Planning your CSR strategy and
making it work for your business
Report from Round Table Discussion facilitated by Landcare Australia
September 2018
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Introduction
Landcare Australia has been working across
diverse business sectors for almost 30 years.
During that time, the corporate citizenship space
has changed considerably. The expectation on
business to ‘do the right thing’ is widespread.
Today, successful companies need to be genuinely
committed to CSR, sustainability, social purpose
and shared value.
Larry Fink, BlackRock CEO, recently wrote about
the importance of social purpose in a letter to
CEOs of public companies in the US.
“Society is demanding that companies, both
public and private, serve a social purpose. To
prosper over time, every company must not only
deliver financial performance, but also show
how it makes a positive contribution to society.
Companies must benefit all of their stakeholders,
including shareholders, employees, customers,
and the communities in which they operate.”

“
Society is
demanding that
companies,
both public and
private, serve a
social purpose.

”

Gone are the days of not-for-profits expecting
funding from businesses in the form of donations.
Today, Landcare Australia’s work with the business
community takes a partnership approach. The
most successful NFP/business partnerships are
those that offer benefits for both parties, assist a
company in achieving one or more of its strategic
goals, and align with their CSR or sustainability
strategy.
Through our work with business, we know that
developing and implementing a CSR program
is not always straightforward. So we thought it
would be a good idea to talk to companies who
are kicking goals in the CSR space and gather
them together to get some insights that may help
those who want to do more, but aren’t sure why or
where to start.
We hope that the key themes from that discussion
will be of benefit to you in planning your CSR or
sustainability strategy and figuring out how it can
work for your business.
James Link
Landcare Australia Head of Corporate
Partnerships
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Who’s who?

Robin Craig
Corporate Social Responsibility Manager

Katharine Walters
Associate Director Corporate Citizenship

Robin Craig and Michael Boyle own civil
engineering firm Abergeldie, and right from its
inception in 1994 they set aside a percentage
of turnover to be given to charity. In 2008,
they formed the Jaramas Foundation which
has been a partner of Landcare Australia
since 2012. Since then, the Foundation has
funded 25 on-ground Landcare projects
in rural New South Wales with a focus on
sustainable agriculture.

KPMG partnered with Landcare Australia in
2017 offering employees across Australia
the opportunity to participate in Corporate
Environmental Volunteering Programs.

Janet Reark
Manager Community Engagement
Rio Tinto sponsored the Indigenous Land
Management Award at the 2017 State and
Territory Landcare Awards and again at the
2018 National Landcare Awards.

Sarah Prestwood
External Affairs Senior Manager
Since 2006, Coca-Cola South Pacific with
The Coca-Cola Foundation has partnered
with Landcare Australia, providing funding for
a range of community projects and engaging
employees in environmental volunteering
activities across Australia. The principal
objective is to support the development of
Landcare and Coastcare Groups working on
and along various waterways.

Hedley Partis
National Senior Account Manager –
Enterprise
Since 2011, through Landcare Australia’s
Workplace Giving and Corporate Environmental
Volunteering programs, hundreds of Konica
Minolta employees have committed to making
a positive and meaningful contribution to our
environment.
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Matthew Brennan
Head of Sustainability
Launched in 2014, the partnership between
Transurban and Landcare Australia aims to
identify and deliver key roadside regeneration
projects which engage local communities in
Melbourne, Sydney and Brisbane.

Rob Wood
General Manager Group Sustainability
Landcare Australia and Virgin Australia are
discussing partnership opportunities that
match their shared values.
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Five
guiding
principles
We titled the discussion: CSR – what does it really mean? We explored the importance
and relevance of CSR to the companies present, the strategic benefits, the challenges
faced as CSR/sustainability leaders and what the future holds.
Given the diverse sectors represented in the discussion and the different size of the
businesses, the findings varied. However, some common themes emerged.
We’ve narrowed these down to five key guiding principles, which we explore in the
following pages.

1

Make it meaningful for YOUR business

2

Ensure it makes business sense

3

Get leadership buy-in

4

Environment matters

5

Overcome your challenges
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1.

Make it meaningful for YOUR business

Every business represented around
the table had a strong focus on CSR/
sustainability, with a dedicated person or
team. However, they differ when it comes
to where the function sits, the language
used, the level of activity, the driving forces
behind the strategy and the priorities.
Janet R, Rio Tinto: “We don’t use the
term CSR. It’s a business case. It’s social
license to operate. It’s truly understanding
your social and environmental impacts,
understanding where you’re operating,
where the gaps are, and how we can
support and have a shared value with the
local communities where we operate. We
can’t operate without it.”

