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FRAMEWORKS STORYTELLING SMART REPORTING
The latest on established Sustainability takes See how top reporters
and emerging frameworks — centre stage with are targeting the right
from SASB to the TCFD. influencers, experiential audiences with the right

marketing and more. information in new ways.

CoVviID-19

We look at how companies
are managing to address
one of today's most
complex issues.



THIS REPORT IS FOR YOU

The reporting landscape is always changing. We know that you don't always
have the time to stay on top of it — but we do. We love it, we live it, and in
this summary we have identified what you need to know as you build your
reporting program for 2021.
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ABOUT OUR METHODOLOGY IN FULL TRANSPARENCY
Our team reviews primary sustainability publications (including Our primary goal is to identify and highlight the very best
integrated reports) along with supporting materials. These practices. Consequently, we highlight reports we did not
include financial disclosures, summary reports and ESG data design. It is not our intention to take credit for the work of

tables. We also review sustainability-focused content available on  others; rather, we seek to draw attention to excellence on the
each company'’s corporate website and how companies promote part of reporting companies (and their suppliers, when that

sustainability on social media channels — which occasionally applies). Equally, we do on occasion highlight our own clients.
leads us to purpose-built microsites, sponsored editorial content,  In full transparency, projects we consulted on are marked with
podcasts or other media. We track activities against content- the following icon:

and design-related metrics such as materiality, frameworks and

format, and log findings into a database. The full data set allows Developed with

us to identify trends and commonalities over time. Works Design

Sustainability Reporting Trends: Get Ready for 2021



ON TRENDS: Q&EA

At a recent event hosted by The World Business Council
for Sustainable Development, Works Design'’s Director of
Sustainability, Wesley Gee, spoke to WBCSD's Johanna
Tahtinen on materiality, smart reporting and the future of

sustainability communication.

What have you seen as the biggest
challenge regarding reporting on
materiality and what can companies do
about it?

Most companies are leaning quite heavily

on only what is financially material (rather
than materiality through a wider lens) by
looking at the topics uncovered through the
Sustainability Accounting Standards Board
(SASB), mainly because it is easier to do and
will please investor relations colleagues — but
may actually alienate others.

There is an opportunity for companies to
engage their own people and their most
influential stakeholders (e.g., clients,
partners, investors) to consider their
priorities and expectations, and also to use
this time to understand how they would like
to be informed and engaged - so moving
beyond objective survey/report information,
and into strengthening ties.

Also, within a report, there are opportunities
for companies to offer more context behind
their findings — more than just a matrix and
basic description of their methodology. For
complex organizations, in particular, we've
seen some of the stronger reports describe
why specific topics were deemed material
(from others' vantage points) and have
described why some material topics are more
important than others based on the regions
where they operate or sectors they support.

How can companies start tackling these
questions and decide what formats and
channels are the best?

Sometimes companies just need to act more
collaboratively across their communications

channels, which commonly involves corporate
communications, investor relations,

community relations, internal comms
and sustainability colleagues working to
identify key audiences, understanding
how they want to be informed/engaged
(e.g., social media, report, webinar,
website) and the topics that are of
greatest interest with these groups. There
is no silver bullet, but a combination of
these tactics is always preferred.

Having a great plan at the beginning that
acknowledges these audiences and their
differences will result in a more thoughtful
use of web, social and reporting. This is why
we have many clients where we may develop
a full report PDF that is complemented with
a summary microsite, with easily shareable
videos and illustrations, and a three to six
month social calendar with assets that reach
key audiences on specific topics rather than
only a basic "Hey, read my report!” message.
(Tip: Not many want to read your report but
they may be very into how you're addressing
specific issues, or your actions or goals in a
specific region.) Also, we can learn so much
these days with analytics — they can allow us
to pivot quickly on topics and tactics.

Where do you think the future of
sustainability communication and
reporting is going? What are some
effective practices in digital strategy?

