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August 26, 2021

Lisë Stewart  - Partner, EisnerAmper

Incorporating ESG/CSR 
into your brand

Workshop TWO  
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Doing nothing is no longer an option.  To survive, companies will need to demonstrate their 
commitment to the greater good.  

Doing good is here to stay…
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ESG and CSR – both sides of an important coin

CSR
• Success of 

programs 
internally 
measured
Used by 
businesses to 
improve their 
impact on 
society

ESG
• Success of 

programs 
externally 
measured
Used by 
investment 
groups to guide 
investment 
decisions. 
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What is ESG?
ESG = Environmental, Social, and Governance activities, initiatives and elements within 
an organization include:
• Corporate Social Responsibility (CSR)
• Sustainability initiatives
• Integrated Reporting
Companies with established and/or externally validated ESG policies are able to 
differentiate themselves from their peers.

90% 
of S&P 500 Index 
Companies Published 
Sustainability / 
Responsibility 
Reports
In 2019
*Governance and Accountability Institute, Inc.
Flash Report S&P 500 2020
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Why is ESG an important part of your brand?

• Cultural shifts 
• Environmental changes 
• Investor demands 
• Regulatory pressure 
• Heightened awareness 
• Celebrity messaging 
• Peer pressure
• Collective connection
• Stakeholder/employee demand 
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• Values matter
• What non-financial value does your 

company generate?
• Check your mission 
• Build in – don’t bolt on!
• Integrate with the Strategic Plan 

How can you build an ESG Brand Strategy?
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Develop goals as part of your strategic plan 

• Maintain: What are you already 
doing well that just needs to be 
maintained or communicated? 

• Improve: In what areas can you 
make incremental improvements to 
better align with market peers, meet 
stakeholder expectations, or 
demonstrate commitment to ESG? 

• Optimize: Where can you really 
sharpen your existing efforts to 
move toward industry leadership in 
ESG? 
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• What makes you unique?
• How do you differentiate your efforts?
• Narrow your focus. 
• Every touchpoint should have a 

consistent message.
• Don’t wait for a crisis or a ‘hot’ topic 

moment. 
• Pick your focus point and build 

outward. 
• Everyone in the company should be 

able to ‘tell the story’. 
• Think in terms of ‘chapters’. 
• Define and celebrate tangible results. 
• Be authentic and true to your values. 

Tell YOUR story 
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Avoid GREENWASHING 

• Little regulation and oversight 
• Don’t make misleading claims that can’t be 

substantiated. 
• “All natural”  “Pasture raised”  “Earth 

Friendly”  “recyclable”  “50% more recycled 
content” “Organic” 

• Be transparent about the good… and the 
bad. 

• Track and share metrics. 
• “ensure… your sustainability story aligns 

with business strategy and financial 
performance.” – GOBY 
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• GEN Z – soon to control 27% of 
global income. 

• They hate advertising.
• Hyper focused on data and details. 
• They WILL do their homework. 
• High brand loyalty when earned. 
• Deeply committed to ‘doing right’ 

and to sharing the story. 
• Demonstrate what you CARE about 

and help consumers become part of 
a shared story. 

• https://youtu.be/PeJjzW1xzUA

A new generation of consumers 
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Building your “PEOPLE” brand 

• “Socially conscious consumers are 
more inclined to vote with their 
wallets, encouraging businesses to 
reappraise their products and 
purpose, including their role as 
employers of diverse, engaged 
workforces.” (PWC 2021)

• By 2029, the Millennial and Gen Z 
generations will make up 72% of the 
world’s workforce.

• Top employers, as rated by employee 
satisfaction and engagement, have 
ESG scores 14% higher than their 
competitors. 
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• Path of progression 
• Opportunities to get involved 
• Being part of the story 
• Broad Brush effect – think Patagonia 
• Diversity, Equity and Inclusion 
• A commitment to the future 
• A well articulated mission, purpose, 

direction and difference.  
• Authenticity 

• Patagonia Outdoor Clothing & Gear

People Practices that Translate in Brand Building 

• Branding…is about more than how you 
look on the outside.  Effective branding 
takes the inside of the company just as 
seriously. According to Gallup, “71% of 
millennials who strongly agree that they 
know what their organization stands for 
and what makes it different from its 
competitors say they plan to stay with their 
company for at least another year.” ~ 
James Heaton, Tronvig Group
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• The United Nations Sustainable Development goals.
• United Nations Sustainable Development – 17 Goals to Transform Our World

Resources to get started 
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Use the B Corporation Certification Tool 

• B Corp Certification is the only certification that 
measures a company’s entire social and 
environmental performance.

• Certified B Corporations achieve a minimum verified 
score on the B Impact Assessment—a rigorous 
assessment of a company’s impact on its workers, 
customers, community, and environment—and make 
their B Impact Report transparent on 
bcorporation.net.

• Certified B Corporations also amend their legal 
governing documents to require their board of 
directors to balance profit and purpose.

• About B Corps | Certified B Corporation
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Speaker Biography

SPECIALTIES
• Corporate Social Responsibility
• Environmental, Social & Governance Consulting
• Strategic Planning
• Transition & Succession Planning 
• CEO Leadership Development 
• Board Development 
• Executive Coaching 
• Public Speaking 
• Mediation & Communication
• Facilitation/Visioning/Change Management 

CREDENTIALS/EDUCATION
• Gestalt Professional Coaching Certification (GPCC)
• Professional Certified Coach (PCC) 
• Black Belt Innovation Engineering 
• Massey University (New Zealand): BA, 

Organizational Psychology

AFFILIATIONS
• Galliard Family Business Advisor Institute: Founder 

& Chair

Lisë Stewart, Partner
732.243.7790
lise.stewart@eisneramper.com

Lisë Stewart is Partner-in-Charge of EisnerAmper’s Center for Individual and 
Organizational Performance and the Center for Family Business Excellence Group, 
as well as a leader of the firm’s Environmental, Social and Governance Services 
(“ESG”) practice. She has more than 25 years of experience in organizational 
development, strategic planning and training, and human performance 
management.

A popular and nationally recognized speaker, Lisë is recognized for her advocacy 
and training for privately held businesses. She regularly speaks on family business 
issues, corporate social responsibility (“CSR”) and ESG best practices. She offers 
case studies, humor and practical, no-nonsense advice to make her information 
accessible and realistic for clients and participants. Additionally, she is the author 
of numerous articles on organizational and individual effectiveness, and business 
sustainability. 

Prior to joining the firm, Lisë was the Founder and President of Galliard 
International, the largest provider of transition services for small businesses in the 
country. In 2014, she founded the Galliard Family Business Advisor Institute, a 
non-profit membership organization for those interested in supporting and 
saving family owned companies in their local communities.

Lisë holds certifications from various organizational development institutions, 
including the Gestalt Institute’s Certification in Professional Coaching and 
attainment of Professional Level Certification through the International Coach 
Federation.

Lisë has been named one of the “Best 50 Women in Business” by NJBiz and a Top 
25 Leading Women Intrapreneur by The Leading Women Entrepreneurs LLC.

15

16

mailto:lise.stewart@eisneramper.com


9

17

This publication is intended to provide general information to our clients
and friends. It does not constitute accounting, tax, or legal advice; nor is
it intended to convey a thorough treatment of the subject matter.

© 2020 EisnerAmper LLP
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