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Sustainability IS a marketing issue. Marketing has a story to tell about 
a brand’s philosophy toward sustainability and how it walks the talk, 
by developing strategies and communication plans to support its 
sustainability initiatives.
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SUSTAINABILITY: A 
MARKETING CONSTRUCT

Introduction
In his book, “Grow: How Ideals 
Power Growth and Profit at the 
World’s Greatest Companies,” Jim 
Stengel1 describes how elements 
of higher purpose that affect 
society and enable connection to 
communities have helped companies 
achieve explosive growth compared 
to their competitors — a thesis 
supported with a decade of financial 
results across multiple industries. 

That these companies and 
brands, which include names like 
Apple, Johnnie Walker, Dove and 
Louis Vuitton, have flourished 
in recent times should come as 
no surprise. To be sure, there is 
a business savvy behind their 
success. But there has also been 
another defining and driving 
factor: a commitment to bigger 
ideals aimed at improving lives for 
this generation and the next. 

It is a commitment that has 
arisen both on an internal level, 
as organizations have come to 
realize the value and business case 
behind social good, and externally, 
in response to more engaged 
consumers demanding more 
alignment of the organizations they 
interact with on a daily basis. 

Encapsulating many of those 

Paul Massey 
Executive Vice-President, 
Weber Shandwick 
(based in Washington D.C.)

François Taschereau 
Executive Vice-President, 
Weber Shandwick 
(based in Canada)

attributes is the idea of sustainability, 
which has become a driver of 
profitability, shared value and long-
term success. Companies that fully 
embrace and integrate sustainability 
realize business gains and deeper 
relationships with a broader base 
of customers — but only if they are 
committed to real, meaningful action 
and only if they communicate their 
commitment effectively. In today’s 
fast-changing world, those who fail 
to embrace sustainability or simply 
greenwash their actions will be 
left behind and face the very real 
possibility of future oblivion.

Defining Sustainability
Sustainability has been broadly 
defined over the years. In one 
of the earliest and most widely 
accepted definitions, the United 
Nations’ Brundtland Commission of 
1987 applied it to development that 
“meets the needs of the present 
without compromising the ability 
of future generations to meet their 
own needs.” The term has since 
evolved in a litany of ways, often in 
an environmental context but also 
as a business construct and, more 
recently, a marketing one. 

In its business context, sustainability 
has come to represent the way a 

1 Jim Stengel is former global marketing officer at P & G, his book was published December 2011

THE 
ISSUE

June 2012 • 3



company manages what is known as 
the triple bottom line – profits, people 
and the planet. From a marketing 
and communications standpoint, 
sustainability embodies how a 
company sources, promotes, sells 
and distributes its products or services 
in the most responsible way possible 
and in a way that embeds, integrates 
and engages all of the important 
communities with which it interacts. 

The Case for Sustainability
The rise in sustainability has been 
driven by a host of factors that also 
help illustrate the business and 
social cases behind it. 

Among businesses, the 
conversation about sustainability 
has arisen as companies 
have begun to face real-world, 
sustainability-related issues such 
as resource scarcity, population 
growth and global warming. 
By implementing sustainability 
measures, companies have 
realized tangible, bottom-line 
results to their operations. 

In 2009, for example, Walmart 
cut its use of packaging materials 
and trimmed trucking routes by 
100 million miles. The result: not 
only lower carbon emissions, 
but $200 million in cost savings, 
as well. Similarly, through water 
conservation and reuse measures, 
the North American pulp and paper 
company Domtar cut its water use 
by 6 per cent in 2010 — lowering 
costs and conserving resources. 

Additionally, more consumers have 
come to demand a commitment to 
sustainability and social involvement 
from the companies they frequent, 
whether it is the corner coffee shop 
they visit every morning or the 
financial institution where they invest 

their retirement savings. A 2011 Booz 
& Company article2 cited Brand Asset 
Valuator’s long-term research that has 
found that the perceived qualities of 
kindness and empathy on the part of 
organizations and what they produce 
have risen by more than 400 per cent 
in the past five years. 

The rise of social media, which 
has introduced a new platform for 
consumers to mobilize support 
for sustainability and demand 
greater transparency, accountability 
and leadership from brands, has 
also helped drive innovation on 
sustainability initiatives within 

companies. The result can often 
lead to brand and customer loyalty 
from consumers who appreciate the 
commitment to sustainability that 
companies are making. 

In its 2012 Global Corporate 
Citizenship Survey,3 which 
reviewed 18 social causes, Nielsen 
found that socially-conscious 
respondents prioritize environmental 
sustainability (66%), improvements 
to science, technology, engineering 
and math education (56%) and 
the eradication of extreme poverty 
and hunger (53%). According to 
the survey, nearly half of global 
consumers are also willing to pay 
extra for products and services from 
companies that have implemented 
programs to give back to society. 

Similarly, Weber Shandwick’s 

2012 report, “The Company Behind 
the Brand: In Reputation We Trust,”4 
found that 70 per cent of consumers 
surveyed avoid buying products if 
they do not like the parent company, 
and 67 per cent are increasingly 
checking product labels to see what 
company is behind a product.

Such research only confirms 
the way sustainability is going. 
Consumers will continue to place a 
greater emphasis on sustainability, 
and the market will reward those 
companies that respond — or 
anticipate — accordingly.

Harnessing the Potential 
of Sustainability
To fully realize the overarching 
benefits of sustainability — resource 
conservation, cost savings, 
enhanced competitiveness, brand 
loyalty, improved corporate image 
among consumers, and more — 
companies need to first completely 
integrate the ideal throughout the 
entire organization. 

This is most effective when 
management chooses a designated 
leader to ensure that the sustainability 
path aligns with the business priorities 
and the values of the organization. 
For this reason, many companies are 
defining a new Chief Sustainability 
Officer role for a lead executive who 
sits at the head table. 

Senior management will more 
readily support the effort if the issues 
are relevant and if sustainability goals 
are linked with other business goals 
such as cutting costs, improving the 
customer experience and growing 
market share. This allows for the 
building of a strategic platform that is 
differentiated, inspires engagement 
and ensures buy-in and support from 
internal and external stakeholders. 

