
Japan, Asia and Beyond:
How a AD Agency, the Entertainment Industry,

And Civil Society are Promoting SDGs to 

Communities and Businesses



SDGs Initiatives 

by Yoshimoto Kogyo



Yoshimoto Kogyo

Yoshimoto has a history of 106 years.

One of the most FAMOUS, 

talent management agencies in Japan. 
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根本さんとの出会いと社員全員の勉強会 Youtubeでの共有

Inception

“Let’s change the world through SDGs!

Kick-off Seminar”

For the Employees of Yoshimoto Kogyo.
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Big Festival of the Islands
〜Okinawa International Movie Festival〜

First 
Initiative
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Okinawa International Movie Festival “Laugh and Peace”



Content Production
Example 1

Kyoto International Movie Festival 2017

“SDGs Shin kigeki - theatre”
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「SDGs Walk」

Content Production
Example 2
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「JIMOT CM REPUBLIC」

Content Production
Example 3

Big Festival of the Islands
〜Okinawa International Movie Festival〜
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Collaborations with 
Stakeholders 1

Ministry of Foreign Affairs – “Global Festa 2017”

AIESEC – May Fair in Tokyo University

Marine Stewardship Council

10



Collaborations with 
Stakeholders 2

Nikkei Financial Newspaper  “Eco Pro 2017”

Asahi Newspaper“Asahi World Forum”
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Collaborations of Dentsu & Yoshimoto

This collaboration will be able to present and

promote SDGs 

in methods beyond imagination.
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DENTSU SDGs ACTIVITIES

1. About Dentsu

2. Why SDGs at Dentsu

3. SDGs Sensitization Activity in Dentsu

4. Dentsu’s activity influencing clients

5. Yoshimoto Partnership
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1. About Dentsu



Founded: July 1, 1901
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2. Why SDGs at Dentsu



COMMUNITY SUPPLY CHAIN RESPONSIBLE 

MARKETING & 
COMMUNICATION

ENVIRONMENT

Dentsu Group Medium-Term CSR Strategy 2020

CO2

19

Four key domains set for Japan and overseas 

Various CSR actions especially in the COMMUNITY domain



CSR Initiatives in the COMMUNITY Domain
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SOCIAL POSTER 
GALLERY

AD PRIMARY 
SCHOOL

TIPS ON 
COMMUNICATION

Dentsu CSR activities based on specialized skills 

threw our business domain



Cannes Lions International Festival of Creativity 2016

SDGs supporting project 

by the 6 world’s largest advertising groups
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WPP : Gender

Publicis : Food

Havas :  Climate Change

Omnicom :  Water

IPG :  Education

Dentsu Group’s Commitment to SDGs

Dentsu : "Health" 
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http://www.mnmj.asia/
http://www.stoptb.jp/


“Zero Malaria 2030” Campaign

23



“Malaria Must Die” Campaign
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3. SDGs Activity in Dentsu
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For employees
For board 

members

Workshops and seminars

We are prepared to share the importance of SDGs 

with clients and promote stakeholders’ involvement

Seminars for clients

Dentsu Internal Activity



Dentsu Employee Photo Session
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Photo session 

with Leslie Kee

Over 100 

employees 

took part in the 

event 



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?
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What Inspired Yoshimoto and Dentsu to SDGs Partnership?
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Penetration of 

SDGs has 

a long way to go

Awareness in Japan

Less than
15%

Empathize w  SDGs

Approx.
40%



What Inspired Yoshimoto and Dentsu to SDGs Partnership?
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Top Runner on SDGs in Japan

Communication Expert
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Civil Society’s partnership with mass 
media, Entertainment Industry and 

ad agencies in attaining the SDGs #1

August 23, 2018

Kaori Kuroda

President, Japan Civil Society Network on 
SDGs

Executive Director, CSO Network Japan



Japan Civil Society Network on SDGs
(SDGs Japan)

 A broad civil society network for the 

achievement of the SDGs with 100 member 

organizations (as of 2018.8)

 Promoting Partnership with other stakeholders 

and multi-stakeholders processes

 Main activities of SDGs Japan include:

• advocacy actions and policy making

• information sharing and outreach, and 

• public awareness campaigns 
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UN Secretary-General António Guterres and 

core members of SDGs Japan in Dec. 2017



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

 Many CSOs work at the grassroots level to 

support marginalized and vulnerable people 

and communities in and outside Japan. 

 CSOs advocate for the rights of such people 

and communities.

 SDGs Japan is committed to achiving the 

SDGs without leaving no one behind
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Partnership with media, entertainment and ad 
agencies

Why CSOs engage and partner with mass media, 

the entertainment industry and ad agencies? 

