Responsible
Communications

Jonathan Wise
Co-Founder, The Comms Lab



Agenda

What we're going to cover
Who am |7
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What is the role of CSR communications?

To communicate a visionary idea of what you hope
achieve or only talk about actions have actually taken?

Communications can help build trust but also leave
companies open to accusations of ‘Greenwashing'.

In this talk, Jonathan will share thoughts and a framework
on how to consider the role of CSR communications as
well as ideas on the future of the discipline as CSR and
sustainability become strategically more important for
organisations.
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What is the role of communications?

To sell more ?
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What is the role of CSR communications?
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What is the role of business?



LARRY FINK'S ANNUAL LETTER TO CEOS

A Sense of Purpose

Society is demanding that companies, both public and private, serve a social purpose. To prosper
over time, every company must not only deliver financial performance, but also show how
it makes a positive contribution to society.

Without a sense of purpose, no company, either public or private, can achieve its full potential. It
will ultimately lose the license to operate from key stakeholders. It will succumb to short-term
pressures to distribute earnings, and, in the process, sacrifice investments in employee
development, innovation, and capital expenditures that are necessary for long-term growth.

| want to reiterate our request, outlined in past letters, that you publicly articulate your
company’s strategic framework for long-term value creation and explicitly affirm that it has
been reviewed by your board of directors.

DS
O30

BlackRock is the world's largest asset manager with $6.3
trillion in assets under management
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What is the role of business?

Shareholders mmp Stakeholders

Shareholders
Communities
Society
Environment

mmmmm



Definition

Corporate social responsibility (CSR) is a business approach that
contributes to sustainable development by delivering economic, social and
environmental benefits for all stakeholders.

CSR is a concept with many definitions and practices. The way it is
understood and implemented differs greatly for each company and country.

Moreover, CSR is a very broad concept that addresses many and various
topics such as human rights, corporate governance, health and safety,
environmental effects, working conditions and contribution to economic
development. Whatever the definition is, the purpose of CSR is to drive
change towards sustainability.
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CSR: The Future-proofing Journey

>

/
. 2. . . 4. Active 5. Strategic 6. Transformative
o BUETENT Compliance b ] Adaptation Experimentation Corporation
-
Definition: Definition: Definition: Definition: Definition: Definition:
Minimal Full compliance Gradual reduction Proactively Creatively destroying Radically and

consideration
for social and
environmental
implications. Ad-
hoc reactive
interventions in
ensuring the
company (is
seen to)
behave ina
socially
responsible
manner. CSR
as damage
limitation.

to the law and all
environmental
regulations.
Relevant health
and safety
requirements are
met. CSR seen
through the lens
of risk mitigation

of waste and
increased
efficiency during
production or
service processes.
Decreased use of
energy and
resources.
Diversity,
inclusiveness and
gender equality are
seen as priorities.
CSR activity is
prioritised on cost
saving

revamping and
moving away from
existing service and

production systems.

Root causes of
external
environmental and
social problems are
identified. Strategic
creativity is utilised
responsively to
external issues.
Product / service
innovation as low
hanging fruit are
picked

and re-modeling
existing services,
products. Core
business model now
strongly integrates and
addresses social and
environmental
problems. CSR viewed
as a differentiator in
terms of reputation with
customers and also
personally for
leadership. Triple
bottom line is
considered.

strategically redefining
the main business
model. The company
is no longer a bounded
entity but is positively
and consciously
interconnected with the
environment and
communities.
Company is driven
primarily by its social
purpose.




CSR: The Future-proofing Journey
Case Study: BMW
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2.

4. Active 5. Strategic 6. Transformative
Compliance

Adaptation Experimentation Corporation

1. Defensive

3. Efficiency

BMW EfficientDynamics

Less emissions. More driving pleasure.

BMW EfficientDynamics is BMW's strategy to minimise fuel consumption and CO, emissions while
increasing dynamics and driving pleasure. It is a package of innovative functions covering the drive

system, energy management and vehicle concept, and is a standard feature in every BEMW. That is
BMW EfficientDynamics.