...businesses these
days have woken up
to the fact that you
can positively impact
aspects of society and
ultimately that is good
for business.

”
Rob W, Virgin: “Most of the businesses
here accept that creating shared value is
an opportunity, rather than a responsibility.
What is more interesting is how to leverage
your brand, your team members and your
capital to make a positive contribution,
which may have nothing to do with those
impacts. I think businesses these days have
woken up to the fact that you can positively
impact aspects of society and ultimately that
is good for business.”

“
You can’t be a
successful business
today if you’re not
helping to address
environmental and
social issues.

”
Matthew B, Transurban: “We also don’t
use the term CSR. It’s just the way we
do business. You can’t be a successful
business today if you’re not helping to
address environmental and social issues.
You’re just going to go out of business.”
There was also a case put forward for
going above and beyond, rather than
simply addressing the negative impacts of
the business on society. The participants
agreed that addressing negative impacts
was a must for any business that wanted to
be successful, but doing more than that had
obvious and varied benefits.
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“

Robin C, Abergeldie: “For us, it’s the impact
we have on our employees, communities
and the environment in which we operate.
We also contribute funds that we may not
get any benefit back from. We usually get
some intangible benefits back though, in
terms of employees being happy to be part
of the company.”
Kathy W, KPMG: We use the term
Corporate Citizenship, and for us it’s really
about trust and empowering change. The
‘responsible’ is stuff that you should be
doing. When you get more into shared value,
e.g. using our pro-bono work to strategically
go out and find a project that we can fund
and contribute skills to, we can make a
really positive impact on society. It’s not
necessarily CSR – it’s going beyond that.
Our Social Impact Framework focuses our
Corporate Citizenship efforts in four areas:
Indigenous Australia, Climate Change,
Mental Health and Skills for the Future.”

Landcare Australia

Sarah P, Coca-Cola South Pacific: “We
don’t use the term CSR. It’s all about our
trust strategy and trust growth. Going
above and beyond in terms of how you are
communicating and building trust in how
you operate as a corporate citizen – that’s
the challenge. If it actually works, it’s what’s
good for business, and creates positive
community and societal outcomes. That’s
the utopia - when both deliver.”

“
...it’s essential to
understand how the
business can positively
impact on the environment
and society.

”

Key takeaways for making CSR meaningful for YOUR business:
•

The more directly a company’s CSR/sustainability strategy is linked to its core business and
areas of impact, the more meaningful it is, and the more it makes sense to stakeholders.

•

It’s essential to understand how the business can positively impact on the environment
and society. When looking at this strategically and for the long term, a shared value can be
realised.

•

To be successful with its CSR a company needs a person or team dedicated to the function,
who can work internally and externally to develop and deliver on the agreed strategy.

•

There are business benefits accruing from doing the right thing, especially when done in a
strategic way.

•

Businesses covering the basics in terms of CSR will survive, but those going above and
beyond to make a real difference and create true shared value will be the ones that thrive.

•

Interestingly, three of the six businesses commented that they don’t use the term “CSR”,
rather consider it just a way of doing business.
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2.

Ensure it makes business sense

For a business to embark on any strategy
or initiative it has to make business sense,
including CSR/sustainability.
The business benefits outlined by the
representatives around the table were
varied, however it seems the more sense it
makes for business, the more successful a
CSR/sustainability strategy will be.

“

Kathy W, KPMG: “One thing for us that’s
coming increasingly to the fore is employee
attraction and retention, particularly when it
comes to millennials and their expectations.
The average employee age at KPMG is
under 30 and recruitment is a really key area
for us. There’s a lot of data showing that
people of this generation will walk if they
don’t find purpose in their work.”

When responding to
tenders... the ability
to discuss your
organisation’s CSR
is something that
engages.

”
Rob W, Virgin Australia: “There’s a huge
amount of research that says purpose
driven organisations outperform other
organisations in terms of financial metrics. I
am also starting to see a trend of business
holding businesses to account in a way
that it hasn’t before. For example, often
a significant component of a Request for
Proposal will relate to what our business
is doing around supply chain risks,
environment, community, transparency
in governance, reporting and advancing
Indigenous issues.
Hedley P, Konica Minolta: “When
responding to tenders, it’s a great area to
focus on. In a mature market where you’re
similar to your competitors, the ability
to discuss your organisation’s CSR is
something that engages.

