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(a) Work in Progress
What we said in 2002: Create wider awareness of the opportunities of sustainability in the business; greater understanding of the benefits of CSR in communications; encourage marketers to use communications for corporate accountability and give leadership; encourage leadership from governments and public authorities; make agencies more competent 2005 progress update on actions by the advertising sector within the framework of the United Nation's Environment Programme initiative: "Industry as a partner for sustainable development"

consultants in handling sustainability communications; encourage greener practices within agencies and in key advertising disciplines.

What we’ve done: We have conducted conferences on sustainability for the Advertising and Marketing communities in at least nine countries and UNEP have been invited to speak at many of them. We have spoken at more than thirty other conferences including USA and China, many of them related to specific sectors like the travel industry, automotive, paper, public transport and building and construction. Within these we have made use of important and persuasive concepts developed from the Pulse research carried out in 28 countries prior to WSSD. These conferences and presentations have focused on well documented advantages for brands and exposed many examples of advertising initiatives.
In line with the added interest stimulated by all the “noise” surrounding sustainability issues, new specialist agencies have begun to spring up. Change Advertising in Vancouver, Canada is one example (http://changeadvertising.com) “Our focus is helping companies that create sustainable products get famous. Period. In our opinion, there’s far too much talk in the sustainability game, and not nearly enough action. We hope to change that.” Constance Creative Marketing in Victoria, Australia is another. A group of agency people in US have formed Business for Diplomatic Action, to directly encourage and assist multinational companies to become more active especially in forming partnerships and dialogues on global problem solving.
The European Association of Communications Agencies (EACA) has produced with help from the SustainAbility consultancy a comprehensive guide to sustainability for agencies “Opportunity Space”. This also contained a “green guide” for agencies and key principles for creating successful advertising on sustainability subjects. It was distributed to all agency networks early in 2004. The materials are also on the EACA website at www.eaca.be . EACA has further created an Ethical Code for advertising agencies which makes special reference to sustainability issues and tackles many social issues both within the sector and in advertising we create. A UK-based agency, St. Lukes, has developed and promoted with Future Forests a scheme to carbon neutralise the production of TV commercials. This includes a unique “Carbon Calculator”. The innovation has been discussed in the trade press. In addition, the trade association responsible for Direct Marketing (FEDMA) has drafted a recommendation for all members on best practices for recycling of papers and packaging.  FEDMA also works closely with the logistics sector (including post and express couriers) and follows work on sustainable practices for logistics.
The Ad sector has instituted both advertising effectiveness and creativity awards to encourage and reward achievements. The important Euro Effies competition has launched a responsibility category and the world’s leading creative show Cannes has run an exhibition of responsible advertising (ACT: Advertising Community Together) for the last three years, and awarded Cannes Doves to winners. In the ’05 show, 250 items were submitted by 137 agencies in 37 countries. The ACT show then moved on to New York as part of the Summit activities there.  The World Federation of Advertisers (WFA) gave a prize for sustainable advertising in its 50 Years celebration in 2004.
We have further entered into an agreement with the leading Ad industry website Adforum.com to create an online database of pro bono and CSR advertising as a global reference and best practice resource. This initiative is being progressed to launch by UNEP and will give governments and others the chance to see creativity applied to almost every cause in the world and to contact the best competencies. Some campaigns have already been recycled and are either being used abroad in adapted form or in research to develop local communications. The Irish Waste campaign has been requested by several governments and examples of health and social discrimination campaigns have been collected by governments for examination and consideration.
We have no figures, but it is clear that a lot of government campaigns have been created since WSSD and our sector is fully involved in implementation of them. A recent EU statement reported there were 9 in EU countries alone and we are involved in helping to create the UK Environment Direct consumer information resource. McCann Erickson have created a pattern campaign for UNEP on a range of sustainability subjects and the first has run during 2005 on a pan-European basis in cooperation with the International Association of Public transport (UITP). This was heavily supported with free airtime from international stations and has been circulated for use on a wider basis. It was created on a free-to-air basis so that any authority can use it without additional costs. We hope that PT operators will now start to promote PT on an environmental basis and raise awareness as a consumer sustainability resource to that of recycling.
A prominent campaign was created on behalf of a consortium of international companies in support of the Millennium Goals and this ran in Brazil during 2004 on a “We Can!” theme. It is now being further developed in New York for, it is hoped, global use during 2006.

