The impact of
our work

T

he social and environmental
impact of the work we
undertake for clients is one
of our most important CR issues.
Our goal is for WPP to be a centre
of excellence for environmental and
social communication.
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The impact of our work

T

hree areas of our work are significant:

On pages 24 to 27 we profile campaigns for
clients which contain work with an environmental
or social impact. This work is indicative of a trend
emerging in many markets around the world.

CR in our client work
Social marketing
Successful brands have always needed creative and
compelling marketing. Today, this is more important
than ever. Concerns about climate change and
poverty have fuelled interest in green and fair trade
products. In many regions, businesses are subject to a
growing volume of regulation and increased scrutiny
from pressure groups, the media and the public on
a wide range of social and environmental issues.
Leading companies are responding positively,
by embedding ethical values in their brands and
developing products with a reduced social or
environmental footprint. They need effective
marketing to communicate the social and
environmental benefits and make these new
products desirable to the mass market.
Many of our companies have expertise in this area
and are developing bespoke sustainability services for
their clients. Current examples include:
Team P&G’s S-Team (Sustainability Team) at WPP
includes Added Value, Bridge, Fitch, G2, The Futures
Company, Hill & Knowlton, Landor and Penn,
Schoen & Berland. Acting as an integrated offering,
they help Procter & Gamble understand consumer
attitudes, manage stakeholder relations and
communicate its sustainability initiatives.
OgilvyEarth is Ogilvy’s practice area dedicated
to sustainability communications. Founded in late
2006, the network now has hubs in 12 offices
globally and encompasses several Ogilvy companies:
Ogilvy & Mather, Ogilvy Public Relations,
OgilvyOne, OgilvyAction and OgilvyEntertainment.
OgilvyEarth offers a range of strategic consulting
tools to help clients lead and leverage the opportunity
in sustainability. It is guided by a panel of global
experts who share the belief that sustainability is the
business opportunity of the 21st century. Current
clients include Unilever, Siemens, The Coca-Cola
Company, Kraft, DuPont, WWF and the UN.
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These are campaigns with social or environmental
objectives, usually undertaken for government or
non-governmental organisation (NGO) clients.
Campaigns often tackle issues related to public
health, safety or the environment. They are designed
to raise awareness or encourage people to change
their behaviour. Several WPP companies specialise in
social marketing, including Ogilvy Outreach, Ogilvy
PR’s social marketing practice, and Thompson Social.
Examples of social marketing campaigns by WPP
companies in 2008 are included on pages 29 to 34.
Tackling climate change will require a huge shift
in mindset and a willingness among the public to
make lifestyle changes. Effective communication will
be essential. WPP is participating in Shaping the
Message on Climate Change, an initiative of the UN
and International Advertising Association, to improve
communication on climate change and ensure a
successful outcome at the Copenhagen Climate
Conference in December 2009.
Cause-related marketing
Cause-related marketing links brands to charities,
usually through a donation for every product
purchased. Executed sensitively, these campaigns
generate awareness and funds for charity and benefit
brands through increased sales and customer loyalty.
Consumers are able to buy something they want
and benefit a good cause. We help our clients create
brand-charity partnerships that are meaningful
and appropriate. See page 35 for a recent example
from our agencies.
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In their own words

T

eam P&G’s S-Team
(Sustainability Team) at WPP
enables all Procter & Gamble
brands to access best-in-class
expertise and experience on
sustainability. We collaborate with
our partner agencies to inspire
P&G on its sustainability journey
and accelerate change by connecting brands with
consumers and other stakeholders.
This is a growing opportunity, particularly in
Europe and North America. In the past, marketing
communications was often seen as adding benefit to the
sales function. Today consumers want great products
and to be confident that the companies they buy from are
behaving responsibly. Marketing communication is used
as a powerful tool to differentiate brands and positively
influence consumer behaviour. If you engage hearts and

minds you create a stronger bond with your brand and
generate benefits for society and the environment.
There are risks involved. Companies need to get their
messages absolutely spot on and, above all, make sure
they deliver on their promises. Otherwise the impact on
reputation and even share price can be severe. We need
to think differently about the talent we hire and how we
develop their skills. Our specialist training helps
individuals better understand business sustainability
issues and give the right counsel to our clients.
In the short term, the economic downturn has diverted
some attention from these issues and brands are placing
greater emphasis on cost and value. But in the long term,
however, we expect sustainability issues to be a greater
part of all brand communications.

