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> Rescheduled: Change is the new black for 
communicators. Due to scheduling difficulties, the June 15 
workshop on change management, featuring Annette Martell 
and Jody Humble, will take place in late September or 
October. The new date will be communicated as soon as it 
has been finalized. The time of the event and venue remain 
the same: 6 to 8:30 p.m. at St. Andrew’s Club & Conference 
Centre, 150 King St. W., 27th Floor, Toronto. This event is 
sponsored by CNW Group.

> IABC/Toronto's new website will launch in late June/
early July with an updated look reflecting IABC's new 
brand. The site will make navigating to IABC/Toronto 
content like events, CareerLine job postings and volunteer 
opportunities easier than ever. Make sure you check it out.
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NEW NATIONAL  
STANDARD OF CANADA 
GUIDES ORGANIZATIONS ON SOCIAL  
AND ENVIRONMENTAL IMPACTS

Cultivating trust  
through  

CORPORATE SOCIAL  
RESPONSIBILITY 

The Standards Council of Canada (SCC) has approved ISO 26000, Guidance on Social Responsibility,  

as a National Standard of Canada (NSC). 

This newly ratified standard provides guidance for how businesses and organizations can operate in  

a socially responsible way that contributes to the health and welfare of society and the environment.

ISO 26000 was first published by the International Organization for Standardization (ISO) in November 2010. It was 
the result of five years of development by 450 experts in social responsibility from 99 ISO member countries as well 
as international consensus by representatives from government, non-governmental organizations, industry, consumer 
groups and labour organizations. IABC member Michelle Bernhardt (Georgia, USA) and I contributed to the standard’s 
development on behalf of IABC.

All types of businesses and organizations, regardless of activity, size or location, can benefit from using ISO 26000. The 
standard, which provides guidance rather than requirements, cannot be certified; however, it clarifies the definition of 
“social responsibility” and helps businesses build trust and credibility by illustrating how they can translate principles 
into a long-term social responsibility strategy for everything from working practices to environmental policies and 
sustainable development. It also can be used by governments to support their public policy activities. 

To purchase a copy of ISO 26000, you can visit the SCC’s website here . 

Today, we live in an age where environmental and social issues are not only top of 
mind, they are a business driver. Consumers, investors and employees now demand 
that companies invest the time and intellectual capital into developing robust 
Corporate Social Responsibility (CSR) programs.

People want to work for companies that pursue more than profits; they want to 
be a part of something bigger, a social enterprise that is making a difference in 
some way. According to the 2016 Cone Communications Employee Engagement 
Study, 76 per cent of millennials would choose to work for a socially responsible 
company, even if it meant taking a pay cut.

CSR, in essence, is the responsibility an organization has for the impact of its  
decisions and activities on society and the environment, through transparent  
and ethical behavior.

CSR as a movement has continued to evolve considerably over the last decade,  
from an exercise in writing philanthropy cheques and cause sponsorships, to  
becoming a key factor in decision making that directly impacts a consumer’s  
likelihood to purchase and recommend a company and its products or services  
to others.

I had an opportunity to interview Kym Klopp, the owner of Ecoexistence, a popular 
retail store in midtown Toronto devoted exclusively to socially responsible products. 
“I started this business eight years ago to help people make smarter choices, because 
there is so much misinformation out there," she says. "The concept of the store is to 
really help educate consumers and let them know that alternatives exist to reduce 
their impact, one room at a time, from the kitchen and bedroom to bathroom and 
laundry room.”  

The store features more than 5,000 products, and before they ever reach shelves, 
Klopp thoroughly researches them to ensure they meet her strict criteria. In addition 
to product quality, Ecoexistence examines the environmental impact, whether the 
companies give back a percentage of revenue to causes, considers the lifecycle of the 
product and packaging, and she prefers, where possible, to support local businesses.

As a result of these changing consumer preferences and expectations, many  
companies are now measuring and redefining success through the holistic lens  
of the triple bottom line—the economic, environmental and social impact of 
business, rather than just a conventional profit and loss accounting mindset. 
Today’s smart, trusted organizations are finding new ways to rebalance profit  
and purpose to gain a competitive edge.

CSR goes far beyond legal and regulatory compliance to a broader range of  
board-approved policies, actions and employee expectations, that helps define  
the character and reinforce the company mission, vision and values.