There’s a notion with tenders that it’s a
race to the bottom, whereas CSR allows
you to explain why you’re perhaps not the
cheapest. The business customer can
then make that call as to whether that’s
important to them. More often than not
(CSR/sustainability) is, so we’re actually
selling at a premium because of it. That’s
definitely a tangible benefit.”
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Robin C, Abergeldie: “We tender for major
government work and contracts. When
we’re submitting these tenders, there are
questions about Indigenous partnerships
and environmental management, so while
we’ve always had that philosophy, in terms
of a business perspective it makes sense to
continue to support these initiatives in order
to get work.”

CSR/Sustainability approaches are also seen
as an advantage when it comes to different
groups of stakeholders – from government
to investors, and shareholders to suppliers.
Matthew B, Transurban: “One advantage
for us is the relationship with government.
We want government to see us as a trusted
partner that does the right thing. Not being
trusted could potentially undo billions of
dollars of future investment, so it’s critical.

Investors are also really important.
Increasingly, investors have a mandate
and a screen which means we need to
demonstrate that we are managing our
company well, that from a risk point of view,
either environmental or social, we’ve got
a proactive program to not only address
impacts but also to simultaneously go after
opportunities that make good sense.”
Sarah P, Coca-Cola South Pacific: “It’s
what shareholders want, and that’s a real
change, and something we’re increasingly
seeing. It’s also about self-regulation and
getting ahead of what could be mandatory
regulations for industry as well as industry
leading industry. What can be achieved
from a partnership perspective through
community NGOs, government, and industry
working together, can have really positive
outcomes.

Landcare Australia

On the point of millennials, every piece of
research shows that CSR/Sustainability
initiatives are the bare minimum they expect
from a corporation – they have very high
expectations.”
Improving and maintaining reputation
was noted as another benefit, in addition
to addressing long-term social or
environmental issues that could affect
business in the future.
Janet R, Rio Tinto: “We’re a company of
engineers, amongst other professions, so
risk analysis is vital and in the social risk
space, reputation is hugely important. Rio
Tinto has a good reputation that we want
to maintain and enhance. For instance,
we need to be able to demonstrate shared
value in terms of the work that we do with
Indigenous people and the fact that we’re
the largest employer of Indigenous people
in Australia. It’s also demonstrated through
the partnerships that we put in place, such
as in the environmental space, because
our operations are intrinsically linked to the
land.”

“
...research shows that
CSR/Sustainability
initiatives are the bare
minimum millennials
expect from a
corporation – they have
very high expectations.

”
Rob W, Virgin Australia: We’re doing a lot
of work on climate change and climate risk
for our business and what that means in
terms of tourism. A lot of Australian tourism
focuses on the natural environment and the
country’s natural assets. If we’re investing
in protecting those assets, there’s a real self
interest in doing that. So while today, it might
seem altruistic, it’s actually strategic in the
longer term.”

Key takeaways to ensure your CSR program makes good business sense:
•

Activity in the CSR/sustainability area is far from being purely altruistic as the best efforts benefit
the business as well as society and/or the environment on a number of levels.

•

Benefits seen by businesses aren’t always directly related to the impact of a business’s
operations. Rather, sometimes the benefits are the importance of being an organisation with
purpose of a varied group of stakeholders including customers, employees, shareholders,
suppliers, other businesses, government and the future workforce.
- Research backs up these points, with 60 percent of millennials wanting to join companies
with a ‘purpose’ that is embedded in the business1.
- When it comes to consumers, a purposeful brand can impact purchase decisions. In some
research undertaken on behalf of Landcare Australia, 55 percent of respondents across
Australia indicated that they are more likely to buy a brand if part of the purchase price is
donated to environmental projects like those undertaken by Landcare or Coastcare2.

•

The ability to demonstrate strong CSR and/or sustainability practices can offer businesses a
competitive advantage. A clear example is when tendering for projects.

•

It can enhance their reputation with government as a trustworthy delivery partner and aid a
positive reputation.

•

CSR/sustainability activity can be one way of mitigating long-term risks associated with societal
or environmental factors.

