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Tell us 
where you 
are dialing 
in from!

What’s the weather 
like in your city?
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Do you 
want this 
deck?

Global Ogilvy Website 
https://www.ogilvy.com/ideas
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From Purpose to 
Impact in Sustainability 

Why do 
you exist?

How are you 
Sustainable?

What is your 
positive impact?
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Today we will explore 4 topics

Why do you exist? How are you Sustainable? What is your positive impact?

1. 

2. 

3. 

4. 

The macro drivers increasing focus on Sustainability

The stakeholders demanding brands do more

How brands are responding

Questions to ask yourselves moving forward
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THE MACRO DRIVERS 
INCREASING FOCUS 
ON SUSTAINABILITY

1. 
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EVOLUTION OF 
“SUSTAINABILITY” 
OVER TIME 

1960s 1970s 
Environmental 
movement 

Shift toward 
Corporate Social 
Responsibility  

Sustainability 
rooted in climate 
and environment    

The inflection point of 
sustainability today…. 

Rise of 
Corporate  
Philanthropy Post WW2 

Early 
Corporate 
Philanthropy  
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Ogilvy Consulting

2020 BROUGHT BOTH CLIMATE AND INEQUALITY INTO SHARP FOCUS

CLIMATE
RACIAL

HEALTHSOCIO-ECONOMIC

GENDER

INEQUALITY



HEALTH 
INEQUALITY
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“The number of people who are food 
insecure in 2020 could rise to more than 
50 million, including 17 million children.”  

Feeding American 2020 

Data from Johns Hopkins University of 
Medicine 

Coronavirus research Center as of 3.8.21



RACIAL 
INEQUALITY 
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GENDER 
INEQUALITY 
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SOCIO-
ECONOMIC 
INEQUALITY
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CLIMATE
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“Today’s interim report from the UNFCCC is a red alert for 
our planet. It shows governments are nowhere close to 
the level of ambition needed to limit climate change to 
1.5 degrees and meet the goals of the Paris Agreement.   
Secretary-General António Guterres 
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“Humanity’s 21st century 
challenge is to meet the 
needs of all within the 
means of the planet.”   

- Kate Raworth

Source: Doughnut Economics by Kate Raworth 



STAKEHOLDERS ARE 
DEMANDING BRANDS 
DO MORE 

2. 
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Planet 
Cross- 
Industry 
partners 

Consumers 

Civil society/ 
NGOs

Governments 
and 
regulatory

Partners 

Competitors 

Investors 

Employees 

 

Brands face  
a myriad of 
increasingly  
engaged 
stakeholders
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“Every time you spend 
money, you're casting 
a vote for the kind of 

world you want.” 

Anna Lappé
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From consumer to active citizen

of people believe 
that brands have a 

responsibility to give 
back to society

of GenZ are 
concerned about 
humanity’s impact 

on the world

of GenZ feel business 
should make ‘doing 
good’ a central part  

of their business

of GenZ rank working 
for a company that 
helps the world as 
important as salary 

%63 %76 %77 %77

Sources: Mediacom, Fuse, Fast Company, Forbes 
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Investors  
demand it
Blackrock CEO tells companies to 
contribute to society.

“To prosper over time, 
every company must not 

only deliver financial 
performance, but also 
show how it makes a 
positive contribution  

to society.”

Larry Fink
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In unprecedented 
times citizens and 
consumers want to 
know how business 
and brands will 
help them build 
back better.  
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Covid has accelerated 
expectations even further

Communicate their 
brand values

talk about how they 
could be helpful in the 

new everyday life

Inform about their efforts 
to face the situation

%68 %76 %73

Source: Kantar, Covid Barometer, 8 markets



HOW BRANDS  
ARE RESPONDING 

3. 
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RACIAL 
INEQUALITY 

Hindustan Unilever renamed its 
flagship skin care brand Fair & 
Lovely as Glow & Lovely

Uncle Ben’s is to scrap the 
image of a black farmer and 
could change its name

The Washington Redskins 
American football team has 
confirmed it will retire its name

Quaker Oats will rebrand its 
Aunt Jemima products due to  
its racial stereotyping2020 was the year many brands 

put racial justice on their agenda. 

Creating lasting change, that’s 
not performative, will require 
long-term, intentional action. 
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GENDER 
INEQUALITY 
Brands have focused on 
different aspects of gender 
inequality.   

Ensuring external 
communication is supported 
by internal actions is crucial. 
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SOCIO-
ECONOMIC 
INEQUALITY 

Brands are directly improving the 
lives of employees through 
higher wages and living incomes 
across their supply chain.
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CLIMATE 
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Assessing 
impact

Reducing 
impact

Neutral 
impact 

(scope 1)

Neutral 
impact  

(scope 1&2)

Neutral 
impact  

(scope 1,2 3)

Positive 
impact

Positive + 
historic impact

Circular 
business 

model

Sustainable Food 
RevolutionNet zero by 
2050

Brands are realizing carbon 
neutrality and compliance 
with the Paris Agreement is 
the baseline. 

To standout and make an 
impact ambitions need to go 
higher. 



HEALTH 
INEQUALITY 
Brands responded to COVID 
with a variety of tactical 
initiatives.  

The spotlight is now on big 
pharma and vaccine distribution. 

28



29

“Don’t jump on bandwagons & virtue signaling.  
You must get serious about DOing vs SAYing – 
walk ahead of the talk, because real impact is critical 
to build licence, legitimacy, authority over years.” 

- Alan Jope, Unilever CEO  



QUESTIONS TO ASK 
YOURSELVES MOVING 
FORWARDS 

4. 
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WHERE ARE YOU IN YOUR APPROACH TO 
SUSTAINABILITY AND POSITIVE IMPACT?

Explore and define 
sustainability impact.

Prioritize current initiatives and new 
opportunities.Audit1.

Encapsulate sustainability ambition.
Define a holistic narrative and 

priority audiences.Architect2.

Identify partners and how to 
mobilize audiences.

Develop a communication and 
activation plan.Activate3.
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WHAT’S YOUR STANDOUT 
SUSTAINABILITY STRATEGY?

32

vs.

STANDOUT STATUS QUO
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HOW DOES YOUR NARRATIVE 
REFLECT YOUR JOURNEY?
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vs.

PROGRESS PERFECTION 

Colgate launches vegan 
toothpaste in fully-recyclable 
packaging
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WHO WILL DELIVER THE 
IMPACT?
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vs.

CORPORATE RESPONSIBILITY CONSUMER RESPONSIBILITY
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DO YOU HAVE A PLAN FOR  
COP 26?
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PARTNERSHIPS COMMITMENTS ACTIVATIONS



Questions?
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Thank you.