An expert in this area who has seen CSR evolve is Sonya Fiorini, senior director, 
Corporate Social Responsibility at Loblaw Companies Limited. “Loblaw has been on 
a CSR journey for many years now. As Canada’s largest retailer, we understand the 
unique position we’re in to help Canadians through the products and services we 
offer and by the strong commitments we make to the environment, to our product 
sourcing and to our communities," she says.

“Truly, it’s about conducting our business in a sustainable manner to ensure our 
colleagues and our customers are proud of our actions and our impact," she 
continues. "Over the past few years, we’ve seen greater interest from our customers 
about CSR initiatives. Stakeholders and customers are more aware, better informed 
about CSR and there are greater requests for transparency and accountability.”

Early in the CSR movement, many companies were accused of greenwashing; 
making marketing claims that were not substantiated. Fiorini emphasizes that CSR 
decisions need to be based in fact, so Loblaw collaborates with a team of scientific 
advisors who help guide their decision making. “We recognize that we don’t have 
all the answers, and we look to the experts to help and align with the most credible 
certification bodies to provide unbiased assurance to our customers.”

As a result, Loblaw's CSR programs and products now undergo sophisticated ISO 
Certifications, and adopt robust CSR reporting to quantify and track progress over 
time. The process includes measuring a company’s carbon footprint, examining 
ethical sourcing of materials or ingredients, and examining the entire lifecycle of 
products, from manufacturing to landfill.

This focus on greater measurement has prompted companies to invest more 
time, staff and capital into CSR strategies and programs in recent years. Executives 
are seeing the impact CSR has on building reputation, mitigating risk, reducing 
employee turnover and achieving cost savings such as reducing energy, water  
and gas consumption, to name just a few.

In fact, a 2013 global study by Accenture with 1,000 CEOs from 103 countries 
found that 76 per cent believe that embedding sustainability into their core 
business drives revenue growth and new opportunities.

Similarly, a McKinsey study cites that 66 per cent of chief financial officers agree that 
environmental, social, and governance programs create value for shareholders, and 
that environmental and governance programs will increase in the next five years.

Ultimately reputation is the by-product of good behaviour, rock solid communications 
and successful business performance, gradually building trust over time with a 
plethora of divergent stakeholders.

Trust is not a message; rather it is an outcome based on acts of integrity, and we 
must advise senior executives that our words have little substance if they are not 
built on a carefully planned and executed foundation of action over time.

Perhaps we should heed the wise words of British industrialist William Lever, who 
opined, “Nothing can be greater than a business that is governed by conscience.”

RECAPPING IABC/TORONTO’S  
OVATION AWARDS  GALA&

IABC/Toronto’s 31st OVATION Awards Gala, “A Celebration of Communication 

Superheroes,” was an inspiring and heart-warming finale for participants of this 

year’s OVATION Award program.

I think we can all agree the 2016 IABC/Toronto’s OVATION Awards recipients are impressive. 

From breakfast food promotions to public education campaigns to preventing violence 
and harassment… from getting ready for back to school to finding the ultimate dream job 
campaigns, our local communicators achieved outstanding results on behalf of their clients  
and organizations.

Our volunteer judges collectively spent hundreds of hours reviewing entries to identify 
those companies and individuals who met and exceeded IABC’s standards of excellence in 
communications. The result: 78 entries from across the Greater Toronto Area were awarded  
27 Awards of Excellence and 51 Awards of Merit. 

Awards were presented in 17 categories at IABC/Toronto’s annual OVATION gala, held at the 
Sheraton Centre on Wednesday, May 18. 

Jennifer Valentyne, former “Live Eye” host on CityTV’s Breakfast Television, rose to the occasion 
in her first-time role as the master of ceremony. Her bright, charismatic and positive attitude, 
coupled with Trell Huether’s fantastic music selection, which was on point for each award 
recipient, created a fun, celebratory atmosphere. 

More than 280 people attended the gala, many of whom were awards recipients, dancing 
their way to the stage to receive their awards. It was an evening not to be missed, celebrating 
communicators we hail as “superheroes” because of their extraordinary abilities to plan and 
execute communication campaigns that deliver measurable results. 

