
A study into which brands Australians  
believe are leading the sustainability  
revolution, and why.

Who   
do you  
believe?
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Everywhere you look, there’s a brand or 
business championing its credentials.

But do people believe what  
they are seeing and hearing?  
And if so, why?

Helping brands and businesses 
make doing good, good for business 
is what Republic of Everyone, The 
Bravery and Mobium Group have 
been doing for over a decade. 

You may have noticed,
we’re in a sustainability revolution.

THE BAD NEWS WHAT CAN YOU DO?WHICH BRANDS AND WHY?

So with impact and purpose now well 
and truly on the agenda for both brands 
and consumers, we set out to learn 
more about what makes a leader – and 
what you can do to be one of them.

<MFY�INI�\J�ąSI$

In simple terms, while some businesses 
FWJ�IJąSNYJQ^�ITNSL�GJYYJW�YMFS�TYMJWX�� 
the opportunity to become a leader in 
this revolution is still wide open. And when 
it comes to being believed, action must 
come before talk.
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2,040 PEOPLE  
from all across Australia

A MIX  
of urban, regional and rural

ACROSS  
four generations

WHICH BRANDS  
they believe are acting to  

improve society and the planet.

WHAT CONVINCES  
THEM  

a company is walking  
the talk when it comes  

to sustainability.

HOW THAT  
IMPACTS  

what they buy, and who  
they want to work for.

We asked:

To tell us:

This research was commissioned by Republic of Everyone and The Bravery, and independently conducted  
G^�2TGNZR�,WTZU�\NYM�ST�HTSYWNGZYNTS�TK�FS^�GWFSI�TW�GZXNSJXX�RJSYNTSJI�NS�YMJXJ�WJUTWY�ąSINSLX�



5 ABOUT THE RESEARCH THE GOOD NEWS THE BAD NEWS WHAT CAN YOU DO?WHICH BRANDS AND WHY?

When we say, ‘acting to  
improve society and the planet’  

we mean issues like:

Mental 
health

Access to 
nature

Indigenous 
equality

Fair pay 
and working 
conditions

Domestic 
violence

Refugee 
rights

Inequality 
and 

discrimination

ENVIRONMENTAL SOCIAL

Ocean  
health

Plastic  
waste

Loss of 
habitat

Climate 
change

Air 
pollution

Poverty and 
homelessness

Drought

Toxic 
chemicals
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The good news:  
people want brands  
to act.
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81%
   

of people say business has  
a responsibility to improve social  

and environmental issues.LOCAL  
GOVERNMENT

88%

84%

INDIVIDUALS  
&  

HOUSEHOLDS

91%

STATE  
GOVERNMENT

75%

ÇÝÇӳĀĄÝy�ěČ�  
& CHARITIES

88%

yKAKĄ�¸�  
GOVERNMENT

BUSINESS



8 ABOUT THE RESEARCH THE GOOD NEWS THE BAD NEWS WHAT CAN YOU DO?WHICH BRANDS AND WHY?
�
{
{
Ą
K
{
�
ěK
A
�Ր
�9
K
¸�
K
ř
�Ç
{
�9
Ą
�
Ç
A
Čӕ
9
ĩ
Č�
Ç
K
ČČ
��
�
Č�
ČÝ
Ã
K
�¸
K
ř
K
¸�
Ý
y�
Ą
K
ČĀ
Ý
Ç
Č�
9
�¸
�ě
ť
�y
Ý
Ą
��Č
Čĩ
K

100

80

60

40

20

0

On which issues, exactly?  
All of them.

73% 69%75%80%84%87% 77%89% 85% 80% 75%
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78%
consider a brand’s social  
and environmental actions 
when making a purchase.

consider a brand’s social 
and environmental 
actions when choosing 
their next place of work.

56%

People reward 
the brands they 
believe are acting.
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The younger the generation, the more 
likely they are to reward brands that  
act on social and environmental issues.

Everyday  

purchases

Next place  

of work

Gen Z

Gen Y

Gen X

Boomer

% that consider a brand’s 
actions when choosing:
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Now for the bad news:   
brands and businesses are failing 
to meet Australians’ expectations.
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Percentage of people who think 

brands should act on given issue.

Percentage of people who think 

brands are acting on given issue.

This disconnect is pretty 
XNLSNąHFSY��WFSLNSL�GJY\JJS�

16% and up to 32%, 
depending on the issue
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about the social or  
environmental claims brands 

and businesses make.

And even when companies do act, 

of  Australians 
are sceptical

86%
? ?

?

?

?
?

?

?
? ?

?
?
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Of all sectors in society, 
business is the least believed to act    

with long term social and environmental 
interests at heart.

80

60

40

20

0
LOCAL  

GOVERNMENT
INDIVIDUALS & 
HOUSEHOLDS

ÇÝÇӳĀĄÝy�ěČ�  
& CHARITIES

yKAKĄ�¸�  
GOVERNMENT

STATE  
GOVERNMENT

61%

64% 70%66%

72%

68%

BUSINESS
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In fact, almost

3 in 4
can’t name a single  
brand or business  
they believe is helping improve social  
or environmental issues in Australia.
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But some brands  
are cutting through. 

Around

name  

Woolworths

1 in 5
Around

name  

Coles

1 in 10
Around

name  

Cotton On

1 in 20

Of those who can  
name a brand…

These responses were entirely  
unprompted  – no brands were mentioned in the 
research survey to elicit answers to this question.
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Here’s the  
top ten.
These are the brands and businesses that Australians  
believe are doing the most to improve social or 
environmental issues in Australia. The size of the 
bubble is relative to the number of people who 
mentioned the brand. 

188 brands made the list. 
Want to know if your 

brand was one of them?  
 

Drop us a line  
hello@republicofeveryone.com

mailto:hello@republicofeveryone.com?subject=
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For Woolworths,�GJNSL�ąWXY� 
to remove plastics bags was  
the most mentioned reason.

For Coles, people talked most  
about the business’ renewable 
energy commitments.

For Cotton On, people called  
out the brand’s in-store charity drives.

We also asked people  why   
they named those brands.