Companies need to be more intentional
about how they reach key audiences.
Fortunately, with social media we can
reach many unique audiences and we

can track the demographics of those who
are responding to social and understand
their behaviours. And while a lot of these
analytics remain imperfect, they're getting
better and will improve how we reach and
respond to people in a customized way.



BY THE NUMBERS

The what, where and how of sustainability reporting tells us a story. In ways
both big and small, the companies in our sample are taking steps to frame
sustainability as material to investor decision making.

THE NAME GAME

And itisn't CSR anymore. What you do with that information is up to you, but companies are moving toward the notion of
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sustainability. Or, better yet, integration. These terms better serve the narrative of a company looking to navigate an uncertain future.
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BREAK IT DOWN

Not everyone wants to read an entire report. But they may want to know how your company is addressing human rights,
tailings or climate change — which happen to be inside your report. Slice, dice and deliver. Isolated ESG data is getting easier to
find and use, and is often found in an analyst-centric section of a corporate website.
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WHAT MATTERS MOST

Across all sectors, Ethics and Governance and Climate Change were the most common material issues. We were pleased to see this
reflected in how our sample engaged with the TCFD recommendations — 64% of our sample provided a response (up significantly
from 28% in 2019).

50

. Water
Materials and Waste
. Climate Change and GHGs
. Biodiversity
Health and Safety
Employee Engagement
. Employee Wellness
. Human Rights
Economic Impact
Supply and Value Chain
Ethics and Governance
Diversity
. Stakeholder Engagement
. Community Investment
. Privacy
Other
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GETTING ALIGNED

The standards landscape is complex, but consolidating based on direction from institutional investors. And we hear from many
analysts, investors and ratings agencies that showing perfect and total alignment to specific standards is less important than
disclosing the right performance data. Put more simply, we encourage companies to focus on essential elements from multiple
standards that combine to meet their needs.
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* Includes companies that provided at least a general statement of support.



FRAMEWORKS

Global reporting frameworks have existed for nearly 25 years and have
significantly influenced sustainability reporting content. Now there are
more of them, and they are really starting to matter.

64%

OF COMPANIES
IN OUR SAMPLE
HAVE A DETAILED
TCFD RESPONSE
OR INDEX

(2019: 28%)

97 %

OF COMPANIES

IN OUR SAMPLE
SUPPORT THE SDGS
(2019: 90%)

32

OF COMPANIES

IN OUR SAMPLE
ALIGN TO SPECIFIC
SDG TARGETS
(2019: 27%)

206%

OF COMPANIES
IN OUR SAMPLE
REPORT TO THE
SASB STANDARDS
(2019:17%)
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HEINEKEN

Heineken aligns its sustainable development focus areas with specific SDG
targets, acknowledging its impacts, commitments and progress that show

meaningful contribution toward 2030.

Reduce emissions from
distribution in Europe

and the Americas

2020 commitment
Reduce CO, emissions from distribution by 20%
in Europe and the Americas®

Our progress ®
Off track

Our contribution to the SDGs:
7.2 Share of renewable energy

7.3 Double the improvement of energy efficiency

B Ga

Sustainabllity Review
Our sustainable development focus areas

©

Sourc
Sisaindbly

A full page of Heineken's report is dedicated to each of its climate
commitments. Every section opens with a callout that details the
high-level objective, current progress against targets, and how
the initiative contributes to specific SDG targets.
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BMO FINANCIAL GROUP

In its 2019 Climate Report, BMO summarizes its long-form TCFD response.
In a simple table, BMO provides context, describing what has been done to
manage climate risk and identifying what is planned for the future.