Companies receiving Awards of Distinction were announced at the gala:

APEX Public Relations
2016 Mid-Size Agency of the Year

Edelman Canada
2016 Large Agency of the Year

dvCommunications inc. 
2016 Boutique Agency of the Year

Paradigm Public Relations
2016 Small Agency of the Year

The Regional Municipality of York
2016 Corporate Communications Department of the Year

VHA Home HealthCare / Flash Frame Video
2016 Not-for-Profit Communications Department of the Year

After more than four decades with IABC/Toronto, Bobbie Resnick, one of the association’s 
founders, announced this is her last gala. As a parting gift, she praised Arlette Bax, the 2016 
IABC/Toronto Student of the Year, for her talent and abilities. 

“Each year, the calibre of entries increases and this year was no exception. I’m very proud of 
what the communications profession considers its best work as demonstrated by each of this 
year's OVATION Award winners,” said IABC/Toronto President Suzanna Cohen, ABC, CMP.

This year’s gala program included a welcome reception and networking cocktail, celebratory 
dinner and awards ceremony. 

Thank you very much to our sponsors and volunteer judges and event organizers. The gala’s 
success was largely due to your commitment, dedication and generosity. The 2016 IABC/
Toronto OVATION sponsors include: CNW, Monacom Inc., Fusion Design Group, Speakers’ 
Spotlight, and Fifth Story.

You can find photos and a full list of the 2016 awards recipients here .

Hear what this year’s recipients are saying about the OVATION Awards in these testimonials .

The IABC/Toronto OVATION Awards Program offers the communications profession an opportunity 
to present its best work and advertises the excellence of individual award winners. If you missed your 
chance to participate this year, don’t’ forget to submit your work for OVATION Award 2017.

Mary-Ellen Hynd, MBA, CPCC, ACC is a Certified Global Leadership 
Coach, Social Responsibility Strategist and Communicator.
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Heath Applebaum, ABC, BA, MCM, OCGC, is the President of Echo Communications 
Inc. a reputation management consulting firm based in Toronto. Heath has 20 
years of experience developing and leading reputation strategies for companies 
across North America, from start-ups to Fortune 100 firms. He is also a university 
PR Professor, Gold Quill winner, award judge and industry thought leader who has 
spoken at more than 60 industry conferences around the world.
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Paulette's communications experience runs the full spectrum, 
from strategic communications planning, communications 
marketing, proactive media relations and issues management, 
and government and stakeholder relations. This year, she 
volunteered for IABC/Toronto in the role of VP, OVATION Awards.
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For the last 40 years or so, one of the worst tyrants to environmental and human rights 

abuses was the Canadian mining industry . As vultures prey on the weak and frail, mining 

companies would routinely swoop into many of the world’s developing countries knowingly 

instilling conflict and unethical environmental practices. Wholescale disenfranchising of 

entire countries was not an exaggeration but a fact. Profits poured in, but at what cost? 

People were dying at alarming rates and their indigenous local environments were routinely 

defiled. Many third-world communities were denied the opportunity to establish sustainable 

lifestyles and their future generations were left with meager prospects. 

But it wasn’t just mining and resource companies that were to blame. Many multinationals, and, to 
an extent, local businesses in the 60s, 70s and 80s, revelled in greed and ignored the key factor in 
sustaining their bottom lines—social and environmental investment. 

Learning from these mistakes and buoyed by increasingly rigorous government policy, today’s most 
successful companies have now embraced robust ethical business planning that includes community 
and environmental investment. From C-suite to frontline, corporate governance and responsibility is  
now sewn into the fabric of many top companies. 

Understanding the importance of ethical business practices, Canada’s mining industry has not only 
embraced the shift, but dug its way out from the social tyranny of past years and now tops Sustainalytics 

 and Maclean’s Corporate Social Responsibility  (CSR) rankings. For Toronto-based Kinross Gold, 
for example, managing corporate responsibility begins with 10 guiding principles . From board and 
executive, to senior management, to functional leadership, CSR is hardwired into each part of Kinross’ 
business practices.

Leading companies also realize that the basis of ethical business planning begins with their employees. 
Canadian active wear and clothing company Gildan, with its Genuine Stewardship program, believes 
planting CSR into your hiring practices will help bring the right people to your organization .  
Placing people first will help companies foster increased employee advocacy toward sustainable 
business strategies. 

Arguably one of the largest benefits of integrating CSR into your business planning is brand reputation. 
Historically, brands were measured by their consumer reputation. Today, brand reputation is partly 
weighed based on its presence within the global marketplace, and heavily influenced by social media. 
Many brands have enjoyed years of high reputation only to be dispatched to the bottom of the heap  
by a nasty online missive. 

