Japan, Asia and Beyond:

How a AD Agency, the Entertainment Industry,
And Civil Society are Promoting SDGs to
Communities and Businesses
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SDGs Initiatives
by Yoshimoto Kogyo
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Okinawa International Movie Festival “Laugh and Peace”
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Content Production
Example 1

“SDGs Shin kigeki - theatre”
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Content Production
Example 2




Content Production
Example 3

[JIMOT CM REPUBLIC]

JIMOT CM

REPUBLIC

offthe
International

17 GOALS TO TRANSFORM OUR WORLD

o,
s
-
P/ 1\g

a



th

ions wi

Collaborat

Stakeholders 1

“”‘
]
4

42



Collaborations with
Stakeholders 2




Collaborations of Dentsu & Yoshimoto

dentsu & YOSHIMOTO

lhisicollaborationfwilllbelablelto

inimethodsibeyondlimagination®




I'm going‘to pour this leftover ice
Into the ocean.
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DENTSU SDGs ACTIVITIES

About Dentsu

Why SDGs at Dentsu

SDGs Sensitization Activity in Dentsu
Dentsu’s activity influencing clients
Yoshimoto Partnership
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1. About Denisu
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2. Why SDGs at Dentsu



Dentsu Group Medium-Term CSR Strategy 2020

Four key domains set for Japan and overseas
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Various CSR actions especially in the COMMUNITY domain
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CSR Initiatives in the. COMMUNITY Domain

DentsulCSR activities based on specialized skills
threw our business domain

AD PRIMARY TIPS ON SOCIAL POSTER
SCHOOL COMMUNICATION GALLERY
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SDGs supporting project
by the_é;world’s largest advertising groups
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Cannes Lions International Festival of Creativity 2016
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Dentsu Group’s Commitment to SDGs

Denisu : Health® _

WPP . Gender
Publicis : Food

Havas : Climate Change
Omnicom : Water

IPG : Education

L LEIEIDA A
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http://www.mnmj.asia/
http://www.stoptb.jp/

“Zero Malaria 2030 Campaign

1alaria

2030

<75U72030
FroNn—2

O 10/ zer02030.0rg/marala/index.htm!
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“Malaria Must Die” Campaign

MALARIA
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R e
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Malaria Must Die

Malaria Must Die (@

d it 53 nations have committed 10
halve malaria in
2 10 3ct on this promise
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3. SDGs Activity in Dentsu



Dentsu Internal Activity

We areprepared to share the importance of SDGs
with clients and promote stakeholders’ involvement

Workshops and seminars
; i N [ I

For board : :
For employees Seminars for clients
members
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Dentsu Employee Photo Session

Photo;session  [PERES SDG8
with Leslie Kee p=SSuuyie
R/ Creative

Education’

Over 100
employees
took part in the
event

One [iffle TLing Can

be enougk fov reop(e

1o becone Frievds.
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Dentsu SDG’'s Week
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4. Dentsu’s activity influencing clients



Dentsu’s Activity Influencing Clients
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Dentsu’s Activity Influencing Clients
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5. Yoshimoto Partnership



What Inspired Yoshimoto and Dentsu to SDGs Partnership?

sl Ny



What Inspired Yoshimoto and Dentsu to SDGs Partnership?

-

Empathizeiw, SDGsS

Approx.
40%

\

/

Awareness in Japan

Less than
15%

\

Penetration of
SDGs has
a long way to go
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What Inspired Yoshimoto and Dentsu to SDGs Partnership?

Top,Runner.on SDGs in Japan )
© YOSHIMOTO

denl:su

Communication Exper’r
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Civil Society’s partnership with mass
media, Entertainment Indusiry and

ad agencies in attaining the SDGs #1

17 GOALS TO TRANSFORM OUR WORLD

August 23, 2018
Kaori Kuroda

President, Japan Civil Society Network on
SDGs

Executive Director, CSO Network Japan



Japan Civil Society Network on SDGs AV, %ﬁﬁ“s"
(SDGs Japan) /= SDGs

B A broad civil society network for the
achievement of the SDGs with 100 member
organizations (as of 2018.8)

B Promoting Partnership with other stakeholders
and multi-stakeholders processes

B Main activities of SDGs Japan include: |
« advocacy actions and policy making s
- information sharing and outreach, and

. pUbliC awareness cqmpqigns UN Secretary-General Anténio Guterres and

core members of SDGs Japan in Dec. 2017

/
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“Leave No One Behind” as a central theme of
the 2030 Agenda

B Many CSOs work at the grassroots level to
support marginalized and vulnerable people
and communities in and outside Japan.

B CSOs advocate for the rights of such people
and communities.