SUSTAINABILITY: A MARKETING CONSTRUCT

Companies need 
to first completely 
integrate sustainability 
throughout the 
entire organization.
François Taschereau
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3 http://www.nielsen.com/us/en/insights/press-room/2012/nielsen-identifies-attributes-of-the-global--socially-conscious-.html
4 http://www.webershandwick.com/resources/ws/flash/InRepWeTrust.pdf

http://www.strategy-business.com/article/00054?gko=340d6
http://www.nielsen.com/us/en/insights/press-room/2012/nielsen-identifies-attributes-of-the-global--socially-conscious-.html
http://www.webershandwick.com/resources/ws/flash/InRepWeTrust.pdf


The global company Unilever, a 
Weber Shandwick client, is a prime 
example of a company that has truly 
woven sustainability throughout its 
entire organization — from CEO 
Paul Polman on down — while 
also pursuing ambitious plans 
for business growth. In addition 
to long-standing initiatives and 
campaigns around such issues 
as sustainable sourcing, hand 
washing, oral hygiene, and reducing 
the environmental impacts of 
manufacturing, the company in 
2010 also launched its Unilever 
Sustainable Living Plan. Through 
it, by 2020, Unilever hopes to help 
more than 1 billion people take 
action to improve their health, halve 
the environmental footprint of the 
manufacture and use of its products, 
and source 100 per cent of its 
agricultural raw materials sustainably.

The plan is an ambitious one. Yet 
it’s poised to influence and impact 
millions of Unilever consumers 
around the world while at the same 
time improving the company’s 
overall position by cutting costs, 
conserving resources and 
deepening customer relationships.

Communicating Your Sustainability 
Story in a Social World 
For real sustainability to reach 
consumers and communities, 
marketing and communications 
teams must play a significant 
role, not only in developing the 
narrative, but in amplifying the 
story to ensure engagement 
among all stakeholders. Every 
organization will execute its 
own unique marketing and 
communications strategy, but 
approaches should embrace 
as many relevant channels as 
possible, including TV, recruitment 

advertising, Out-of-Home, news 
releases, customer newsletters, 
and any other relevant and 
appropriate touch points to reach 

the intended audience.
Of increasing importance in this 

regard is the organization’s ability 
to make its communication social. 
According to a 2011 survey by our 
firm, seven in 10 executives say 
social media has been used to 
communicate their Corporate Social 
Responsibility message, and six in 
10 say it has a positive impact on 
the quality of communications.

More and more, digital and social 
media tools are being leveraged 
as platforms for innovation and 
information sharing to advance 
creative products, services, practices 
and technologies and to inform 
customers and stakeholders about 
sustainability initiatives. This is 
achieved by fostering direct and one-
on-one dialogue and feedback with 
customers, employees and other 
members of the community.

Digital and social channels 
allow brands the opportunity to 
tell compelling stories about their 

ongoing work to achieve more 
sustainable business practices 
and invites participation and 
engagement from crucial audiences.

The social amplification and 
engagement of a marketing-driven 
sustainability messages is a best 
practice that the globe’s most 
profitable and influential companies 
are rapidly embracing. According to 
the 2011 SMI-Wizness Social Media 
Sustainability Index5, at least 250 
major corporations, including GE and 
IBM, are engaged in some form of 
social media when telling their own 
story as it relates to sustainability. 
More than 100 of these organizations 
have blogs, YouTube channels, 
Facebook or Twitter accounts 
dedicated to sustainability. The report 
also links the central tenets of social 
media philosophy – “transparency, 
authenticity and learning from your 
community to build a strong, more 
profitable and yes, better business” 
– directly to the strengths that make 
sustainability “such a compelling 
business philosophy.” 

The most effective digital and 
social communications are so 

targeted that they seem personal, 
engaging to the point of motivating 
and inspiring. They highlight and 
share the greater benefits of a 

SUSTAINABILITY: A MARKETING CONSTRUCT

Seven in 10 
executives say social 
media has been used 
to communicate 
their Corporate 
Social Responsibility 
message, and six 
in 10 say it has a 
positive impact 
on the quality of 
communications.
Weber Shandwick Study

The most effective 
digital and social 
communications 
are so targeted that 
they seem personal, 
engaging to the 
point of motivating 
and inspiring. 
Paul Massey
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sustainability initiative while inviting 
involvement, or at the very least, the 
sharing of the story. 

Don’t let sustainability 
leave you behind

Companies that commit to 
sustainability are clearly poised to 
be the future winners in the market, 
in the eyes of consumers and 
throughout communities. 

As we look ahead at the role 
marketing and communications 
plays in building awareness of 
corporate sustainability efforts, we 
recommend corporations consider:

 
• Integration – Ensure that the 

goals and purpose are com-
municated at all levels and that 
the call to action is understood.

• Engagement – Extend communi-
cations by creating strategies to 

engage employees and custom-
ers in a compelling way that 
helps them to understand their 
role and empowers them to meet 
their deliverables and share your 
company’s sustainability story.

• Amplification – Communicating 
the story requires use of multiple 
channels, authentic and diverse 
voices and ongoing engagement.

The following synthesizes Weber 
Shandwick’s tested approach, 
developed by our agency’s global 
Social Impact team, to communicating 
a sustainability strategy.

SUSTAINABILITY: A MARKETING CONSTRUCT

Weber Shandwick’s Sustainability Strategy

Define Build Engage Measure
Leverage stakeholder 
mapping tools to identify 
where you stand relative to 
competitors and who your 
most critical stakeholders are.

Vision Setting:
• Where is there an 

opportunity to lead 
and what is our shared 
vision of success?

Goal Setting: 
• What can we achieve 

long-term and short-term?

Platform Creation:
• How can we differentiate? 
• How can we inspire 

engagement?
• How do we ensure buy-in?

Strategic Roadmap:
• How do we bring the 

platform to life? 
• What messages tell 

the story best? 
• What is the integrated 

communications plan?

Activate: 
• Share your vision and 

goals; open a dialogue. 
• Show how CSR ties to 

the business strategy 
and corporate values. 

• Offer creative and 
compelling ways to 
engage, involve and 
showcase diverse voices.

Sustain: 
• Build interactive tools to 

drive ongoing engagement. 
• Communicate progress 

via thought leadership. 
• Be open about setbacks 

and lessons learned. 
• Enlist partners as 

advocates.
• Embrace detractors.

Impact: 
• Evaluate and measure  

progress and take 
a long view.

• Develop content that 
showcases results, and  
engage stakeholders 
and key media in 
communicating results.
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In 2007, RBC launched its RBC Blue Water Project 
to foster a culture of water stewardship. One of 
RBC’s six “Community and Sustainability” areas 
of focus, the RBC Blue Water Project, has to date 
pledged or committed over $33 million to more 
than 500 organizations with programs that support 
watershed protection and access to clean drinking 
water. The project also promotes responsible water 
use through awareness programs. 

