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How many companies have committed?

Companies

Committing to Action Commitments
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THANK YOU TO OUR DONORS!

Alter Eco

Annie's

Associated Labels and
Packaging

Aurora Organic Dairy
Clif Bar & Company

Danone North
America

Decker and Jessica
Rolph

Dr. Bronner's

Eatsie.us

Gaia Herbs

General Mills

gimMe Snacks

Griffith Foods

4

Grove Collaborative

Guayaki

Happy Family

Organics

Harmless Harvest

Harvest Market

INFRA

Jimbo's Naturally!

Justin’s

KeHE

Lotus Foods

Lundberg Family Farms

MegaFood

MOM's Organic
Market

National Co+op
Grocers

Natural Habitats
Nature's Path Foods
New Hope Network
New Morning Market
Numi Organic Tea
Nutiva

Organic India
Organic Valley
Qutpost Natural Foods
Patagonia

Plum Organics

Pluot Consulting
Presence Marketing
REBBL

Rogue Creamery
Roplast Industries Inc

Safe Sterilization USA
West

Sambazon
Stonyfield
Strategic Rise Partners

Straus Family
Creamery

Studio Fab

Sweet Additions

Tiger Cool Express
Traditional Medicinals
UNFI

Whole Foods Market
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Commit. Act. Impact.




Ed Maibach

Director,

George Mason University,

Center for Climate Change Communication
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WE WANT TO
HEAR FROM
YOU!

Interact with our
presentation today.

meet.ps/climatecollab
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CLIMATE COLLABORATIVE PLAYBOOK © PURPOSE

Climate change is both the greatest threat our planet has ever faced and also the greatest
opportunity we’ve ever had to make positive change through innovation and leadership.

Companies can commit to one or all of a set of innovative and practical climate initiatives. Commit. Act. Impact.

Responsible engagement
I thimate policy




In-Meeting Poll:

Do you have existing plans to engage consumers on
specific climate issues this year?

Yes, absolutely we will be

59%

Yes, but they may have changed because of COVID-19 or other factors
31%

We hope to, but don't have specific plans yet
25%

We probably won't be

B s
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CHECKLIST FOR CHANGE

Before you—or your consumemhg action, you must be
contribute effectively to the conversation. Think about the

J How can (or does) your business
authentically affect climate change
right now (consider sourcing, packaging,
manufacturing and more)?

v What tools do you need to move
your consumers to action?

V How do you collaborate with and
support Like-minded brands for a

Vv What ls moui d?
at are your goals moving forwar greater collective impact?

V' How can (or do) you share the ways that
your business is affecting change and inspire
your consumers to take action with you?

v How can you measure the impact
of your efforts?




What is your biggest priority area around climate
action work?

Advocacy Opportunities for Consumers coming out of COVID-19
=Sk

Regenerative Agriculture




There's no business to be -
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stakeholders (employees, consumers) in your
climate action strategy.

2 3 a 5 6 7 8 9 10
0% 9% 6% 22% 28% 13% 19% % 0%




To Successfullg Engage Your Consumers |
~ “." Around Climate'Action . - ) .
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. . PLAYBOOK © PURPOSE
Top 10 Tips

What are you doing as a result of the pandemic that could become a long-term shift

to positively impact climate change?

We titled our latest Ebook THRIVAL GUIDE instead

of “survival” because we consider remote work an ethical

imperative that helps our employees and company thrive. CHECK OUT THE THRIVAL GUIDE

1 would suggest fou Ahing of Ahe LOVID-19 wperative
as woX only wandate Srom above, Nt only & wa
Ao slow Ake syrcu\, And ek only & wa Ao keep fowr

bhusiness \Mou'\u% and Récu\\{ ?ro('r\u\o\e. THRIVAL GUIDE

Bt also as o huwmane WA of \Ae\?'m(a {our ewplofees
handle Aheir own ?crsowm,\ Lrises...
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Top 10 Tips

Build trust through
positive reinforcement and
transparent storytelling.
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Top 10 Tips

After “Dieselgate,” VW's 2015 emissions scandal, the brand

turned inward to reflect on the enormity of its mistake.