BMW Group Efficient Dynamics engine family Aeroblade
for

‘petrol and diesel engines ‘
BMW TwinPower Turbo Y-m”%
Aetive air flap control : £ 3

=
|

Inteligent lightweight design

Active spoiler

Air Curtain
8-gear automatic transmission

BORN Bjust eformpcn L Tyres with reduced rolling resistance
Brahe energy regeneration



CSR: The Future-proofing Journey
Case Study: BMW
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2. 4. Active 5. Strategic 6. Transformative

1.D i . . Effici . . . -
Slepes Compliance 3. Efficiency Adaptation Experimentation Corporation

vzs DriveNow

e X B EAGLE W°-CFw
Drive and park. Lock and leave. Done and dusted.
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CSR: The Future-proofing Journey
Case Study: BMW




CSR: The Future-proofing Journey
Case Study: BMW
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CSR: The Future-proofing Journey
Case Study: BMW

1. Defensive 2'. 3. Efficiency
Compliance

"If China and India had the levels of car
ownership evident across the OECD, that
would amount to 1.5bn more cars”

Chandran Nair, Founder, the Global Institute of Tomorrow



CSR: The Future-proofing Journey

Case Study: BMW

1. Defensive

2.
Compliance

3. Efficiency

5. Strategic 6. Transformative

4. Active
Corporation

Adaptation Experimentation

BMW
GROUP

%
— — Rolls-Royce
@ '_’7 Motor Cars Limited

PERSPECTIVES.

Ideas, opinions and visions: What will mobility look like in the future? What role
will companies play in society? How and where will people live? How are
digitalisation and globalisation changing our world? How can we continue to be
a driver of progress? These questions are addressed in the publication “THE

NEXT 100"
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CSR: The Future-proofing Journey

Case Study: BMW

2.
Compliance

—_—

CSR as Corporate Social Responsibility

1. Defensive 3. Efficiency

Focus on risk mitigation

Making the best of what you’ve got

Typically bound by existing processes,
behaviours, business models, ways of thinking

>

6. Transformative
Corporation

4. Active 5. Strategic

Experimentation

Adaptation

——

CSR as Complete Strategy Response

Focus on competitive advantage

New creative and strategic solutions

Typically demonstrating new processes,
behaviours, business models and ways of
thinking

=



CSR

* Increasing requirement for business to develop a
social purpose and make a greater contribution to
society that delivers long-term success

* Fantastic opportunity to lead industry into the future

* CSR / sustainability as a discipline and mindset to take
you there

 But....
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Low Trust in Business in the UK B Edelman
Per cent trust in business in general, 2017-2018 rustbarometer

| ANNUAL GLOBAL STUDY

JAN

General Population
Regional Split

43% 38%

London: 58%

Wales: 43%
Scotland: 48%
Northern Ireland: 48%
Of the UK General Population san | Of the UK Youth trust

trust business s 45%in 2017) business (vs. 39% in 2017)

1 Trust Barometer UK Supplement Q1. Below is a kst of institutions. For each one, please indicate how much you trust tfhat msftution to do what i nght using a nine-pon
are one maans that you “"donot trus tm m at all’ and nine means that you "rust them a great Jed "[Top 4 Box, Trust] Base: UK Genera PC‘D.J:K 1 (n=2,000), UK Yo
ter London (n=261 < \ﬁl‘—'.‘.—'t—n (n=100 “ and (n=1 " 0}, Northem keland (n=60
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Edelman
Dlstrust in Business Drlvqpec Py, Tax _ ‘ A

| ANNUAL GLOBAL STUDY

Top 5 reasons for distrust in bﬂhess in ¢ general




CSR communications can add to the mis-
trust - Greenwashing

bp Greenhouse gas emissions
{million tonnes of CO, equivalent]

2016 B0 1
R 2015 490
" x » 204 48.7
beyond petroleum BEEPWATER [
¥ HORIZON
>~Zthe



How to deliver trust

Honesty
Competence
Reliability

- Benevolence
wmead

Note, this is not about what you ‘say’ but what you ‘do’

Robert Phillips
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Can CSR Communications deliver?

« Can it deliver on the direction of creating a social
purpose?

* Can it be based on what you do, rather than what
you say?
* Overcome claims of greenwash

» Can it help build trust back into business?

mmmmm



The current CSR communications
opportunity

1. Develop a social purpose

2. Demonstrate trust by acting
honestly with competence

3. Execute it well

mmmmm
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STATE STREET

GLOBAL ADVISORS.



STATE STREET
GLOBAL ADVISORS.