Organizational Involvement
In advance of the Blue Water Project, RBC convened 
thought leaders from across the company to 
determine what type of sustainability initiative would 
match up best with RBC’s strategic imperatives. 
The bank already had a track record of responsible 
lending practices and clients in the ‘green’ space, 
which seemed like the right foundation from which 
to build. RBC also knew that water was not only a 
significant humanitarian and environmental issue, but 
an economic and financial issue for its clients — from 
individuals to large forestry and brewing companies 
— and communities around the world as well.

Today, the RBC Blue Water Project’s core team 
includes a team from the company’s corporate 
citizenship department, including donations, 
environmental affairs and corporate responsibility 
professionals. The donations staff administers 
three different types of grants through a rigorous 
application process. (See sidebar)

In addition to the donations staff, the RBC Blue 
Water Project also involves RBC’s brand sponsorship 
department. For example, the bank was a presenting 
sponsor for Alexandra Cousteau’s 2010 Expedition 
Blue Planet: North America. RBC’s corporate 
communications, marketing and government relations 
teams also support the project. Beyond high-level 
departments, many rank and file employees — the 
company employs 74,000 people worldwide — have 
become involved in local watershed cleanups and 
other volunteer activities as well. 

“This is really a cause that travels well,” says 
Lynn Patterson, RBC’s Director of Corporate 
Responsibility, noting that the water project 
now makes up over 10 per cent of RBC’s global 
donations funding. “It’s something that employees 
all over can talk about at a local level.” 

RBC Blue Water Project Grants
1. Visionary Grants: Multi-year grants 

for global organizations and Non-
Governmental Organizations (NGOs), e.g., 
ONE DROP, an initiative set up by Guy 
Laliberté, founder of Cirque du Soleil.

2.  Leadership Grants: Ranges from $25,000 
to $500,000, aimed at leaders in regional 
programs in North America.

3.  Community Action Grants: Up to $5,000 
go to small community organizations that 
support local water conservation projects.

The Business Case
As with many corporate sustainability initiatives, 
there’s not always a direct line between the RBCs 
Blue Water Project and the bank’s bottom line. 
But that’s not always the point. The project aligns 
well with the bank’s strategy and core values, 
and it’s a centerpiece of RBC’s Corporate Social 
Responsibility (CSR) focus. Patterson says the 
project also has a positive impact on RBC’s 
brand, and other less tangible benefits also  
make a real difference. 

“Our support of water humanizes RBC for our 
clients,” she says. 

Even so, Patterson notes that RBC customers 
are interested first and foremost in the company’s 
ability to deliver solid financial services, expert 
advice and great customer service. “We have 
to do our job as bankers well — that’s our first 
corporate responsibility. We have to get that right 

SUSTAINABILITY: A MARKETING CONSTRUCT

Royal Bank of Canada’s 
Blue Water Project -  
A Case Study
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before we can attract customers 
based on our community or 
sustainability commitments.”

But Patterson says the RBC 
Blue Water Project does impact 
metrics, such as a prospective 
customer’s propensity to consider 
RBC or the chance that an 
existing customer might refer 
someone to the bank. 

“It’s one more thing in a suite 
of good things that we do,” 
Patterson says. “Running a 
good business means being 
responsible to the community, 
to the environment and to the 
workplace. We’re trying to do  
a great job on all of those fronts.”

Sustainably Spreading the Word
RBC enlists a range of marketing and advertising 
media to help spread the word about its Blue 
Water Project, including a host of sustainable, 
digital channels:

• A prominent web presence on its corporate site
• A Facebook page with more than 28,000 “likes”
• A dedicated YouTube channel, established in March 

2010, that has received more than 100,000 views
• The Green@RBC e-newsletter
• The annual RBC Canadian Water Attitudes 

Study, which tracks Canadians attitudes about 
global water issues6

SUSTAINABILITY: A MARKETING CONSTRUCT

About Weber Shandwick
Weber Shandwick is a leading global 
public relations agency with offices in 
81 countries around the world, including 
Toronto, Montreal, Vancouver and 
Ottawa, Canada.

RBC Blue Water Day (2011) – Flash mob events were held around the world, 
with employees wearing blue and ‘doing the wave’. Pictured above are 3,000 
at a Toronto event.
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The Future
Now almost halfway through its initial 10-year 
effort, the RBC Blue Water Project plans to issue 
a five-year impact report to share its progress 
thus far. It will also continue awarding grants 
to qualifying organizations while expanding 
its involvement with water-focused groups in 
Canada and beyond. 

Along with the Canadian Water Network  
and the Walter & Duncan Gordon Foundation,  
the RBC Blue Water Project is also part of a two-
year venture called the “Blue Economy Initiative.” 
The initiative plans to release research and 
reports over the next two years that make a clear 
economic, environmental and social case for 
protecting Canada’s fresh water.

6 http://www.rbc.com/community-sustainability/environment/rbc-blue-water/water-attitude-study.html

http://www.rbc.com/community-sustainability/environment/rbc-blue-water/water-attitude-study.html


TAKING SUSTAINABILITY 
TO MARKET – MARKETERS 
SUPPLY CHAIN CONNECTION 

In October 2005 H. Lee Scott Jr, CEO 
of the world’s largest retailer, Wal-Mart, 
announced a revolutionary “business 
sustainability strategy” to their global 
employees and suppliers. The 
aspirational goals were very ambitious: 
“To be supplied 100 per cent by 
renewable energy; to create zero 
waste; and to sell products that sustain 
our resources and the environment.” 
As with many things Wal-Mart, this 
news was viewed skeptically and 
provided fodder for the cynics. 

Wal-Mart historically had 
operated in relative isolation from 
its external stakeholders. The 
‘aha’ moment was when Wal-
Mart realized that 90 per cent of 
its environmental footprint came 
from its suppliers. Directly, Wal-
Mart could only affect 10 per 
cent. A radical mind shift and 
tactical plan was imperative to 
implement an environmental 
strategy. This would require 
collaboration and transparency, 
with subject matter experts to 
drive its programs. Those assets 
would need to come from non-
profit organizations, government 
agencies, consultancies, and 

James D Downham 
President & CEO, 
PAC – The Packaging Association

academic institutions. Most 
importantly, the supply chain had 
to be aggressively engaged.

Fast-track to 2012, the 
sustainability movement is 
approaching a tipping point, 
according to an article7 in the 
MITSloan Management Review 
Research Report (Winter 2012). 
Together with Boston Consulting 
Group, they’ve been studying how 
organizations are developing and 
implementing sustainable business 
practices. Their third consecutive 
survey conducted in 2011 involved 
4,000 executives from 113 
countries. Based on the responses 
of the 3,000 executives from the 
commercial sector, the study reveals 
a number of significant trends:

• Seventy per cent of companies 
have placed sustainability perma-
nently on their management agen-
das (20% said they have done 
so just in the past two years). 