Outreach to the wider public in efforts to get the word crossed1

Enhance communication skills of CSOs

Develop guidelines and standards for responsible marketing and 
communication

40

3

2



Outreach to the wider public

Fuji Television started new TV program 
featuring “future runners” who are committed 

to attaining the SDGs. 

“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/

Future Runners

1
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Mr. Ren Onishi

MOYAI

Ms. Mako Yoshioka

MADRE BONITA
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SHINSEI X Asahi Shimbun (Newspaper)

Here, We Create a Job.  

We Create the Future.

Collaborative Project on 

Persons with Disabilities in 

Fukushima

SHINSEI

SHINSEI 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.

Source: SHINSEI’s brochure
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SHINSEI X Asahi Shimbun (Newspaper)

Asahi Newspaper 

has been promoting 
SDGs with Ms. Hiroko 

Kuniya, a famous 

Journalist and 

Executive Director of 
Asahi Shimbun SDGs 

Project

The story of SHINSEIi

was on the front and 

second pages of 

paper on July 22, 

2018.

Source: Asahi Shimbun 
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Enhance communication skills of CSOs

“Tsutaeru Kotsu (Tips on communication)”

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/?tag=tsutaeru

2
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Develop guidelines and standards for marketing 
and communication

 Developed “the Guidelines for Advertising and 

Marketing that Affect Children

 Based on the “UN Guiding Principles of Business 

and Human Rights” and “Children ‘s Rights and 

Business Principles”

 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.jp/partnership/crbp/pdf/fair-marketing_eng.pdf

3
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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”

in advertising and promotional campaigns.

Source: https://dentsu-ho.com/articles/4053, http://www.jnpoc.ne.jp/?tag=tsutaeru
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DENTSU SDGs ACTIVITIES

6. SDGs Communication Guide

7. SDGs Awareness Market Research

8. SDGs Lion
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6. SDGs Communication Guide



“SDGs Communication Guide” 

Guidelines for communication initiatives 

in line with SDGs
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SDGs Communication Guide

Toshihiko Goto, Chairperson
Executive director, Global Compact Network Japan

CEO, Sustainability Forum Japan

Mikako Awano Founder & CEO, General Association SusCon Japan

Ichiro Ishida Director, Marketing Strategy Division, The Asahi Shimbun

Taikan Oki 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

Koichi Kaneda CSR Promotion, Senior Director, ANA Holdings Inc.

Koji Kinoshita Chair of Environmental Subcommittee, Japan Advertising Agencies Association

Kaori Kuroda Executive Director, CSO Network Japan

Yumiko Horie Advocacy Manager, Save the Children Japan

（Data as of April 1, 2018
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SDGs Communication Guide

Background of the SDGs, meaning and 

advantages for private sectors to participate
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SDGs Communication Guide

Effects and methods of SDGs in corporate 

communication
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SDGs Communication Guide

Avoidance of "SDGs Wash" and 

consideration for human rights
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SUMMARY – SDGs Communication Guide



7. SDGs Awareness Market Research



SDGs Awareness Market Research
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Objectives

Research 

date

Respondents

Identify "awareness, understanding," 

"interest," "profile of those who are aware of 

SDGs" and "path of contact with information."

