
Are  
you 
ready?

EVERYONE 
KEEPS  
TELLING  
YOU TO  
TAKE A STAND. 

ways to find out  



1. The Political Consumer, J. Walter Thompson Intelligence, November 2016.

2.  Ibid.

Looking at the industry headlines, it’s hard to tell whether it’s an exciting or 
 a terrifying time to be a marketer. 

On the one hand, we’re seeing a rising sense of global connectedness and 
responsibility. People are stepping up, joining together and taking a stand on 
the issues they care about—whether that’s the environment or social issues—
and they want businesses to do the same.

On the other hand, the stakes have never been higher. Trust in business and 
government is at an all-time low. Because social channels make it easy for 
anyone to have a voice and information is streaming 24/7, news about the 
companies that misstep can spread like wildfire.

Taking a stand is worth it. But you’ve got to be ready.

This 10-question diagnostic will take you through the issues, help you 
navigate the landmines and get you going.

of Americans think that 
companies should take action 
to address the important issues 
facing society.1

78%
more people were aware of 
corporate stances on political 
events in 2016 than they were in 
2014—an all-time high.2
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PURPOSE  
COMMANDS  
A PREMIUM.

1 How’s your market opportunity 
looking these days?

A. The sky’s the limit.

B. Our competitors are eating our lunch.

Feeling a little commoditized lately? Or perhaps 
your share of the market is getting slimmer 

every day. Bringing purpose to the forefront of  
your business and sales strategy can deliver the 
kind of growth that will make your executive team 
and investors swoon.

Suddenly, you have something to compete on 
beyond cost or features. With a clear sense of 
purpose, marketers have a differentiator to tout—
one that people care about. And your sales team 
has a new tool to persuade customers that your 
brand is the right choice. It’s win-win.

3.  Cone Communications CSR Study, 2017.

of consumers would 
switch to the company’s 
products given similar 
price and quality.

When a company supports a social or an environmental issue: 

89% 88%
would be more loyal 
to the company. 3
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2 How are your employees doing?

A. They’re proud to be here and totally engaged.

B. Turnover is so high that it feels like a revolving 
door around here. 

P roverbs tells us, “Where there is no vision,  
the people perish.” And never was this truer 

than inside companies. We all need to know what 
we’re working toward, and when our self story 
aligns with clear purpose in the workplace,  
magic happens. 

When employees have a clear purpose, 
engagement goes up and everything gets better. 
Decision-making is easier because everyone  
knows what’s at stake. Conversations are easier 
and conflict is more likely to be embraced because 
everyone knows what they’re fighting for. Politics 
no longer rule because everyone knows they’re  
on the same team. 

PEOPLE 
CRAVE A  
PURPOSE.

64%
more fulfilled  
by their work,

Employees at purpose-driven companies are: 

50%
more likely to hold a 
leadership position,

47%
more likely to serve as 
company advocates.4

4. 2016 Workforce Purpose Index, LinkedIn and Imperative.
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Are you finding the talent  
you need?

A.  Even my kids want to work here.

B.  Millennials—who knew?

I t’s no longer just about pay and benefits. 
Employees also care about how your company’s 

reputation fits with the socially projected image 
they want to present to the world. 

So, are you a modern company that adds value 
to the world or an old-line company that extracts 
value? How you demonstrate this can be the  
hidden driver in your ability to attract the best  
and brightest. 

3
SUPERSTAR  

TALENT  
NEVER  

SETTLES.
58%
of employees consider 
a company’s social 
and environmental 
commitments when 
deciding where to work.

51%
of employees won’t 
work for a company 
that doesn’t have strong 
social or environmental 
commitments.5 

5. “Half of Employees Won’t Work for Companies That Don’t Have Strong CSR 
Commitments,” Sustainable Brands, June 1, 2016.   
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How do you view the press and 
social media? 

A. Bring it on. It’s a chance to tell our story.

B. Help! There’s no place to hide.

Blowback. It’s the number one reason we hear 
from companies when they say they’re not 

ready to take a stand. We get it. No one wants to 
be the target of the latest undercover investigation 
or Greenpeace protest. 

But here’s the truth: There is no such thing as 
neutral anymore. If you’re staying quiet, you’re 
allowing others to tell your story for you, writing  
a script that may not always be friendly. It’s better 
to be transparent about your shortcomings.  
When you celebrate your successes as well as  
your setbacks, you earn the trust and goodwill  
of your stakeholders. 

SILENCE  
LETS OTHERS  

SPEAK  
FOR YOU.

