A N E VO LV I N G G U I D E T O

Impact
Relations

“

Big businesses are
powerful machines.
We all know they have
the potential to cause
enormous social and
environmental harm,
but with their huge
resources & expertise,
they can also be great
engines of positive change.
Rather than fighting
the power of business,
should we be seeking
to harness it?”

JON MILLER
AUTHOR OF “EVERYBODY’S BUSINESS: THE UNLIKELY
STORY OF HOW BIG BUSINESS CAN FIX THE WORLD”

The Impact
We Seek
If there’s ever been a time to use our voice
and communications to inspire and move
people to action, it’s now.
We’re living in tumultuous times. Extreme
weather events demonstrate climate change
is no longer a looming global threat, but
one that’s very much upon us. One in seven
people around the world are hungry, yet a
third of food is wasted. Seventy percent
of the world’s population holds only three
percent of the global wealth.
The good news is: there’s a groundswell of
businesses using their expertise, resources,
and influence, to positively impact social
and environmental change. Realizing we
can’t rely solely on government, nonprofits,
and NGOs to solve all of the issues impacting
society and the environment, corporations
are stepping up to play a critical role in
building a more prosperous economy. Global
brands like Ben & Jerry’s, Tesla and REI, are
among the thousands of companies placing
“social” at the forefront of their enterprise
– putting purpose alongside, or even ahead
of profit.
Brands are collaborating with competitors
more than ever to address global issues and
improve industry standards. Patagonia is a
great example, publishing its sustainable
wetsuit design to improve standards
industry-wide.
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It’s no longer about philanthropy; it’s about
creating systemic and meaningful change.
Where do we fit in? Communications
is evolving quickly, alongside corporate
purpose. Communicators are now using their
skill set to amplify the purpose of pioneering
brands and to serve as a catalyst for positive
change. The number of Impact Relations
practitioners multiplies globally every day.
We are bringing these communicators
together as part of our Impact Relations
community, in recognition of the great work
that is already being done. Our mission is
to advance the communications industry
by providing a framework for impactful
strategies and consultancy, and by sharing
best practices. We can advance our industry,
and amplify the impact of our work, together.
Through this guide, we outline what Impact
Relations means today and how it has
evolved over time, along with providing
a framework for consulting, measuring,
and communicating the impact of our
communications strategies. We also feature
case studies that we hope to spark ideas
and action.
Creating this guide left us feeling inspired;
we hope you have the same experience
when reading it.
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What is
Impact
Relations?

Stories have the power to drive behavior. That’s why Impact
Relations was created, a discipline of communications designed
to influence positive social and environmental change.
Impact Relations mobilizes communicators and organizations to
drive action and advocacy through communications strategies.
Borrowing best practices from some of the leading impact-driven1
campaigns, the Impact Relations framework is for businesses
and practitioners to reference when building campaigns. This
framework outlines three core elements; Impact Consulting;
Impact Assessment and Measurement; and Impact Storytelling
and Strategic Communications.
This framework is not intended to create barriers to entry. This
framework is designed to enhance impact. If your communications strategy results in positive social or environmental benefit,
it’s Impact Relations.

The Rapid Evolution
of Impact Relations
Impact Relations has scaled dramatically over the last few
years, along with the number of for-profit businesses prioritizing purpose alongside, or even ahead, of profit. From students
to professionals, communicators are practicing, teaching and
applying the framework of Impact Relations to their communications strategies and campaigns today.
Yet, it wasn’t until 2014 that we brought unity to this emerging
industry. We recognized that communicators globally had a
shared mission for using communications as a force for positive
change, but we as a like-minded community weren’t united in
our positioning. Impact Relations was being practiced under
the titles of cause marketing, purpose-driven communications,
social impact PR, sustainable communications, etc.

“Telling effective stories isn’t easy. The difficulty
lies not in telling the story, but in convincing
everyone else to believe it...yet when it succeeds, it
gives Sapiens immense power, because it enables
millions of strangers to cooperate and work
towards common goals.”
YUVAL NOAH HARARI
BEST-SELLING AUTHOR OF “SAPIENS: A BRIEF HISTORY OF HUMANKIND”
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The coining of the term Impact Relations was a joint initiative
to recognize our collective purpose and to define our discipline
and industry trade. With the widespread adoption of Impact
Relations introducing newfound unity to our industry, we are
now able to evolve and advance our mission and work.
This shared mission initiative was made possible through the
communications practitioners who consulted on the naming,
framework, principles, objectives, goals, and overall formation
of Impact Relations, including: founders and directors of B
Lab, Ben & Jerry’s, The Purpose Collaborative, The Solutions
Journalism Network, Prosper for Purpose, Porter Novelli, Yulu
Public Relations, Ashoka, The New York Times, Carol Cone on
Purpose, as well as many senior communications professionals
and agencies within the B Corp community.
1 T
 he leading Impact Relations agencies on our watch list are: Cone Communications, Edelman’s Business + Social Purpose, Porter Novelli, Prosper for
Purpose and Yulu PR. If you are an Impact Agency and want to feature on our
website, get in touch at hello@impactrelations.org.
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T

