
dolor sit amet, consectetur adipiscing.

C A L L-T O -A C T I O N
Uniforma 
Sentence case

B O D Y
Uniforma 
Sentence case

S U B H E A D  O R  E Y E B R O W
Uniforma 
All caps (175 tracking)

C A L L O U T  O R  H E A D L I N E
Canela deck  
Sentence case (-10 tracking)

D I S P L AY  H E A D L I N E
Grand Slang 
All caps (0 tracking)

16

V I S U A L  I D E N T I T Y  G U I D E L I N E S Typography

Grand Slang in the weight specified below is meant for big, 
bold moments and only for large type settings such as short 
headlines, typographic compositions in posters, large format 
ads, etc. Never use for body or long format text. Avoid using 
this typeface when paired up with the logo at a large scale and 
instead use Canela Deck.

G R A N D  S L A N G
Nikolas Type

Weight:  
Roman

Use:  
Large, short headlines  
and expressive typographic 
compositions

Google Fonts alternative:  
Gilda Display

A B C D E F G H I J 
K L M N O P Q R S 
T U V W X Y Z 0 1 2 
3 4 5 6 7 8 9 ! . ? , . : ; 
~@ # $ % & * ( ) - = +

D I S P L AY13

V I S U A L  I D E N T I T Y  G U I D E L I N E S Typography

D I G I TA L L E F T 
Mobile/Social Media

R I G H T
Landing Page23

V I S U A L  I D E N T I T Y  G U I D E L I N E S Application

C H A R C O A L

C M Y K  6 9 ,  6 2 ,  6 1 ,  5 4
R G B  5 6 ,  5 6 ,  5 6
P M S  4 4 7  C
H E X  # 3 8 3 8 3 8

C O N C R E T E

C M Y K  3 5 ,  2 9 ,  3 3 ,  0
R G B  1 7 1 ,  1 6 8 ,  1 6 2
P M S  4 0 1  C
H E X  # A B A 8 A 2

R A W  U M B E R

C M Y K  4 8 ,  4 7 ,  6 9 ,  2 1
R G B  1 2 2 ,  1 0 9 ,  8 2
P M S  6 2 0 8  C
H E X  # 7 A 6 D 5 2

A L A B A S T E R

C M Y K  4 ,  3 ,  5 ,  0
R G B  2 4 0 ,  2 4 0 ,  2 3 6
P M S  None (Paper)
H E X  # F 0 F 0 E C

K R A F T

C M Y K  3 1 ,  4 0 ,  6 8 ,  4
R G B  1 7 6 ,  1 4 4 ,  9 9
P M S  6 0 0 9  C
H E X  # B 0 9 0 6 3

LOGO

A logo is the most visible element 

of a visual identity and a universal 

signature across all communications. 

This section provides guidelines for 

proper use of the DASU logo.

P R I M A R Y

S E C O N D A R Y

M I N I M U M  S I Z E

C L E A R S PA C E

I N C O R R E C T  U S A G E

2

V I S U A L  I D E N T I T Y  G U I D E L I N E SV I S U A L  I D E N T I T Y  G U I D E L I N E S
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HOUSTON MUSEUM OF NATURAL SCIENCE    |    Digital and print ad campaign    |    Role: design and art direction

Members save 
up to 50% on tickets!

Curiosity 
begins here
Come see the story 
of everything.

OPENS MARCH 8

Curiosity begins here
Come see the story of everything.

Curiosity 
begins here
Come see the story 
of everything.

OPENS MARCH 8OPENS MARCH 8

Curiosity begins here
Come see the story of everything.

OPENS MARCH 8

Curiosity 
begins here
Come see the story 
of everything.





SHOW YOUR SPIRIT! 

Snap a pic of your new 
Owl socks and share 

your superstar look on 
social media. 

#sammysocks

THANKS FOR OWL 
YOU DO TO SUPPORT 
RICE UNIVERSITY!

FrontBack

Prop 65 Compliant

Hang tagSock design

RICE UNIVERSITY    |    Digital and print solicitation campaign    |    Role: design, illustration and art direction



Rice Annual Fund 
For Student Life and Learning

Rice University–MS 81 • P.O. Box 1892 • 

NEW SOCK DESIGN INSIDE

? ?
< ___JFA_Joint formal addressee>
<spouse>
<___Address line 1>
<___Address line 2>
<___Address line 3>
<___City>, <___State> <___Zip>
<___Country>

YOU AND SAMMY 
— SUPPORTING RICE 
OWLS TOGETHER

When you make a gift of $35 or more 
to Rice before June 30, you will receive a 
pair of limited-edition Sammy socks for 
championing our students and faculty.

RICE SOCKS

ARE BACK!