1 The Deloitte Millennial Survey, 2015
2 Roy Morgan, 2013
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3.

Get leadership buy-in

While there is no single corporate structure
to ensure success in the CSR space, getting
buy-in from the top is the key driver of
success.
If senior leaders don’t recognise the value
to the business of implementing a welldeveloped CSR strategy, it is unlikely to
become identified and appreciated as a
strong characteristic of the organisation.
Konica Minolta Australia is one company
which can be singled out as an example
of internally leading the way. Dr David
Cooke, the company’s Managing Director,
is passionate about managing a company
with purpose. The company’s multi-year
CSR strategy identifies five shared value
pathways that will guide the organisation’s
work. The initiatives in the strategy touch
employees at all levels, and through the
strategy, the business aims to be a supplier
and employer of choice.
Hedley P, Konica Minolta: “Some
companies go through the motions because
it’s a tender requirement, but if it’s not in
your organisation’s DNA and if you’re not
playing a long term CSR strategy, you’re
probably doomed to fail. It’s not something
you do this year and move onto a new
project next year, it’s got to be something
that filters throughout and that only happens
if it’s led at executive level.

Matthew B, Transurban: “Our Sustainability
Team is fortunate to be in the Strategy area,
but it really depends on the skills, presence
and passion of a leader. If you have that, you
could sit anywhere in the organisation and
be successful.

“
For us it’s a leadership
position that comes from
the top, about growing
sustainably as a company
across the world.

”
Rob W, Virgin Australia: “Our Sustainability
Steering Committee is made up of most of
our executive committee. They endorse our
sustainability strategy, so we’re accountable
to them for any changes and measured
against our progress.

Our top line strategy is set in Japan by our
parent company, but our Managing Director
in Australia, Dr David Cooke, drives it,
and we’re at the forefront because of him.
Internally, people feel the freedom to adopt
it as a core agenda item. He’s given people
confidence to do it.”

Virgin, the brand, does a lot at a global
level, and Richard Branson does great
work in his private capacity that is not
usually distinguished from the Virgin brand.
The Virgin Group also has a charitable
foundation (Virgin Unite) that we collaborate
with when the opportunity presents itself.
Our strategy is endorsed from the top and
is very much about what makes sense for
our business and what resonates with our
customers.”

Sarah P, Coca-Cola South Pacific: “If
there’s not a clear direction from the front,
if there’s not leadership buy-in you’re only
going to go so far, and it will remain in the
compliance area, so I think there has to be
vision and forward thinking. For us it’s a
leadership position that comes from the top,
about growing sustainably as a company
across the world.”

Kathy W, KPMG: “We have global metrics
we contribute to. One such metric is the
number of partners or employees serving
as directors on NFP boards, because
KPMG can have considerable impact
building capacity in NFP organisations. We
have always had directors on NFP boards,
but we’re now tracking them and as a
consequence focusing more on them.”
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Robin C, Abergeldie: “For us it’s about
leadership as well. I sit on the Board of
Abergeldie, and the Board is very concerned
about looking after the environment. What
does that mean for us? We’re members of
Sustainable Business Australia, we look
at what we can do as a small company to
have a positive impact on the environment.
In our work we’re always trying to use
recycled products where possible in our
building. In terms of budget, for a long time
we’ve allocated a percentage of turnover to
charitable purposes.”

“
While there is no single
corporate structure to
ensure success in the
CSR space, getting buyin from the top is the key
driver of success.

”

Key takeaways to help get leadership buy-in for your CSR program:

•

If there is a leader or leadership team within a company driving strategy in the CSR/
sustainability area, it is more likely to have a flow-on effect through the business and an
increased chance of success.

•

Having a strategy agreed at executive or board level also increases the chance of leadership
buy-in and adoption throughout the business, as the priorities are endorsed at the top.

•

If a leadership team is made accountable for a strategy, there’s a higher chance of it being
given priority throughout the business.
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4.

Environment matters

The impact on the environment by the
companies that took part in this discussion
varies in scale and type. Their work to
offset these impacts reflects their differing
business operations and the scale of impact
they are having.
Matthew B, Transurban: “Carbon
emissions associated with energy
consumption and climate change mitigation
is a key area for Transurban. Materials is
also a huge one because we have a big
physical footprint in terms of road and toll
assets which use energy intensive materials
– concrete, asphalt and steel. They’re
the main areas of focus for us around
environment.”
Hedley P, Konica Minolta: “From a product
perspective, paper reduction and energy
reduction are certainly two factors. In terms
of the environment, and our CSR program,
we have four partners that are quite distinct
from each other. The environment is a
key platform through our partnership with
Landcare Australia. We have a deliberate
strategy to appeal to individual employees
through their personal motivation. It’s a key
component of the overall strategy.”