First to remove 
free plastic bags

Using fruit and veg 
that would usually 
be put in the bin

Supporting farmers

Banned single 
use plastic bags

They are installing 
solar on all stores

Donating food to 
help feed the needy

They’ve done 
water bottles for 
charity for years

Sustainable clothing

Donate money 
for good causes

Their commitment 
to going carbon 
neutral

They have tote 
bags, tissues etc 
that you buy to 
support charities

Cotton On supports 
a lot of things when 
I go into the store 

Green electricity 
and responsible 
packaging 

They switched 
quite a few things 
to recyclable 
products

Looking to be 100% 
carbon neutral 

No plastic bags

Converting 
all stores to 
solar power

Soft plastic 
recycling

But for all brands, it’s a mix of factors.
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Communications 
are important, but 
strong actions and 
commitments need 
YT�HTRJ�ąWXY�

��ř�Ç{�ČÝ:��¸¸ť�ÝĄ�KÇř�ĄÝÇÃKÇě�¸¸ťӳyĄ�KÇA¸ť�ĀĄÝAĩ:ěČ�ÝĄ�Ā�:¶�{�Ç{

57%

HAVING A SOCIAL OR ENVIRONMENTAL STRATEGY WITH MEASURABLE GOALS

45%

Āĩ9¸�:�Ā¸KA{KČ�Ýy��:ě�ÝÇ (e.g. use 100% renewable energy)

44%

DONATING TO OR PARTNERING WITH CAUSES, CHARITIES OR NGOS

43%

ě�¶�Ç{���Āĩ9¸�:�Čě�ÇA�ÝÇ��ČČĩKӭČӮ�ěÝ�KÇ:ÝĩĄ�{K��:ě�ÝÇ

43%

REGULAR AND TRANSPARENT REPORTING 

38%

y�Ç�Ç:��¸�:ÝÃÃ�ěÃKÇěČ��ÇA�9ĩA{KěČ��Ç�Ā¸�:K�ěÝ�AK¸�řKĄ�ÝÇ�Ā¸KA{KČ�

35%

ĄK{ĩ¸�Ą�:ÝÃÃĩÇ�:�ě�ÝÇ�ÝÇ��ČČĩKӭČӮ (e.g. social media posts, website) 

33%

If you want to be 
believed,  rethinking 
your product and 
packaging is a great 
place to begin.

28%

ÃKÃ9KĄČ��ĀČ�ÝĄ��ÇAKĀKÇAKÇě�:KĄě�y�:�ě�ÝÇ (e.g. B Corp, FairTrade, Planet Ark) 

Ś��:��Ýy�ě�KČK��:ě�ÝÇČ�Ã�¶KČ�ťÝĩ�9K¸�KřK���9Ą�ÇA�ÝĄ�9ĩČ�ÇKČČ��Č��K¸Ā�Ç{�  
TO IMPROVE SOCIAL OR ENVIRONMENTAL ISSUES?
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When it comes to  communications, 
people believe what they see on 

product and in-store above all else.

60
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20

0

Ā�:¶�{�Ç{�ծ�  
�ÇӳČěÝĄK�Č�{Ç�{K

�ÇyÝĄÃ�ě�ÝÇ�  
ON THE COMPANY 

WEBSITE

ADVERTISING  
(e.g. radio, online, 
TV, public spaces)

NEWS MEDIA 
COVERAGE  

(e.g. newspaper, 
radio, podcast, TV, 

online sources)

NGO OR CHARITY 
PARTNER 

ENDORSEMENT

THE COMPANY’S 
SOCIAL MEDIA 
(e.g. Facebook, 

Instagram, Twitter, 
Tik Tok)

EXPERT 
ENDORSEMENT

COMPANY 
KӳÇKŚČ¸KěěKĄČ�
OR DIRECT MAIL
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Doing something that earns you PR is a strong #2.

Ś��:��Ýy�ě�KČK�:ÝÃÃĩÇ�:�ě�ÝÇČ�Ã�¶KČ�ťÝĩ�9K¸�KřK���9Ą�ÇA�ÝĄ�9ĩČ�ÇKČČ��Č��K¸Ā�Ç{�ěÝ��ÃĀĄÝřK�ČÝ:��¸�ÝĄ�KÇř�ĄÝÇÃKÇě�¸��ČČĩKČӞ

43%

39%

36%

32%
30%

26%
23%

18%

14%
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So that’s the big picture. 
Now let’s look at four sectors 

in more detail.

yɁɁǁ GroceryAlcohol Apparel
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When thinking about 
the  alcohol  sector

only 9% 
of Australians
can think of a brand that’s doing 
good by people and/or planet.

For CUB, it is their switch to  
solar-powered beer production.

Beer production is 
100% solar offset

Solar powered 
production of VB

For Lion, people talked about their 
commitment to clean energy.

They have gone 
carbon neutral

They collaborate 
with their suppliers 
to minimise the use 
of water and energy

The brand with the most 
mentions was Dan Murphy’s.

Reducing use  
of plastics in 
their packaging

For Dan Murphy’s, people called out 
their use of recyclable packaging.

Most packaging 
has gone cardboard
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When it comes to  
the  apparel  sector 

only 16%
can name a brand.

For Nike, circular economy efforts 
haven’t gone unnoticed.

They show how to 
recycle correctly

NIKE are recycling 
shoes and use 
recycled materials

For H&M, it’s their in-store cash 
for clothes recycling program. 

They accept clothes 
for recycling in 
return for cash. This 
encourages me to 
use the brand more 
than most others

Recycled 
fashion and uses 
environmentally 
friendly textiles

For ¶ȴƃɨɽӗ it’s their approach  
to labour and materials.

No products 
sourced from 
sweatshops

Using sustainable 
cotton

WHAT CAN YOU DO?THE BAD NEWS

Nike was mentioned the most, 
closely followed by Cotton On.

23 ABOUT THE RESEARCH THE GOOD NEWS THE BAD NEWS WHAT CAN YOU DO?WHICH BRANDS AND WHY?
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yɁɨ�ɽȃǉ��ǹɁɁǁ��ɰǉƺɽɁɨ

22%
can name a business they 
think are doing well.

For McDonalds, it is their  
ditching of single-use plastics.

I go there a lot 
and have noticed 
the change in 
straws and cutlery 
- they are no 
longer plastic!

