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ABOUT DOMTAR
We make products that people rely on every day — such as
copy paper, food packaging, notepads, and diapers.
•
•
•
•

The largest North American manufacturer of copy paper, and a global
leader in pulp production.
13 pulp & paper mills + 10 off site converting centers across North
America
Largest producer of UCFS in North America: Production capacity of 3.4
million tons/yr.
Nearly 10,000 employees serving more than 50 countries around the
world

ABOUT ME
Vice President, Sustainability, Domtar
•
•
•

•

20 years experience in the forest products industry
15 years at Domtar in a variety of roles
Currently responsible for:
o Sustainability strategy
o Sustainability communications (internal and external)
o NGO collaborations
o Customer communications around sustainability
Proud mom, who practices sustainability with her family at
home in everyday life

DOMTAR SUSTAINABILITY
Successful sustainability communications starts with developing your story.

1

What’s important to your stakeholders? Research and
insights helps develop messaging that will resonate.

2

Is the business aligned? Sustainability messaging should
tie back to business goals and priorities.

3

Have you litmus tested your story? Gathering internal and
external feedback is necessary for refinement.

4

Has everyone signed off? Getting buy-in from key internal
stakeholders is key to successful implementation/support.

SUSTAINABILITY AT DOMTAR

• Focus Areas
• Power of Partnerships

REFRESHED SUSTAINABILITY CONTENT AND MESSAGING
At Domtar, sustainability is an endeavor that extends beyond
environmental stewardship alone. We aspire to reduce risks, enhance
brand reputation, drive business success and grow shareholder value.

Responsibility

Efficiency

Engagement

RESPONSIBILITY (SOURCING/SUPPLY CHAIN)
Responsible sourcing is critical to
Domtar’s – and our industry’s –
future sustainability success.
•

Work hand-in-hand with partners to
source wood responsibly, using the
highest certification standards.

•

Value relationships with landowners to
ensure the continued health of
forestlands.

•

Provide ongoing supply chain
transparency to all business partners.

EFFICIENCY (MANUFACTURING/OPERATIONS)
Efficient manufacturing helps
achieve environmental and
business goals.
•

Highly efficient mills and facilities,
largely powered by renewable energy.

•

Set public goals around minimizing
waste, water and greenhouse gas
emissions.

•

Reduce waste by recycling every
possible material used in or created
from the manufacturing of wood fiberbased products.

ENGAGEMENT (COMMUNITY/PARTNERSHIPS)
Community investment and
collaboration are critical components
to successful business.
•

Domtar provides nearly 10,000 North
American jobs in 13 pulp and paper mills and
13 converting centers throughout North
America.

•

Domtar contributes more than a billion dollars
to regional economies across North America.

•

Since 2012, Domtar has donated more than
$6 million to philanthropic organizations.

•

Domtar partners with leading environmental
organizations to focus on sustainability best
practices and continuous improvement.

VIDEO: A PORTRAIT ON PAPER

WORLD WILDLIFE FUND
Domtar and WWF have been working
together for nearly 20 years in N.A.
•
•

•

•

In 1998 Domtar joined Ontario’s Lands for Life
initiative with WWF.
In 2008 Domtar became the first pulp and
paper company to join the Global Forest and
Trade Network-North America (GFTN).
Partnered with WWF and key customers (i.e.
Staples) to host Small Landowner Learning
Exchanges to create mechanisms to recognize
existing FSC smallholders in the Southeast
support FSC certification.
The only North American paper manufacturer to
participate in WWF’s Environmental Paper
Company Index (EPCI) since its inception.

RAINFOREST ALLIANCE
Domtar is proud to have worked with the
Rainforest Alliance since 2000.
•

•

•

•

In 2000 Domtar forestlands in the Adirondack
Mountains were awarded FSC®-certification by RA’s
SmartWood Program.
In 2005 RA publicly supported the Domtar
EarthChoice® line of socially and environmentally
responsible papers.
In 2007 RA announced a commitment at the Clinton
Global Initiative to work with Domtar on increasing
their use of wood from responsibly-managed
forestlands certified to the standards of the FSC.
Currently working with the RA’s Appalachian
Woodlands Alliance for the Health and Productivity
of our Southeastern Forests.

FOREST STEWARDSHIP COUNCIL
Domtar remains committed to a strong
and valued ongoing partnership with FSC.
•

•

•

Domtar is proud to have been the first forest
products company in North America to achieve
Forest Stewardship Council certification in 2000.
Working with FSC, we established our pilot
organization, the Four States Timberland Owners
Association (FSTOA) to help certify more than half
a million acres of U.S. forestland.
To date we have certified nearly 8 million tons
and are excited to keep going further.

EVALUATE AND EVOLVE, OR FALL BEHIND
No company bats 1,000 when it comes to sustainability efforts, key
initiatives and communications/marketing activations. Ongoing
measurement and evaluation is key, and sometimes that means
pulling the plug on good attempts that just didn’t pan out.

Evaluation

Evolution

Exploration

Every sustainability
effort, including
communications
activities, needs to
be measured.

What worked a few
years ago may not
today. Even the
best programs
need updating.

Try new things,
even if that means
ending successful
programs that have
run their course.

INTERNAL ALIGNMENT

• Buy-in from the top
• Employee engagement

ENGAGING LEADERSHIP
From overall sustainability strategy to communications planning, buy-in from
the top is critical for successful sustainability efforts in any organization.

1

Educate and align senior leadership on how sustainability
can effect not only reputation and relationships, but also
business success.

2

Create a sustainability committee that involves key leaders
from all areas within the company to demonstrate how
sustainability is interconnected.

3

Ongoing communication and updates are critical to keep
leadership engaged. They need to be the voice(s) leading the
company’s support for sustainability leadership.

RALLYING EMPLOYEES
Employee engagement should be the first place you start with sustainability
strategy and communications.

1

Employees want to be a part of the positive aspects of the company they
work for. Start with educating them on your company’s strategy.

2

Develop opportunities for employees to get involved. Sustainability
committees at every facility can empower employees to no only buy-in to
your sustainability vision, but also identify new opportunities.

3

Provide every employee an opportunity to participate in sustainability
efforts. Coordinated volunteering opportunities is an easy way to engage
every employee in sustainability efforts big and small.

4

Employees can be your biggest communications megaphone. Empower
them with regular internal communications and content to help them tell
your company’s sustainability story to their friends, on social media, etc.

EXTERNAL COMMUNICATIONS

• Content is king
• Not all stakeholders are
created equal

CREATING A SUSTAINABILITY CONTENT ENGINE
Communications planning starts with great stories, followed closely by
compelling content to bring those stories to life. Sustainability
storytelling needs to be fully integrated into broader communications
strategies, and that can be achieved with a few easy steps.

Story-mining

Integration

Creativity

Sharing

Put your reporter
hat on and
interview key
experts from
around the
company.

Work with comms
teams to
incorporate
sustainability
stories into internal
& external comms.

Visualize your
sustainability
stories through
graphics or video –
it doesn’t have to
be expensive.

Develop specific
plans to share
targeted content to
different
stakeholder
groups.

TARGETING THE STAKEHOLDERS THAT MATTER MOST
Not every organization needs to reach consumers. Identify the groups that
matter most to your business and build a communications strategy and
content that best suits them, across the channels/platforms that make sense.

1

Identification: Which stakeholders are most important
to reach with sustainability updates?

2

Content: How do these stakeholders get their news or
best receive communications?

3

Outreach: Engaging one time simply won’t due. Create a
cadence for regular information-sharing and storytelling

SUSTAINABILITY AT DOMTAR

THANK YOU
www.domtar.com
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