B SDGs Japan is committed to achiving the
SDGs without leaving no one behind

\ 4

&
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Partnership with media, enterfainment and ad
agencies

Why CSOs engage and partner with mass mediq,
the entertainment indusiry and ad agencies?

n Ovireach to the wider pubilic in efforts to get the word crossed

a Enhance communication skills of CSOs

Develop guidelines and standards for responsible marketing and
a communication

o %
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n Outreach to the wider public

Future Runners

Fuji Television started new TV program
featuring “future runners” who are committed
to attaining the SDGs.

Ms. Mako Yoshioka Mr. Ren Onishi
MADRE BONITA MOYAI

“Each story will show a challenging action which might be a small step but definitely
has the power to change the future.” Facebook of Future Runners

Source: https://www.fujitv.co.jp/futurerunners/

/

17 GOALS TO TRANSFORM OUR WORLD "41‘









SHINSEI X Asahi Shimbun (Newspaper) /Jm O [EBEE
i > B

SHINSEl;supports the people with
disabilities and welfare facilities in
the disaster-affected areas in
Fukushima by creating jobs after the &
Great East Japan Earthquake on |
March 11, 2011.

Here, We Create a Job.
We Create the Future.

Collaborative Project on
h&. n
‘OQOén;beip_lud Persons with Disabilities in
AR Fukushima

::@‘ . SHINSEI
Lewm

\ 4
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SHINSEI X Asahi Shimbun (Newspaper)

Y Asahi Newspaper
2050 i ke has been promoting

SDGsTELS

=El L1 EM SDGs with Ms. Hiroko

(IRTFLARO.

SDGs & 5 P->THAHIZ

FrRy— ABHTEA

Kuniya, a famous
Journalist and
Executive Director of

INXZET EEHTES
TLARLY BARREA

N Asahi Shimbun SDGs
) ¢l Project
The story of SHINSEIi

was on the front and
second pages of
paper on July 22,
2018.
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Source: Asahi Shimbun
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a Enhance communication skills of CSOs

“Tsutaeru Kotsu (Tips on communication)” ‘M

Creative Directors and copy writers
of Dentsu formed a committee for
improving communication and PR
skills of nonprofits.

A total of 4,800 members of the
nonprofit sector took the course
across Japan. (As of March 2016)

Received “Good Design Best 100 Award” in 2016

Source: https://dentsu-ho.com/articles/4053, http://www.jnpoc.ne.jp/etag=tsutaeru
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a Develop guidelines and standards for marketing
and communication

. n - Guidelines for Advertising and Marketing
B Developed “the Guidelines for Advertising and that Affect Children

Marketing that Affect Children

B Based on the “UN Guiding Principles of Business
and Human Rights” and “Children ‘s Rights and
Business Principles”

B Completed by Save the Children Japan and
Global Compact Network Japan in October
2016.

Source: Save the Children Japan's webpage
http://www.savechildren.or.jo/partnership/crop/pdf/fair-marketing_eng.pdf

\ 4

17 GOALS TO TRANSFORM OUR WORLD "47

L/



SDGs Communication Guide by Dentsu

Dentsu formed the multi-secroral SDGs Communication Guide
Creation Committee to develop the Guide in 2018.

Member of the nonprofit sector actively
participated in discussions, in particular, on

« Respect for human rights
- Avoid “Cherry Picking” and "SDGs Wash” S D G G s00s0e

Communication 0090 O
Guide

in advertising and promotional campaigns.

Source: https://dentsu-ho.com/articles/4053, http://www.jnpoc.ne.jp/etag=tsutaeru

\ 4
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DENTSU SDGs ACTIVITIES

6. SDGs Communication Guide
7. SDGs Awareness Market Research
8. SDGs Lion




dentsu

6. SDGs Communication Guide




“SDGs Communication Guide”
Guidelines for communication initiatives
in'line with SDGs

(1) "Advertising communication using
the SDGs" to improve corporate value

(1) What are the SDGs?

The 17 goils stuted under the SDGs

Gsining a good reputation from society and customers with "advertising communication using the SDGs"

SDGs sas22e

Communication 0000 @O
Guide

 /
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SDGs Communication Guide

Toshihiko Goto, Chairperson

Executive director, Global Compact Network Japan
CEQ, Sustainability Forum Japan

o
MI kq kO AWCI nO Founder & CEO, General Association SusCon Japan
[ (]
I C h II'O IS h I d q Director, Marketing Strategy Division, The Asahi Shimbun

[ ] (]
Tq I |(CI n O kl Prof., Integrated Research System for Sustainability Science, The Univ. of Tokyo Institute for Advanced Study,
Senior Vice-Rector, United Nations University, Assistant Secretary-General, United Nations