All households that make a one-time gift of $35 or more to anywhere at Rice University will be sent a pair of 2024 limited-edition 
socks to express our appreciation for your support. For donations under $66, the fair market value of the item will reduce the tax 
deductibility of your donation, in accordance with federal tax regulations. If you wish to decline receipt of a pair of socks and receive full 
tax deductibility for your donation, please indicate your preference by declining the gift on the online donation form.

Sammy rallies the crowd and cheers on our 
exceptional students and faculty — in academics, 
in research, in athletics and more. Join Sammy in 
supporting our talented students by making a gift 
to the Rice Annual Fund or any fund on campus.

LET SAMMY 
PUT A LITTLE PEP 
IN YOUR STEP! GO OWLS

Contact giving@rice.edu or 
713-348-4991 for more information.

Use the QR code above 
or make your gift online at 

giving.rice.edu/socks

Support your student’s 
learning experience by giving 
$35 or more to Rice by June 30. 
We’ll thank you with a pair of 
limited-edition Sammy socks.

SHOW
YOUR 
SPIRIT

Socks are unisex. 
One size fits most. 
Actual socks may 
appear slightly 
di�erent than 
illustrated above.

RICE UNIVERSITY    |    Digital and print solicitation campaign    |    Role: design, illustration and art direction

Solicitation mailing Social media and email

GET READY FOR

HOOT
COUTURE

Give by June 30 and 
get Sammy socks!

GRAB A PAIR BEFORE THEY
FLY AWAY!

<___IIS_Individual informal salutation>, our Sammy socks are going
fast!

There are only a few days left to ful�ll your pledge of $<RAF CFY
Annual Pledge Balance> and get a pair of limited-edition Sammy
socks — just in time to kick back and enjoy your summer in style.

COMPLETE YOUR PLEDGE!

Support the Rice students and faculty that make Rice so
extraordinary! Complete your pledge before the �scal year ends on
June 30.

This email was sent by the Rice Annual Fund.

PO Box 1892, Houston, TX 77251-1892 | 713-348-4991

Privacy Policy | Unsubscribe | Web View | Update Your Information

LAST CHANCE TO GET YOUR
SAMMY SOCKS!

<___IIS_Individual informal salutation>, only hours remain to snag
your Sammy socks.

Today is your last day to add Sammy to your Rice sock collection!
You have until 11:59 p.m. to make a gift of $35 or more to the Rice
Annual Fund, or any fund on campus, and get a pair of our limited-
edition Sammy socks.

Make a  gift in support of the students and faculty who make Rice so
extraordinary.

This email was sent by the Rice Annual Fund.

PO Box 1892, Houston, TX 77251-1892 | 713-348-4991

Privacy Policy | Unsubscribe | Web View | Update Your Information



The Power  
of Service

2022 SUSTAINABILITY REPORT



2022  
Financial  
and Operational 
Performance
In 2022, we continued our track record of 
achieving exceptional financial results by 
delivering value to all stakeholders.

FINANCIAL ($ millions)1 2022 2021 2020

Adjusted EBITDA2 $119 $86 $60

Principal3 and Interest Payments received  
on solar loans

$147 $93 $56

Adjusted Operating Cash Flow2 $92 $58 $11

Recurring Operating Cash Flow2 $18 $2 ($10)

Estimated Gross Contracted Customer Value 
(GCCV) at year end discounted at 6%

$5,875 $3,853 $2,607

Estimated Net Contracted Customer Value 
(NCCV) at year end discounted at 6%

$2,300 $1,621 $1,317

OPERATIONAL 2022 2021 2020

Cumulative Number of Customers, net4 279,400 192,600 105,400

Cumulative Megawatts (MW) Deployed5 1,627 MW 1,128 MW 782 MW

Megawatts (MW) Deployed calendar year 499 MW 347 MW 218 MW

Metric Tons of CO2e Avoided5 3.9 million 2.6 million 1.7 million

kWh of Clean Energy6 5.5 billion 3.6 billion 2.4 billion

States and Territories Where We Operate 45+ 25+ 22

Dealers, Sub-Dealers and New Home Installers 1,116 814 435

Battery Penetration Rate7 15% 11% 9%

1 See accompanying reconciliation.
2 Adjusted EBITDA, Adjusted Operating Cash Flow and Recurring Operating Cash 

Flow are non-GAAP financial measures.
3 Net of amounts recorded in revenue.
4 See Cumulative Number of Customers in Financial and Operational Definitions.
5 Based on the lifetime accumulative production (kWh) for all systems to date as of 

year-end 12/31/22.
6 The kWh estimated corresponds to lifetime accumulative billed production for all 

systems in service on or before 12/31/2022.
7 For definition, see Financial and Operational Definitions.

