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WELCOME



WE WANT 
TO DO GOOD, 
FOR GOOD.

WELCOME

Welcome to the ESG playbook document. It contains 
the activities, plans and policies surrounding the 
Boomerang for Better ESG programme. Why? Well, 
we need to improve in supporting planetary needs. 
We’re not doing a good job, far from it. Our motto is 
‘Social By Nature’, Boomerang prides itself on claiming 
it is social. But perhaps the truest version of social, is 
not just within the company, but beyond the company 
and into society. A social heart, means giving a hand, 
and that’s why we’ve developed Boomerang for 
Better, to start fixing what we’ve been breaking.

Boomerang For Better
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Boomerang for Better is a really easy 
formula: 

“If we can make a better choice, we should. 
Better is Better.” 
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SO, WHAT  
IS THIS 
DOCUMENT 
ALL ABOUT?

Boomerang For Better The most important question we can ask is: are we 
making things better or worse? Are we making our 
industry better or worse?  

This document reflects an understanding of a business 
as an agent of change. More specifically, it argues that a 
business bears obligations of change in the face of 
three key areas that challenge us today: 1) 
environmental, 2) people and 3) advertising & digital 
communications responsibilities.  

The hope is to demonstrate the responsibilities of our 
business, and make ourselves accountable to society. 
Therefore, this document details activities that can 
serve as a benchmark that our business can be 
evaluated by, and reform can be carried out.
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Letter from the CEOs

“We believe in a better world. We see the potential for this 
better world all around us. We have seen people come together 
in the midst of a global pandemic. We have seen them come 
together against global injustices. And we see people come 
together, with us, every day, to make great work and help build 
a future we can all stand by.  

And so, we recognise that we are in a moment of intersecting 
crises: where social, ecological, political, and economic systems 
are compromised. This means we are committing to taking 
responsibility across three areas: People, Environment & 
Advertising. With regards to our People commitments, we want 
to ensure well being, inclusion and healthy diversity. We see 
differences as a strength. 

In terms of our accountability to the Natural Environment, we 
want to be agents of regeneration. We want to leave things a 
little better than we found them, by cutting emissions and 
aiding restoration. 

And finally, with regards to our responsibility to the Advertising 
& the Digital Environment, we will strive to improve the online 
spaces we occupy almost everyday. With these ambitions, we 
hope to minimise barriers that create separateness, and view 
ourselves as part of a linked world that only flourishes from 
stronger relationships of all kinds— between people, our natural 
environment and our online environment.  

Let’s be part of a story that makes all spaces, natural or 
otherwise, an oasis of social connection. “ 

The Board

WE HAVE A 
RESPONSIBILITY 
TO OURSELVES 
AND TO EACH 
OTHER.
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ENVIRONMENTAL 
& SOCIAL 
GOVERNANCE.

What Exactly is ESG?

WELCOME

Boomerang Agency recognises that it has economic, social, 
and environmental impacts beyond its core business. We 
launched the Boomerang for Better program—our 
responsibility strategy—to tackle these impacts and their 
associated risks and opportunities, and engage all the 
stakeholders involved.  

Boomerang for Better reflects the company’s material and 
invisible impacts; responds to the challenges facing its 
people and the wider industry; and addresses the issues it is 
concerned about. This is in effort to shift to a new economy 
that is regenerative and inclusive. 07



THE SECTOR IS 
WORTH HUNDREDS 
OF BILLIONS.

The Case for ESG in Business

WELCOME

It is not possible to have a strong, functioning business in a 
world of increasing inequality, poverty and climate change. 
Focusing on environmental and social goals offer the 
greatest economic opportunity of a lifetime. With an 
estimated investment of $2-3 trillion a year, the potential 
value that can be unlocked for society will be immense. In 
some sectors it is estimated to be worth hundreds of billions, 
and even more in others. This is a very high payout for this 
global agenda and markets are already starting to react. This 
is particularly true for Millennial & Gen Z markets. 
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STRUCTURE



A SHIP WITH 
SAILORS, NEEDS  
A COMPASS.

Steering Committee

The Boomerang for Better ESG strategy is set by the 
Boomerang for Better Steering Committee, composed of the 
leaders of our total functional departments and brand 
representatives. It is also responsible for setting the ESG 
targets, as well as ensuring they are aligned to the corporate 
strategy. The Steering Committee, by Bo The and Alexander 
Veltman, co-founders of Boomerang Agency, also oversees 
the implementation of Boomerang for Better by the EU ESG 
team and monitors its progress. The Boomerang for Better 
ESG Steering Committee meets six times a year.
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THE ESG TEAM 
DESIGNS AND 
IMPLEMENTS.

ESG Team

The EU ESG team is responsible for the implementation 
of Boomerang for Better. The team, consisting of a small 
group of employees in 2020, coordinates the 
measurement, reporting, and management of all ESG 
campaigns and programs—including compliance with the 
ESG Policies. The ESG team manages all internal and 
external communication and engagement with both ESG 
champions and stakeholders, and regularly assesses the 
risks and opportunities related to ESG.
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ESG Change Agents

The Boomerang for Better team engages on a regular basis 
with a network of over 20 ESG Change Agents to help 
execute Boomerang for Better campaigns and programs.  

These champions are volunteers and come from a variety of 
functional backgrounds. The Boomerang for Better Change 
Agents are provided with ESG training and Actions to 
implement, but are also encouraged to pursue specific 
issues and partnerships that are locally relevant to the office, 
brand, and culture.

CHANGE AGENTS 
ARE THE REAL 
HEROES. 
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FRAMEWORKS



WHAT VALUES 
DRIVE THIS 
DOCUMENT?