Sensitivity to Climate Risk of BMO Lending Exposures,
as at October 31, 2019

This at-a-glance spread includes a visualization of BMO's

lending exposure. A graph discloses the exact value of (% of net loans
BMO's lending to specific climate-sensitive sectors, and Sector and acceptances)
categorizes the nature of the risk. Forest products 03
Mining 0.5
Utilities 1.1
Transportation 2.7
Agriculture 2.9
0il and gas | 3.0
Manufacturing 5.9
Commercial real estate I 8.1
Residential mortgages | 27.4
No significant climate risk identified 1 48.1

B primarily physical risks B poth physical and transition risks

w w 1 Primarily transition risks 1 No significant physical or transition
RISK MANAGEMEN!

risks identified
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bbb i :

e s SO S g PR " St bl ot et
Our Approath to Climate Change . Aplr i analysks pilot g::‘ed":::ngmo integration for finance by 2025

Launched Sustainable Finance team - Quantified carbon-related
- Adive engegement on climate assets in lending ponfclio!
stewardship progeam, inchiding
suppoit for Climate Action 100+

Sustainabiity Council, Sustsinable
Finance Steeting Committee, + Continued 10 suppost development
Global Investment Commitice, of dlimate chonge knowledge

Rick Management Committee and expertise internally and

extemally - Gpeational enviconmental
+ Management: General Counsel
B ¢ managemint system including
Chie Sustainabilty Offce, Oiel Rsk o Ty

Offices, Head of Sustainable Finance,
Ghobal Chief investment Officer

2020 and Beyond

2020 and Beyand 2020 and Beyond 2020 and Beyond

+ Continue to inform Goard about * Expand scenario anslysk + Continue to develop envi * Maintain catbon neutrality
risks and apportunites rclated and leverage reslts fo infom and sacial tisk policy framework, g
to climate change stBlegic responses inchiding guidance on dlimate- ACEIENE 154 conis-don.

rediucton target by 2021,
relative 10 2016
- Develop business-relevant
metrics and indicators 10
assess impact

Senolity 15 ot ik of o0 Lending Dipasers, g e o s e,
1 Ochobes 37, 2815 b 5400 billion

B0 will mobilize
5200 billon for sustainable:
finance by 2025

+ Contine to build capacity and - Advance our sustainable finance PN T
o

strengthen climale change risk
management goveinance

The graphs al the right summarize BMO's
‘evolving approach 1o chmate change risk and
‘apportunity. Refer to 640's Chmate Repodt for
‘maie information.

2005 Suctanty Bepeel s Poblc ecoustabby et

m Developed with
Works Design
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NEWMONT

Combining GRI, SASB, TCFD, ICMM and SDG disclosure in a single table?
It can be done. Newmont includes this comprehensive table in its complete
Beyond the Mine Report, and within a separate Index.

Newmont's
Alignment with SASB Alignment with ICMM Priority
Metals & Mining The Climate-related 10 Principles Sustainable
Sustainability Accounting Financial Disclosures for Sustainable  Development
GRI Standards Disclosure Standard Version 2018-10 (TCFD) guidelines Response Development Goals (SDGs)

Externally
assured;
assurance level
and assurance
protocol(s)

GRI 102 - GENERAL STANDARD DISCLOSURES 2016

ORGANIZATIONAL PROFILE

102-1 Name of the SASB EM-MM-000.A:
organization Production of (1) metal
ores and (2) finished

metal products

102-2 Activities, brands, SASB EM-MM-000.A:
products, and services Production of (1) metal
ores and (2) finished

metal nradiicts

Our Business, p. 9

Our Business, p. 9
2018 10-K report - Item 1. Business, pp. 6-8

Many frameworks overlap in their
disclosure requirements, so bringing it all
together makes a lot of sense. Including

interactive links to supporting information
and documentation is best practice.

Newmont GRI Content Index

A win sase ssgpnaas man P iy
e bt e st sesied Pieos S
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SMART REPORTING

Leaders know what their audiences want, and how they want to be

informed (or engaged). Knowing what works, and planning sustainability

communication with targeted reporting tactics, pays dividends.