February 6-7, 2018

1,400 persons in Japan
(100ss M/F each per age 

group from 10s to 70s)
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%

Empathy with SDGs 17 Goals 

62

6 3 11 14 16 7 2 15 8 4 9 17 1 10 12 13 5C
le

a
n

 W
a

te
r 

a
n

d
 S

a
n

ita
tio

n

G
o

o
d

 H
e

a
lth

 
a

n
d

 W
e

ll-B
e

in
g

S
u

sta
in

a
b

le
 

C
itie

s a
n

d
 

C
o

m
m

u
n

itie
s

Life
 B

e
lo

w
 

W
a

te
r

P
e

a
c

e
, J

u
stic

e
 

a
n

d
 S

tro
n

g
 

In
stitu

tio
n

s

A
ffo

rd
a

b
le

 a
n

d
 

C
le

a
n

 E
n

e
rg

y

Z
e

ro
 H

u
n

g
e

r

Life
 o

n
 La

n
d

D
e

c
e

n
t W

o
rk

 
a

n
d

 E
c

o
n

o
m

ic
 

G
ro

w
th

Q
u

a
lity

 
E
d

u
c

a
tio

n

In
d

u
stry

, 
In

n
o

v
a

tio
n

, 
a

n
d

 
In

fra
stru

c
tu

re

P
a

rtn
e

rsh
ip

s fo
r 

th
e

 G
o

a
ls

N
o

 P
o

v
e

rty

R
e

d
u

c
in

g
 

In
e

q
u

a
litie

s

R
e

sp
o

n
sib

le
 

C
o

n
su

m
p

tio
n

 
a

n
d

 
P

ro
d

u
c

tio
n

C
lim

a
te

 A
c

tio
n

G
e

n
d

e
r 

E
q

u
a

lity



36.6 36.6 35.8 34.8 34.6 33.7 33.4
31.9 31.4 30.8 30.6 30.1 29 28.6 28.2 27.4

25

%

Choosing Companies Relevant to
SDGs Concept

63

6 7 14 15 9 2 8 1 3 11 13 16 4 12 10 17 5C
le

a
n

 W
a

te
r 

a
n

d
 S

a
n

ita
tio

n

A
ffo

rd
a

b
le

 a
n

d
 

C
le

a
n

 E
n

e
rg

y

Life
 B

e
lo

w
 

W
a

te
r

Life
 o

n
 La

n
d

In
d

u
stry

, 
In

n
o

v
a

tio
n

, 
a

n
d

 
In

fra
stru

c
tu

re

Z
e

ro
 H

u
n

g
e

r

D
e

c
e

n
t W

o
rk

 
a

n
d

 E
c

o
n

o
m

ic
 

G
ro

w
th

N
o

 P
o

v
e

rty

G
o

o
d

 H
e

a
lth

 
a

n
d

 W
e

ll-B
e

in
g

S
u

sta
in

a
b

le
 

C
itie

s a
n

d
 

C
o

m
m

u
n

itie
s

C
lim

a
te

 A
c

tio
n

P
e

a
c

e
, J

u
stic

e
 

a
n

d
 S

tro
n

g
 

In
stitu

tio
n

s

Q
u

a
lity

 
E
d

u
c

a
tio

n

R
e

sp
o

n
sib

le
 

C
o

n
su

m
p

tio
n

 
a

n
d

 
P

ro
d

u
c

tio
n

R
e

d
u

c
in

g
 

In
e

q
u

a
litie

s

P
a

rtn
e

rsh
ip

s fo
r 

th
e

 G
o

a
ls

G
e

n
d

e
r 

E
q

u
a

lity



SUMMARY - SDGs Awareness Market Research

Awareness in Japan

Less than
15%

Level of empathy
with 17 Goals

High

Awareness in 
Southeast Asia

Relatively
high
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SUMMARY -People's Interest Level Varies Across 17 Goals

Empathy
Clean water (81.8%)

Health (79.2%)

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

Expectations 

for companies

"Clean water," 

"Energy" 

"Abundancy in the sea"

Personal 

actions

"Health" 

"Responsible production 

and consumption" 
"Clean water"
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8. SDGs Lion



Cannes Lions Festival and SDG Lions
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Cannes Lions Festival and SDG Lions
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Dentsu Aegis Group Beach House

Cannes Lions Festival and SDG Lions

69

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

70
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Regional Revitalization 1

72

Living in Your Town Project

In 47 Prefectures of Japan



Comprehensive Cooperation Agreement with 

Shimokawa Town, Hokkaido to promote SDGs 

Regional Revitalization 2-1
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Comprehensive Cooperation Agreement with 

Shimokawa Town, Hokkaido to promote SDGs 

Regional Revitalization 2-2
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Regional Revitalization 3

Yoshimoto Blue Sky Kagetsu – Mobile Theatre
75



¥¥¥

Global

76

Living in Your Project - Asia

Aspire Partnerships with all parts of Asia 



Civil Society’s partnership with mass 
media, Entertainment Industry and 

ad agencies in attaining the SDGs #2

August 23, 2018

Kaori Kuroda

President, Japan Civil Society Network on SDGs

Executive Director, CSO Network Japan



Community and CSOs

78

CSOs created their community Goals in 

Hokkaido and published “SDGs x 

Indigenous People.”

Many cities launched a network and 

project for promoting SDGs.

Increasing partnerships with Co- operatives

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



Advocacy and policy work

79

CSOs try to influence public policy to bring 

about justice and positive change for 

sustainable development.

What is needed for advocacy and policy work

🍏 Knowledge and research ability

🍏 Community-based networks

🍏 Partnership with like-minded organizations
🍏 Public mobilization

Collaboration with media 

entertainment industry and ad 

agencies is very important !

Source: https://www.whiteband.org



CSOs and Entertainment industry

80

The power of entertainment for cause

The power of laughter

Source: https://www.project-everyone.org,
https://www.comicrelief.com/What-we-do/our-legacy 

Devised By Richard Curtis, filmmaker 

and founder of comic relief

From ”Make Poverty History” 
to “ Project Everyone”

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


Expectations for partnership with media, 
entertainment and ad agencies 

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

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

81

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