McDonalds have 
moved away from 
harmful packaging 
and utensils to 100% 
recyclable products

For OzHarvest, it’s the combo of  
addressing food insecurity while 
WJIZHNSL�KTTI�\FXYJ�YT�QFSIąQQ�

Fighting hunger. 
Everyone deserves 
access to food

Reducing and 
repurposing food 
waste and helping 
to feed those people 
who go without food, 
especially fresh food

For yɁɁǁ�9ƃȶȟӗ it’s supporting those  
in the community who need it most.

They get food to 
the people who 
need it most 
so no one has 
to go hungry

They help people 
that can’t afford food
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47%
mention a brand.

For ALDI, it’s their solar-powered stores 
FSI�TKąHJX�

They’re powering 
all their stores and 
TKąHJX�TS�XTQFW�

They are 100% 
carbon neutral 
using solar power

For IGA, it’s their support of the community.

Raises funds to 
support the locals 
and charities

Their whole 
business model 
is to stock local 
produce, support 
local farmers 
and suppliers

For Drakes, thoughtful customer 
service in-store strikes a chord.

Treats customers 
with greater 
respect than any 
other supermarket, 
and with depth 
to that respect

Signage that 
directs people 
to in-stock items 
that other stores 
no longer had 
during lockdown

Grocery  is by far the 
easiest sector for 
Australians to recall 
a brand they think  
is doing good.

Drakes
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So how can you 
become a leader?
We’ve seen which companies Australians 
believe are taking real action on the 
world’s big issues. So how can your brand 
become one of them?

There are three golden rules 
a brand should follow.
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Everyone has heard the term greenwash. 
Greenwash is when your talk gets ahead of your 
action – by talking up things that have no to 
little impact, or simply ignoring major issues 
while trying to hero more minor ones.

Focusing on making meaningful change before 
you move to marketing is the best way you can 
avoid greenwash. As they say, actions speak 
louder than words and seeing is believing. 

)T�XTRJYMNSL�NRUFHYKZQ�FSI�XNLSNąHFSY���FSI� 
dare we say, daring - and it will get noticed. 
People will talk. 

And why stop at one thing? You are what you  
do repeatedly. So get busy doing.

GOLDEN RULE #1

�ƺɽɰ�ˎɨɰɽӗ 
ads later.



28 ABOUT THE RESEARCH THE GOOD NEWS THE BAD NEWS WHAT CAN YOU DO?WHICH BRANDS AND WHY?

Telstra payphones 
are now free phones
Telstra payphones have been a 
consistent feature in the Australian 
streetscape since 1880. But in the 
smartphone age you may wonder, 
why do we need payphones at all? 

Payphones are still a critical mode of 
communication for many Aussies –  
and often, for those in crisis. For example: 
small town residents calling their 
QT[JI�TSJX�FKYJW�F�GZXMąWJ �F�KFRNQ^�

9Ą�ÇAČ�ě�¶�Ç{��:ě�ÝÇ

ĆJJNSL�ITRJXYNH�[NTQJSHJ �TW�YMTXJ�
experiencing homelessness, trying 
to access essential services. 

Which is why, in August 2021, Telstra  
made the decision to make every one  
of their 15,000 payphones across 
Australia free.

Telstra’s purpose is to build a connected future so everyone 

can thrive. To deliver on this ambition we want to contribute 

to a better, more caring and more inclusive Australia, an 

Australia where people can reach out for help if and when 

they need to, or just connect if they feel like it. 

 
ANDREW PENN, TELSTRA CEO 
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Google helps cities 
turn climate data 
into climate action 
Cities represent a huge opportunity 
to slash humanity’s environmental 
footprint. But for cities to meaningfully 
reduce carbon emissions, they need to 
ąWXY�PST\�\MFY�YMJ^èWJ�IJFQNSL�\NYM��

Enter Google. As part of their third 
decade of climate action, they’ve 
committed to helping 500 cities and 

9Ą�ÇAČ�ě�¶�Ç{��:ě�ÝÇ

local governments reduce a gigaton 
(one billion tons) of carbon emissions 
per year by 2030, and beyond.

They’re doing this by combining 
their mapping data with greenhouse 
gas emission factors, and then 
working with experts to support local 
climate action plans accordingly.

<J�\JWJ�YMJ�ąWXY�RFOTW�HTRUFS^�YT�RFYHM�TZW�JSJWL^�ZXJ�\NYM�����UJWHJSY�

WJSJ\FGQJ�JSJWL^�NS�������<J�TUJWFYJ�YMJ�HQJFSJXY�LQTGFQ�HQTZI�NS�YMJ�NSIZXYW^��

and we’re the world’s largest corporate purchaser of renewable energy.

 In our third decade of climate action, we are going even further to help build  

a carbon-free future for everyone. 

 
ČĩÇA�Ą�Ā�:���ӗ�:KÝ�Ýy�{ÝÝ{¸K�ծ��¸Ā��9Kě
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Smarties switches 
to paper packaging 
globally
In 2021, Nestlé Oceania announced they 
were switching the packaging of their 
much-loved Smarties chocolates from 
plastic to responsibly-sourced paper.  
The shift is just one step in their larger 
‘SMART Initiatives’ program, which supports 
sustainability across Nestlé brands.

The switch is estimated to remove 
around 250 million plastic packs 

9Ą�ÇAČ�ě�¶�Ç{��:ě�ÝÇ

from waste streams every year, 
FSI�RFPJX�8RFWYNJX�YMJ�ąWXY�LQTGFQ�
confectionary brand to be entirely 
sold in recyclable paper packaging. 

And while it might seem simple to  
swap packaging materials, there’s a  
lot that goes on behind the scenes 
to make it work.

Developing safe and convenient 

paper-based solutions for Smarties 

has required the pioneering of new 

materials and testing by Nestlé 

packaging experts at our R&D 

Center for confectionery in York,  

UK and the Swiss-based Institute  

of Packaging Sciences. We adapted 

our existing manufacturing lines to 

allow for the careful handling that is 

required for paper, while also ensuring 

recyclability across all new formats.