89%

OF COMPANIES

IN OUR SAMPLE
OFFER A VARIETY OF
DISCLOSURES IN AN
ANALYST HUB

(2019: 67%)

44

OF COMPANIES IN
OUR SAMPLE POST
REPORT CONTENT
WITHIN THEIR
CORPORATE WEBSITE
(2019: 51%)

Sustainability Reporting Trends: Get Ready for 2021

927%

OF COMPANIES

IN OUR SAMPLE
ISSUED TOPIC-
SPECIFIC REPORTS
(2019: 43%)




VANCITY

Vancity's online Annual Report opens with the most important information.
A thematic statement anchors the report, and users are invited to view the
newest annual highlights video. The option to download the full report is

front and centre.

Further down the page, micro interactions include a
hover effect that tells users about the available case
studies and stories.

Owsories v Leadembipmessages v Challemges »  About Vangity

real value in y like affordable housing, social
inclusion and environmental sustainability.

Download full report

2019 Annual Report

Supporting members and
communities in a changing world

We look for oppertunities to. make good money for our members while
also increasing eur positive social and environmental impact.

m Developed with
Works Design



ORSTED

The informal tone of this executive summary is inviting and relatable. We appreciate
the playful narrative, which is sure to engage people who have a short attention
span. Including links to each related section in the report leaves the door open
for @rsted to turn a semi-interested reader into someone more fully engaged.

Executive summary

Click the link to go to a specific section:

The climate challenge

& The defining challenge of our time
* Globoal temperatures have risen 11°C on
average since pre-industrial times
= 18 of the 19 warmest years on record

The role of the power sector

If you've only got five minutes

12 The power sector is key to decarbonising energy

* There is a need to accelerate electrification,
green power build-out, and fossil fuel phose-out

have occurred since 2000 13 Green electrification is needed
to phase out fossil fuels
7  Higher temperatures put pressure + Energy-consuming sectors are dominated by
on our global ecosystems fossil fuels and have much more room for green
» Higher temperatures could trigger several electrification
irreversible tipping points, such os melting of ice * Electricity’s share of overall energy use should
caps and disrupting ocean circulation increase from 20% taday to 50% in 2050 to stay
= The IPCC stresses the importance of keeping global within 1.5°C
temperature increases within 1.5°C to limit the
negative consequences of climate change 14 Significant decarbonisation
potential across sectors
- The power sector will play a key rolein
Trdnsforrming the global shsrgy system decarborising transpertation, industry and buidings
* Mon-electric solutions, such as improved material
8 We need to halve global emissions by 2030 and energy efficiency, are also needed to reduce
* Emissions need to decrease from the current emissions across sectors
approx. 54 gigatonnes to 26 gigatonnes in 2030
= 73% of global emissions come from energy, 15 Accelerating the phase-out
rainly due to fossil fuel combustion of fossil fuels, especially coal
+ Coal is responsible for 72% of global emissions
9  The need for increased energy efficiency from the power sector
» Global use of energy is projected to increase by * Coal needs to be phased-out three times faster
1 almost 25% towards 2050 than the projected rate of retirement
\ - \:\0“ + A15°C scenaric requires the global use of energy
TQ\(\“Q Qc to be kept at current levels through increased 16 Speeding up the build-out of green power

energy efficiency

Xo sty . i
Wt <

oo
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o

Green energy must replace fossil fuels

in our global energy system

+ B0% of all energy consumed today comes from
fossil fuels, while only 11% is green. The rest is from
nuclear power and traditional bicmass

* The share of green energy needs to reach at

least 60% of the globol energy supply by 2050 to

stay within 1.5°C

Transforming
nergy SYste!
moke cnong®

Transforming the global energy system
* Only a combination of moving from black to

green energy and improved energy efficiency can
keep us on a 1.5°C trajectory

Sustainability Reporting Trends: Get Ready for 2021

+ 26% of global pewer production comes from
green energy

* This share needs to excead 77% in 2050 to stay
on @ 15°C path

« Towards 2030, the build-out of green power should
be doubled compared to current projections



CISCO

Cisco's Inclusive Future Report is anchored by a microsite that uses
interactive charts to visualize how Internet access drives wealth equality.