he growing interest and adoption of Impact Relations as a service
and industry is a byproduct of the booming Impact Economy.
We’ve seen many evolving definitions of what the Impact
Economy is over the past decade, but we think global impact
firm Palladium defines it best. Here’s an interesting excerpt
from them on the rise and relevance of the Impact Economy:

The Birth of the Impact Economy

Prompted by global trends, organizations are rethinking
the notion of private sector, public sector and civil society
as separate constituents. Forward-thinking private sector
organizations are increasingly considering social impact as a
main part of business strategy. Public sectors organizations
are increasingly looking to the private sector as a partner to
deliver sustainable development.
We see the beginnings of a convergence of private and public
sector social and economic vision. We call this environment
the impact economy, a highly integrated ecosystem of
important players focused on dramatically and fundamentally
redefining sustainable value across varied constituencies.
This new economy is marked by the blurring of the line
between social and commercial interests. Organizations that
are conscious of their impact will widen their definition of
stakeholders and search for sustainable positive outcomes,
financial and otherwise, for everyone involved.

Why is
Impact
Relations
relevant
today?
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The impact economy sounds utopian, but it is at its core
distinctly practical. Organizations that make a conscious
decision to create positive impact for their customers,
their employees, their suppliers, and their communities are
setting themselves up for sustainable economic prosperity.
Forward-looking organizations have already begun to make
headway, and it is only a matter of time before momentum
builds.
In the impact economy, organizations fully leverage partnerships between the public and private sectors and civil
society in a total market approach to the optimization of
outcomes. All are engaged in the creation of value. Where
that value creation intersects – which it does, frequently
and significantly, all parties can bring their resources and
skills to bear.
Source: Palladium, “The Birth of the Impact Economy”
The Impact Economy is a new market force underpinned by
public and private companies, entrepreneurs and investors that
strive to achieve an intimate connection between profit and
purpose.
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Where Impact Relations
lives within the umbrella
of communications
Impact Relations is a discipline within the overarching umbrella
of communications. The primary industry disciplines categorized
within communications include: Public Relations, Government
Relations, Investor Relations, Internal Communications, and
now, Impact Relations. What differentiates Impact Relations
from other communications disciplines is:
•

Its objective to use communications and storytelling to influence and inspire positive social and environmental change

•

Its focus on leading with an impact or purpose-driven strategy

•

Its commitment to assessing and measuring the success of
the strategy or campaign, not only by media metrics, brand
awareness, and profit, but also by its impact
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Three cultural influences are fuelling the growth
of Impact Relations, and changing the way
brands communicate with consumers:

Why are
brands
embracing
Impact
Relations?

01
We’re living in a
post-truth world

Conscious Consumerism
is now the norm

02

THREE SIMPLE REASONS:
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03

The continuous swell of
brands ‘taking a stand’
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Examples
Here are some examples of brands that have garnered strong
social capital and consumer loyalty by making Conscious
Capitalism a leading proponent within their business model and
operations:

TOMS

01

 ell known for its buy-one-give-one model – gifting a pair of
W
shoes to individuals in need for every pair sold – TOMS has gifted
more than 60 million pairs of shoes to people in 70 countries. It
is less well known that for every bag purchased, TOMS provides
a bag of tools to birth attendants to provide safe birth services
for mothers and babies in need. TOMS has supported the safe
birth services of more than 175,000 mothers.

LUSH

Known for having high ethical standards in the production of
its personal care products (with the lowest possible impact on
the environment); advocating for causes such as human rights,
animal welfare, and environmental protection; and championing
‘naked’ products with no packaging.

MEC

Conscious
Consumerism
is now the norm

 romotes its belief in selling a quality product that has the
P
smallest possible environmental footprint, and made with
respect for the people who produce it.

Conscious Capitalism
The Arthur W. Page Center for Integrity in Public Communication
is a research center dedicated to the study and advancement of
ethics and responsibility in corporate communication and other
forms of public communication. The Center defines Conscious
Capitalism as:
“Conscious Capitalism is defined as an emerging economic
system that ‘builds on the foundations of capitalism – voluntary
exchange, entrepreneurship, competition, freedom to trade and
the rule of law.’ These are essential to a healthy functioning
economy, as are other elements of Conscious Capitalism including trust, compassion, collaboration, and value creation.