• Sixty-six per cent said that 
sustainability was neces-
sary to being competitive in 
today’s market (up from 55 
per cent in the 2010 study).

THE 
OPPORTUNITY
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• Nearly one-third (almost 1000 
executives) said that sus-
tainability activities contrib-
uted to their profitability.  

Furthermore, two-thirds (66%) of 
those surveyed credit sustainable 
practices as factors in improving 
collaboration with their customers and 
suppliers (59%). It well understood 
today that collaboration is central to 
stoking sustainability outcomes.

Wal-Mart is undeniably a leader 
in sustainability. The company 
recognized early on that a good 
business sustainability plan would 
drive down costs to generate 
profitability. Its Scorecard8 for 
packaging became a central part of its 
sustainability agenda - suppliers had 
to become engaged in the discussion. 

A number of Canada’s home-
grown retailers are not sitting idly 
by. Canadian Tire’s Tyler Elm, 
Vice President of Sustainability, 
offers-up that the company 
was one of the first to integrate 
business sustainability objectives 
into its quarterly reporting. “Now 
in its second year of reporting, 
Canadian Tire saw an impressive 
19 per cent increase in the 
number of sustainability initiatives 
completed and a quadrupling in 
avoided waste year-over-year.  
In the fourth quarter alone [2011], 
Canadian Tire completed 73 
initiatives that are forecasted to 
avoid more than $1.2 million in 
costs, 182 tonnes of waste and 
1,667 tonnes of GHG emissions.”9 

Loblaw, Canada’s largest grocer, is 
aggressively engaged and publishes 
its sustainability reports annually. 
Loblaw can take credit for leading 

the plastic bag reduction initiative. 
Its 2010 CSR Report claims a 73 
per cent national reduction in plastic 
shopping bags. Since 2007, Loblaw’s 
has reduced the number of plastic 
shopping bags used by 2.5 billion.10 

On a global scale, the formidable 
Paris-based Consumers Goods 
Forum (CGF) is flexing its muscles 
as sustainability is a cornerstone of 
its mandate. A CGF committee [that 
I served on] led to the publication 
of Global Protocol on Packaging 
Sustainability last fall. This initiative 
created the global language for 
packaging and sustainability. CEO 
Bill McEwan of Sobeys, whose 
sustainability initiative is well-advanced 
and respected in the Canadian 
community, is the only Canadian 
company representative on the CGF 
International Board of Directors. 

Supply chain implications
Many smart consumer packaged 
goods manufacturers have listened 
to their retailing customers and their 
customers, the almighty consumer. 

The usual big brand leaders, 
which include Coca Cola, Kraft, 
Nestle, Procter & Gamble, PepsiCo 
and Unilever, have been driving the 
manufacturing sector sustainability 
agenda. The fact is that many of 
these global leaders have been living 
sustainability for years. It is embedded 
in their culture and is part of their 
DNA. Many other manufacturers have 
taken a wait-and-see attitude while 
others naysayers just don’t believe in 
it. Uneducated opportunists in their 
rush to win the hearts and minds 
of consumers have created mass 
confusion with false and or incorrect 
green claims. This strategy has likely 

TAKING SUSTAINABILITY TO MARKET – MARKETERS SUPPLY CHAIN CONNECTION

Sustainable Practices Improve Collaboration

Source: MITSloan Management Review Research Report, Winter 2012, p. 11

Customers

Contractors

Competitors

NGOs

Suppliers

Industry associations

Governments/policy makers

Internal business units across functions

Internal business units across geographies

Local communitites affected by operations 
along the supply chain

66%

59%

47%

41%

41%

37%

37%

33%

25%

17%

Has sustainability caused your company to increase  
its collaboration with any of the following?
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8 One of Wal-Mart’s objective is to reduce packaging in its supply chain by 5 percent by 2013. Nine metrics form the foundation of the scorecard, including 
target levels for: greenhouse gas emissions created during package production, average distance material is transported, package-to-product ratio, 
recycled content, renewable energy use, innovation. http://www.foodprocessing.com/articles/2008/371.html

9 Canadian Tire Press Release, March 15, 2012 http://corp.canadiantire.ca/EN/INVESTORS/NEWSRELEASES/Pages/default.aspx
10 Loblaw Press Release, April 22, 2011, 

http://www.loblaw.ca/English/Media-Centre/news-releases/news-release-details/default.aspx?PressReleaseId=6e31f774-b943-492b-b83e-ed8d1740a281

http://www.foodprocessing.com/articles/2008/371.html
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had minimal results in increased sales 
and profitability. 

Ottawa-based market researcher 
TerraChoice11 updates the state of 
knowledge of environmental claims 
on home and family products in its 
The Seven Sins of Greenwashing, 
first published in 2007. It wants 
to discourage greenwashing, 
while simultaneously encouraging 
greener product innovation and 
commercialization. In its 2010 report, 
TerraChoice went to 24 retail stores 
and identified 4,744 green products 
vs. 2,739 in 2009 - a whopping 73 per 
cent increase. Conversely there was 
only a marginal improvement in sin-
free products year-over-year; 4.5 per 
cent in 2010 vs. 2 per cent in 2009.

So	where	does	packaging	fit	
into the sustainability agenda? 

Packaging historically has gone 
relatively unnoticed by consumers 
as a delivery system to get products 
to market and into their homes. 
Today with the sustainability 
discussion taking place in schools 
and at dinner tables, the pressure 
is on to create more sustainable 
packages. When consumers speak, 
politicians listen. Governments are 
also looking for lower cost solutions 
to the high debt incurred during 
the economic downturn. Retailers 
and brand owners are faced with 
the demands of consumers to 
reduce the amount of packaging 
while government is legislating 
“you make it, you own it” policies. 
Industry guesstimates the cost of 
collection, recovery and disposition 
of packaging at over $1 billion in 
Canada, or to put it another way, 3 
per cent of the cost of goods sold. 
This now has everyone’s attention.

Opportunities for Smart Marketers
Back to today’s consumer – a growing 
number, socially aware citizens of the 
world.  According to a 2011 Cone/
Echo global study, more than nine-in-
ten consumers say that companies 
must go beyond the minimum 
standards required by law to operate 
responsibly and address social and 
environmental issues. Canadians 
(41%), more so than others (31%), 
said that company operations should 
change to align with greater social 
and environmental needs. 

This year’s Cone Green Gap Trend 
Tracker12 (Cone Communications 
study by ORC International), delivers 
instructional insights for marketers:

• American consumers expect 
companies to address the 
full environmental impact of a 
product’s lifecycle, including the 
product (90%), using it (88%), 
and disposing of it (89%).  