¸Ýĩ�ČK�9�ĄĄKěěӗ��K�A�Ýy�ě�K 
ÇKČě¸M�:ÝÇyK:ě�ÝÇKĄť�
PRODUCT TECHNOLOGY CENTRE
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Nike breaks down 
barriers to level the 
ɥȢƃʰȈȶǼ�ˎǉȢǁ�ǹɁɨ�ƃȢȢ
When Nike chose American football 
player and civil rights activist Colin 
Kaepernick – most known for kneeling 
during the US national anthem to protest 
police brutality and racial inequality – as 
the face of their new global campaign 
in 2017, it was a bold but deliberate 
decision to put substance behind their 
stated brand purpose around equality.

“At Nike, we are committed to fostering 
an inclusive culture and breaking down 

9Ą�ÇAČ�ě�¶�Ç{��:ě�ÝÇ

barriers for athletes around the world.  
We celebrate diversity and strive to create 
ƭȥɃƃǪ�ȣǪƃɡǒǵǆ�˴ƭǪƦȮ�ǅȀȦ�ƃǪǪӾԨ

The campaign was a success, and the 
Kaepernick decision paid off – Nike’s 
stocks hit an all-time high in the wake  
of the announcement.

Since 2017 Nike haven’t taken their foot off 
the pedal, backing their commitment to 
equality with more action – and importantly, 

NIKE is a brand of hope and inspiration. We believe in the power of sport to bring  

out the best in people, and the potential of people to bring out the best in our world. 

:QYNRFYJQ^��J[JW^YMNSL�\J�IT�NX�LWTZSIJI�NS�F�LWJFYJW�UZWUTXJ��YT�WJIJąSJ�MZRFS�

potential – in the game and around the globe. 

 
JOHN DONAHOE, PRESIDENT & CEO

XNLSNąHFSY�FRTZSYX�TK�KZSINSL�� 
Between FY20 and FY21 alone, they 
invested $60 million to unite and inspire 
communities to create a better and  
more equitable future for all – funds 
which have been used to support 
organisations that focus on education, 
leadership development, coaching,  
city league sport programs, mentorship 
and other community initiatives.
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:¸�Ã�ěK�yĄ�KÇA¸ť�Ã�¸¶ 
When Nestlé decided to launch carbon neutral 

plant milk brand Wunda, they could have simply 

offset the products’ carbon emissions and called 

it a day. Instead, they used it as an opportunity to 

not only innovate a climate-friendly product, but 

explore what a meaningfully decarbonised supply 

chain can look like, too – from manufacturing, 

packaging, transporting and recycling.

BUY ONE, ADOPT ONE 
This Aussie and furniture retailer has been a runaway 

XZHHJXX�XNSHJ�ąWXY�TUJSNSL�YMJNW�INLNYFQ�ITTWX�NS�

2017. And it’s not just their easy-to-buy, easy-

to-try and easy-to-return policy that customers 

love. Since day one,  Koala have committed to 

adopting a real koala for each mattress purchased in 

partnership with Port Macquarie’s Koala Hospital.

9Ą�ÇAČ�ě�¶�Ç{��:ě�ÝÇ
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Small acts have small impact and  
lead to small talk. On the other hand, big acts  
set benchmarks, establish leaders and make 
genuine impact.

<MNQJ�XJYYNSL�LTFQX�FSI�YFWLJYX�NX�F�HWNYNHFQ�ąWXY�XYJU��
big promises need to be followed up by big action.

As the data shows, earned media is a powerful way 
to communicate your impact. And the bigger your 
action, the more media is likely to help tell you story.

And while new news grabs attention, reporting on your 
progress keeps the conversation rolling – and provokes 
the rest of your sector to get a move on, too.

Think big.
GOLDEN RULE #2
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Woolworths 
bans the bag
In 2017, Australia’s two most populated 
states – NSW and VIC – were still deciding 
exactly how and when to phase out single-
use plastic bags. It was in the middle of 
that year that Woolworths took decisive 
action themselves, announcing that 
they would no longer be providing free 
single-use plastic bags at check-outs.

The move was a bold one – not only did 
it make a strong statement about the 
future of single-use plastics (the move was 
estimated to remove 3.2 billion single-use 
plastics bags from circulation annually), 
NY�KTWHJI�HTSXZRJWX�YT�XNLSNąHFSYQ^�

9Ą�ÇAČ�ě��Ç¶�Ç{�9�{

change their behaviour. Now, before 
heading off to do the groceries, they 
would need to check for their wallet, 
their keys AND their reusable bags.

While the supermarket giant faced initial 
frustration online and in-store from a 
minority of disgruntled customers when 
the bag ban rolled around mid-2018, the 
move was overwhelmingly supported by 
71% of customers. Coles implemented their 
own bag ban soon after, and the NSW and 
;.(�,T[JWSRJSYX�ąSFQQ^�HFZLMY�ZU�NS������
FSI������WJXUJHYN[JQ^��FSSTZSHNSL�TKąHNFQ�
plastic bag bans would be passed into law.

https://
https://
https://
https://
https://
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Modibodi’s period underwear 
tackle period stigma
In 2020, Facebook banned Modibodi’s 
video ad, “The new way to period”. The 
‘offending’ element? The use of the colour 
red to represent menstrual blood. 

As Modibodi’s CEO Kristy Chong explains, 
the video wasn’t meant to be controversial.

ԧ�ɃȦ�ƃǒǳ�ǅȀȦ�ȻǍǒȮ�˴Ǫǳ�ɛƃȮ�ȻȀ�Ȁȣƭǵ� 
people’s minds by taking the stigma out  
of what is a perfectly natural bodily 

9Ą�ÇAČ�ě��Ç¶�Ç{�9�{

function for women. It was not made  
to be deliberately sensational or 
provocative, but to show the very real  
ƃǵƦ�ǵƃȻɃȦƃǪ�ȮǒƦƭ�Ȁǅ�ȣƭȦǒȀƦȮӹԨ Chong said.

The campaign was created to promote 
Modibodi’s reusable, leak-proof 
underwear, an environmentally-
friendly alternative to single-use 
period products like pads, liners and 
tampons. What it ended up doing was 

provoking a much-needed industry-
wide conversation about period stigma 
and creating safe, open and honest 
spaces to talk about women’s bodies.