Consumers are increasingly considering the social, environmental and political implications of their actions. This coincides
with growing awareness of the pressing issues facing humanity,
through programs such as the United Nations’ Sustainable
Development Goals (SDGs), designed to rally collective action
to address the world’s greatest challenges. From climate change
and ocean pollution, to poverty and access to education, the
issues we face are daunting. The next generation is growing up
in a world with pressing issues fuelling conscious consumerism,
with 91 percent of millennials switching brands to benefit a
cause they believe in.
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John Mackey, founder and co-CEO of Whole Foods Market, is the
leading business proponent of Conscious Capitalism.”
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We’re living in
a post-truth
world

T

he 2018 Edelman Trust Barometer reveals a world of seemingly
stagnant distrust showing that people’s trust in business, government, NGOs and media remained largely unchanged – with
20 of 28 markets surveyed described as being a ‘distruster territory,’ up one from the previous year. This is particularly prevalent
in our current post-truth era, where people are more likely to
accept an argument based on their emotions and beliefs, rather
than facts.
Some news outlets are taking action; The New York Times
launched ‘The Truth is Hard’ campaign in 2017 to serve as a
reminder of the role of journalism in holding people in power
accountable for delivering the truth. Transparent communications is not a goal, but a baseline expectation for Impact
Relations practitioners; we hold businesses accountable for
communicating with honesty and integrity.

Example
The Solutions Journalism Network is growing alongside Impact
Relations, and now has a network of more than 80 newsrooms
and 3,500 journalists. Solutions Journalism is challenging the
assumption that a reporter’s job is to write only about the
world’s problems. Instead, Solutions Journalists report on how
people are addressing social problems, and critically evaluate
the effectiveness of these solutions. As of 2018, 10 journalism
schools are using the Solutions Journalism Network curricula.
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D

ispelling the notions that brand advocacy might have been a
short-lived trend, the daily actions and continuous rise of corporations making public statements addressing their long-term
environmental or social justice commitments, are suggesting
the opposite.
Brands are increasingly looking for ways to advance their level of
support for advocacy initiatives by: collaborating with industry
peers to push for policy change at a government level; creating
tools and platforms to enable advocacy among their consumers
and the general public; restructuring supply chains, re-writing
HR policies, and re-thinking the messages that are most important for their ads, all as part of their commitment to use their
business as a force for change.
These actions are underscored partly in response to the growing
population of socially conscious consumers (the first cultural
influence outlined) and the data-supported evidence of the
public’s distrust of businesses, government and the media (the
second cultural influence outlined). And we’re seeing every day
how a well-planned Impact Relations strategy can help scale
the positive impact businesses are able to have on society and
the environment.

The continuous
swell of brands
‘taking a stand’

Examples
Bell Canada

This telecommunications company advocates for mental health
via its annual ‘Let’s Talk’ campaign, designed to break the silence
around mental illness and support mental health all across
Canada.

Dr. Bronner’s

Known for creating environmentally responsible products, and
dedicating its profits to help make a better world, Dr. Bronner’s
also advocates for the increase to the minimum wage to reward
hard-working employees.

Ben & Jerry’s

This ice cream brand is known for brand advocacy, and has taken
a stand on climate justice, LGBT equality and racial justice, all
issues that wouldn’t typically be associated with a food product.
Ben & Jerry’s works with Porter Novelli’s purpose practice, which
formed after its merger with CSR agency, Cone, in 2017.
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BEAUTYCOUNTER
Beautycounter is mobilizing its 40,000 independent consultants to drive legislative change,
demanding better regulation of ingredients in beauty and personal care products.

Beautycounter
CASE STUDY:

How Beautycounter Is Countering
The Beauty Industry
Issue

The U.S. has not passed a major federal law to regulate the
safety of ingredients used in personal care products since 1938.
The U.S. has partially banned only 30 chemicals used in the
formulas of personal care products, while the EU has banned
close to 1,400 over the past two decades.
This knowledge inspired Gregg Renfrew to start Beautycounter, a
cosmetics and skin care company with a mission of getting safer
products into consumers’ hands, and to advocate for greater
transparency and regulation industry-wide.