4
64%

 
of people say they find 
leaked information more 
believable than press 
statements.6

55%
 

of people say individuals are more 
believable than institutions and that a 
company’s social media page is more 
believable than its advertising.7

6.   2017 Edelman Trust Barometer.

7.   Ibid.
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 23%
 

of U.S. employees strongly 
agree that they can apply 
their organization’s values 
to their work every day.8

When you think about your 
company’s values, what comes  
to mind?

A. We live and breathe them.

B. They’re in a drawer around here somewhere.

Every marketer is hot to take a stand these 
days. But it’s important to know what you’re 

standing on. And that’s your values. Otherwise, 
your marketing is just a bunch of hot air.

Plus, when you’re clear about your values, 
everything gets easier. (We didn’t say easy. Just 
easier.) Business decisions support your reputation 
as a good corporate citizen. Your employees know 
what you stand for and how they fit in. And when 
it comes to communicating with your customers, 
they have the opportunity to choose your brand 
based on the values that you share.

 72%
  

of executives say 
values and culture are 
extremely important 
for organizational 
performance.9 

NEVER  
UNDERVALUE  

YOUR  
VALUES.

5
8.  Korn Ferry Executive Survey, Korn Ferry, 2014.

9. “Few Employees Believe in Their Company’s Values,” Gallup News, 2016.

7



How’s your corporate 
responsibility program?

A. We have a dedicated staff and a well-understood 
process, and we publish a CR report every year 
like clockwork.

B. We can’t even get a green team going.

Lots of companies say they’re committed to 
doing good. But if you go to market with a feel-

good campaign without the substance to back it 
up, audiences will be quick to call you out for it.

You don’t need to be a Patagonia to take your 
purpose public. But you do need to make sure you 
have the provenance—the credibility—to speak up. 
(Especially if stakeholders start asking questions.) 
Substantive company initiatives that address 
sustainability, human rights, privacy and social 
purpose demonstrate you care enough about doing 
good that you’re willing to invest in solutions and 
be held accountable for your impact.

11,000
companies filed reports with the Global Reporting 
Initiative’s Sustainability Disclosure Database in 2017.10 

10. Grady Lee, “How Coca-Cola and Boost Mobile Demonstrate Brand Authenticity,” 
Triple Pundit, July 29, 2017.

6
PURPOSE  

IS NOTHING  
WITHOUT  

PROVENANCE.
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11. State of the American Workplace, Gallup, 2017.

12. 19th Annual Global CEO Survey, PWC, January 2016.

How often does your company’s 
mission statement come up?

A. I’m inspired by our mission every day, and it drives 
our vision of the future.

B. It’s so dull it sounds like a zombie wrote it.

A lmost every company has a purpose or mission 
statement somewhere. The question is whether it’s 

entombed on a wall or alive in the halls. A mausoleum 
purpose is one that everyone agrees with, but no one 
can quite remember. It’s full of bland, unobjectionable 
language that floats above the business.

A true purpose should be spoken in “words as hard as 
cannon balls,” to borrow from Emerson. There should be 
no getting around it. It should be specific to who you are 
as a company and call forth your best efforts. It should 
create debate, force choices and be inconvenient at times.

Here’s a test: Take your company’s mission statement, 
and put another company’s name on it. Does it seem 
true? If so, then you probably haven’t found yours yet.   

4 in 10
U.S. employees strongly agree 
that the mission or purpose  
of their company makes them 
feel their job is important.11 

80% 
of respondents from companies 
that have a strong sense of  
purpose say that their 
organization encourages 
employees to innovate.12

7
YOUR MISSION  

MIGHT NEED TO  
GET A LIFE.
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13.  19th Annual Global CEO Survey, PWC, January 2016.

8
SOMETIMES 
THE BOSS  
JUST NEEDS  
THE 
BUSINESS 
CASE.

When it comes to your C-suite,  
what would you say?

A. They’re believers, and they’re pushing me to do more! 

B. Purpose seems “soft” to them. They’re all about the 
hard numbers.

Executive support can make or break your efforts.  
No matter how passionate and hard-working you 

and your team may be, getting an endorsement from 
your executive team is essential. It sends signals that 
purpose is a priority for everyone.

Some executives may be easy to persuade: Their own 
personal values and beliefs influence their commitment 
to corporate responsibility. But others may need 
the business case. Whether it’s proving the value to 
investors and customers, making the connection to a 
more motivated workforce, or spotlighting new market 
opportunities, it’s worth taking the time to engage your 
executive team. 

64%
of CEOs say CR is core to their 
business rather than a stand-
alone program.13 
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What about getting the word out  
to customers?