As a result of creative promotion of diesel alternatives, the automotive sector has reported that image of car brands is being extensively driven by TDi and similar badges. Something that was once a Cinderella model is now promoted as an image-leader, which is very constructive.
Again as a result of the growing awareness of sustainability issues amongst consumers and within marketing communities, we are conscious of development of more sustainable products in many sectors, only a few of which can be mentioned here. Shell are reported to be planning a relaunch of their Pura petrol, whilst Toyota are placing more resources behind their flagship Prius hybrid car. We believe in the near future controversial SUV / MPV vehicles will be offered and promoted as hybrids by most manufacturers. Procter & Gamble are now promoting their low temperature Ariel washing powder on an environmental platform in many places and in the USA have co-operated with an NGO to launch a “Cool Clean” campaign with a “Million Challenge” which is signing up housewives through a website. Meanwhile Unilever continue to roll out their rebranding as an environmentally concerned company and to identify all of their sectors under this banner.
(b) Future challenges

Though progress from 2002 has, we believe, been good, we are concerned that funds allocated by governments for use of communications to combat sustainability problems are still not sufficient. In general we believe this is one of the important keys to motivating consumers. It is clear from our perspective now that manufacturers will develop sustainable products faster and devote more funds to promoting both the products and their own corporate commitments if there a higher level of existing consumer awareness to work from. This does not remove the need and opportunity for manufacturers to work energetically in a sustainable direction, but recognises that they generally do not have the resources both to do the basic education and compete successfully with products in a crowded marketplace. It is also clear that dual messaging in advertising i.e. about sustainability and product performance advantages is generally highly inefficient and such messages will not prove most effective in pre and post-testing regimes employed by sophisticated advertisers. 


We believe the greatest future challenge is to continue the works described above, but to try to secure far stronger leadership from governments, both regional and local. As an example the EU has recently published a tender for an “EU-25 awareness campaign on climate change on a budget of only €5 million!” Such paltry commitments neither encourage business to make greater efforts, nor provide them with a market of aware citizens to which to promote more sustainable alternatives. We would repeat that sustainable consumption cannot be bought with advertising funds, sustainably at least, but the essential foundation of knowledge and awareness can be built. 
We believe that somehow the planet must move out of “charity” status, relying on goodwill and hand-outs and take charge of its own destiny. This can only happen by every government providing funds in proportion to its sustainability footprint and using commercial resources as the business community does. Sustainability issues are very motivating for creative and consultancy sectors like Advertising and we love to create the messages, but unless the planet’s future is properly resourced, it will never be securely managed.
The belief that advertisers who spend billions of dollars on advertising can somehow be persuaded to turn over a significant proportion to promoting sustainable consumption is naïve under present circumstances, but in an era of heightened consumer awareness of the issues and propensity to change behaviour, it could become reality. Only governments have that ability to lead.
(c) Partnership invitation

Partnerships like the one that led to the co-promotion with UITP were created through the UNEP Consultative Meetings and UNEP Advertising forum and many other liaisons have been established, such as the formation of a consortium between sustainability consultancies like ERM & SustainAbility, NGOs and advertising agencies like McCann Erickson to manage communications tasks from governments.

We believe, however, that to build greater capacity within our sector, we need to work more effectively at the level of education. The number and quality of advertising courses in universities is already a matter of concern and being attended to by initiatives at various levels. What we propose is to encourage educational institutions to develop sustainability modules within communications courses, starting with an extension of the European curriculum recently developed by EACA in association with University of Navarra.
This will require considerable partnership involvement with NGOs and UNEP and will help to ensure that young people enter not only the agency business, but client community and other walks of life with a much higher level of awareness and expertise in this area. We see this programme progressing during 2006/7.
© EACA 2005
Dominic Lyle

Director General

European Association of Communications Agencies
152 Boulevard Brand Whitlock

1200 Brussels

Belgium

Tel: ++32 (0)2 740 0710
www.eaca.be