To help counter this issue, more and more prominent and successful brands are making news not for 
their products per se, but for their ethical and sustainable stewardship within the consumer space.  
Ethical PR now drives consumer loyalty.

One leading example of how companies need to keep loyal to their CSR values even in the face of 
public embarrassment and scandal  is German car manufacturer Volkswagen. Facing billions in 
fines and civil liability claims, the company has remained in lock-step with its environmental direction 
by investing billions into electric car technologies . By doing this, Volkswagen has kept its CSR 
promise to consumers and, at the same time, steered attention away from the scandal. 

In the 21st century, developing a business, large or small, must include a moral and ethical blueprint. 
Fundamental issues as trust and integrity are tied to more complex issues such as diversity, decision-
making, compliance and governance. Each company will need to find its purpose within a sustainable 
and socially responsible landscape. When companies take time to build their business with people, 
community and environment in mind, everyone benefits.

WHY YOUR BUSINESS 
SHOULD CARE:

THE BENEFITS OF CORPORATE 
SOCIAL RESPONSIBILITY

John is a senior-level accredited communications professional 
in public affairs, multi-channel media strategies and stakeholder 
relations. John has more than 15 years of experience within the 
healthcare sector building sustainable public advocacy through 
social and traditional engagement strategies.
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Communications trailblazer Arthur W. Page famously professed, “Public perception of an organization is 
determined 90 per cent by what it does and 10 per cent by what it says.” While we can debate the math, 
what remains irrefutable is that actions speak infinitely louder than words alone. Communicators must 
ensure alignment between actions and words.

Sonya Fiorini from Loblaw offers the 
following advice for communicators 
that are tasked with sharing CSR 
initiatives and accomplishments:

Authenticity and transparency go a 
long way. It’s important to be candid, 
and to recognize that it’s not about 
perfection, but about progress. A lot 
of CSR issues are complex and can’t 
be fixed with a simple commitment. 

Communicators need to be able  
to make the average customer 
understand the full issue and  
care about the outcome. 

Work with experts. The difference 
between fact and greenwashing 
could be as simple as a wrong  
word choice.

76 per cent of millennials would 
choose to work for a socially 
responsible company, even if  
it meant taking a pay cut. 

LETTER FROM THE EDITOR-IN-CHIEF
Welcome to the June Communicator, the last issue of the 2015/2016 
IABC/Toronto Board year. It marks the first time in the past several 
years—possibly ever—that the chapter has produced five editions 
in one year. The primary reason for its existence is to fill the gap 
between an April/May issue in one fiscal year and a September/
October issue three months into a new year under a new Board. 

But the additional issue has also given our members another 
vehicle to do some writing above and beyond their everyday roles, 
on subjects specific aspects of our communications industry. With 
five editions, many writers participated this year and enjoyed the 
opportunity. I’d like to thank them for their contributions and would 
encourage any member to get involved in Communicator in the 
future, either as a writer or as part of the editorial team.

I'd also like to thank the three managing editors/proof readers, 
Lisa Goller, Crystal Hopkins and Eric Emin Wood, for their hard 
work and professionalism shown on the five editions.

The theme for this edition is Corporate Social Responsibility 
(CSR)—sometimes called corporate conscience, corporate 
citizenship or responsible business. It refers to a practice of 
self-regulation embedded in a business model that involves 
participating in initiatives that benefit society. In essence,  
using corporate profits to do good in the world. 

 

With many issues facing our society today, such as climate change, 
health and wellness, energy and associated environmental concerns, 
we are increasingly supporting companies that have an active and 
effective CSR mandate. Conversely, companies that don’t have such 
policies as part of their corporate fabric can face an eroding customer 
base and declining profits. Many consumers now are of the opinion 
that if a company doesn’t support our citizens, they won’t support 
those companies. 

So read on and see what some of your colleagues have to say 
about CSR. And as always, we encourage comments from our 
members so please feel free to send us your feedback on this 
edition or any other Communicator-related topic.
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Dave Watt has been editor-in-chief for Communicator during 
the last two years and is the sole proprietor of Watt’s the Word 
Communications. He recently retired after a career with Universal 
Music Group (Canada), BMO Financial Group, and RBC.
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