While Facebook backtracked soon after 
and allowed the ad to play, the headlines 
it sparked proved one thing: if you want 
your ad seen by as many people as 
possible – stand by your cause proudly 
and fearlessly, even if it gets you banned.

https://www.youtube.com/watch?v=qSnZSaWhtJs
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yɨɁȴ�ɥɨǉӸȢɁʤǉǁ�ɽɁ�ɨǉӸȢɁʤǉǁӖ� 
�¶K�ԇɰ�Ɂʥȶ�ɰǉƺɁȶǁ�ȃƃȶǁ�ȴƃɨȟǉɽɥȢƃƺǉ
Your otherwise-perfect Billy bookshelf 
doesn’t match your new curtains? Don’t 
chuck it – IKEA wants you to sell it 
back to them instead.

Launched in Australia in 2018, IKEA’s Buy 
Back program is as brilliant as it is simple: 
FX�QTSL�FX�NYèX�ZSRTINąJI�FSI�HTRUQJYJQ^�
assembled, IKEA will happily buy your 
second-hand IKEA furniture back off you. 

9Ą�ÇAČ�ě��Ç¶�Ç{�9�{

You get an IKEA credit to spend in-store, 
and the piece is put up for sale in IKEA’s 
As-is department, ready for a new home.

While the program is currently being 
trialled in different markets around the 
world, so far it looks like people are 
loving Buy Back. In 2019 alone, IKEA gave 
38 million recovered products a second 
life worldwide through the program.

And why so popular? Well, it solves 
YMJ�HZXYTRJW�INQJRRF�TK�ąJQINSL�
enquiries on an online marketplace or 
organising a garage sale. On IKEA’s side, 
it gives the brand the chance to give 
their products a second life and divert 
F�MZLJ�FRTZSY�TK�\FXYJ�KWTR�QFSIąQQ��
while driving customers back to store 
to spend their credit. Wins all round.
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Microsoft goes 
carbon negative
Type “Microsoft carbon negative” into 
Google, and you’ll be hit with 21.7 million 
results faster than you can ask, ‘What’s 
carbon negative?’ So what’s all the 
fuss about?

In 2020, Microsoft made the startling 
announcement that not only would 
they remove more carbon from the 
atmosphere than they produce by 2030, 
but also all the carbon they’ve emitted 
since founding in 1975, by 2050.

The announcement made quite the 
stir in the context of a growing wave 
of carbon neutrality announcements, 
as it set a new standard for climate 
ambition and opened the conversation 
around ‘what’s next after zero?’

9Ą�ÇAČ�ě��Ç¶�Ç{�9�{

Since then, it’s proved to be the story 
that just that keeps giving: as Microsoft 
drops progress updates, there’s still plenty 
of interest and speculation as to if, and 
how they will succeed in their mission. 

And no wonder. In 2021 alone, Microsoft’s 
carbon footprint was 14 million tonnes. 
And while they’re tracking well – having 
already slashed Scope 1 and 2 emissions 
by 17% in just two years – there’s still a long 
way for the tech giant to go, and plenty of 
challenges to overcome along the way. 

One thing we know for sure – 
people will be watching this journey 
for the decade to come.

Climate change presents 

environmental, social and 

economic crises on a whole new 

level. For nearly two millennia 

humans have been carbonizing 

our planet and we need to act 

together to decarbonize it.

BRAD SMITH, PRESIDENT & 
ř�:K�:���Ą�Ýy�Ã�:ĄÝČÝyě

https://
https://
https://
https://
https://
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ě��Ç¶�Ç{�ÝĩěČ�AK�ě�K�9Ýěě¸K 
When it comes to plastic-free, some products 

are easier to innovate than others. Liquids, for 

example, need some serious problem-solving.

Introducing Ethique, who have developed an ingenious 

solution to rid the world’s bathrooms of plastic bottles.  

4[JW�YMJ�UFXY�IJHFIJ�YMJ^è[J�WJąSJI�FS�J[JW�J]UFSINSL� 

line of solid (yes, solid) skin, hair and bodycare products that  

are plastic, palm oil and cruelty-free, vegan, and only  

contain ethically-sourced ingredients – saving  

���RNQQNTS�UQFXYNH�GTYYQJX�KWTR�QFSIąQQ�FSI�HTZSYNSL���

ĀÝŚKĄ�Ç{���:¸K�ÇKĄ�yĩěĩĄK 
While there’s been some sustainability missteps along the 

way (remember when you could pay for Tesla products in 

emissions-intensive cryptocurrency?), it can’t be denied 

that Tesla have played a critical role in accelerating the 

world’s transition to sustainable energy. From helping 

individuals making the switch to electric cars and battery-

powered houses, to building big batteries that power 

entire cities, Tesla has certainly been at the forefront of 

driving the clean energy revolution around the world.

9Ą�ÇAČ�ě��Ç¶�Ç{�9�{
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Sustainability needs sustained commitment.  
It’s a long journey made of steps big and small.

When you look at Australian and global 
sustainability leaders, they’ve been doing what 
they do for a while now. Consistency of action, 
matched with consistency of communication 
is how they’ve cemented their position.

Of course, this is not always what marketing and 
communications people want to hear. Marketing 
tends to be a season to season endeavour, moving 
quickly from one campaign to another. But making  
a genuine impact on the issues that matter takes time.

Repeat, 
repeat, repeat

GOLDEN RULE #3
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Patagonia:  
in business to save  
our home planet

�Ç��ě�yÝĄ�ě�K�¸ÝÇ{���ĩ¸

In their 50 years of operation, 
Patagonia has never been scared 
YT�ąLMY�KTW�\MFYèX�WNLMY��

+WTR�XZUUTWYNSL�^TZYM�ąLMYNSL�FLFNSXY�
oil drilling to suing the president of 
the United States, this seasoned do-
good brand has built a legacy on 
taking action on the most pressing 
environmental issues facing our world.