• Sixty-nine per cent of American 
consumers routinely or sometimes 
consider the environment 
when making a purchasing 

decision; they are influenced 
most by end-of-life messages. 

• Seventy-three per cent of 
consumers want companies to 
provide more environmental 
information on the product 
packaging to help inform 
their shopping decisions.

• 71 per cent of consumers wish 
companies would do a better 
job helping them understand the 
environmental terms they use to talk 
about their products and services. 

The opportunity, as the report 
suggests, is for companies to 
reframe the discussion and 
educate consumers about what 
they’re doing to reduce a product’s 
impacts across the supply chain.

The messages consumers want 
most are those that are precise. 
Consumers cited a symbol or 
certification (81%) and a message 
with specific data or outcomes 
(80%) as most influential in their 
decisions to buy. 

Honing these messages is the 
opportunity for marketing to seize.

TAKING SUSTAINABILITY TO MARKET – MARKETERS SUPPLY CHAIN CONNECTION

About PAC
PAC – The Packaging Association 
is a not-for-profit, package-neutral 
corporation founded in 1950. Our 
375 members come from all sectors in the supply chain of packaged 
goods including; grocery, general merchandise and quick service 
retailers, consumer product manufacturers, package converters, 
raw material and ancillary services. The PAC mandate is to provide 
packaging leadership in delivering products to consumers.

Our PAC NEXT initiative was launched in August 2011 with a vision 
of A World Without Packaging Waste. To achieve this goal, we have 
enlisted over 100 end-of-life of packaging material management 
companies, governments and NGOs as members. The PAC NEXT 
mandate is to find solutions to economical packaging recovery.
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RE-SKILLING FOR 
SUSTAINABILITY 

Imagine a future time: Sustainability 
Managers are embedded inside all 
product categories, brand managers 
regularly follow sustainability trends 
inside and outside the company, young 
marketing graduates emerge from top 
business schools where green and 
sustainable branding is infused within 
every aspect of the program.

Now, give yourself a shake 
- because all of this is already 
happening. If you haven’t noticed, 
don’t feel bad. While sustainable 
business practices have moved into 
the mainstream, many marketers 
have viewed sustainable branding as 
a niche that targets only consumers 
who care about the environment.

But the business case for 
sustainability is undeniable. 

A Millwood Brown/Jim Stengel 
Company13 research study of 50,000 
brands over a 10-year period found 
that the best brands outperform the 
market by a big margin; with a 328 
per cent increase in stock value since 
2000 versus the S&P 500, which 
lost 7.9 per cent during that period.  
In an era of increased social and 
environmental transparency, resource 
scarcity, rising energy costs, climate 

Kathryn Cooper 
President & Chief Learning Officer, 
Sustainability Learning Centre

change, and a younger generation 
of consumers who are demanding 
sustainable business practices, 
mainstream marketing has changed. 

Sustainability has clear human 
benefits and marketers have a 
role and responsibility to make this 
connection for consumers.

Every Marketing Professional 
Needs Green Core Competencies 
The “core competency” of a 
company is a significant source of 
its competitive advantage; think 
about Google and innovation or 
Apple and design. Like the roots of 
a tree, core competency provides 
nourishment, sustenance and 
stability. This competitive “know 
how” is embedded in employees 
through the translation of their 
knowledge, skills, and attitudes into 
the culture, processes, products, 
and services of a company. So 
what happens if the business 
environment drastically changes, 
as it has under the current shift to 
sustainability? Employees need new 
“know-how” to maintain and improve 
competitive advantage. Marketing 
professions need a shift to new 
“green” core competencies.

Essentially, in an era of 
sustainability, the transformation of 

THE  
KNOWLEDGE GAP
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products, processes and services 
depends on the “green” core 
competencies of its personnel.  
For marketers this means 
understanding the nuances of carbon 
and water footprinting, product 
life cycle assessment, design for 
environment, environmental label 
declarations, and stakeholder 
engagement processes. Increasingly 
this applies to all products. 

Sustainable branding is not about 
a	niche,	it	is	the	normalization	of	

a new way of doing business.

Green core competencies enable 
marketers to articulate product and 
process, societal and environmental 
value, as well as the brand equity 
associated with a campaign or 
innovation. It means knowing 
how to engage peers, brand and 
marketing teams in the importance 
and relevance of sustainability in 
everyday brand management. It even 
means understanding sustainable 
consumption and seeking the 
business model innovations that 
move consumers from owning 
products of planned obsolescence 
to ones of durability, buying services 
rather than only products, and 
recognizing marketing’s role in cradle 
to cradle processes. 

Sustainability illiteracy could 
also cost you competitively. Many 
companies do more than what is 
required by regulation, and too often, 
the people and passion behind 
these efforts go unsung. These 
stories could be the stuff of viral 
media legend, putting your company 
head and shoulders above your 
competition. Marketing needs to 
own the messaging, tell these tales, 
and do so in a nuanced way that 
resonates with consumers. 

Organizations must also pay 
careful attention to marketing activity 
undertaken for them by third parties, 
e.g., how promotions are carried out. 
Lynn Patterson, Director of Corporate 
Responsibility, RBC recently cited the 
paradox of a sustainability report that 
is printed and distributed on glossy 
(unrecyclable), virgin paper as the 
“do – say” gap in marketing. Such 
mixed messages are an invitation 
for stakeholders to go running to 
Twitter or other media to point to a 
company’s lack of credibility in the 
sustainability realm.  According to 
Patterson, another item frequently 
overlooked is the “trinkets and 
trash” that accompany marketers to 
promotional events. “You need to 
watch all your marketing channels if 
you want to be consistent with your 
company’s sustainability message. 
Actions speak louder than words.”

Marketers Have a  
Professional Responsibility

Jackie Ottman, an authority on 
sustainability and author of “The 
New Rules of Green Marketing: 
Strategies, Tools and Inspiration 
for Sustainable Branding” (Berret-
Koehler, 2011) believes it’s time 
for marketing professionals to take 
their roles seriously. Says Ottman, 
“In order to help consumers see 
the human benefits of sustainability 
we need to improve our knowledge 
base as professionals. We are facing 
a new green marketing paradigm, 
one that has gone mainstream. If 
we don’t understand the new ways 
of looking at our products through 
the lens of tools and innovations like 
life cycle assessment, design for the 
environment, and eco-innovations, 
our customers will turn away and our 
business will become marginalized.” 

RE-SKILLING FOR SUSTAINABILITY 

Marketing needs to 
own the messaging, 
tell these tales, and 
do so in a nuanced 
way that resonates 
with consumers.