A. Our marketing feels more like a movement.  
It’s awesome.

B. We’re stuck. We want to communicate our  
purpose, but we don’t want it to come across  
as a marketing stunt.

The potential is real. When your purpose is in line 
with your customers’, you’re not selling to them 

anymore: You’re working toward a shared set of goals. 
Your brand moves from being an easily replaceable 
provider of goods and services to a trusted advisor, a 
co-collaborator, an ally in the fight.

The trick is talking about your purpose so that it’s 
anchored to your corporate values and is authentic to 
your brand. You can’t just market a social cause without 
a real commitment to making a difference. Or talk about 
your values without standing behind them. People are 
hungry for the truth. And you need to give it to them, 
every step of the way.   

58% 
of adults say they don’t trust 
a brand until they have seen 
“real-world proof” that it has 
kept its promises.14 

PEOPLE 
WANT THE 

TRUTH.

9
14.  2017 study by Ipsos Connect and Trinity Mirror.
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When you think about your  
own career and future, what  
motivates you?

A. Making my mark by doing something meaningful.

B. Retirement.

Taking a stand is hard. If you’re reading this, it’s likely 
that you want to push your brand toward purpose. 

But the barriers can feel insurmountable: skeptical 
executives, conflicting organizational priorities, a risk-
averse legal team. 

If you can persevere, the personal rewards are immense. 
Embedding purpose in to your work gives you new ways 
to problem-solve and opportunities to collaborate with 
inspiring people, and it positions you as an innovator 
and leader within your organization. 

That’s why we do what we do at AHA. We’re here to 
help you jump over the hurdles, make your case and 
bring your vision to the world. We believe it’s worth it, 
and we believe in you. 

“I’ve loved that idea that I can put aside the CEO title for 
a bit and reach people that care about what I care about.”

—Jerry Stritzke, CEO of REI

10
IT’S 

WORTH 
THE WORK.
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SUM IT UP
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1. How’s your market opportunity looking 
these days?

A. The sky’s the limit. B. Our competitors are eating our lunch.

2. How are your employees doing? A. They’re proud to be here and totally engaged. B. Turnover is so high that it feels like a revolving 
door around here.

3. Are you finding the talent  
you need?

A. Even my kids want to work here. B. Millennials—who knew?

4. How do you view the press and  
social media?

A. Bring it on. It’s a chance to tell our story. B. Help! There’s no place to hide.

5. When you think about your company’s 
values, what comes to mind?

A. We live and breathe them. B. They’re in a drawer around here somewhere.

6. How’s your corporate responsibility 
program?

A. We have a dedicated staff and well-understood 
process, and we publish a CR report every year  
like clockwork.

B. We can’t even get a green team going.

7. How often does your company’s mission 
statement come up?

A. I’m inspired by our mission every day, and it drives 
our vision of the future.

B. It’s so dull it sounds like a zombie wrote it.

8. When it comes to your C-suite,  
what would you say?

A. They’re believers, and they’re pushing me  
to do more!

B. Purpose seems “soft” to them. They’re all about 
the hard numbers.

9. What about getting the word out  
to customers?

A. Our marketing feels more like a movement.  
It’s awesome.

B. We’re stuck. We want to communicate our 
purpose, but we don’t want it to come across  
as a marketing stunt.

10. When you think about your own career and 
future, what motivates you?

A. Making my mark by doing something meaningful. B. Retirement.

If your answers fall mostly on this side,  
you may be ready for activation. 

If your answers fall mostly on this side,  
you may be ready for strategy.

What are you ready for?

Use this worksheet to summarize your answers and find out.  

Learn more about how we can help.
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WE HELP  
COMPANIES  

TAKE A STAND.

AND GIVE THEM  
FIRM GROUND  
TO STAND ON.

People want brands they can believe in. Brands 
that know what they stand for—and know they’re 

more than what they sell. AHA is the brand strategy 
and creative agency you can count on to be brave  
on your behalf. 

For more than 20 years, we’ve been helping 
companies tell their purpose-driven stories and 
earn a meaningful place in people’s lives. Our teams 
combine the talents of consulting, journalism and 
marketing to zero in on the authentic expression of 
who you are. Your core values. Your unique culture. 
Your distinctive purpose in the world. It’s a singular 
approach that gets results—through marketing 
programs and creative campaigns that inspire action, 
change hearts and capture minds.

Fortune 500 companies and industry leaders like 
Charles Schwab, Google, Johnson & Johnson and 
Nike trust us to collaborate on their brand strategy, 
corporate responsibility communications, executive 
thought leadership and more. 
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Brave creative for a purpose-driven world

ahainc.com

Ready? 
Let’s talk.

http://www.ahainc.com/
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