And while their activist activities are 
extensive, that’s not the only way they 
make impact – their commitment to 

protecting the environment is 
WJĆJHYJI�FHWTXX�YMJNW�JSYNWJ�UWTIZHY 
and service offering:

• Since 1996, Patagonia have 
exclusively used organic cotton 
in all of their cotton products

• Of this season’s current range (as of 
February 2022) 94% of items use recycled 
�RFYJWNFQX�FSI���
�NX�+FNW�9WFIJ�HJWYNąJI

• For years, they hosted pop-up repair 
and give-away events where they 

MJQUJI�HZXYTRJWX�ą]�IFRFLJI�
HQTYMNSL��.S������YMJ^�RFIJ�NY�TKąHNFQ�
with the launch of their ‘Worn Wear’ 
program, and have since launched a 
suite of free DIY repair guides online

• Since 1985, they’ve gifted over 
USD $100 million to grassroot 
environmental organisations

With their impact growing year-
on-year, this is one brand that will 
continue to be a go-to for do gooders 
everywhere for seasons to come.



41 ABOUT THE RESEARCH THE GOOD NEWS THE BAD NEWS WHAT CAN YOU DO?WHICH BRANDS AND WHY?

The Body Shop: 
against animal  
cruelty since 1989

<MJS�9MJ�'TI^�8MTU�ąWXY�TUJSJI�YMJNW�
green-painted doors in 1976 in Brighton, 
England, it was with a revolutionary idea: 
that business could be a force for good.

In 1989 they put those words into action 
YT�GJ�YMJ�ąWXY�LQTGFQ�HTXRJYNHX�HTRUFS^�
to campaign for an end to animal testing 
in cosmetics. Since then, the brand 
has become inseparable from their 
catch-cry, “Against Animal Testing”.

In the decades that followed they 
achieved big, real-world wins in the 
UK and the EU where their efforts 
contributed to animal testing in 
cosmetics bans, in 1998 and 2009 

�Ç��ě�yÝĄ�ě�K�¸ÝÇ{���ĩ¸

respectively. Then in 2018, they 
collected and presented 8+ million 
signatures to the UN demanding 
animal testing be banned worldwide. 

Along the way, they’ve amassed a 
loyal global following of sustainable 
skincare lovers with a conscience: 
10 million on Facebook, 2.3 million 
on Instagram and 50K+ on YouTube 
on their global accounts alone.

'ZY�YMJ�ąLMY�NXSèY�T[JW�^JY�����^JFWX�TS��
The Body Shop continues to campaign 
on this issue, on a steadfast mission to 
ban animal testing everywhere, forever.
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<MNQJ�;*/&�XSJFPJWX�FWJ�IJąSNYJQ^�
having a moment right now in pop 
fashion, what today’s die-hard fans 
may not realise is that VEJA has been 
a champion for sustainable kicks since 
their founding way back in 2004.

VEJA specialises in designing sneakers 
with positive impact: created with raw 
materials sourced from organic farming 
and ecological agriculture, and stitched 
G^�\TWPJWX�TUJWFYNSL�NS�INLSNąJI�
conditions. Back in 2004, this essentially 

VEJA sneakers:  
one foot in sustainable 
design, one in social 
responsibility

�Ç��ě�yÝĄ�ě�K�¸ÝÇ{���ĩ¸

meant reinventing and innovating their 
entire supply chain from scratch.

When it comes to their popularity 
today, what’s even more impressive 
is that their following has been 
gained organically – VEJA doesn’t 
spend money on ads, marketing, 
brand ambassadors or billboards, 
opting to invest those funds in 
their supply chain instead. And 
it looks like that commitment is 
paying off: to date they’ve sold 3.5 
million pairs across 60+ countries.
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Cotton On partnering with 
customers for global impact
If you’ve visited a Cotton On store in the 
past few years, you’ve also interacted with 
the Cotton On Foundation. From highly-
visible in-store signage to the Foundation-
created charity products at the check-
out – Cotton On has been successfully 
engaging customers to support the 
Foundation’s work for over a decade.

Established in 2007, the Foundation’s 
model is simple: customers are invited to 
learn about the fundraising efforts and 
purchase a product in-store or online if 
they’d like to support those ongoing 
projects. 100% of proceeds raised from 
sales go towards funding developments 
in the areas of Holistic Education, Mental 
Health, and Environment in Australia, 
Uganda, South Africa and Thailand.

The Foundation’s charity products – 
everyday essentials like tote bags, face 
masks and hand sanitiser – have proved 
to be a huge hit with customers keen to 

play their part in the Cotton On Group’s 
global impact. Since 2007, the Foundation 
has raised over $140 million, including 
over $20 million in face mask sales. 

Funds raised through the Foundation 
in recent years have been used to:

• Supported 24 schools, 18,000 students 
and 439 teachers

• Serve 18.8 million meals

• Build 113 water tanks

• Deliver 5.4 million litres of fresh 
drinking water

And that’s just the beginning. The 
Foundation has recently announced their 
new 5-year vision, with a goal to raise 
another $150 million by 2026 in partnership 
with the Cotton On retail team and 
customers, doubling the Foundation’s 
impact to date across the world.

�Ç��ě�yÝĄ�ě�K�¸ÝÇ{���ĩ¸

Making a positive difference in 

people’s lives - it sounds simple, 

but it’s something we’ve always 

taken really seriously. It’s been 

TZW�UZWUTXJ�XNSHJ�IF^�TSJ��FSI����

years later, it’s still the reason we 

get out of bed in the morning. It’s 

who we are and what we stand for.

PETER JOHNSON, CEO
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BREW BETTER 
While 4 Pines Brewing were only established in 2008, 

they’ve done more in those years than most brands do 

in a lifetime. In the past few years in particular, they’ve 

been consistently building on their impact to make 

sure every sip of their beer has a positive impact on the 

\TWQI��<NYM�UZWUTXJ�ST\�JRGJIIJI�ąWRQ^�FY�YMJ�HJSYWJ�

of the business – a B Corp since 2017 and a 1% for the 

Planet member since 2022 – they’re currently working 

towards a goal of carbon neutrality by 2030 through 

meaningful decarbonisation – no offset and forget here!

