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THE SDGs ARE THE NEW REFERENCE POINT FOR COMPANIES
ON SUSTAINABLE DEVELOPMENT AND PROVIDE A COMMON
FRAMEWORK T0 DISCUSS ESG IMPACT
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THE RISE OF PURPOSE

WHII.E THERE IS UNCERTAINTY ABOUT
o JHE FUTURE, THERE IS -NO QUESTION

" THE TREND Uf‘*fﬂVATE .
SECTOR ENGAGEMENT ON URGENT
ISSUES. THERE ARE MANY REASGNS
FOR THIS. e

*PURPOSE STRATEGIES ORNE
BUSINESS SUCCESS.




IN THIS NEW ERA, PURPOSE
CREATES DIFFERENTIATION

PRODUCTS ARE HARD TO DIFFERENTIATE
DESIGN AND PRICE ARE EASY TO COPY

SUPPORTING SERVICES HAVE SOME DIFFERENTIATING POTENTIAL
Y




THE VALUES PROPOSI

True disruption is no longer | m gl bal market place, SOCIAL
4 s a critical point of difference.
value proposition, F E
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i CORPORATE MISSION




o Market-Dri
o Competitive
* Employees

o Consumers |
e Contract with C
o Ads |
» Next Quarter

« .Social Responsibility
. Loyalty




Because their role in society has evolved.
Because stakeholders expect them to act.

Because it's the right thing to do for the
sustanability of their business.




#T00COOLFORPLASTICS
CELAND SUPERMARKET

plastic packaging from ALL its own-label products

Iceland is a Weber Shandwick client




TAKING A STAND IS OFTEN A FIRST STEP
IN A DIALOGUE WITH STAKEHOLDERS
ABOUT AN ISSUE - AND IT IS THE ROLE
OF BUSINESS TO ADDRESSHIT.




MORE'AND MORE, CONSUMERS SUPPORT

PURPOSE-DRIVEN
COMPANIES




GAMECHANGERS: PATAGONIA WINS WITH PURPOSE

Dolphins are our shareholders




An act of voluntarily refraining from
using, buying or dealing with a
product, brand or company as an
expression of protest

The opposite of a boycott; an act of
showing support for a company’s actions
by intentionally buying its brands,
products or services
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SUPPORT TRUMPS PROTEST

CONSUMER ACTIVIST ATTITUDES

(Strongly/Somewhat Agree with each statement)

It is more important now than ever to show
support for companies that “do the right
thing” by buying from them

It is more important now than ever to
participate in boycotts

i

83/%

1 Source: Battle of the Wallets: The Changing Landscape of Consumer Activism, Weber Shandwick & KRC Research, 2018
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BUYCOTTERS ARE MORE ACTIVE IN
THEIR CONSUMER ACTIVISM

ACTIONS DURING PAST OVER NEXT TWO YEARS
TWO YEARS

G 40 57

250 BOYCOTTERS  BUYCOTTERS

NEBTHID

487

About the same

iy

About the same

BUYCOTTERS  BOYCOTTERS

AVERAGE NUMBER OF ANTICIPATED CHANGE IN NUMBER OF ACTIONS

<4 Significantly higher than boycotters

Source: Battle of the Wallets: The Changing Landscape of Consumer Activism, Weber Shandwick & KRC Research, 2018
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IMPACTING
REPUTATION

TOPS LIST OF MOTIVATORS
FOR BUYCOTTERS AND
BOYCOTTERS ALIKE

OUTCOMES HOPED TO BE ACCOMPLISHED B
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Change the way the company or
brand does business 36%

Harm the company or
brand’s reputation 35%

) Help the company or brand’s sales 27%

Get my complaint noticed 20% ’

) Change the way the company or brand does business 19%

Harm the company or brand’s sales 18%

Force the company or brand to apologize 15%

§) Improve employee morale 13%
© Get my support noticed 12%
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PURPOSE STARTS AT THE TOP:
A NEW DEMAND ON CEOs

Leading companies and forward-
looking CEOs of all political stripes
are Investing in purpose and are
focused on delivering “shared
value”— producing strong business
results while also contributing to
social and economic progress.

Source: CEO Activism in 2017: High Noon in the C-Suite,
Weber Shandwick & KRC Researc h, 2017

TOTAL 42%
MILLENNIALS b6%
GEN XERS 36%

ROOMERS 39%

CEDs and other business leaders have greater
responsibility today for speaking out on hotly
debated current issues than they used to (% agree)
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YOUR FUTURE MARKET

MILLENNIAL BUYING DECISIONS INCREASINGLY MILLENNIAL DEMAND FOR CEO
INFLUENCED BY CEQ ACTIVISM ACTIVISM SURGES

/
% who say they would be more likely to buy from a company whose CEQO 56 0
speaks out on an issue they agree with 47[]/

0

51%

20/ 287
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33/

OF GEN XERS
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307%

OF BOOMERS

OF MILLENNIALS
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% who believe that CEOs % who say business
Change 0 0 0 have a responsibility to speak leaders have a greater
since 2016 0 0 0 up about issues that are responsibility to speak out

important to society now than in years past

Source: CEO Activism in 2017: High Noon in the C-Suite, Weber Shandwick, KRC Research



SUSTAINABLE IN A GENERATIUN PLAN Mars CE!]: tralllsforme?tional hl.ISiIIESS change |
MAHS [:E[] TAKES A STAN[' needed, including radical rethink on supply chains
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4 Mars is a Weber Shandwick client 19




IT'S TIME TO START

LEADING-WITH YOUR
PURPOSE




SOCIETAL [ SHAREDY BUSINESS
VALUE \ VALUE J VALUE
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“

THE ROLE OF COM 1S T0 SUPPORT THE ESS
JOURNEY TRANSLATING SUSTAIABILITY GOALS




CORPORATE STORYTELLING & UNIVERSAL VALUES

ENTERPRISE BRANDING / CORPORATE POSITIONING

CHANGE MANAGEMENT AND EMPLOYEE ENGAGEMENT
PRODUCT AND SERVICES MARKETING

ISSUES MANAGEMENT AND CRISIS RESPONSE

STAKEHOLDER ENGAGEMENT AND SUSTAINABILITY REPORTING




NUMBEF
J0B AS PURK
APPEAL T0 B

INL ESG INDIC
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ESG STORYTELLING
AB INBEV 100+ GLOBAL SUSTAINABILITY GOALS
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