1. Develop a social 1. Promote gender
purpose diversity

2. Demonstrate trust by 2. Create a fund to

acting honestly with promote gender |
competence diversity in leadership
positions

3. Execute it well 3 ‘Fearless Girl



Our Action

State Street Global Advisors
called on companies we
invest in without a single

woman on their board
to take action. companies engaged in
the US, UK and Australia

We voted against
companies that failed
to take steps to add

a woman to their board.

companies voted against

We also placed Fearless
Girl near Wall Street
to call attention to this

Important iIssue, sparking
a global conversation. social media impressions
in12 weeks*




The Impact

As a result of these efforts,
change is happening. 1 5 f !

companies we identified have  more companies have
now added a woman director pledged to do so

Following our call, other asset
managers and owners have
joined us in making board

diversity a priority.

in shareholder assets now
backing board diversity®
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* https://www.youtube.com/watch?v=_LmRm-EeGyk




COMFORT &

. Develop a social 1. Provide clean, safe
purpose water

. Demonrs]trate tlrust I%y 2 Create ‘Plumbers
acting honestly wit L ,
competence without Borders

_Execute it well 3. Send plumbers to
provide communities
without clean water




* https://www.youtube.com/watch?v=elgCWFR9RJ4



A

1. Develop a social -
ourpose 1. Improve wellbeing

2. Demonstrate trust by 2. Create spaces for
acting honestly with sport and exercise
competence

3 Execute it well 3. Unusual Football Field



/e

* https://www.youtube.com/watch?v=_k TbDmbG5g
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1. Develop a social - .
purpose 1. Reduce inequality

2. Generate trust by 2. Provide banking
acting honestly with services to the
competence financially excluded

3. Execute it well 3. Payphone Bank



NO GOOD HEALTH QUALITY CLEAN WATER
POVERTY AND WELL-BEING EDUCATION AND SANITATION

DEGENT WORK AND 1 0 REDUCED
ECONOMIC GROWTH INEQUALITIES

A
fl/" {=)

13 fonon 14 sowwns 16 hosioe: W 17 rormicous G

TN SUSTAINABLE

DEVELOPMENT

GOALS



STATE STREET
CLOBALADVISORS. 1A

@)
SUSTAINABLE
DEVELOPMENT

GOALS



NO GOOD HEALTH QUALITY CLEAN WATER
POVERTY AND WELL-BEING EDUCATION AND SANITATION

DEGENT WORK AND 1 0 REDUCED
ECONOMIC GROWTH INEQUALITIES

A
fl/" {=)

13 fonon 14 sowwns 16 hosioe: W 17 rormicous G

TN SUSTAINABLE

DEVELOPMENT

GOALS



COMFORT €@

SUSTAINABLE
DEVELOPMENT

GOALS



GOOD HEALTH
AND WELL-BEING
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Advertising
Agencies

Morally or

IZ> value

neutral

Law
Accountancy
Management
consultancy
IT

Financial Investment



RECLAIMING AGENCY

HOW TO SAVE ADVERTISING
(AND CREATE A BETTER WORLD)

0 Q= Agencies can state
THE and embody the

Agencies are it T
positive contribution
morally or E> PURPOSE they want to make

value neutral TURN in the world



RECLAIMING AGENCY
HOW TO SAVE ADVERTISING

0 Q= = Agencies can state
THE and embody the

Agencies are iti ibuti
positive contribution

morally or E> PURPOSE E> they want to make

value neutral TURN in the world

Growth — More attractive to talent — Differentiation — Adult to Adult



RECLAIMING AGENCY

HOW TO SAVE ADVERTISING
(AND CREATE A BETTER WORLD)

RECLAIMING
AGENCY

THE PURPOSE-DRIVEN S Zihe
LEADERSHIP PROGRAMME Z Slab

‘Practice’



An Act 1Conversation about ‘Purpose’

Client

‘What is the purpose-led work
can we do on this brief?’



An Act 1Conversation about ‘Purpose’

‘What good can | do in my —a A&
1ab
agency?’ 7



An Act 2 Conversation about ‘Purpose’

Society / Planet

h

‘Given what I/we see going on in the world,
what I/we am called to be in service of?’
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An Act 2 Conversation about ‘Purpose’

Society / Planet

h

‘What change can | make, given
where | stand?’

DS
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Understanding the relationship

. Society / Planet
Outer Action

Agency

Inner Solf
work =

mmmmm
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We are a next-generation entertainment company.

A+E R\ B Google

NNNNNNNNNN adidas Worldwide
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Sunshir®

We are a next-generation entertainment company.

'If we are a next generation
entertainment company, what's our
responsibility to the next generation?’
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Sunshir®

. Develop a social 1. ‘If we are a next generation
purpose entertainment company,
what’'s our responsibility to

e
Demonstrate trust by the next generation”

acting honestly with

competence 2. Create space to discuss

internally with staff and

clients

. Execute it well

3. Reflected in creative work
generated