Strategy

In 2017, Beautycounter founded and launched the Counteract
Coalition, a collective of 20 clean skin care and beauty companies that share the vision of changing the industry through the
implementation of more health protective laws. This coalition
has a specific goal of asking for a hearing on the Personal Care
Product Safety Act, legislation that would regulate the ingredients used in beauty products.
In March 2018, as a celebration of Beautycounter’s fifth anniversary, Beautycounter brought 100 of its consultants to Capitol
Hill, Washington, to lobby for laws governing personal care
products to be changed. At the same time, 1,400 Beautycounter
consultants held 250 meetings with members of Congress and
Parliament across the U.S. and Canada to lobby for change.

Impact

The formation of the Counteract Coalition and the protest garnered media attention, with flagship coverage in Vanity Fair and
Refinery29.
As Refinery29 reports, one consultant, Lynn Cooper wanted
to leave “an impactful and long-lasting legacy.” She is quoted
saying “The example I am setting for my children is immeasurable. When I returned home from D.C., the first thing out of my
daughter’s mouth was, ‘Mommy, did you change the world?’”
We look forward to being able to report that Lynn and her fellow
Beautycounter consultants have indeed changed the world –
and harmful chemicals have been banned from personal care
products.
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“The question is no longer if a company
should embrace social purpose, it’s how.”
Carol Cone, The Purpose Collective

Keeping it real: We’re not here to help
companies look good. We’re here to help
companies do good, and to amplify the
good they’re doing.
If you answer “yes” to the following questions, then the company
is a strong candidate for having its positive impact amplified
through Impact Relations.

How do we
know if a
company
is a fit for
Impact
Relations?
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1.

Does the organization address or mitigate the cause of a
social or environmental problem, or does it endeavour to do
so through Impact Consultancy and Planning?

2.

Is the organization’s success benchmarked, assessed, and
measured in part by the positive impact it’s having on society
or the environment, or is the company seeking support to
build into its business model?

3.

Is the organization in a ‘solutions-focused’ mindset and
would like to achieve greater impact through impact-driven
initiatives?

4.

Is the organization already having a positive impact on
society or the environment, and would like to amplify its
story and mission to inspire greater industry change through
communications? This is also known as creating positive
ripple effects.

5.

Does the messaging and framework of the organization’s
communications strategy feature clear calls to action,
to enable the change they seek beyond an awareness
campaign?

6.

Is it a top priority for the organization to embed impact
authentically within its business?

When assessing if a company is a fit for Impact Relations services, it’s important to note that brands, especially household
name companies such as Walmart, McDonald’s, and Amazon,
have the greatest potential for scalable impact. Although these
brands aren’t ‘natives’ to social impact, they have an enormous
reach and influence on society, their respective industries, and
the global economy. Even the smallest changes to a company of
this magnitude, whether it’s to improve workplace conditions,
supply chain operations or living wages, can have tremendous
socioeconomic impacts.
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Beyond
Corporate Social
Responsibility
To demonstrate how Impact Relations differs from CSR, global
impact firm Palladium shares this perspective in its report on
the “Birth of the Impact Economy”:

Beyond Corporate Social Responsibility:

“Corporate social responsibility, or CSR, whereby businesses
engage in activities with positive social or environmental
outcomes, has become widespread over the past several
decades. Today, it is not uncommon to see commercial
enterprises lending their support to philanthropic efforts or
participating in carbon offset programs. CSR is without a
doubt a step towards the impact economy, but it is not
that – yet.
CSR initiatives are usually ancillary to the existing business
model. They do make positive impacts – at a minimum, they
can mitigate a business’ negative impact on an environment
or community. Critics may dismiss these initiatives as empty
“goodwill” gestures, but no matter what the motivation, they
do create positive results.
In the impact economy, however, organizations go beyond
CSR to create shared value, a term coined and explained by
Michael E. Porter and Mark R. Kramer in their 2011 Harvard
Business Review article. Whereas CSR is ancillary, shared
value is mainlined into, and at the heart of, the business
model.
By engaging in practices that create value in a broader sense
– value for the community, for the environment, for the
employees, as well as financial returns – organizations fundamentally re-think and change the way they do business.
These practices are not ancillary to the core business or
a trade-off that the business chooses to make, sacrificing
potential profits in favor of social or environmental welfare.
Instead, these organizations operate so that the creation of
stakeholder value, the improvement of bottom line profits
and the growth of shareholder value are mutually reinforcing.

Greta Thunberg is a Swedish teenager who
became a prominent climate activist after
speaking at TEDx Stockholm in December
2018. She called for immediate action to
address climate change and sparked student
protests globally. She has been nominated as a
contender for the Nobel Peace Prize.