Kathryn Cooper
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Ian McGugan is the founder of GreenShirt.ca  
and a distributor of PROforma promotional 
products, mobile marketing and commercial print 
services. GreenShirt.ca “delivers interesting and 
effective custom printed promotional products, 
clothing and documents -- on time and on  
budget,” notes McGugan. 

With leading companies moving to sustainability 
and starting to require their suppliers to follow 
their lead, McGugan enrolled in the Life Cycle of 
Products, Process and Services workshop offered 
by the Sustainability Learning Centre and the Inter 
University Centre for the Life Cycle of Products, 
Processes and Service. His goal is to work with 
his company’s producers to build a program of 
promotional products and print for clients that 
measure up to their new sustainability needs.  
Ian recognized the need for more formal training  
to bring his company up to speed quickly.

The Life Cycle Assessment (LCA) workshop is 
an introduction to the life cycle concept, drivers 
and application for marketing, communication, 
branding and design. The LCA process is not new 
– it is at the heart of the work of the Sustainability 
Consortium14, a group of leading companies 
working on standardizing the way in which the 
sustainability of products, processes and services 
are quantified and communicated, initiated by 
Walmart in 2009.

The workshop includes case studies that 
present the life cycle concept, basic principles, 
and is a forum to discuss its limits as an 
environmental assessment tool. E.g., the science 
of LCA has proven that compact fluorescent 
light bulbs are better than incandescent, high 
efficiency hand driers are better than hand towels 
and – well – yes – that hybrid cars are better than 
Hummers (although you would think the last one 
was a no-brainer).

The program provided Ian with numerous insights: 

Suppliers
• Ask the right questions. When a supplier says 

their products are eco-friendly ask for proof: 1) 
Has a scientifically based Life Cycle Assessment 
been completed? 2) Is it peer reviewed? 3) 
Was it conducted by a credible LCA assessor?  
4) Has the company applied for and received 
Environmental Product Declaration labeling 
or Design for Environment Certification?  

• Get proof. Ask to see the documentation on the Life 
Cycle Assessment (having attended the course Ian 
can now tell if the assessment was well done).

• Think “Cradle to Cradle”. Suppliers should be 
able to tell you how their product is legitimately 
kept in a closed loop in your jurisdiction. Can it 
be dissembled and fully recycled or composted?

• Work with “like – minded” companies. Life 
cycle assessment is an evolving field.  By 
working with a company that wants to provide 
legitimate eco-friendly products you can 
build competence and reputational capital 
with the end customer as partners.

Marketing/Communications
• Be credible. Green marketing is more 

nuanced than traditional marketing. Forget 
the bold promises and tell the story.

• Educate your customer. The extra effort that 
went into making a product might be invisible 
to your customer. Rona and Cascades explain 
“Life Cycle Thinking” in their marketing and 
communications so that customers can 
learn about the process and its value.

• Leverage 3rd party certification. Third 
party certification and environmental 
product declaration programs address 
the complexity of environmental 
issues through offering standardized 
communication formats. For instance, the 
Environmental Protection Agency’s “Design 

RE-SKILLING FOR SUSTAINABILITY 

Promotional Product Company 
Sharpens Life Cycle Assessment 
Skills - A Case Study
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design, produce and market eco-friendly products. 
“We have the product portals populated with 
product and online now. What we are working on 
is filtering this list down to the most authentically 
sustainable options that deliver marketing punch,” 
says McGugan. “This isn’t something any one 
company can do on its own. I plan to build a network 
of suppliers, Life Cycle Assessment organizations 
and customers who can build a partnership 
around eco-friendly products. With this credible 
approach our company can take this market from 
niche to mainstream. Environmentally and socially 
sustainable products are the way of the future. The 
insights and skills provided by this training course 
made it possible to see how this can be done.”

for Environment” logo is cropping up on 
numerous products. This consistency helps 
with clear and concise messaging.

Social Sustainability
• Think social sustainability too. One current 

limitation of Life Cycle Assessment is that it 
only focuses on environmental factors. Social 
benefits such as fair trade and child-labour 
free are not included. Fair operating practices, 
human rights and community development 
should be part of any eco-friendly product.

Ian’s next step is to create a collaborative 
partnership of organizations working together to 

RE-SKILLING FOR SUSTAINABILITY 

About Sustainability Learning Centre
The Centre is a learning, networking and 
technology transfer hub that provides 
professional development on sustainability to 
hundreds of people each year. Sustainability 
education is available through: a 51 module 
E-Learning Platform and expert led public and customized programs. In 2011, 
the Centre signed a Green Marketing & Sustainable Brands training agreement 
with New York based author and sustainable brands guru Jacquie Ottman.
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FEATURE  
CASE STUDIES

A GLOBAL PLATFORM 
BECOMES LOCALLY 
RELEVANT

“We know that people want to buy from brands that are 
aligned with their core values. What better way to build 
brand love than to embed sustainability within what your 
brand is doing? As long as it’s authentic and a credible part 
of your business strategy, there’s just so much potential for 
brands to gain momentum through sustainability initiatives.”

Yolanda Dasselaar
Live Positively Manager, Coca-Cola

Coca-Cola is a corporation known for its scale. It is one 
of the world’s leading brands with more than 300 bottling 
partners worldwide, offering over 3,300 beverage products 
and selling 1.7 billion servings a day. But Coca-Cola’s global 
reach – including a presence in communities across 200 
countries – comes with the need to stay locally relevant.  

This is particularly true for Coca-Cola’s social 
responsibility and sustainability activities. Coca-Cola has 
committed to an array of goals in response to the most 
pressing issues of our time, including climate change, 
water conservation, well-being, community development 
and more. These commitments are housed within a 
unifying framework called “Live Positively,” launched 
in 2006. Live Positively calls for Coca-Cola to make a 
positive difference in the world by building sustainability 
into all that it does, from how the company uses water in 
its plants to the diversity of its workforce.

The Live Positively framework clearly takes a broad 
view of Coca-Cola’s responsibilities as a corporate citizen, 
encompassing not only sustainable packaging, water 
stewardship, climate protection and energy efficiency, 
and community but also workplace, active lifestyles, and 
beverage variety and quality. These pillars form Coca-Cola’s 
social contract with its stakeholders, along with quantifiable 

goals that the company must deliver against each year. 
However, Live Positively is much more than a strategy 

and a set of global benchmarks; it’s also a communications 
platform that gives a home and voice to all of Coca-Cola’s 
sustainability activities. With the expectation of Live 
Positively being in the public eye in every country where 
Coca-Cola operates, the question of local relevance 
becomes even more important.  