Drbww Like 1haw s 8 bamer row

VW re-emerged in 2019 with the “Drive Something Bigger Than Yourself” campaign,
owning up to its mistakes and revealing a plan to lead the industry in protecting the
planet. As VW demonstrated, any time is the right time to make change. Build trust
by emphasizing why you're shifting paths, and encourage consumers to play a part

in your quest to do better.

Check out the video!

Volkswagen <

D
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Top 10 Tips

<)

Make it easy: equip your
consumers with tools and
steps to take action.
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Top 10 Tips

Al 2l Love is at the heart of Clover-and

they've always believed in giving back.

Clover understands in this critical time, it is crucial

X
for us to come together to flatten the curve of this & b o / -~ C&wez(?Cawa
: ; ? '.",,4.?-’ » Let's help the people
pandemic. Clover Cares and realizes how much '%"%t’ " who protect us. +
S A h‘.
; . 1 :
#communitycownts. When we see what we have in "“ﬁ A St.JosephHealth

Petaluma Valley Hosplital

common rather than focusing on our differences—

when we champion generosity and give thanks

for the caregivers amongst us—for the common o C Make a Clovestment
st ke ! in Petaluma Valley Hospital
good, we will come together even when physically » More than ever, time cownts in the
alih e [¥2 fight against COVID-19

separated.
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Top 10 Tips

As consumers awaken to the need to stop | —

nnnnnnnnnn

creating plastic and to find ways to effectively

reuse the plastic that already exists on Earth,
they are also demanding that the brands they
love commit to the same.

Badger Balm, like so many other CPG brands, uses plastic in its

packaging. However, after publicly stating a goal to eliminate
excess waste, Badger Balm makes sure to keep its consumers
informed of progress against that goal through its social

media feeds and blog.
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ate the ability for -
"‘su ers to measureand
e[ ersonal impact.
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It coulc ?'L.H GC- mmatot a ticker on your website or a way for your
~ consumers to repor! their impact through social media. Whatever you do,
 make sure t k and tout your consumers personal efforts and progress

|

as you 4 DWn.
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Top 10 Tips

A UNLEASH THE POWER OF A
M“,(,,WHA PURPOSE-DRIVEN WORKFORCE
MAHA's digital platform enables your enterprise
to gain clarity, get commitment and take action

on what your people deeply care about.

Uncover the needs of your workforce at the individual and

aggregate level so you can quickly and easily take action to:

» Drive awareness of purpose » Unlock desire to take action
b Increase engagement » Remove barriers
» Improve alignment » Prove authenticity

» Target resources




B change affects different
pnt ways. Don’t assume a
oach in rnchino out to your
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Top 10 Tips

@ Community has always been

\‘OVE R at the heart of what we do.

SONOMA

Communities are struggling to keep their restaurants,

deli's, grocery stores, etc. afloat and employees safe
MASKS FOR MEDICAL STAFF,

while COVID-19 sweeps across the globe. At the " , ar Leiented friend Stuften &

K lador are using thelr expertise a
Wa

same time, many are also searching for ways to help Fisdaga e s anopao ok

ALHUA L Pla

within their communities and beyond. Clover realizes ;.L'I..'.'.I’.'.T..’.,'",l'QZZ.I.".'J;'.",I‘.IIJL' s
how much community counts and are encouraging
the community to share stories of gratitude, of the
good, of the heroes, of the small but mighty gestures

during these times.
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As with socioeconomic and geographical
of understanding (and acceptance) as to what ¢

what we can do about it. Be sure to listen first, cover tbe basic
who are ready to engage on another level with you.




Top 10 Tips

repetll:we In your
and patient with consu
pick up and action.

‘8

Let us say that again: be focused,
aligned and repetitive in your
messaging.
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Top 10 Tips

For two years in a row, Sambazgon
invited its consumers to go “Purple
for the Planet” on Earth Day.

SAMBA ZON

That is, die their heads purple with a 100% vegan and cruelty-free

pigmented conditioner brand and share the results on social media -
. : o RO
to demonstrate solidarity with the company’s commitment to *‘ < ‘F\

save 30 species in 30 days. For every person who participated,

Sambazon purchased five acres of rainforest through Rainforest 74

Trust’s Conservation Action Fund to protect the Brazilian Amazon’s ]252][] ABRES pR["H:IED
rich biodiversity. | . ZIB SPH"ES SAVEB %” Ny
ALLIN 30 DAYS.
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Top 10 Tips

Partner with like-minded orgs
in the climate space.