The goal of Cisco’s Inclusive Future initiative is to better
understand how technology impacts inclusiveness — the
extent to which everyone is equally able to participate in all the
advantages that our societies offer — on a global scale.

Where Internet usage is higher, inequality tends to be lower.

Namibia

591 51%

Percent of the population using the Internet

Taxt Description of Graph 1



STORYTELLING

Companies continue to leverage storytelling and invest in different formats and
platforms. A compelling theme and supporting case studies give context and
create connection to an organization’s purpose and people. Amplifying your
story in unexpected ways allows you to reach all stakeholders — especially those
outside the ESG world — and extend your reach across the year, beyond the
typical reporting window.

62% Q2% 7Q%

OF COMPANIES OF COMPANIES OF COMPANIES

FOLLOWED A USED OWNED LEVERAGED EARNED

CONSISTENT CONTENT AS PART MEDIA AS PART

REPORTING THEME OF THEIR SOCIAL OF THEIR SOCIAL

(2019: 56%) MEDIA STRATEGY MEDIA STRATEGY
(2019: 83%) (2019: 65%)
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GREATER TORONTO AIRPORTS AUTHORITY

Pearson Airport relies on strong relationships to create value for all = within
the airport, across the region and around the world. The theme of “Pearson
Partners” highlights specific examples of the airport functioning as an integrated
part of the region, while underscoring the warm, personal nature of the alliances.

GTAA embeds videos and quotes on its microsite
allowing GTAA's leadership and commitments to shine.
Links and tags allow stakeholders to explore topics

of interest while a download menu makes available a
traditional PDF devoid of graphics.

PDF DOWNLOADS

ANNUAL REVIEW 2019 X

MD&A AND FINANCIAL
STATEMENTS 2019

SUSTAINABILITY MANAGEMENT One of the great advantages of be

APPROACH AND GRI INDEX \ : with Toronto Pearson and Partne
Green is the ability to begin the d

FULL ANNUAL REPORT 2019 towards a circular economy.

MORE ABOUT SUSTAINABILITY

ed B A8 D %

o Corporate Responaiblly  Pasenger and Cantomer People Moon Gemnah
Priorities " phasei

Corporate Responsibility

o6 RELEVANT TARGETS SELECT CONTRIBUTIONS

s soc3 2.9 8y 2030, substanialy recuice the Every five yours, we comemit 10,2 ndise
Good Health and o plan, which is based on

hazardous chemicals and ai, watar and

80il poliion and conasminaton. 0 explores ways 10 6vohve and improve the

Note: iis target s also appicablo in wary we managa noise.

terms cf noise polluion. Sea Listening 1o our community.

84 \mprome progressively, theousgh 102019, wa collaboratec with Delcite n &
2030, global resource efficiency in whitegaper, Uncavering underempioyment:
consumption and production and Tappiag inthe potesiial of owr workforce, Tha

impacts of

in accordance with the 10-year practical soluions 10 address i
Tramemork

m Developed with
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NIKE

Move to Zero is a topic-specific microsite that connects sustainability
strategy to purpose and business strategy. With a variety of sport-specific
examples, Nike illustrates how climate change impacts the ability of athletes
to train and compete.

LOUISIANA
BEAUREGARD PARISH
h 4

63
59.8 DAYS CANCELED

| CLIMATE IMPACTS AMERICAN FOOTBALL

“We give everything to be part of TR
t11isg.~'purt. ¥\l’-e}rhavegt0 adn}pt and 7 /!\ f‘ 2 -
think differently about our i
approach to playing if climate 7
change continues down this path. B
We can’t take our environment for

granted Average number of days per year whereigames/practices need to be cancelled for heat

- |
ODELL BECKHAM IR 0 7 14 71 28 35 42 49 56 63

In a section about American football, an
interactive heatmap details the average
number of days that games and practices
are cancelled due to extreme heat.