The Industrial Revolution was so significant in part because
it did more than redistribute wealth – it actually grew the
economy so that there was more wealth overall. Businesses
in the impact economy have the opportunity to repeat this
process, and to do it deliberately. We call this deliberate
march into the impact economy profit with purpose.”
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GREYSTON BAKERY
Greyston Bakery in New York provides the
brownies in Ben & Jerry’s ice cream. Greyston
has an ‘Open Hiring™’ model where anyone
who visits the bakery and puts their name
on a job list will be given an opportunity, no
questions asked (previously incarcerated and
the long term unemployed included). Greyston
judges people not on their past actions, but on
their potential for success.

Applying
Impact
Relations
The following pages provide a framework, along
with case studies, on how to amplify the impact
and measure the outcomes of communications
campaigns.
There are three core pillars within the Impact
Relations framework: Impact Consulting, Impact
Assessment and Measurement, and Impact
Storytelling and Strategic Communications. This
three-pronged approach is recommended for
planning and tracking the success of an Impact
Relations strategy or campaign. However if your
communications efforts don’t embody all three
pillars outlined in our suggested framework, but
the outcome of your consultancy and planning still
results in positive social or environmental benefit
through communications, it’s Impact Relations.
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Can anyone in PR do it?

Impact Consulting is the service that most
differentiates a traditional public relations practitioner from an Impact Relations practitioner.
To offer Impact Consultancy, communications
professionals need to feel confident in the
topic they are consulting on. The topics Impact
Consultants counsel are as wide-ranging as the
United Nations Sustainable Development Goals,
from education and hunger, to equal rights and
sustainability.
As an Impact Relations consultant, it’s important to stay current on issues and solutions. The
social impact landscape and its challenges are
ever-changing. It’s likely that the data and facts
that influenced an impact strategy you created
a year ago, are already outdated.
This is not to say that students can’t study this
profession, and become an Impact Relations
practitioner, but similarly to communications
services such as crisis communications, or media
training, Impact Consulting can be strengthened
and refined through on-the-job training, and
working alongside experts that have in-depth
experience of offering Impact Consulting services. This training will help build confidence,
sector expertise and ultimately improve the
Impact Consultancy that practitioners offer.

The risks of executing Impact Consulting
uninformed or inexperienced:

Impact
Consulting
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If a communications practitioner is not well-informed on the sensitivities surrounding politically
sensitive language or the issues impacting communities locally or nationally, it’s not advised
they market themselves as an Impact Consultant.
If Impact Consulting were a service that required
certification or a license to practice, similar to
accounting, law, and medicine, these topics
would be deeply studied before an individual
had a license to practice, and we’d not need
to include this cautionary note. Until that day
comes, Impact Relations practitioners typically
build their skills and expertise over time, working
alongside sector experts, and being mentored in
their role.

An opportunity to leverage Impact
Consulting services:

Offering Impact Consulting services alongside
communications expertise, presents a major
differentiator and value-add to what PR agencies
and consultants typically offer organizations.
Bringing an Impact Relations expert into the
planning and execution of an impact-driven
communications campaign is imperative to a
company’s reputation, as the risks of potential
consumer backlash if executed inconsiderately
are high and can be damaging to a company’s
customer loyalty and brand equity.
Consumers today are increasingly aware of the
difference between an authentic versus opportunistic campaign. More than ever, especially
with social media being at the fingertips of 71 per
cent of internet users globally, if a brand or campaign “misses the mark” – as Pepsi stated after
the backlash of its attempts to launch a Black
Lives Matter campaign featuring a Kardashian –
consumers can be unforgiving.

Tips for apply Impact Consulting:

When approaching Impact Consulting, put yourself in the shoes of a Management Consultant.
You’ve been hired to make a business more
impactful. You review the current business plan,
and talk to a host of stakeholders to gather
insights on what cause would be a good brand
alignment. You also research how other brands
are making a difference, some in the same sector,
others not, to inspire creative ideas for how to
align the brand with a cause.
You then collate these insights and make strategic
recommendations on how the brand can make a
greater difference to a specific social or environmental cause. This could be through changing
its business model, through partnerships, or
scaling a program that is already in place. These
recommendations reflect the business’ values,
strategic objectives, and stakeholder goals.
This is true Impact Consultancy. And as a communicator, having a more impactful, scalable
and measurable program in place, will give you
a more powerful story to communicate – and
ultimately inspire others to scale their impact
too.
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RICK HANSEN FOUNDATION
Evaluating an organization’s accessibility for all people (people in wheelchairs, with strollers, with sight or hearing
loss, etc.) is one of the areas Impact Consultants can educate clients on. Vancouver International Airport (YVR) was
recently awarded gold by the Rick Hansen Foundation Accessibility Certification. Rick Hansen and Brad McCannell
from the Rick Hansen Foundation are pictured giving the award.

