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agenda 
● Definitions & Terminology 

● Making the case for CSR

● ESG review

● Impact Cycle

○ brand purpose

○ power of diversity

○ environmental sustainability
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valuable acronyms
CSR Corporate Social Responsibility

ESG Environmental, Social & Governance

DE&I Diversity, Equity & Inclusion

GHG Greenhouse Gas (emissions)

SBTi Science Based Target Initiative

GRI Global Reporting Initiative (see also SASB/CDP/TCFD)

SDGs United Nations Sustainable Development Goals





why do we care? 

Status quo is no longer an option 

Shareholder capitalism → stakeholder 

capitalism

Intersectionality, human rights and climate 

justice

Extractive vs. Additive

Regulation



making the case
CONSUMERS
70% of millennials say they have changed their purchasing habits in support of causes or 
social issues of interest, while 72% of Gen Z consider a company’s purpose when deciding 
what to buy. [Achieve and the Case Foundation, 2020]

EMPLOYEES
88% of employees believe companies must focus on purpose and not just profit. [Cone 
Communications, 2020]

PROFITABILITY
Companies with the highest ESG ratings outperformed the lowest-rated firms by as much as 
40% [Harvard Business Review, 2019] and each year there is an increasing correlation between 
being in the top quartile for diversity and financial performance. [McKinsey,  2020]

CAPITAL
2021 was a record year for ESG, with an estimated $120 billion poured into sustainable 
investments, more than double the $51 billion of 2020. [Fast Company, 2021]

Tip
Use data when talking with 
leadership teams, and pair 
statistics with examples 
from peer companies. 

https://www.bloomberg.com/news/newsletters/2021-12-01/the-esg-market-is-controlled-by-a-few-big-investors


csr umbrella
Ethical business practices 

Social impact (philanthropy, education)

Employee engagement (volunteering, upskilling, ERGs)

Diversity, Equity and Inclusion

Environmental Sustainability

Human rights, social and environmental justice

→ Environmental, Social and Governance (ESG) data



ESG
definitions



environmental

Emissions (Greenhouse Gases)

Energy 

Waste

Water

Materials (Toxic Chemicals)

Biodiversity



social

Human Capital

Diversity, Equity & Inclusion

Cyber Security / Customer Privacy

Living Wage

Human Rights (intersects with E)

Health & Wellness

Local Communities

Public Policy



governance

Oversight & Accountability 

Leadership Diversity

Transparency 

Internal Policies

Compensation



ESG 
quiz

Procurement team seeks 
minority-owned suppliers? 

Who is accountable for making your 
online blog accessible? 

At the office, should we use 
compostable cups or water bottles? 



buckle up for major impact
csr on an esg framework







1 Materiality
Where should my company focus our time, 
treasure and talent? What are our ‘material’ 
issues? 

➔ Ask
Stakeholders will share opinions about 
what is important.

➔ Assess
What’s important that no one is 
discussing? 

➔ Rank
Which issues are critical to long-term 
sustainability?



Nestle interviewed 72 
key internal and external 
stakeholders and scored 
issues by importance.

Identify economic, 
social and 
environmental issues 
most important to the 
business and 
stakeholders.



materiality recap
EXAMPLE
Consistent listening to 
stakeholders to inform 
responsive action: 2020 
murder of George Floyd 
pushed DE&I much higher 

MUST HAVES
Stakeholder involvement

Economic sustainability

TRENDS
Dynamic materiality

Moving away from siloed 
department impact (e.g. HR 
focused on DEI, procurement 
focused on cost-savings)





2 Strategy
What is my brand purpose? How can we 
achieve that purpose in the most positive 
way? 

➔ Focus
What issues must we address?

➔ Mitigate
How can we reduce our negative 
impact? 

➔ Innovate, Amplify & Solve
What are we uniquely positioned to 
accomplish? 



Achieving real beauty, building self-esteem

Helping parents and teachers raise 
inspired, creative children

Improve people’s lives with the world’s 
best transportation

Nike Inc.’s purpose is to move the world 
forward  — breaking barriers and building 
community to change the game for all. 

brand purpose



purpose: Build tech to make life easier 

ISSUE 1

DE&I: 
Gender Balanced 
Leadership

ISSUE 2 ISSUE 3 ISSUE 4

Strategy

Women’s 

ERG

Strategy

Nonprofit 

Girls Who 

Code

Strategy Strategy Strategy Strategy Strategy Strategy

Retention/
Promotion

College 
Admissions/
Graduations 
rates

Metrics Metrics Metrics Metrics Metrics Metrics

Informed by materiality assessment



brand purpose

Improve People’s Lives with the World’s Best 
Transportation

Lyft partners with RAINN to provide access to 
transportation for survivors of domestic violence.

93% of Lyft's employees say they come to work 
because of Lyft's focus on social and environmental 
impact.



brand purpose

Nike Inc.’s purpose is to move the world forward 
 — breaking barriers and building community to 
change the game for all. 

