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What We DO 

• Coordinate working groups to address industry 
wide environmental and social hotspots 

• 3rd party facilitation to bring all players to the 
table 

• Transform individuals into leveraging agents 

• Unify industry with common best-practices 

• Develop shared tools and resources to guide 
improvement in company operations and 
products 

• Toolkit & live learning webinars 

• Consulting partnership 



Collaboration 

Hunter Lovins- “Green Business Icon” by 
Newsweek and “Hero of the Planet” by 
Time Magazine.  
 

“As the Outdoor Industry Association Sustainability Working Group continues to advocate 
for convergence around tools, we are looking forward to providing the pet products 

industry with guidance around how it might utilize the Higg Index framework to 
benchmark and measure the sustainability of its products, brands, and manufacturing 

facilities.”   



What is Sustainability? 

Moral Imperative: Responsibility to future 
generations, planet, wildlife, ecosystems. 

 

Business Case: Risk mitigation, costly supply 
issues, safety and transparency issues, 
efficiency improvements that save $$.  



How to talk about it 

• Sustainability is a process not an end point 

• Communicating about a process is not easy 

• Audience matters 

• Order of communications 
matters 

 

Climateshiftproject.com 



Audiences 

Internal 
Supply 
Chain 

Industry Customers 

•Brand Ambassadors 
•Innovator Engines 
•Productivity 
•Top Talent 

•Footprint 
•Total Potential 
•Time and Process 

•Expectations 
•Standard 
•Road Map 
•Leverage 
 

•Profit Drivers 
•Feedback Loop 
•Make or Break 
 

Sustainability Strategy      Sustainability Story 



Trends in 
Communication 

• From Brand as Hero to Brand as Facilitator 
• What does my audience care about? 

• What are our shared hopes, dreams and concerns?  

• How can we be an enabler to help them manifest 
shared values?  

• Elements of Good Story Telling 
• Appeal to shared value, emotions and social desires 

• Build something positive together 

• Backing up your Story 
• Start with the story not the telling 

• Authentically make good on your promises! 

 



Why communicate with 
Employees? 

Generation Y wants to be engaged  
Millennials want to be an involved, engaged 
member of a workforce that makes a difference.   
 

of young professionals 
interested in a job 
would prefer to work 
for an environmentally 
friendly company. 



Why communicate with 
Employees? 

•Engaged employees drive 
profitability 

•They are more productive, 
and easier to retain 

•They contribute creativity 
and make a company more 
effective 

•They are the best 
salespeople 

Higher 

• 16% Profitability  

• 18% Productivity 

• 12% Customer Loyalty 

Lower  

• 25% Employee Turnover 

• 49% Safety Incidents 

• 37% Absenteeism   

Companies with Engaged Employees… 



Returns on Investment 



Kashi Case Study 



Kashi Case Study 



Kashi Case Study 



Pet Industry Sustainability Toolkit 



Why communicate with 
Retail? 



Retail questions =  
Supply Chain Questions 



P.I.S.C. Toolkit 



opportunity outline: 

1. meets our increased 

durability standards 

2. remains affordable 

3. meets design specifications 

for unique branding choices 

4. minimizes environmental 

impact  

Pet Industry Sustainability Coalition Case Study 1 
Company: “I and love and you” 

Issue: packaging and working with vendors 

Solution Outline: 

1. Clearly Identify Limitations 

2. Identify Potential Vendors 

3. Inform Packaging Team 

4. Develop Vendor Questionnaire 

5. Provide Recommendations 

6. Targeted Follow-up  

7. Final Recommendations 

Purchasing Policy 
Materials 
Hierarchy 

Vendor Letter 
 



Why communicate with 
Consumers? 

Good Purpose Study 2012 

•71% of consumers would help a brand promote their products or services if there is a 
good cause behind them 

•72% of consumers would recommend a brand that supports a good cause over one that 
doesn’t 

•73% of consumers would switch brands if a different brand of similar quality supported a 
good cause 

 



Pet Industry Sustainability Coalition Case Study 3 

“We’re on to something but 

how can we be sure”? 

Solution Outline 

• Conduct basic 

environmental assessment 

• Target recommendation 

areas 

• Deliver quantifiable results 

c 



Authenticity 

The problems we are 
trying to address: 

• Global Climate  
Change 

• Water Issues 

• Waste Issues 

• Labor Issues 

• Poverty 

• Animal Cruelty 

ALL BY MYSELF? 



2014 PISC Goals 

• Prioritize environmental target areas and member led working 
groups 

• Bring expertise from leading sustainability NGO’s like WWF, 
Social Database Hotspot, Sustainable Apparel Coalition, and 
Sustainable Packaging Coalition 

• Continue to provide learning opportunities for member 
companies and expand Toolkit 

• Double consulting success stories to build tangible business 
evidence 



Collaborative Pet Food 
Sustainability Issues 

1. Sustainable Sourcing  

1. Byproducts 

2. Hotspot Evaluation 

2. Standard Evaluation Metrics  

3. Packaging 

1. Design for increased sustainability 

2. Store take back programs 



Why does WWF care? 

 



Tradeoffs hit close to home 
Image from New Earth- Social Hotspot Database



Next Steps in the Story 

Sit.  
– Visit our Website 
– Sign up for the e-newsletter 

Stay.  
– Join  
– Sign up for a webinar 

Play. 
– Get a customized Toolkit Roadmap for your company 
– Participate in a working group 

 
 
 



“We are called upon to be the 
architects of the future, not 
its victims” 

Buckminster Fuller 

Web: www.petsustainability.org 
Email: cbolton@natcapsolutions.org 