Guidelines for identifying a
brand’s purpose:
1. Research the issues impacting the brand’s community: Be
informed on the issues impacting your audiences, communities, and company stakeholders
2. Lead with your values and live by your purpose: Any cause
must align with the brand’s values, and be amplified via your
chosen social impact program

Impact
Consulting
Includes
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•

Helping companies discover and integrate their social value
proposition and organizational purpose

•

Reviewing and challenging the business model: how can the
mission and vision be amplified?

•

Identifying and testing new models and opportunities to
enhance impact

•

Considering strategic partnerships with organizations already
providing impact

•

Applying socially innovative solutions

3. Understand which causes are (and are not) appropriate to
champion: It’s critical for brands to align with issues that
make sense for their business. Consider how your community and stakeholders will react to your chosen cause
4. Walk the walk: Will the cause excite and motivate employees, and appeal to the talent the brand wants to attract in
the future? There is no better measure of authenticity than
the way in which employees respond to a company’s values
and desired impact in the world
5. Think creatively: Social benefit comes in many shapes and
sizes, and cutting a cheque is only one of them. Be creative
when considering how to move the needle

Impact counsel to advance a
cause, not just fund it:
While the advice given to amplify impact varies wildly between
different organizations and causes, here are some examples we
hope inspire ideas for creating impact at scale.
•

Approach corporate giving with a socially innovative lens.
Rather than making a monetary donation, create systemic
change within a marginalized community. For example,
enable job opportunities for people with learning disabilities
or employ formerly incarcerated people.

•

Raise your operations standards to gain third-party certification or accreditation from entities such as B Corp, Fair-trade,
Certified Organic, LEED certified, the Rick Hansen Foundation
Accessibility Certification, humane certified, etc.

•

Challenge the status quo of a policy or industry standard
through lobbying for new industry legislation.
pg | 31

IMPACT CONSULTING CASE STUDY:

Savlon
Health Hands
Savlon’s chalk draws an impactful narrative and
saves lives
Issue

In India, more than a thousand children die every day due to
poor hand hygiene. And yet, teachers struggle to enforce the use
of soap in schools, and parents often can’t afford it.

Strategy

Savlon is a brand of hygiene products, with a heritage of more
than 50 years in India. To help reduce illness, Savlon launched
the Healthy Hands initiative, in partnership with Ogilvy India, to
use a simple, easy-to-use product for good. Savlon developed
special chalk-sticks, infused with soap particles, meaning that
when children wash the chalk powder from their hands, it turns
to soap.

Impact

Beginning with a pilot program, Savlon identified 100 rural
schools most in need of the Healthy Hands solution, providing
chalk sticks to these schools. The impact was immediate, and
from there, the chalk-sticks were given to 150,000 students in
more than 100 schools across 22 cities.
On World Children’s Day, Savlon created an online video about
the importance of hand hygiene in children, generating over four
million Twitter impressions in just four days. As a result of the
awareness raised through this video, Savlon was approached
by the world’s largest school lunch provider, Akshaya Patra, to
distribute these chalk-sticks to more than one million students
in India, every day. The initiative continues to grow.
The Savlon Healthy Hands campaign was featured in over 70
newspapers across India, as well as on TV, and won 10 awards
at Cannes Lions 2017, and the Cannes Lions 2018 Grand Prix for
Creative Effectiveness.
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SAVLON
Savlon and Ogilvy recognized that to create
behavioral change in children, they needed
to find a way to make hand washing fun and
accessible – by using chalk sticks.
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H

Impact
Assessment and
Measurement
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ow to measure the environmental and social impact of a
communications campaign is a much-debated subject. Each
campaign has its own goal and plan for execution, and the way
its impact is measured should be unique too, based on the
campaign objectives.
Here’s the Impact Relations framework to consider when building your measurement plan:
•

Set the framework: Consider what impact you are striving
to achieve through your campaign. Look beyond outputs to
outcomes. Are you hoping to positively impact society, the
environment, the governance of the company or working
conditions?

•

Set the benchmark: Conduct an initial assessment of the
organization’s current impact. This is called the ‘Impact
Assessment’. The impact of a campaign is much more powerful when the outcomes of the campaign have a starting
point to benchmark against.

•

Set targets: The next step is to set targets and proxies. Ask
yourself the following questions:

•

•

For socially or governance-focused campaigns: how many
people do you hope to have their well-being improved,
and how?

