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 “Pepsi is doing less in CSR than.

 Coke, but getting more credit.”.

 “Last century saw the birth of. 

 the.digital natives, now the.

 research is in, an and we can.

 see the era. of aspirational.

 sustainability is upon us.”.

If someone said ten years ago that Pepsi was going to pull its multi-million dollar Super 
Bowl opening ad position and trade it in for a $20 million socially responsible community 
project, they would have been laughed off Madison Avenue. But this is exactly what 
happened. Brands are finally taking stories of corporate responsibility off the company 
website and telling them to the consumer. Some are well-received gifts of inspiration, 
while others fail to make an impact. It’s a steep learning curve and everyone’s dying to 
know the secret of how to say it right, by Gemma Taylor.

The Pepsi Refresh Project is just one of 
hundreds of corporate social responsibility 
(CSR) campaigns targeting an increasingly 
environmentally conscientious consumer.  
Last century saw the birth of the digital 
natives, now the research is in, and we can 
see the era of aspirational sustainability 

is upon us. According to global market 
research by Synovate, almost half the 
people surveyed said they would be willing 
to pay more for environmentally friendly 
products. Research from the Second  
Annual Corporate Social Responsibility 
Perceptions Survey revealed that while 75 

percent of those who read a CSR agenda 
were more likely to purchase products 
or services from that company, only 13 
percent were aware of the company’s social 
responsibility agenda.

Pepsi is adapting to this new consumer, 
whose role as citizen, environmentalist, 
community member and finally, purchaser 
is changing the way brands communicate 
with their markets. Like Pepsi, brands must 
now be brave enough to engage in these 
conversations and wise enough to invest 
in the groundwork that can avoid lies, 
embarrassment and confusion:The downfall 
of many CSR campaigns. 

Managing director of Ogilvy Earth Freya 
Williams observes that ‘Pepsi is doing less in 
CSR than Coke, but getting more credit’. So 
what is the key to Pepsi’s success?

PrePArAtIon, PrePArAtIon, 
PrePArAtIon
Any public speaker will tell you that the key 
to a good speech is preparation. A half-
baked improvisation to the wrong crowd is 
not only insulting to an audience but can 
be painfully dull and will be remembered for 
all the wrong reasons. The same applies to 
communicating sustainability credentials. 

Diana Verde Nieto, Founder of CSR 
communications agency Clownfish has a 
wealth of experience in this area. “Over the 
years, we have found that a company should 
only speak out when it is has invested in 
sorting through its internal processes, such 

as supply chain efficiencies, whether this 
is carbon, water or packaging, to the point 
where it is past the stage of compliance and 
has something uniquely relevant to say.”

A beautiful example of a company that has 
invested time and thought in a project before 
launch, is Dulux. Instead of telling the same 
old story of how colour can change lives, 
it considered ‘broken window theory’, and 
launched a campaign that would show and 
not just tell, how improving surroundings can 
inspire communities. 

Local teams of painters were set up around 
the world to paint areas in Paris destructed 
by the riots, a favela in Brazil, a slum in India 
and schools in Tower Hamlets, London. Only 
after these ongoing projects had been set in 
motion, was a creative campaign launched, 
giving it integrity and transparency.

Euro RSCG CEO Russ Lidstone explains 
the thinking behind this strategy, “Dulux 
understood that consumers in mature ▶p
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▶ Dulux paints the world a better place with a  
 global socially responsible campaign.

Dulux is part of a global cluster of brands, 
referred to as Carel in Brazil, Valentine in 
France, Dulux in China, and Marshall in Turkey. 
Dulux needed a campaign that could work in 
all these markets and that could penetrate and 
inspire communities on a local scale.

Dulux campaign director and CEO of 
advertising agency Euro RSCG Russ Lidstone 
spearheaded the new direction, “Research 
showed us that 71% of consumers believe 
businesses are as responsible for change 

as the government. With paint, Dulux has a 
powerful fundamental human truth that  
colour can regenerate communities and as 
a modern brand, we wanted to walk the talk 
rather than talk the walk.”

For a year before the campaign launched, 
Dulux paint teams were set up around the 
world and their progress was recorded. 

Favelas, slums in India, a school in Tower 
Hamlets - all were painted using the full palette 
of Dulux paint with the mantra, ‘let’s change 
people’s lives through colour’.

The website http://www.letscolourproject.
com/ allows users to submit suggestions for 
areas where they think regeneration could take 
place and would benefit the community It also 
has a regularly updated documentary-style 

“The key thing here is the groundwork Dulux did in the year before it launched the 
campaign, proving the brand’s commitment to ‘changing people’s lives through colour”
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