Finding the Canadian Angle
While Canadian consumers certainly expect multinational 
corporations to tackle the big issues globally, they also 
want to see action and results at home. This left Coca-
Cola’s Canadian office with the task of making a global 
mandate resonate at a national level. However, ensuring 
that Live Positively was meaningful to Canadians turned 
out to be more challenging than expected. When the 
team responsible for the national rollout looked closely 
at the target audience, they found that, in contrast to its 
signature brand, The Coca-Cola Company was much less 
well known to Canadians and that the image of soft drinks 
varied across the population.

Coca-Cola Canada had an awareness issue. Consumers 
were unaware of Coca-Cola’s initiatives in the areas of 
corporate responsibility and sustainability. While improving 
the energy efficiency and reducing greenhouse gas 
emissions are important initiatives, they were less likely 
to capture the attention of a consumer audience. Even 
more detrimentally, the perception of Coca-Cola was being 
formed by marketplace chatter about the soft drink category. 

It was clear that Coca-Cola needed to proactively tell 
its story – and do it in a way that would be memorable 
for Canadians, an environmentally-savvy audience with 
high concern for local communities. The team undertook 

By Stephanie Myers, Director, New Business, JWT
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research to determine what type of sustainability initiatives 
were both important to consumers and an authentic fit 
with Coca-Cola. If the Live Positively platform was to be 
embraced by consumers, it needed to ring true for both 
Canadians and the brand.

Aligning with Credible Partners
Partnerships with highly respected non-profits add credibility 
and profile to a sustainability strategy, while making 
corporate investments more relatable for a consumer 
audience. Coca-Cola had a history of working with leading 
Canadian non-profit organizations and Coca-Cola began 
to put a spotlight on these partnerships by speaking about 
them more proactively. These partnerships were aligned 
with the key components of the global Live Positively 
platform and the Company’s Canadian business strategy. 
The three pillars of Coca-Cola Canada’s partnership 
framework are: ParticipACTION, an advocate for active 
living; and Breakfast Clubs of Canada, dedicated to 
supporting school breakfast programs; and WWF, arguably 
Canada’s leading environmental organization.  

Working closely with WWF, Coca-Cola has made 
impactful changes to its water sustainability, climate 
protection, and packaging initiatives. Coca-Cola also 
became known for its holiday season campaigns that built 
awareness of polar bears and their shrinking habitat, an 
issue of great interest to Canadians. This strategy kicked off 
with a high-profile campaign in 2008 and continued through 
to the 2011 Arctic Home campaign, which featured the 
iconic red Coca-Cola can changing to white and donation 
matching in support of Arctic conservation.

Five years ago, Coca-Cola aligned with ParticipACTION 
as part of its vision to have an Active Living program in 
every country where it operates.  Through this partnership, 
the organizations have been able to reach and support 
over 2,000 community organizations in every province and 
territory, enabling thousands of youth to get active.

Coca-Cola Canada partnered with Breakfast Clubs 
of Canada over 10 years ago, when the breakfast club 
program was a smaller organization operating only in 
Quebec. Over the past 10 years the breakfast program 
has expanded across Canada, and now serves 18 million 
breakfasts every year. Coca-Cola donates Minute Maid 
100% fruit juice to the breakfast programs.

After a long history of support, Coca-Cola partnered up 
with these organizations for a new campaign that profiled 
the efforts of local heroes. The campaign, housed at 
livepostively.ca, featured inspirational documentary-style 

stories from those of the frontlines of community programs: 
a scientist contributing to the Arctic effort; a teenager 
enjoying break dancing with his peers; a young boy who 
starts his day with a healthy breakfast at school. The 
overarching theme is a call to all Canadians to get involved 
in community programs by volunteering or donating.

Taking Stock
While building a reputation takes time, the positive results 
from the past four years demonstrate strong momentum. 
Coca-Cola credits this to focusing on important issues that 
are both important to the company and close to the heart 
for Canadians. For the recent campaign, Coca-Cola’s 
consumer research revealed that Canadians are more likely 
to get involved in programs that are personal to them; top 
priorities included environmental programs, youth fitness 
and breakfast clubs for children. The carefully selected 
partnerships also allowed for strong links back to the brand; 
for example, Minute Maid is a featured product within the 
Breakfast Clubs of Canada storyline.  

This leads to another key to success: Embedding 
sustainability throughout the organization. This starts at 
the plant floor, through delivery trucks and in each facility. 
Sustainability commitments are visible in water use and 
recycling objectives, investments in more efficient vehicles 
and vending machines and zero waste targets in all 
facilities. Corporate social responsibility initiatives will see 
limited success if they are isolated within an organization. 
Instead, tying initiatives to products, sales, and bottom 
line metrics opens up more resources and helps create 
excitement and support across the organization. At Coca-
Cola, sustainability is seen as holistically owned within the 
company with brand and customer teams all responsible for 
objectives tied to sustainability. An internal Live Positively 
ambassador training program further ensures engagement 
and invites all employees to become brand builders in their 
daily work. 

With Live Positively now firmly established in the 
Canadian marketplace, Coca-Cola’s advice to other 
marketers is that sustainability initiatives need to be 
authentic to what an organization does and what the brand 
stands for. Coca-Cola has clearly accomplished that for its 
own business. Coca-Cola’s brand is positioned as inspiring 
moments of happiness; Coca-Cola’s sustainability strategy 
Live Positively reflects the brand’s optimistic tone when it 
calls on the corporation to make a positive difference in the 
world – and invites Canadians to do the same.

COCA-COLA CASE STUDY
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GETTING SUSTAINABILITY 
RIGHT FOR A BELOVED 
CANADIAN BRAND

“If the corporation alone is setting the sustainability 
agenda that we’re communicating on, no one owns it. If 
we let our stakeholders – franchise owners, employees, 
guests – identify the issues that we focus on, there’s 
better ownership.” 

Tim Faveri, Director, 
Sustainability and Responsibility, Tim Hortons

Tim Hortons holds a unique place in the hearts of 
Canadians. With over 3,000 locations across Canada, Tim 
Hortons has roots in every community and has become 
part of the cultural fabric of the nation. It dominates the 
quick-service-restaurant and coffee markets, making 
Canada the only market in the world where McDonald’s is 
not number one. Tim Hortons has been also recognized 
by Leger Marketing as the country’s most loved and 
respected brand, and was named Brand of the Decade in 
2010 by Strategy Magazine.

When a corporate brand is also a national icon, 
what’s the best way to take a sustainability message to 
market? With caution, according to Tim Faveri, Director, 
Sustainability and Responsibility at Tim Hortons. The 
company’s corporate initiatives and decisions impact 
hundreds of restaurant owners, thousands of employees 
and millions of customers. With so many stakeholders 
and a brand this high profile, the corporation has been in 
no hurry to risk its reputation by rushing to market. 