•

For environmentally-focused campaigns: what positive
impact do you hope to make to the environment?

•

Can you measure
qualitatively?

•

Set a short-term proxy: where are we today and where
would we like to be in one, three, and five years from
now? This is easier to track than the long-term social
impact of an initiative, and it’s better to start somewhere,
so begin with one year.

this

change,

quantitatively

or

Track progress: Measure the impact each quarter. If you’re
hitting your targets with ease, do you need to set a stretch
goal? Or if not, do you need to adjust the tactics to ensure
you get there?
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Articulate
your Impact

Measurement Tools
There are many tools for measuring impact. Here’s a few that
stand out to us:

RED BULL AMAPHIKO
The Red Bull Amaphiko Academy gives wings to
social entrepreneurs. Here entrepreneurs are
attending a Red Bull Amaphiko workshop to
learn how to amplify the social impact of their
organizations.

When setting metrics, it’s better to talk about the outcomes of
initiatives, rather than the effort put in. For example:
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•

If the campaign is addressing the issue of hunger, it’s more
impactful to talk about helping 250,000 households become
food secure, rather than simply promoting the $25,000 grant
given to a food bank.

•

If the campaign is supporting education, it’s better to talk
about the 100 students that increased their grades by a level
in STEM subjects, rather than focusing on the 2,000 hours
employees’ spent mentoring students.

•

B Corp offers a free tool called the ‘B Corp Impact Assessment’
that measures an organization’s impact in terms of governance, community, society and the environment. This
provides businesses with a 360-degree view of an organization’s practices in these areas.

•

The United Nations offers a Global Compact Self Assessment
Tool for companies committed to upholding social and environmental standards in their operations. The tool enables
users to evaluate the extent to which issues covered by the
UN Global Compact principles are anchored in the company
strategy. The tool is in line with the UN Guiding Principles on
Business and Human Rights.

•

PricewaterhouseCoopers has developed a Total Impact
Measurement and Management tool to help businesses
quantify their positive or negative impact on society, the
environment and the economy.

•

The GreenHouse Gas Protocol provides the accounting
framework for nearly every GHG standard and program in
the world – from international organizations, to individual
businesses. There are also a number of carbon calculators
available online for individuals to measure their carbon
footprint.

•

The Sustainability Consortium has a measurement and
reporting system for buyers and suppliers looking to create
more sustainable supply chains. Walmart was behind the
creation of this global non-profit, and Walmart has been a
world leader in improving its supply chain. Walmart set a
goal to eliminate 20 million metric tons of GHGs from its
supply chain, and exceeded its goal, eliminating more than
28 million metric tons.

Tailored Metrics
Some organizations create impact measurement programs
specifically for their organization, rather than rely on existing
tools. Unilever’s Sustainable Living Plan (SLP) is a good example.
Unilever’s SLP has three goals; to improve health and well-being, reduce its environmental impact and enhance livelihoods.
Nine commitments have been made for each goal, with a clear
methodology for measuring the success of each.
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IMPACT MEASUREMENT CASE STUDY:

Whirlpool
Care Counts

™

Whirlpool’s Care Counts™ Laundry Program
Helps Improve Student Attendance by
90 per cent
Issue

Whirlpool is a manufacturer of home appliances, and has a social
mandate to support the health and wellness of the communities in which it operates. Whirlpool recognized that 4,000 kids
skipped school each day in the U.S., partly because of a lack of
clean clothes, and kids that drop out have a 40 percent higher
unemployment rate.

Strategy

Whirlpool’s Care Counts initiative launched to provide washers
and dryers to schools so no child would lack access to clean
clothing, and to support children at risk of leaving the education
system.

Impact

The results were immediate, and notably impactful. Its pilot
program provided 17 washers and dryers to two schools. In 12
months, 2,000 loads of laundry washed, averaging 50 loads per
participating student. Ninety percent of students tracked higher
attendance, being present at school two weeks more than the
previous year. Teachers also recorded an increase in classroom
participation from 89 percent of students.
Now Whirlpool has partnered with Teach for America, enabling
the program to grow to 60 schools across 10 US school districts – and three hundred schools have expressed interest in
participating in the program. Whirlpool shared its campaign to
inspire others through YouTube and media relations, featuring on
NPR, Fox, CBS News and Washington Post. Whirlpool won the
Grand Prix at Cannes for its use of data, and gold in the WARC
Innovation Awards.
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WHIRLPOOL
Whirlpool’s Care Counts™ program tracked
school attendance rates after washing
machines were introduced in schools. By
deciding how to measure the campaign early
on, Whirlpool was able to measure the tangible
impact this initiative made.
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C

ommunications professionals will be familiar with many of the
tactics for executing an Impact Storytelling campaign. Some of
these include:
•

Strategic communications: Messaging and communications
strategies to meet an organization’s strategic objectives
(which can – and should – be impact focused)

•

Internal communications: Communications for employees, a
brand’s natural ambassadors

•

Media relations: Communications for key audiences using
the media as the main vehicle

•

Stakeholder relations: Direct communications to stakeholders (investors, customers, partners, etc.)