INTRODUCTION  /  2022 FINANCIAL AND OPERATIONAL PERFORMANCE

132022 SUNNOVA SUSTAINABILITY REPORT Introduction Environmental Social Governance Appendix

SUNNOVA ENERGY    |    2022 Sustainability Report (interactive PDF)    |    Role: design

The samples in this section are confidential and may be privileged or otherwise protected from disclosure and solely for the use of the person(s) or entity to whom it is intended. If you are not the 
intended recipient, be advised that any use of this document is prohibited and may be unlawful, and you must not copy or disclose the contents to any other person.

In our third year of formal reporting, our sustainability strategy 
feels anchored and more connected to our corporate mission 
than ever before. Through collaboration across our company and 
further defined priorities, we are starting to see what is possible 
through a coordinated, cross-functional approach to sustainability 
management. Last year, we published our first set of goals tied to 
our most material topics determined by our stakeholders. Aligned 
with a vision for 2025, we spent 2022 putting our goals into action 
and we are excited to share our progress towards these goals, our 
lessons learned, and the ways in which we will continue to make 
progress year after year.  

In 2022, we continued our work on climate strategy to ensure that 
we are growing our business aligned with a climate safe future. 
We assessed our business for climate risks and opportunities 
aligned with leading climate science to plan for business 
continuity and long-term financial sustainability in a changing 
climate. We also improved our greenhouse gas emissions 
accounting to understand the climate impact of our supply chain 

A Letter From Our EVP  
of Sustainability  
and Corporate Communications
KELSEY HULTBERG

and to be able to set decarbonization goals that are credible, 
science-based, and use appropriate accounting for emissions.  

In this report, you will also see that we take time to reflect on the 
ways in which we create positive impact for society through small 
features that align with relevant UN Sustainable Development 
Goals.  We hope that this can provide greater insight about 
the incredible work of our team and the role Sunnova plays in 
Powering Energy Independence™. 

The feedback and engagement of our stakeholders is what drives 
this work forward. We welcome your engagement so that we can 
continue to make progress in the areas that matter most.

Kelsey Hultberg 
EVP of Sustainability and Corporate Communications

INTRODUCTION  /  A LETTER FROM OUR EVP OF SUSTAINABILITY AND CORPORATE COMMUNICATIONS

32022 SUNNOVA SUSTAINABILITY REPORT Introduction Environmental Social Governance Appendix



FISCAL YEAR 2022 EMISSIONS BREAKDOWN 
SCOPE 3
Most of the emissions come from the purchase of inventory 
and EPC payments to dealers in Category 1. The next largest 
source of emissions is the use-phase emissions of product 
loans. This is in line with our model of working proactively with 
dealers and outsourcing purchases of equipment. A spend-based 
methodology was used for ease of calculation.

Highest 
Emissions

CAT. 1 CAT. 15

CONSIDERATIONS FOR FUTURE  
GHG INVENTORIES
Throughout the process of our expanded Scope 3, we have 
identified several areas of improvement including data collection 
for high impact areas such as Category 1 (Purchased Goods and 
Services), data organization and treatment through our various 
reporting systems, and engagement with suppliers and dealers 
to better understand their emission sources and identify ways to 
improve existing processes.

GREENHOUSE GAS EMISSIONS 2022 2021 2020

Scope 1 (metric tons CO2e)  1,535.00 1,517.00 1,035.20

Scope 2 (metric tons CO2e, location-based)  805.00 -- --

Scope 2 (metric tons CO2e, market-based)  890.00 751.70 726.40

Scope 3 Expanded (metric tons CO2e) 

Category 1: Purchased Goods and Services

Category 2: Capital Goods

Category 3: Fuel and Energy related activities

Category 4: Upstream T&D

Category 5: Waste in Operations

Category 6: Business Travel

Category 7: Employee Commuting

Category 12: End-of-Life Treatment

Category 15: Investments

 630,545.00

 605,844.00

 818.00

 902.00

 3,487.00

 1,177.00

 2,132.00

 602.00

 804.00

 14,779.00

1,254.19

--

--

--

--

9.29

587.30

657.60

--

--

661.74

--

--

--

--

9.34

280.70

371.70

--

--

TOTAL EMISSIONS  
(Scope 1, 2, and 3) (location-based)  632,885.00 -- --

TOTAL EMISSIONS  
(Scope 1, 2, and 3) (market-based)  632,970.00 2,423.34 2,423.34

ENVIRONMENTAL  /  GREENHOUSE GAS EMISSIONS: SCOPE 1, 2 AND 3  /  OUR GHG ACCOUNTING JOURNEY

2020–2022 GHG Inventory
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Audit Committee Charter  

Code of Conduct  

Code of Ethics for the CEO and Senior Financial Officers  

Compensation and Human Capital Committee Charter  

Corporate Governance Guidelines  

Corporate Social Responsibility (CSR) and Volunteer Time Off Policy  

Diversity, Equity, and Inclusion (DEI) Committee Charter  

Environmental Policy  

Health and Safety Policy  

Human Rights Policy  

Clawback Policy  

Nominating, Governance and Sustainability Committee Charter  

Vendor Code of Conduct Policy  

Waste and Recycling Policy  

Stock Ownership Policy  

Ethics and Governance DocumentsRisk 
Management 
Approach
The Board provides oversight of the major risks  
facing the Company and has delegated risk oversight 
responsibility as follows:

The Audit Committee oversees risks relating to financial matters, financial 
reporting, auditing and cybersecurity.