~ Without aggressive action, climate change decreases time spent on the playfield.

WHERE THE CAME IS MOST AT RISK
1 LAFRTETTE PARISE, LA, 61 DAYS
2 BEAUREGARD PARISH, LA, 60 DS

3 EAST BATON ROUGE PARESH, LA, 58 BAYS.

4 CALCASIEN PARISH, LA, 57 DAYS
5 ARANSAS COUNTY, TX, 55 DAYS.

[
MOVE TO ZERO

's why we're on a
s protecting the
tect the pianst. Nike <

GLOBALFOOTBALL ~ RUNNING  TENNIS  SKOWBOARDING  AMERICAN FOOTBALL

Sustainability Reporting Trends: Get Ready for 2021



VEOLIA

A New Vision for Plastic is an interactive exploration of the circular economy.
This sponsored content was produced in partnership with T-Media, the paid
editorial division of the New York Times.

TBrand @ &TBrandStudio - Jun 8 v
“New areas of activity related to the circular economy represent the new

frontier of the environmental markets.” says Antaine Frérot, chairman and

CEO Sl et Paid editorials (or sponsored content) are a new trend observed
in our 2020 sample, and reflect the new model of journalism. In
almost every sector, your peers are leveraging this strategy to tell
their sustainability story — while owning the narrative.

+ Follow s+

Discover "A New Vision for Plastic™: a campaign launched by Veokia, in

When Plastic Comes
e partnership with The New York Times.

@ veoua PAID POST

AN Visi
Can the circular economy transform our -
relationship with plastic? 0 r a S I C

O ke =] comment 2 Share

L EEE]
BEE

MARKETS SOLUTIONS ACHIEVEMENTS  INVENTING FOR TOMORROW

“A Nt Vision for PLastic': 3 campaign L

nd

York Times

about the plastics cireular economy among a wider audience. Developed by the New York Times” graphic studio
itori i i the editor llustratic widely
on forms, partieularly in E 8 Rsia. S tent will also be in-

cuded in the NYT's "Cli ; 8 Day, thisin-

temational campaign will run until 22 July.

“A new vision of plastic”: encouraging early results



COVID-19

The world is changing, and we see many businesses continuing to adapt with
resilience and creativity. Sharing your evolving response to the pandemic,
and your plans to future proof, offers critical insights into your leadership, risk
management skills and your culture.

Q

How has your company adapted its
sustainability communication and
reporting during the pandemic?

Q

What are you rethinking for 2020/21?

Sustainability Reporting Trends: Get Ready for 2021

" Following the release of our 2019 Annual Report we

added a link on our homepage about our COVID
response and how we support our community. We also
created a website and podcast to showcase how Vancity
and our community are responding and supporting each
other, including profiles of programs and links to external
resources: communitycentre.vancity.com.”

JULIA ROBBINS, VANCITY

" Contextualization will become increasingly important

in our ESG communications. We also understand that
our stakeholders will expect us to play an even greater
role in educating, demonstrating awareness, and
providing information on the issues that are facing

our industry. This will all have to be reflected in our
communications if we wish to fully assume our role as a
good corporate citizen.”

MARIE-EVE CHAPDELAINE, CASCADES INC.

" The pandemic will be a central theme in our upcoming

report and we plan to offer case studies to describe how
COVID-19 has impacted our strategy, priorities and/or the
way we work with and support our customers.”

GABRIELA POLANCO-SORTO, MANULIFE



WESTERN UNION

In its 2019 ESG Report, the CEO of Western Union details the company’s
response to the COVID-19 pandemic. Strategic plans and initiatives — and some
solutions already in place — are described throughout the report.