[ ] [
KOIC hl Kq ned q CSR Promotion, Senior Director, ANA Holdings Inc.
( X J (] [ ]
KO_]I Kl nOSh “'q Chair of Environmental Subcommittee, Japan Advertising Agencies Association

[ ]
Kq 0" KUI'OdCI Executive Director, CSO Network Japan
[ ] (]
Y U m I kO H OI'I e Advocacy Manager, Save the Children Japan

Dat f April 1, 201
(Data as of Apri ~§
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SDGs Communication Guide

Background of the SDGs, meaning and
advantages for private sectors to participate

(4) Advantages for business management

(2) Background R realized by the SDGs
of the SDGs ot e s o o S ‘ e e e e e

17 GOALS TO TRANSFORM OUR WORLD =




SDGs Communication Guide

Effects,and methods of SDGs in corporate
communication

(1) "Advertising communication using
the SDGs" to improve corporate value

Gaining a good reputation from society and customers with "advertising communication using the SDGs"

R X X RN BN X X

17 GOALS TO TRANSFORM OUR WORLD
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SDGs Communication Guide

Avoidance of "SDGs Wash™ and
consideration for human rights

(3)-5 Checkpoints for the avoidance of
SDGs wash and consideration for
human rights

Measures to avoid SDGs wash Consideration for human rights

() Avold exprassions which heve no basis and for which the (v) Use expressiona after looking up the originel etymology
Information source Is unknown of the words

inla Hhat 1 o b f 3 Ful of ¢

(3)-3 Ambiguity and vagueness of SDGs wash
and human rights

® The judgment criteria diff: cou the people
® f

@ The judgment criteria N (vi) Verify whather or not the mesns of expressions of

(i1} Avold expressions which exaggerste beyond the fects people and groups that appear in advertising expressions
" : " 2 izin P \ 12 initiativea 1 are aporopriste
3 5 sns 3 d di

(vii) Be aware that there are differences In values and culture
In each country
{iii) Avold vague expressions for which it is difficult to
® It is important 1o b ne determine the meaning of the words
neluding taking > @ t ne np: \ peoit fing 1t

(v} Do not use visusia with little relationship to the facts
ene ar gl . . o using b

ecsecoenene evseeveceee aooo@

N\ 4
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SUMMARY - SDGs Communication Guide

SDGs s3sse

Communication 00000
Guide

[/
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7. SDGs Awareness Market Research




SDGs Awareness Market Research

Objectives ldentify “awareness, understanding,”
“interest,” "profile of those who are aware of
SDGs" and "path of contact with information.”

Research  February 6-7, 2018
date

Respondents 1,400 persons in Japan

(100ss M/F each per age
group from 10s to 70s)

L/
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Awareness of SDGs as a Word

7o

o
o I Female 70s+

S I Female 60s
o
= B Female 50s
< Il Female 40s
o
— I Female 30s
S I Female 20s
o
o I Female 10s
o
< [ Male 70s+
N
()
<~ I Male 60s
o
oo I Male 50s
. I Male 40s
()
o I Male 30s
()
of I Male 20s
o
- I Male 10s
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IVITIES

Awareness of SDGs Act

7o

2 B Female 70s+
S HEl Female 60s
S Hl Female 50s
< Il Female 40s
S I Femoale 30s
o
o I Female 20s
o
— I Female 10s
o
o I Male 70s+
o
o I Male 60s
o
< Bl Male 50s
o
— I Male 40s
o
< I Male 30s
o
v [ \\ale 20s
N
o
o I Male 10s
0
c I Al
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Awareness of SDGs 17 Goals

To
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Partnerships for
the Goals

Life on Land

Responsible
Consumption
and
Production

Quality
Education

Life Below
Water

Decent Work
and Economic
Growth

Clean Water
and Sanitation

Sustainable
Cities and
Communities

Gender
Equality
Climate Action

Industry,
Innovation,
and
Infrastructure

Zero Hunger

Reducing
Inequalities

Good Health
and Well-Being

No Poverty

Peace, Justice
and Strong
Institutions

Affordable and
Clean Energy
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Empathy with:SDGs 17 Goals

To

1

8 792

81.