Nike made $140 million Black Community 
Commitment, an initiative focused on helping 
organizations that are focused on social justice, 
education innovation and economic opportunity for 
Black people.

https://footwearnews.com/2020/business/philanthropy/nike-40-million-donation-black-lives-matter-1203001134/
https://footwearnews.com/2020/business/philanthropy/nike-40-million-donation-black-lives-matter-1203001134/
https://www.wk.com/work/nike-equality/


strategy elements

● Environmental sustainability

● DE&I (JEDI, Belonging)

● Employee engagement (volunteering, ERGs)

● Social impact and corporate philanthropy

● Human rights and supply chain

● Public policy



power of diversity

● Equity

● Financial outperformance

● Leveraging new markets

● Sphere of influence

● Check your bias, inclusion matters



cutting carbon

● Reduce emissions

● Engage employees

● Net Zero/carbon neutral, climate positive

● Offsets

● Climate justice



nonprofit partnerships

● Nonprofits know their business

● Practice being a good partner, listen

● Bring dollars (not just volunteers)

● Caution: Cause marketing laws



vulnerabilities = opportunities



when profit becomes the bigger risk



Credit: CBX Software



strategy recap
EXAMPLE
VF found they could make a 
positive difference around 
Women’s Issues & Child 
Rights in the marketing 
stage of their value chain.

MUST HAVES
Diversity, Equity & Inclusion

Environmental 
Sustainability

Aligned Social Impact

TRENDS
Go deep, embed across 
entire value chain

Trust-Based Philanthropy

Circular Economy





3 Metrics
How will I know if my company is moving in 
the right direction? Accountability is the new 
black. 

➔ SMART goals
Set measurable, time-bound goals. 
Stretch. Plan, use logic models (if/then). 

➔ Buy-in
Make friends across the organization to 
collect data.

➔ Agility
The world is a curveball. 



Measuring 
Environmental Impact
● Greenhouse gas emissions (energy use)

● Waste

● Water 

● GRI and SASB provide industry specific measuresTip
Global standards are 
evolving. Follow ISSB to 
stay up to date. 



Measuring Social Impact

● What happened in the END? 

● How were people were positively affected? 

● What can be extrapolated from your numbers? 

● Instead of “100 hours of volunteer service” try “reading 
comprehension increased by 30% for 20 children”

●  Internal measures: 

○ sales, marketing and brand affinity 

○ employee satisfaction and retention



metrics recap
EXAMPLE
Warby Parker:

“In emerging/pre-emerging 
markets, one pair of glasses 
increases productivity by 35% 
and monthly income by 20%”

MUST HAVES
Compliance with the Paris Accord to 
reduce climate change

Understand your diversity metrics

Third-party verification (for public 
companies)

TRENDS
Science Based Targets

Executive compensation

Reporting on diversity and 
equity (Pay Equity reports)





4 reporting
How do we share our metrics and stories? 
What is important to each stakeholder? 

➔ Transparency
Share the good and the bad.

➔ Assess the audience
Employees want different information 
than customers. Customers care about 
different metrics than investors.

➔ Storytelling
Is it authentic? Is it tied to your 
purpose? Can you partner tell the story? 



https://gbl-sc9u2-prd-cdn.azureedge.net/-/media/aboutikea/newsroom/publications/documents/ikea-sustainability-report-fy21.pdf?rev=f47eec47b58e40b99918ca50053c6d63&hash=173CF231B7A8F6E036BD4BF0145ABD30


reporting recap
EXAMPLE
Intel Report Builder

MUST HAVES
Transparency

Defined goals

TRENDS
Tie to UN SDGs 

Communications for different 
audiences

https://www.intel.com/content/www/us/en/corporate-responsibility/csr-report-builder.html




5 Evaluation
How does the landscape look since our last 
assessment? Are there new opportunities to 
innovate? What are our roadblocks?  

➔ Regulations + Trends
Continued education is critical - 
expectations evolve every day. 

➔ World views
Events shift stakeholder opinion and 
needs. 

➔ Company goals
Check in on purpose and long-term 
corporate strategy.



evaluation recap
EXAMPLE
New Belgium launched 
drinksustainably.com - 
their lessons learned in a 
toolkit for all brewers to 
reduce carbon emissions  

MUST HAVES
Long-term commitment

Agility 

Support network

TRENDS
Innovation sharing

Climate positive





IMPACT CYCLE ACTIVITIES 

A. Marketing designs IG announcement 
noting tons of waste saved from landfills 
last year

B. Staff are asked to discuss volunteering 
program boosts vs. 401k increase 

C. Facilities installs solar panels and 
monitors utility bills for usage reduction

D. Offsite meeting held to develop 
company’s 3-year strategic plan

E. CSR lead travels to a conference to learn 
about new ISSB regulations

F. $10,000 gifts are donated to 3 nonprofits 
to support literacy advocacy; grant 
reports are collected



Thank You!

Jennifer Forman

MakeMoreGood.com

jennifer@MakeMoreGood.com

linkedin.com/in/formanjennifer

mailto:jennifer@MakeMoreGood.com