“
We set up partnerships
around land use, flora
and fauna, we partner
with large not-for-profit
organisations where it’s
logical for us...

”
Janet R, Rio Tinto: “For Rio Tinto,
environmental stewardship is fundamental.
We have policies around climate change, as
well as air, dust and noise management. We
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are governed by many regulations and have
to meet local regulations and international
standards. We set up partnerships around
land use, flora and fauna, we partner with
large not-for-profit organisations where it’s
logical for us and we retain stewardship
responsibility.
Currently, one of the biggest issues for
mines, particularly in Australia, is around
closure and the end state of the space which
covers a whole range of environmental
issues. It’s not just about shutting down the
mine, it’s about consultation and shutting it
down in a culturally appropriate way.”
It is universally acknowledged that business
has a large part to play when it comes to
addressing some of the most significant
environmental issues of our time.
Kathy W, KPMG: “As arguably the biggest
risk – and opportunity – facing the world,
climate change is one of our four Corporate
Citizenship pillars. We launched our first
Climate Change Strategy last year and
although as a professional services firm our
environmental impact is small compared
with many other industries, we are working
internally to reduce our impacts and
externally to support others to do the same.
While we offset our emissions, air travel
remains a key challenge for us.”
Sarah P, Coca-Cola South Pacific: “In
January 2018 we announced a big aspiration
for packaging – our ‘World Without Waste
Strategy’ – where for every bottle and can
we produce around the world we will ensure
it is recycled or reused. We know this is a
huge aspiration that is not going to be easy
to achieve, but we know it’s the right thing to
do for our business and planet.

China’s decision to no longer accept the
world’s waste, will have huge implications.
It’s going to take business to drive some
of the conversations around solutions
for that. If we don’t push and drive
those conversations how else is it going

Landcare Australia

to happen? I think that’s what true
sustainability means, that you’re forcing
these conversations and coming together
and front-footing major environmental
issues.”
Robin C, Abergeldie: “We work in mining
as well and have technology that’s used
to drill ventilation shafts in coal mines.
We’ve been trying to move away from that
business because we believe we should be
transitioning to a renewable energy future.
We’re now investing funds in other ways
to use that technology such as renewable
energy battery storage. That environmental
focus comes from the top.”
Rob W, Virgin Australia: “The environment
is very important to us and to our national
identity. Brand Australia is all about
beaches, the reef and wildlife and all those
things are under threat from climate change
so if we are not proactively talking to
Government about policy and trying to find
solutions to better manage this issue, then
we are failing to protect our business and
the environment in years to come.
Also, if you look at the trajectory of global

aviation emissions – we are currently
responsible for two percent of global
emissions, but as other sectors start to
decarbonise we are projected to be as high
as 15-20 percent in the next 30 years. So
sustainable alternative fuels and reducing
our emissions are a focus for our business.
If we can fly more efficiently and fly more
efficient aircraft, it comes as a cost saving to
the business too.
We are also really focused on packaging and
plastics use because it has a major impact
and is an important customer-facing issue.”

“
...true sustainability means,
that you’re forcing these
conversations and coming
together and front-footing major
environmental issues.”

”

Key takeaways about what environmental issues your CSR strategy
should address:
•

At a minimum, business must realise the impact of operations on the environment and work to
address them.

•

Companies see themselves having a role to play when it comes to addressing some of
the bigger environmental issues being faced by society. Whether these issues are a direct
consequence of business operations doesn’t seem to matter as much.

•

Business has a responsibility in this area and addressing issues, such as climate change, is not
something that should be solely dealt with by governments.

•

*Business can benefit from looking at what potential risks environmental issues could pose to
their operations in the future and work strategically now to mitigate against those.

*Landcare Australia works in partnership with a number of companies represented to help achieve goals in the
environmental space, whether it’s helping to realise global targets as we do with Coca-Cola South Pacific around water
replenishment and waste, or meeting one of their sustainability pillars as we do with Transurban’s objectives of being good
neighbours and thinking long term.
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5.

Overcome your challenges

Developing, implementing and measuring
the effectiveness of any strategy has its
challenges. Irrespective of the size or type
of business, some common challenges in
the area of CSR/sustainability strategies
were pin-pointed by our participants.