765 765 757 755 754 75

2 44.6
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© Gender

Equality

® Climate Action

Responsible
« Consumption
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o Reducing
Inequalities

— No Poverty

~ Partnerships for
~ the Goals

Industry,

o Innovation,
and
Infrastructure

< Quality
Education

Decent Work
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Growth
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. Affordable and
Clean Energy

Peace, Justice
2 and Strong
Institutions

< Life Below
~ Water

Sustainable
— Cities and
Communities

Good Health
and Well-Being

[y}

Clean Water

~0
and Sanitation

IO <
/T 4

62
A



o

Choosing Companies Relevant to

SDGs Concept

© Gender

Equality

25

M mm @ N Partnerships for
N s the Goals
M mm;ﬁv o Reducing
N e ~ Inequalities
Responsible
e « Consumption
% ~ and
Production
o~ < Quality
N Education

Peace, Justice
2 and Strong
Institutions

® Climate Action

30.6 30.1

Sustainable
— Cities and
Communities

4 30.8

Good Health

(o]

and Well-Being

— No Poverty

31.9 37

Decent Work
o and Economic
Growth

o~ Zero Hunger

Industry,

o Innovation,
and
Infrastructure

= Life on Land

« life Below
~ Water

Affordable and

[

Clean Energy

- Clean Water

and Sanitation
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SUMMARY - SDGs Awareness Market Research

Awareness in Japan

Cless than

15%

Level of empathy
with 17 Goals

Awareness in
Southeast Asia

Relatively
high




SUMMARY -People's Interest Level Varies Across 17 Goals

Clean water (81.8%)

E m pQ'l'hy Health (79.2%)

Sustainable community (76.5%)
Abundancy in the sea (76.5%)

Expectations “Clean water,”
"Energy"

for companies "Abundancy in the sea"

"Health"

P ersonad I "Responsible production

and consumption”

a Cﬁo ns "Clean water"

 /

~65
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8. SDGs Lion



Cannes Lions Festival and SDG Lions

SUSTAINABLE
DEVELOPMENT

G
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Cannes Lions Festival and SDG Lions

®Dentsu Aegis Group Beach House

17 GOALS TO TRANSFORM OUR WORLD


http://www.mnmj.asia/

Impact of SDGs and Return for Ad Agency's Business

SDGs will promote reforming
attitudes and symbolize
Dentsu’'s new image.

A new business opportunity for
Dentsu with SDGs in client’s agenda
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Regional Revitalization 1
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Regional Revitalization 2-1

< “ \ L g
\ | |
N “ /

ComprehensivelCooperationfAgreementiwith
TowndHokkaidolto

w
s‘ b
- -

an

4



Regional Revitalization 2-2

B AT

CooperationfAgreementiwith
TownSHokkaidojto

w
s‘ b
- -

an

4



Regional Revitalization 3

STheatre
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Civil Society’s partnership with mass
media, Entertainment Indusiry and

ad agencies in attaining the SDGs #2

17 GOALS TO TRANSFORM OUR WORLD

August 23, 2018
Kaori Kuroda

President, Japan Civil Society Network on SDGs
Executive Director, CSO Network Japan



Community and CSOs

CSOs created their community Goals in Many cities launched a network and
Hokkaido and published “SDGs x project for promoting SDGs.
Indigenous People.”

SDGs LiHEOMRBNEDLSD 2

Increasing partnerships with Co- operatives

CO

4 " " ¥
— | —
AR
S i
TS GOALS

OP w BRBBOBEES

BEEERRHEs#ES

HEEREES (D—N—-—X3—7)

Source: http://www.sapporoyu.org/modules/sy_book/index.php, CSN on SDGs

\ 4
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Advocacy and policy work

CSOs try to.influence public policy to bring ‘Il 0 MAKE EUROPE

about;justice and positive change for soe ﬂ__eTng W7 SUSTAINABLE

sustainable development. = ‘ pY W FORALL

What is needed for advocacy and policy work
Collaboration with media
Knowledge and research ability entertainment industry and ad
Community-based networks agencies is very important !

Partnership with like-minded organizations

Public mobilization ﬁ_’ _f-— l- %
SLABAL CALL TD Acmigy

GQGG

AGMMST POVERTY

ALTION FOR SUSTAINABLE
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Source: https://www.whiteband.org
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CSOs and Entertainment industry

PROJECT The power of entertainment for cause

The power of laughter

Devised By Richard Curtis, filmmaker
and founder of comic relief

From "Make Poverty History”
to “ Project Everyone”

MAKEPOVERTYHISTORY ‘
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https://www.comicrelief.com/What-we-do/our-legacy

L/


https://www.project-everyone.org/

Expectations for partnership with mediq,
entertainment and ad agencies

7

Ensure the partnership is based on LNOB as a central theme of SDGs and
infegrated economic, social and environmental dimensions

Enhance partnership with community based CSOs so that their grassroots
activities can be reached out to the wider public for positive change

Implement nation-wide/world-wide campaigns and public mobilization
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Japan, Asia and Beyond:

How a AD Agency, the Entertainment Industry,
And Civil Society are Promoting SDGs to
Communities and Businesses
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