This is despite having a long record for addressing 
important societal issues. Since 1974, the Tim 
Hortons Children’s Foundation has been sending 
economically disadvantaged children to camp to 
foster greater confidence and leadership skills. This 
program is given national attention by an annual 
Camp Day campaign, which encourages customers 
to visit Tim Hortons on a specific day when all coffee 
proceeds are donated to the Foundation. Additionally, 
the company launched the Tim Hortons Coffee 
Partnership in 2005, a program designed to improve 
the lives of coffee farmers by helping them develop 
business skills and sustainable farming practices. 
As a significant purchaser of coffee, the organization 

wanted to give back in a substantial and direct way to 
coffee-growing communities.

Important corporate responsibility programs were well 
established, others were in the works. What was missing, 
however, was an overarching strategy and framework that 
would anchor these diverse initiatives. A framework would 
provide a long-term vision for the corporation, as well as 
a rallying point for the organization’s stakeholders and a 
consistent voice when translating corporate citizenship 
activities into marketing communications.

Uncovering the Issues that Matter
For a corporation acutely sensitive to the needs of its 
stakeholders, the development of a framework had to 
start with listening. Working with social change agency 
JWTEthos, Tim Hortons conducted a series of workshops 
to better understand what social responsibility meant to 
those on the frontlines, and to identify which sustainability 
issues were seen as the most urgent to address. Tim 
Hortons also conducted in-depth focus groups with 
both customers and those who were very engaged in 
sustainability issues to better understand their evolving 
expectations of the organization.

Coming out of this inclusive process was the 
articulation of the Tim Hortons perspective on 
sustainability and responsibility, expressed as “Making 
a True Difference.” This was underpinned by a set 
of principles that would guide Tim Hortons on its 
sustainability journey: Acknowledge the corporation’s 
social, environmental and economic impact; respect 
and support stakeholders; help build communities; and 
be honest and transparent with communications. Most 
importantly, the framework pledged the organization to 
“do things that make a true difference,” for individuals, 
communities and the planet. This was given substance 
and credibility by a set of quantitative and qualitative goals 
and key performance indicators. 

“Making a True Difference” would serve as a 
touchstone for the organization to judge its own activities 
as well as a platform for communicating sustainability 
initiatives and programs. Given that corporate business 
groups, restaurant owners, employees and customers all 
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contributed to shaping the framework, there was broad 
acceptance and ownership across the organization.

Making Commitments Public
By 2010, Tim Hortons was ready to share its corporate 
commitments with a much wider audience. Internal 
and external stakeholders had been consulted; solid 
results were available from long-running programs; the 
organization was equipped with a robust strategy. For 
a company that values humility and authenticity, all the 
pieces were finally in place. 

Communication to the public took two important 
forms. One was the release of its first annual 
sustainability and responsibility report, outlining the 
company’s performance against the goals set under 
the “Making a True Difference” framework.  The 
report captured Tim Hortons’ all-encompassing view 
of sustainability, addressing many issues such as 
nutrition, food safety, sustainable coffee, environmental 
stewardship and supplier codes of conduct. True to Tim 
Hortons’ commitment from the beginning, these were the 
same issues identified through research as important 
to those who contribute to the success of the brand: 
customers, employees, and franchise owners.

In addition to the report, Tim Hortons stepped even 
further into the public eye with a television commercial 
created by JWT that debuted during the 2010 Olympics 
and explained the Coffee Partnership to a national 
audience. The commercial featured touching moments 
with coffee farmers and their families striving to 
improve their lives, underscoring the closing message 
that Tim Hortons is focused on capacity building versus 
“writing cheques and then walking away.” Just as 
Tim Hortons has been building confidence in children 
through its camp program for almost four decades, the 
organization is taking a similar approach with coffee 
farmers who are hungry for skills and self-sufficiency. 
It’s the same philosophy of direct involvement to make 
a true difference. 

Looking Ahead
For Tim Hortons, an annual sustainability report and 
communications program are just the beginning. The 
company’s public sustainability narrative will continue 
to evolve as its corporate programs grow. As befits 
a complex organization, Tim Hortons’ initiatives are 
numerous and multifaceted. In Nova Scotia, Tim Hortons 
launched a “Cup-to-Tray” program which recycles their 
paper cups into their carry-out trays. They are credited 
as the first quick-serve restaurant in North America to 
implement this kind of program. In key coffee regions 
internationally, it successfully discouraged farmers 
from using banned pesticides. Four restaurants were 
registered for LEED certification in 2011. And the Tim 
Horton Children’s Foundation continues to welcome 
thousands of campers every year. With the “Making a 
True Difference” platform firmly established, each of 
these initiatives is now a strand in a larger brand story.

“Any company that is consumer facing understands that 
brand reputation is one of the biggest potential risks 
to your organization. So communicate sustainability in 
a way that aligns to your own unique culture - but you 
better have all the proof points in place before you start.” 

Tim Faveri, Director, 
Sustainability and Responsibility, Tim Hortons
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Paul Massey
Paul Massey is EVP at Weber 
Shandwick and founder and co-lead 
of the firm’s Social Impact team, 
a global network that specializes 
in corporate responsibility, public 
education and social engagement 
campaigns. Based in Washington, 
D.C., he counsels corporations 
on how to communicate the im-
pact of CSR efforts to build brands 
and strengthen relationships with 
employees, consumers, policy-
makers and other stakeholders. 

Stephanie Myers
Stephanie Myers is the Director, 
New Business at JWT, one of the 
leading global advertising agen-
cies. Stephanie helps brands solve 
their marketing challenges in new 
and innovative ways by connecting 
them with award-winning strategic 
and creative talent. Stephanie has 
over 15 years of experience partner-
ing with blue-chip corporate, public 
sector and non-profit clients to 
build the reputation of their brands 
while delivering on bottom-line 

objectives and social responsibil-
ity goals. She offers senior-level 
marketing expertise combined 
with a nuanced understanding of 
global business, environmental 
and social issues and trends.

Stephanie holds a Global Master 
of Arts from Tufts University and 
a Master of Business Adminis-
tration from York University. 

François Taschereau
François Taschereau, EVP at Weber 
Shandwick Canada, leads the com-
pany’s Canadian Corporate Respon-
sibility practice as part of the global 
Social Impact team. He brings to 
this practice his expertise in corpo-
rate communications and issues 
management gained as a strategic 
consultant and in senior positions 
at Bell Canada and Hydro-Québec.
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