�Ç��ě�yÝĄ�ě�K�¸ÝÇ{���ĩ¸

ACTIVIST ICECREAM 
'JS���/JWW^èX�NX�ST�XYWFSLJW�YT�YMJ�HQNRFYJ�HMFSLJ�ąLMY��

In fact, they’ve been advocating for climate action since 

2007 – not just in their key markets, but globally. While 

climate change is a serious topic, they do a fantastic job 

TK�ąSINSL�XRFWY��KZS�\F^X�YT�JSLFLJ�HZXYTRJWX�YT�YFPJ�

action, too. Our favourite was the release of a special, 

UQFSY�GFXJI�FHYN[NXY�ĆF[TZW��ç:SKZILJ�4ZW�+ZYZWJè��NS������

(which we helped launch!) – complete with a cheeky 

campaign designed to compel meaningful political action.
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Ready to lead,  
or simply begin?

Sustainability is no longer new but

the opportunity to be
a leader is still wide open. 
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CONSULTANCY 
You can do anything, but you can’t 
do everything.

We help brands and businesses simplify 
the complexity around sustainability, 
UWNTWNYNXJ�YMJNW�NRUFHY��ąSI�YMJ�WNLMY�
partners, and make change happen. 

CREATIVITY 
Sustainability needs a special kind  
of creativity. We mix design, digital, 
innovation and real world events to make 
challenging issues compelling, and 
encourage everyday people to get involved.

 After all, is creativity truly creative  
if it doesn’t create a better world?

STORYTELLING 
The power of storytelling can make 
the world a better place. We can help 
you tell your story to the right people, 
the right way, at the right time.

Between   Republic of Everyone  and  
The Bravery, our services provide everything  

you need to imagine, then deliver.

   Sustainability strategies 

   Shared Value 

   Impact programs 

   Internal engagement 

   Reporting 

   Brand purpose 

   Behaviour change

   Digital 

   Design 

   Experiential 

   Campaigns 

   Copy and content

   PR and communications  

   Media relations  

���5JWXTSFQ�GWFSI�FSI�GZXNSJXX�UWTąQNSL 

   Social media 

   Events and activations 

   Issues and crisis management 

   Media and presentation training 

���.SĆZJSHJWX�FSI�FRGFXXFITWX 

   Partnerships

We help leaders lead and beginners begin. So wherever you are on your people 
and planet-improving journey, drop us a message if you’d like help moving along.



47 ABOUT THE RESEARCH THE GOOD NEWS THE BAD NEWS WHAT CAN YOU DO?WHICH BRANDS AND WHY?

ěɁ�ˎȶǁ�Ɂʍɽ�ȃɁʥ�ʥǉ�ƺƃȶ�ȃǉȢɥӗ

get in touch

https://republicofeveryone.com/contact-us
http://www.thebraveryishere.com/contact
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Republic of Everyone commissioned independent 

market researchers Mobium Group to undertake 

‘Who Do You Believe’ community research. 

The project was fully funded by Republic of 

Everyone and The Bravery. No other brand, 

business or sponsor contributed in any way.

 An online survey of 2,040 Australians aged 16-

75 years was undertaken between December 

3 – 16, 2021. Gender and geographic quotas were 

employed to provide balanced samples. Each of the 

four generational cohorts had a minimum sample 

size of 500 respondents. 

ĄKyKĄKÇ:KČ 
Telstra payphones are now free phones 
Andrew Penn, 2021, ‘Why we’re making payphones free  

for calls around Australia’:  

https://exchange.telstra.com.au/why-were-making-

payphones-free-for-calls-around-australia/

Image: Josh Withers, 2021, via Unsplash:  

https://unsplash.com/photos/OSz8kXiiB2o

Google helps cities turn climate data  
into climate action  
Rebecca Moore, 2020, ‘Cities: where climate action can 

have the most impact’: https://blog.google/products/

earth/empowering-cities-with-data-for-climate-action/

Image: Dean Cook, 2019, via Unsplash:  

https://unsplash.com/photos/h0l8MLFOUgo

Smarties switches to paper packaging globally 
3JXYQJ��������ç8RFWYNJX�GJHTRJX�YMJ�ąWXY�LQTGFQ�HTSKJHYNTSJW^�

brand to switch to recyclable paper packaging’:  

MYYUX���\\\�SJXYQJ�HTR�RJINF�SJ\X�XRFWYNJX�ąWXY�

global-confectionery-brand-recyclable-paper-packaging

Image: Smarties, 2021: MYYUX���\\\�ĆNHPW�HTR�

photos/nestle/albums/72157718034897472

Nike breaks down barriers level the playing  
ˎǉȢǁ�ǹɁɨ�ƃȢȢ 
Nike, [no date], ‘How we stand up for equality’:  

https://purpose.nike.com/how-we-stand-up-for-equality

Sydney Morning Herald, 2018, ‘Nike shares hit record 

high as support for Kaepernick ad campaign grows’: 

https://www.smh.com.au/business/markets/nike-

shares-hit-record-high-as-support-for-kaepernick-

ad-campaign-grows-20180914-p503r6.html

Image: Leandro Argentiero, 2021, via Unsplash: 

https://unsplash.com/photos/9ZAnMkOV5uo

Woolworths bans the bag 

Woolworths Group, 2017, ‘Woolworths Group announces  

move away from single-use lightweight plastic  

shopping bags nationwide’:  

https://www.woolworthsgroup.com.au/icms_docs/186119_

woolworths-group-plastic-bags-announcement.pdf

News.com.au , 2018, ‘Plastic bag ban wins overwhelming support’:  

MYYUX���\\\�SJ\X�HTR�FZ�ąSFSHJ�GZXNSJXX�WJYFNQ�

plastic-bag-ban-wins-overwhelming-support/news-

story/abcd0a8f74e1666a1278a805d105126d

Coles, 2018, ‘Coles begins removing single-use plastic carry bags’: 

https://www.colesgroup.com.au/media-releases/?page=coles-

begins-removing-single-use-plastic-carry-bags

NSW Government, 2021, ‘Single-use plastics banned 

under new law’: https://www.nsw.gov.au/news/

single-use-plastics-banned-under-new-law

Victoria State Government, 2019, ‘Plastic bag ban’:  

https://www.environment.vic.gov.au/sustainability/plastic-bags

Woolworths Group, 2018, ‘Single-use plastic shopping bags 

gone for good at Woolworths‘: https://www.woolworthsgroup.