A Messa ge During the COVID-19 pandemic in
from the CEO 2020, Western Union intreduced

multiple new benefits, working
arrangements, communications,
and trainings to support the mental
and physical health and financial
security of our employees, including
those employees who work for hourly
e ek wages.? These include:

Prositens, it Exscustive.
Ofice: ICECN, 0na Directon

Dear fellow stakehelders,

We are releasing our second environmental,
social, and governance [ESG) report into a
changed world. Over the last few months,
the COVID-1% crisis has upended lives across
globe like no other event in recent

ory, leaving communities globally to
ith loss, disruption, and fear.

» Work from home for the majerity of employees
along with work-from-home tools and resources

= Paid sick and family leave, with an additional
two weeks of sick leave for employees
affected by the virus

» Employee Assistance Program, which provides
no-cost emotional and psycholoegical support
for all employees globally

« Telehealth docter visits in the U.S. and India

= Enhanced health insurance services in Italy,
including recovery allowance and post-
hospitalization gssistance

An up-ta-date list of programs to suppert our
employees during COVID-19 can be found on

the COVID-19 resource center on our website. Developed with

Works Design

ENEL

Enel offers leadership insights along with specific case studies and risk
management-related details within its 2019 sustainability report. A separate blog
includes more timely updates on Enel’s response to the COVID-19 pandemic.

15 April 2020

Our response to the COVID-19

.
pandemic

30,000 hours. wers dadicated to mentoring snd shadowing  lengas, of improvement and self-development, The course

bsturtnc gl dininky st Ty ik Bour sl i s ol Sk Half of our staff worldwide are smart working, and we have introduced 8

difevent outooks, expend competences, and srengthen the  spplying &l their passion for serving athers. Esch course day completely unprecedented additional insurance policy

netwerk of relationships, with mor than & thousand indivih  consists of an alteration of practical and theoraticsl sassions.

sl ongaged in coscting activies snco 2017, In tho past Fnaly, mtho 20182019 poicd sound 545 thausand foockack

Yoat the shadowing project was uther axtanded to ivohe  messages were exchanged

#IOLAVORODACASA

Enel has taken action 1o deal with e irus (Covick 191, alsc 10 support the:

countiies in which it warks. Smart working was immediatsly implomented for arcund 0% ef siaf, pretecting their
tinwaty, and the sim ol

phencmens, defining suable 5ctions and sharing EXDEISNGS BCIOSS e Various Countries.
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CONTACT US

BOOK A PRESENTATION

With a global, best in class sample and an extensive focus
on topics ranging from the Sustainable Development Goals
to digital strategy, we've identified significant shifts in

sustainability communications. Contact us now to schedule
a session.

VISIT OUR WEBSITE

Our studio does more than just sustainability. As
experienced corporate communicators, we have a lot of
industry knowledge to share. Let us share it with you. Check
out our case studies and our blog (InScope), or sign up for
our newsletter for all the latest insights.
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This research would not be possible without the support of the entire team

at Works Design. In addition to the contributors below, we specifically thank
co-founders Lorie Briere and Diane Darlington for initiating and guiding this
research for many decades. We also thank our production and editorial teams,
including Andrew Wreakes and Kathy Sauder, for supporting the publication of
our findings. And, finally, we thank our digital team, including Minh Hoang and
Joe Zingrone, for making our findings available to the world.
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SUSTAINABILITY.WORKSDESIGN.COM

Works Design is an integrated design studio and communications agency
with a focus on sustainability. We're a pioneer in sustainability and corporate
responsibility communications. For over 20 years, we've helped companies
deliver effective narratives and reporting by providing a unique setting
where great design, subject matter expertise and sustainability strategy

all intersect. Based in Toronto, we serve clients across Canada, the United
States, Europe and Australia.

CONNECT WITH US

@ @theworksdesign

@theworksdesign86

10 Britain Street

Toronto, Canada MS5A 1Ré
T. 416.599.9991
worksdesign.com
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