“

Janet R, Rio Tinto: “It can be challenging
getting some internal stakeholders to
understand the value of what it looks like
on the ground from outside the fence. It’s
the eternal battle. You’ve actually got to
put people in the situation where they meet
people in the community and understand. In
a large global corporation this isn’t always
possible.”

It can be challenging
getting some internal
stakeholders to understand
the value of what it (CSR)
looks like on the ground...

”
Kathy W, KPMG: “Cutting through the
deluge of emails we all receive these
days can be a challenge. For example,
a volunteering opportunity with Landcare
Australia and the positive impact this can
have, can be tough to communicate to our
7,000 employees.”
Sarah P, Coca-Cola South Pacific: “One of
the biggest challenges we have is managing
expectations as to what some of our
partnerships are actually going to deliver,
particularly from an external messaging
perspective. Perhaps the story is better told
to a government stakeholder rather than
relying on a media strategy when it’s very
difficult to get results. Internal management
of expectations on that is tough.”
Matthew B, Transurban: “The main
challenge for us is prioritisation, because
there’s always so many things to get
done and causes to support. Whenever
we develop a strategy or initiative, we
generally have really good support from the
executive, but when six initiatives require
support from limited resources, which ones
do you focus on?”
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Robin C, Abergeldie: “Budget and time are
our biggest barriers. One of our key focus
areas for staff engagement is homelessness
and we support a food van in Sydney’s
Western suburbs. About 30 of our staff
volunteer on that van, which is terrific, and
they really enjoy being part of that, but that’s
in their own time.”

Rob W, Virgin Australia: “We’re a small
team in a big business—we drive policy but
we are not the delivery arm for what we want
to achieve. For example, if we come up with
a new recycling initiative, we have to rely
on thousands of cabin crew to deliver it. It
can be a challenge to be accountable for
the outcomes when you don’t deliver those
outcomes.

On the policy side of things, we have
acquired a number of businesses and they
are run independently so when we introduce
policy around sustainable procurement or
modern slavery or if we are doing reporting
for the Group, it applies to everyone equally.
But each business has their own processes
and practices, so getting uniformity across
the board in how policies are implemented
can also be a challenge.”

“
Budget and time are our
biggest barriers.

”

Landcare Australia

Key takeaways about overcoming CSR challenges:

•

Whether related to demonstrating value or encouraging engagement, many businesses find
communicating about CSR a challenge with internal and external stakeholders.

•

Successful CSR/sustainability strategies are ones that have significant buy-in from the people
responsible for marketing and communications.

•

Working with partners to tell stories that encourage engagement and demonstrate value also
proves successful for business in this area.

•

Success in overcoming challenges associated with time and budget often leads back to
leadership buy-in and making sense for business. If something can be proven as being good
for business and worthy of leadership engagement, it has a higher chance of success.

•

As the CSR/sustainability function sits separately to the delivery arms of a business, to be
successful, it requires a strategy that is recognised as a priority across business units.

Conclusion
Here are a few final insights about planning your CSR or sustainability strategy and figuring out how
it an work for your business:
•

Success in the field of CSR/sustainability may mean different things to different companies, however
they all share a belief that to work it has to be meaningful. Shared Value was a term that resonated – the
fact that what benefits your business also benefits society and is tied into many of the most successful
strategies and initiatives.

•

If it makes business sense, the benefits can be multiple and can create competitive advantage, enhanced employee acquisition and retention, reputation uplift and a way of minimising existing and future
risks.

•

A leader to spearhead or at least endorse the strategy was seen as essential to facilitate the delivery of
a CSR/strategy and an important way of giving employees at all levels the freedom and confidence to
buy into the related activities.

•

Environmental management is important to all organisations, and extends beyond reducing business
impacts to encouraging positive action on larger issues, which many see as a role for business.

•

When it comes to overcoming challenges, in spite of the diverse businesses around the table, all have
similar issues, with communication challenges, time, and budget being frequently mentioned. The
themes explored around leadership buy-in, making sense for business and making it relevant can all
contribute to help companies overcome these challenges.

We hope that the insights from the five themes presented in this report will help companies
when researching, developing and implementing impactful and meaningful CSR/sustainability
strategies that work for society, community and business.
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linkedin.com/company/landcare-australia-ltd

youtube.com/landcareeducation

If you would like further information on how Landcare
Australia can help your business, please contact:
James Link | Head of Corporate Partnerships
james.link@landcareaustralia.com.au | 03 8631 7805
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