com.au/page/media/Press_Releases/single-use-plastic-

shopping-bags-gone-for-good-at-woolworths/ 

Image: Markus Spiske, 2020, via Unsplash:  

https://unsplash.com/photos/i5tesTFPBjw

Modibodi’s period underwear tackle period stigma 

Zoe Wilkinson for Mumbrella, 2020, ‘Facebook bans Modibodi’s 

‘The new way to period’ ad for depictions of red ‘menstrual blood’: 

https://mumbrella.com.au/facebook-bans-modibodis-the-new-

way-to-period-ad-for-depictions-of-red-menstrual-blood-644586

Modibodi, 2020, ‘Facebook Ban Our Advert Due To The Depiction 

Of Blood’: https://www.modibodi.com/blogs/womens-underwear-

online/facebook-ban-our-advert-due-to-the-depiction-of-blood

Modibodi vid: https://www.youtube.com/watch?v=qSnZSaWhtJs
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https://www.woolworthsgroup.com.au/page/media/Press_Releases/single-use-plastic-shopping-bags-gone-f
https://www.woolworthsgroup.com.au/page/media/Press_Releases/single-use-plastic-shopping-bags-gone-f
https://unsplash.com/photos/i5tesTFPBjw
https://mumbrella.com.au/facebook-bans-modibodis-the-new-way-to-period-ad-for-depictions-of-red-menstrual-blood-644586
https://mumbrella.com.au/facebook-bans-modibodis-the-new-way-to-period-ad-for-depictions-of-red-menstrual-blood-644586
%20https://www.modibodi.com/blogs/womens-underwear-online/facebook-ban-our-advert-due-to-the-depiction-of-blood
%20https://www.modibodi.com/blogs/womens-underwear-online/facebook-ban-our-advert-due-to-the-depiction-of-blood
https://www.youtube.com/watch?v=qSnZSaWhtJs
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ĄKyKĄKÇ:KČ 
From pre-loved to re-loved: IKEA’s own  
second-hand market place 
IKEA, [no date], ‘A circular IKEA – making the things we 

love last longer’: https://www.ikea.com/au/en/this-

is-ikea/sustainable-everyday/a-circular-ikea-making-

the-things-we-love-last-longer-pub9750dd90

IKEA, [no date], ‘Buyback’: https://www.ikea.com/au/

en/customer-service/services/buy-back-resell/

Image: Katja Rooke, 2020, via Unsplash: https://

unsplash.com/photos/77JACslA8G0

Microsoft goes carbon negative 
Brad Smith for Microsoft, 2020, ‘Microsoft will be bet zero 

by 2030’: https://blogs.microsoft.com/blog/2020/01/16/

microsoft-will-be-carbon-negative-by-2030/

Microsoft, 2021, ‘2021 Environmental Sustainability Report’: 

https://query.prod.cms.rt.microsoft.com/cms/

api/am/binary/RE4QO1v#page=15

Patagonia: in business to save our home planet 
Patagonia, [no date], ‘Our footprint’:  

https://www.patagonia.com/our-footprint/

Patagonia, [no date], ‘1% for the planet’,  

https://www.patagonia.com/one-percent-for-the-planet.html

Image: Patagonia, [no date]:  

https://www.patagonia.com.au/pages/worn-wear

The Body Shop: against animal  cruelty since 1989 

The Body Shop, [no date], ‘About Us’:  

https://www.thebodyshop.com/en-au/about-us/a/a00001

The Body Shop, [no date], ‘Forever against animal testing’:  

https://www.thebodyshop.com/en-au/

about-us/activism/faat/a/a00018 

Image: Body Shop, via Instagram:  

https://www.instagram.com/thebodyshop/

VEJA sneakers: one foot in sustainable  
design, one in social responsibility 

Veja, [no date], ‘The VEJA Project’:  

https://project.veja-store.com/en

Image: José Pablo Domínguez, 2022, via Unsplash: https://

unsplash.com/photos/WlHxnLEtzL8 

Cotton On partnering with customers  
for global impact 

Cotton On Group, 2021, ‘The Good Report’: 

https://cottonongroup.com.au/wp-content/

uploads/2021/12/THE-GOOD-REPORT-2021.pdf 

Image: Republic of Everyone

Koala: buy one, adopt one 

Koala, [no date], ‘Buy a new Koala Mattress, adopt 

a real koala’, https://koala.com/en-au/blog/buy-

a-new-koala-mattress-adopt-a-real-koala/

Image: Koala, 2022, via Instagram:  

https://www.instagram.com/p/CawTMXbvgOB/

Wunda: climate friendly milk 

Wunda, [no date], ‘CARBON NEUTRAL. BUT WHAT ON EARTH 

DOES IT MEAN?’: https://www.mywunda.com/sustainability

Image: Wunda [no date]: https://www.mywunda.com/

TESLA: powering a cleaner future 
Tesla, [no date], ‘Tesla’s mission is to accelerate the world’s 

transition to sustainable energy’: https://www.tesla.com/about

Image: Charlie Deets, 2019, via Unsplash:  

https://unsplash.com/photos/D1W5QenBzlU

Ethique: thinking outside the bottle 

Ethique, [no date], ‘The journey of Ethique’:  

https://ethiqueworld.com/pages/journey

Image: Ethique, 2021, via Instagram:  

https://www.instagram.com/p/CTd9FPpNrXM/

Ben & Jerry’s: activist icecream 

'JS���/JWW^èX��������ç-T\�'JS���/JWW^èX�NX�ąLMYNSL�LQTGFQ�\FWRNSLè�� 

https://www.benandjerry.com.au/values/issues-we-

HFWJ�FGTZY�HQNRFYJ�OZXYNHJ�ąLMYNSL�LQTGFQ�\FWRNSL

Republic of Everyone, 2020, ‘Unfudge our Future’:  

https://republicofeveryone.com/work/voteclimate/

Image: Ben & Jerry’s, 2020, supplied.

4 Pines Brewing: brew better 

4 Pines Brewery, [no date], ‘‘BREW BETTER’ IS OUR  

COMMITMENT TO DO GOOD BY OUR PLANET & PEOPLE’:  

https://4pinesbeer.com.au/brew-better/
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