Alison Eyles-Owen
Hill & Knowlton, leads P&G’s S-Team at WPP
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CR in our client work – case studies
Campaign: Do the moves
Client: Comfort, a Unilever brand
WPP company: Ogilvy, UK

Comfort’s concentrated fabric conditioner is good for
customers and the environment. Each bottle contains
55% less plastic than regular conditioner – requiring
less energy to manufacture and transport.
In 2008, Ogilvy UK created a TV and print
campaign to encourage Comfort customers to switch
to the concentrated version. The campaign explained
the environmental benefits and reassured customers
that they would get the same high quality product.
The campaign helped to increase sales, with a
quarter of all UK households now using Comfort
Concentrates. It also encouraged people to switch to
the concentrated version, which now make up 86%
of sales.
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Campaign: Becel pro-activ
Client: Unilever (NL)
WPP companies: Grey, Amsterdam and Mindshare

Before they reach the menopause, women generally
have lower cholesterol levels than men. After the
menopause around 50% of women will have higher
cholesterol levels and this can have an impact on
their health.
Grey Amsterdam and Mindshare developed
a communications program to raise awareness
of the issue and promote the benefits of Unilever’s
Becel Pro-activ dairy products which can help
lower cholesterol.
The campaign ran in two phases. In the first phase
Grey created TV, radio, print ads and direct mailings
which used the comedienne Karin Bloemen to discuss
the issue in a sympathetic, tongue-in-cheek way. The
ads encouraged women to visit a website run by Care
for Women, an organisation of self-employed nurses
focusing on the health of women in the menopause.
The site contains information about cholesterol and
gives women the chance to book a cholesterol check
with a Care for Women consultant. During the
second phase, which also featured Karin Bloeman,
adverts emphasised that Becel Pro-activ can help to
tackle high cholesterol.
The results were very positive: 80% of Dutch
women now know that there is a direct link between
the menopause and cholesterol levels, up from 42% at
the start of the campaign. Sales of the product grew
around 11-12% per month.
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Campaign: Earthkeeper
Client: Timberland
WPP company: MediaCom, Hong Kong

Timberland is committed to environmental
stewardship. This includes incorporating more
recycled and renewable materials into its products,
reducing its use of chemicals and cutting waste.
Timberland’s Earthkeepers footwear and apparel
are made with the environment in mind. They use
materials like recycled PET, organic cotton and
leathers that come from a tannery that received a
silver rating for its reduced energy use, reduced waste
and quality water treatment.
MediaCom Hong Kong helped Timberland
increase public awareness of its Earthkeepers range,
using the strapline “go green with your latest style”.
The ads show that Earthkeepers provide durability,
comfort and a reduced environmental footprint.
Earthkeepers were one of the best-selling shoes in
Hong Kong in 2008.
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Campaign: Lead India
Client: Times of India
WPP company: JWT, Mumbai

JWT Mumbai helped the Times of India encourage
ordinary people to get involved in politics and choose
better political leaders for India.
The campaign included the Lead India television
contest program where shortlisted candidates
competed to be the first of a new class of citizen
leader. The winner also received funding to attend
a politics course at Harvard University and attend a
Chevening Leadership course at the London School
of Economics, pursue a public-welfare project of their
choice and receive support to contest elections.
A multimedia campaign by JWT Mumbai across
TV, print, radio, internet and mobile encouraged
Indians to take part in the contest and share their
views through blogs, SMS, videos and other activities.
Over 37,000 people participated
and the campaign website has registered
more than 1.3 million hits. Lead India
garnered significant awards, including
the Cannes Grand Prix for Direct as
well as Titanium and Integrated
Cannes Lions.
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Work by our research companies

Case study: Consumers have green conscience

Our research companies undertake studies to help
clients understand consumer attitudes to social and
environmental issues. One example is shown right.

Recent research by global market insight and
information group TNS shows that green issues
are still high on the consumer agenda across the
globe. The study involved 13,128 people in 17
countries and analysed their attitudes, perceptions
and behaviours towards being green.
Globally, 40% of people say they have changed
their behaviour in the recent past to benefit the
environment, for example, by shutting down a
computer when it’s not in use.
More than half of the respondents said they
would be willing to pay more for environmentally
friendly products. This is especially true in Spain
and Singapore where 66% and 70% respectively
agreed with this statement. Around 52% said a 5%
price premium is acceptable and 33% would accept
a 10% price premium. Over 51% of respondents
would pay extra to recycle household waste.
Green issues influence purchasing decisions
in a number of categories, particularly automobiles
and food. Travel and entertainment register a
lower number of respondents acknowledging
environmental influences on purchasing decisions.
Some retailers have started to engage in ‘choice
editing’ – removing unsustainable products from
the shelves, leaving only the environmentallyfriendly options. The results show that consumers
strongly support choice editing, with 71% globally
saying this practice is right or fair.
A growing number of companies are promoting
their green credentials. Respondents were asked if
this affects their purchasing decisions. One in 10
say a company’s green credentials influence their
behaviour ‘a great deal’ and a further 51% say it
matters ‘somewhat’.
TNS conducted this study in 2008 in the
following countries, using TNS 6th Dimension
online access panels: Argentina, Australia, Brazil,
France, Germany, Hong Kong, Italy, Japan, Korea,
Malaysia, Mexico, Russia, Singapore, Spain,
Thailand, the UK and US.
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Social marketing – case studies
Campaign: Keep crime down
Client: The Home Office
WPP company: Y&R, London