•

Online and offline community engagement: Community
engagement via social media, or in person activations (for
example, mobilized activism)

What differentiates these tactics from traditional communications is the intention behind the actions. Impact Relations
practitioners use these tactics to drive purposeful consumer
behavior (not just to generate a profit) and create systemic
change.

Impact
Storytelling
and Strategic
Communications
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A tip to make a company’s
positioning and story more
impactful:
Rather than stating what the company does, state what the
company’s purpose is and why the company exists. Let’s take
Kiva as an example. Kiva is not just a micro-lender. Kiva provides
loans that save lives, and empowers the underbanked who can’t
access the financial services they need. Kiva’s reason for existing
is to expand financial access to help underserved communities
thrive.
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IMPACT STORYTELLING AND STRATEGIC COMMUNICATIONS CASE STUDY:

Trash Isles

The Trash Isles is a great example of
communications sparking systemic change.
At the UN conference after the launch of The
Trash Isles, 193 countries pledged to tackle the
crisis of plastic in the oceans.

How to tackle ocean waste? Create a new country.
Issue

Of the 260 million tons of plastic the world produces each year,
around 10 percent ends up in the ocean.

Strategy

The Plastic Oceans Foundation partnered with the online publisher,
LADBible, and creative agency AMV BBDO, to form ‘The Trash Isles’,
the 196th country but the first made entirely of plastic waste – to
raise awareness of the critical need to address the ever-increasing
quantity of plastic littering our oceans.
On World Oceans Day, the team submitted a declaration of independence to the United Nations (UN) to seek recognition of The Trash
Isles as an official country. Once designated an official country and
member of the UN, other UN countries are obligated under the UN’s
Environmental Charters to clean up The Trash Isles.

Impact

The petition quickly caught the public’s attention, with Al Gore as
the first honorary citizen and Judi Dench as the Queen. Within a
week, over 100,000 concerned citizens worldwide had signed the
petition, and have become citizens of The Trash Isles. The Trash
Isles now has over 200,000 proud citizens.
The Trash Isles took over the internet, reaching over half a billion
people worldwide and gaining 50 million views online. Searches
on Google for “Plastic Pollution” increased by 154 percent in nine
months. At the UN conference after the launch of The Trash Isles,
193 countries pledged to tackle the crisis of plastic in the oceans.
The campaign won two Cannes Lions Grand Prix awards for design
and PR, along with three Clio awards for PR, Brand Design and
Partnerships and Collaboration.
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Our Mandate

Impact
Relations
Manifesto
(IF YOU READ NOTHING ELSE, READ THIS)

WE LEAD

with authenticity and abide by a “no spin” policy.

WE APPLY

discipline and responsible discretion when choosing the
businesses, organizations and individuals we represent and
messages we amplify.

WE COMMIT

to using transparent, authentic communications to lead with
purpose and to strive for positive impact within the businesses
we represent.

WE SHINE

a light on socially innovative solutions to some of the world’s
most pressing issues.

WE MEASURE

the social and environmental impact of our communications
strategies whenever and wherever possible.

We Believe
The stories that businesses tell have the power to drive societal and systemic change for better or worse.

Communications should be authentic and purposeful.

In using communications as a platform for positive impact and change.

Businesses achieve stronger customer loyalty and employee retention when they lead
with their values, purpose and a greater mission.
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This is not a definitive,
nor complete guide to
Impact Relations. It is
an evolving framework
to help brands and
companies scale
their impact. We look
forward to continuing
to advance this
discipline with you.

Is this community for you?
The purpose of An Evolving Guide to Impact Relations is to
provide communicators with a framework for approaching communications strategies through a purposeful lens. To share and
learn best practices from other, like-minded communicators, or
to play a role in shaping the evolution of Impact Relations as an
industry, please sign up at www.impactrelations.org

Get in touch
CONTRIBUTORS
Melissa Orozco
Carol Cone
Charlotte Gilmour
Lorraine Schuchart
Heather Ritzer
Vol 2
www.impactrelations.org
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www.impactrelations.org
@impactrelations
@impactrelations
Impact Relations
hello@impactrelations.org
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