The Compensation and Human Capital Committee reviews human capital 
management matters annually. These include matters relevant to Sunnova’s 
employees and, where applicable, independent contractors. These matters are 
discussed with management and include topics such as recruitment and retention, 
workplace health and safety, diversity and inclusion, culture and employee 
engagement, pay equity, and general approach to broad-based compensation, 
benefits, and employee growth and development practices. 

The Nominating, Corporate Governance and Sustainability Committee evaluates 
potential conflicts of interest and independence of directors, develops corporate 
governance principles and has oversight of the Company’s sustainability program.

GOVERNANCE  /  RISK MANAGEMENT APPROACH
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Navajo Nation 
Community Gains 
Energy Independence

Sunnova, Generac, and Empowered by Light joined forces to 
bring resilient and clean energy to the Hard Rock Chapter House 
in the Navajo Nation in Arizona. The partnership resulted in the 
installation of a free solar and battery storage system.

For years, the Hard Rock Chapter House has been opposed 
to coal mining on their lands, and they still feel the effects of the 
mining today. This solar and battery storage system has enabled 
them to shift to renewables and demonstrate the benefits and 
resilience of nature by harnessing clean energy from the sun 
to power their daily activities at the Chapter House while also 
combating climate change.

The Hard Rock Chapter House was selected for this project 
because it serves as a central meeting place for the Navajo 
community. The initiative was a chance for Sunnova, Generac, 
and Empowered by Light to make an impact by providing clean, 
reliable power while also reducing the community’s electricity 
bills and enabling the community to reinvest in strengthening their 
community. The project represents a significant step in creating a 
sustainable energy infrastructure and promoting the growth of the 
solar industry in the Navajo Nation, ultimately contributing to the 
long-term sustainability and resilience of the community. 

Navajo Nation 
Initial Figures
11/30/22
System Activated Date  
(In-Service Date)

1.389
Lifetime Production Date 
(MWh) through December 
2022

0.984671253
CO2 avoided from In-Service 
Date to December 2022 
[metric tons]

UN SDG Alignment

SOCIAL  /  SOLAR EQUITY AND JUSTICE
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Welcome to our interactive PDF sustainability report. 
You can easily navigate through the report by clicking 
on any of the navigation nodes, including the table 
of contents whether you are viewing it online in a 
browser or from a locally saved PDF on your desktop. 
You will also find that all links, whether inline or in 
footnotes, are clickable for your convenience. If you 
have any questions or feedback, please feel free to 

reach out to us at esg@sunnova.com.

SUNNOVA ENERGY    |    2022 Sustainability Report (interactive PDF)    |    Role: design

45+
States and  
Territories

1K+
Full Time Employees 

By the Numbers

As we continue to pioneer the energy transition, 
energy reliability and affordability remain our 
priority. We will continue to use our business as 
a powerful force for sustainable, environmental, 
and social good, to change the way people 
energize their lives and help transform the world 
for the better.

2012
Founded in  

Houston, Texas

279K+
Number of Customers1K+

Dealers, Sub Dealers  
and New Home Installers

INTRODUCTION  /  ABOUT SUNNOVA

All numbers as of 12/31/2022.
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Metrics  
and Targets: 
Greenhouse  
Gas Emissions 
(Scope 1, 2, and 3) 

Quantify and disclose a complete Scope 
3 inventory for all material categories and 
set a climate target that includes all scope 
emissions by year-end 2023.

GOAL 2

In 2022, we conducted a comprehensive 
assessment of our Scope 3 inventory and 
are currently developing climate targets 
aligned with achieving net zero.

STATUS In Progress

ENVIRONMENTAL  /  GREENHOUSE GAS EMISSIONS: SCOPE 1, 2 AND 3
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The samples in this section are confidential and may be privileged or otherwise protected from disclosure and solely for the use of the person(s) or entity to whom it is intended. If you are not the 
intended recipient, be advised that any use of this document is prohibited and may be unlawful, and you must not copy or disclose the contents to any other person.



Thank You!

832.706.8847 
HELLO@CAMILARUIZ.COM