Knife attacks and terrorism dominate the headlines,
but these only account for a tiny percentage of crime.
Britain’s most commonly experienced crime is theft
at an estimated cost of £9.5 billion a year.
Y&R created a campaign with the strapline
‘Lets Keep Crime Down’. Each ad highlights a
simple measure to show how the public can make
their homes safer and protect their property from
opportunistic criminals
The adverts appeared in national and regional
newspapers, television and radio in early 2009.
The campaign reduced the cost of crime to the
taxpayer by £189 million and saved £14 for every
£1 spent.
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Campaign: Tackling childhood obesity
Client: The World Heart Federation
WPP companies: Cohn & Wolfe/Young & Rubicam
Brands, Geneva

One in five children in Europe is overweight or obese,
making them more likely to suffer a heart attack or
stroke before the age of 65.
Eat for Goals! is a new children’s cookery book
promoting regular exercise and healthy eating. It
includes recipes and ideas from famous male and
female football players.
The book is an initiative from the Union
of European Football Associations (UEFA) and
the World Heart Federation, supported by the
European Commission.
Cohn & Wolfe’s launch strategy for the book
generated media coverage reaching almost 11 million
people across Europe. Due to the success of the
project, Eat for Goals! is now on sale in over
20 countries.
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Campaign: Hand washing
Client: The World Bank and Vietnam Ministry of Health
WPP company: Grey, Vietnam

Hand-washing with soap plays an important role
in preventing diarrhoea and water-borne disease,
leading causes of ill-health and death for children
in developing countries. However, many people
in Vietnam believe that washing with water alone
is sufficient.
Grey Vietnam developed a campaign to promote
hand-washing with soap for the World Bank and
Vietnam Ministry of Health.
An innovative combination of tactics were
used including television, outdoor posters, direct
communication, a mass-media press release and
a launch event at the Children’s Palace in Hanoi.
More than 30,000 people were reached directly
through these events.
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Campaign: Skin cancer awareness
Client: The Association for Preventive Dermatology (ADP)
WPP company: Y&R, Germany

In Europe, more than 54,000 people are affected
by skin cancer every year.
Y&R Germany developed a pro bono television
commercial for the Association for Preventive
Dermatology (ADP), whose mission is to help
people to protect their skin.
The commercial shows what looks like a beautiful
cellular structure, but in a dramatic twist it is
revealed that it is part of fatal skin cancer. The
message attached: skin checks will help save your life.
The agency also developed a wall calendar for
dermatologist waiting rooms to remind people to
check themselves regularly. As the year progresses
the little black spot behind the dates on the
calendar sheets grows bigger and bigger, imitating
a cancerous mole.
The campaign increased the click rate on the
ADP website by 30% and increased downloads of
information from the site by 42%.
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Campaign: Keep off the hook
Client: Caisse Générale de la Sécurité Sociale
WPP company: Luvi Ogilvy, Réunion Island

Traffic accidents are often caused by teenage drivers
under the influence of alcohol. Many of these
accidents lead to serious injuries or death. Réunion
Island is the first French territory with more road
deaths caused by drunk than sober drivers.
La Caisse Général de la Sécurité Sociale (French
Social and Health Security) commissioned Luvi
Ogilvy to raise public awareness of this issue.
‘It’s your choice to keep off the hook’ emphasised
that individuals must take responsibility for their
actions. The ads appeared on billboards near popular
nightspots, postcards in pubs and restaurants, and in
newspapers and magazines.
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Campaign: Cervical Cancer Protection
Client: The Danish Cancer Society
WPP company: H&K, Copenhagen

Regular screening and vaccination against cervical
cancer has the potential to save the lives of thousands
of young women.
H&K Copenhagen created a campaign to help
The Danish Cancer Society get this message across.
Information was given to 200 ‘ambassadors’ on
how to protect themselves against the illness.
Each ambassador also received a guide to help
them pass on the life-saving message to friends and
acquaintances. A viral communications campaign
was also launched on the social networking site
Facebook.com to reach even more young people.
Using these techniques the campaign messages
spread quickly, reaching 16,000 people within a week.
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Cause-related marketing – case study
Campaign: Believe
Client: Macy’s
WPP company: JWT, New York

For Macy’s 2008 Holiday Campaign ‘Believe’,
JWT New York asked young and old alike to write
a letter to Santa Claus and mail it at Macy’s. For
the first million letters collected, Macy’s donated
one dollar to the Make-A-Wish Foundation, an
organisation that fulfils the wishes of children with
life-threatening illnesses.
Special stations, complete with writing desks and
mailboxes, were constructed in every one of Macy’s
more than 800 stores nationwide. A star-studded
cast of Macy’s designers told the story in television
commercials. The campaign received widespread
media coverage throughout the holiday season.
In only seven weeks, over 1.1 million people
visited Macy’s to mail their letter to Santa. In a
holiday season when most charities suffered declines
in contributions, the Make-A-Wish Foundation
reported a 7% increase in donations, which they
attributed to the Believe campaign.
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