Let us tell you about three organizations Guru

is partnering with to help our clients and their
consumers to act now: the Climate Collaborative,
the B Corps Climate Collective and 1% for the Planet.
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OUR COLLECTIVE OPPORTUNITY = PLAYBOOK © PURPOSE

coLLABoraTIVE:  collaboratively to catalyzge bold action, amplify the voice of business and

Commit. Act, Im[mrl

C We are concerned businesses from the natural products industry working
¢y CLIMATE

promote sound policy to reverse climate change.

The Climate Collaborative was born from a belief shared by The Climate Collaborative was approved by the OSC2 and
natural food leaders that our industry has great potential to SFTA boards as a joint project in September 2016. In April 2017
do much more to reverse climate change by working together. the Sustainable Food Lab, a 501 (¢) 3 non-profit, became the

Climate Collaborative's partner and fiscal sponsor.
The idea grew from a phone call between Jessica Rolph and
Lara Dickinson - both in different parts of the country and both
personally and professionally feeling the effects of climate change.
Lara committed to making this the next OSC2 Collaborative
Project and along with Jessica, Nancy Hirshberg and Katherine
DiMatteo of SFTA, the team developed a plan. From the start,
New Hope Network partnered with the Collaborative and
committed their resources and enthusiasm to driving climate
action in the industry. The Climate Collaborative launched on
Climate Day at Expo West on March 8, 2017

P To learn more or to join, visit climatecollaborative.com




OUR COLLECTIVE OPPORTUNITY K‘ PLAYBOOK © PURPOSE

Certified
As a certified B Corp, Guru has joined the Climate Collective Communications

Working Group to support and elevate the efforts of our peers.

The B Corp Climate Collective is a group of B Corps dedicated to The Collective Includes six Action Groups:
® a set of bold commitments to respond to the climate emergency. + B Corp Climate Collective Communications
Action Group
Corporation “We demonstrate the collective power of our businesses to
transform commerce and to create an inclusive society and » B Corp Climate Advocacy Action Group
environmental regeneration. We commit to taking bold steps
towards climate resiliency by using advocacy, cross-sector i g Cc:’orrz.Meisnge V\ghat Matters CO2
collaboration, corporate action, and the capital markets to stop SOUCSLACIBIE SEOUH

Action Group
The B Corp Climate Collective commitments include a policy and

y advocacy strategy for the global B Corp community to support * B Corp Pilot for Sustainable Packaging
g ’gﬁ‘\%&?“_‘g‘: e meaningful climate action as well as the Integration of the SDG v B Cor Clirate Aston Collectve Gavernance
4 .]i ? ;o} 4 ‘ny ‘ “_ Action Manager that will launch in 2020 to help businesses track Creatign Group
' ‘%n‘;}‘ . E thelr progress on the Sustainable Development Goals adopted by

E i » ?‘. 75‘ U.N. member states In 2015,

P To learn more, visit

0t 30
(‘r\
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As a former client, Guru worked with 1% for the Planet on its “Blue Needs You”
campaign to reach consumers and encourage businesses to pledge 1% of their
profits toward the planet. In 2002, Yvon Chouinard, founder of Patagonia, and

FOR THE Craig Mathews, founder of Blue Ribbon Flies, created 1% for the Planet and
PLANET starteda global movement.

1% for the Planet’s network Is global and diverse, comprising both individual members and businesses,
to prove that anyone can make a difference. Everyone has a 1%.

1% for the Planet connects Its members with high-impact nonprofit partners that align with their values
and add to their brand story. In doing so, they take the time to get to know what's really Important to
their members. Today, 1% for the Planet has more than 2,000 members in more than 45 countries,
coming together to protect the future of our planet.

P To learn more, visit onepercentfortheplanet.org
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We are living on this planet
as if we had another one to go to.

TERRI SWEARINGEN



ering Poll:
GIIISY FULL.

action?

Shared editorlal calendar

SRS e | 55

Shared language

R Teses———— 0
Social media postings

Email/Newsletter outreach




.. Open Q&A / Discussion
Don’t be shy, we’re here to help!

If you have immediate questions, please email connect@weareguru.com.




o facebook.com/climatecollaborative

@ClimateColl
#climatecollaborative

@theclimatecollaborative

www.climatecollaborative.com
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