Code of Conduct

The 2030 Agenda is grounded primarily in the Universal 
Declaration of Human Rights and other international human 
rights treaties. The prominent ethical framework governing the 
globally recognised Sustainability Development Goals. The 
SDGs follow primarily a rights-based approach (RBA), and from 
this approach we can tease out some key values that resonate 
with Boomerang and the social justice that underpins the SDGs. 
These are accountability, respect, and fairness. Following these 
three key values build the crux of our Code of Conduct of 
which we expect everyone at Boomerang to take part in. 

3 KEY VALUES

FAIRNESS

ACCOUNTABILITY

RESPECT

FRAMEWORKS

In plain language, being accountable is doing what you say you do, and 
showing initiative and accountability when others are in need, to the 
best of your ability. Accepting responsibility, and acknowledging the 
consequences.

It is a complex term, but can be defined as delivering authentic and 
present listening; connectivity and inclusion; truthfulness; kindness and 
politeness as well as a respect for privacy and autonomy. Respect does 
not need to be applied only to the individual, but also with the 
community and surroundings.

Fairness is a difficult concept to encapsulate, however, when we talk about 
fairness, we mean the quality of making judgments that are as free from 
discrimination as possible. Fairness is about the process of decision-making, 
not the outcome, in that fairness has nothing to do with equality, or making 
people happy, or even achieving what everyone believes is right. Those that 
embrace this value strive to create an environment that is free of 
discrimination or dishonesty so that the process of decision-making is fair.  
This can be exercised through the Golden Rule, as well as common sense 
approaches to keeping bias at bay. 
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A BLUEPRINT TO 
ACHIEVE A 
BETTER FUTURE 
FOR ALL.

The SDGs

The SDGs represent an unprecedented global consensus and 
is the result of 193 countries coming together in agreement 
on a comprehensive and ambitious development agenda for 
people and planet towards 2030. They are a collection of 17 
global goals set by the United Nations General Assembly in 
2015. The SDGs are part of Resolution 70/1 of the United 
Nations General Assembly, the 2030 Agenda. In combination 
with EU sustainability  standards, we will use these to guide 
our impact initiatives and reporting.

FRAMEWORKS15



A NEW WAY FOR 
HUMANS TO THRIVE 
SYMBIOTICALLY 
WITHIN A THRIVING 
PLANET. 

Doughnut Economics

The SDGs cannot fulfil some aspects of social and 
environmental accountability. Therefore, another key 
framework that guides our approach is the 
Doughnut Economy. The city our HQ lives in, 
Amsterdam, has committed to being the pioneer for 
Doughnut Economics: a new way for humans to 
thrive symbiotically within a thriving planet. 

A doughnut has inner and outer rings. These help us visualize a social 
foundation and ecological ceiling for sustainable human activity.

FRAMEWORKS16



INNER BOUNDARY
The 12 essential needs for 
thriving human societies.  
If we fall into the doughnut 
hole, people suffer.

FRAMEWORKS

OUTER BOUNDARY
The 9 Earth-systems essential 
for all life on this planet. Too 
much pressure from humans 
pushes us over the edge into 
a hostile future.

SOCIALLY JUST AND ECOLOGICALLY 
SAFE SPACE FOR HUMANITY
All economic policies and 
development strategies should  
aim to get us into this space.

Doughnut Economics
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MATCHING OUR 
GOALS TO THE 
PEOPLE.

Employee Survey

In 2019 we took a survey of roughly 90% of our employees. 
The list comprised the UN’s Sustainable Development Goals 
(SDGs). We found that Wellbeing, Education and Climate 
Action were some of the top priorities for employees.

FRAMEWORKS18



NO POVERTY
ZERO HUNGER

GOOD HEALTH & WELLBEING
QUALITY EDUCATION

GENDER EQUALITY
CLEAN WATER & SANITATION

AFFORDABLE & CLEAN ENERGY
DECENT WORK & ECONOMIC GROWTH

INDUSTRY, INNOVATION & INFRASTRUCTURE
REDUCED INEQUALITIE

SUSTAINABLE CITIES
RESPONSIBLE CONSUMPTION

CLIMATE ACTION
LIFE BELOW WATER

LIFE ON LAND
PARTNERSHIPS TO ACHIEVE THE GOAL

99 responses

47,5%
56,6%

73,7%
74,7%

66,7%
59,6%

53,5%
34,3%

32,3%
45,5%

53,5%
54,5%

69,7%
39,4%

37,4%
48,5%

Which of these topics interest you?
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THE 6 P’S OF MARKET ACTIVISM
To be able to carry out the strategies, we will 
be following the supplementing the decisions 
desired  by the UN and Kate Raworth with 
the action mechanisms of market activism 
developed by Ben & Jerry’s. To be an activist, 
you need to think about things differently. 
You need to deploy the 6P’s of company 
activism. 

PURPOSE—Your Core Values 
Business Activism is not driven by the values 
of your customers or the issues they care 
about. It is driven by the values of your brand 
and the things that you and your company 
care about. Why does your company exist, 
and what are your core values? Be clear 
about your values—make sure they are 
rooted in something real and that  
they can stand the test of time. 

POLICY—Tangible Change 
Stand for real policy changes that address 
the root cause of issues. Don’t pursue empty 
actions that don’t support and align with 
larger movements. Be transparent and be 
direct in this ask with your customers and 
employees to bring them along. 

PEOPLE—Of the Movement 
Your employees must truly believe in and be 
connected to the issues and the movements 
you aim to support. They must be passionate 
about creating change. This work cannot be 
wholly outsourced to agencies.

FRAMEWORKS

THE 6 P’S

PEOPLE

PURPOSE
POLICY

POWER
PUBLISHING
POP CULTURE

POWER—Resources 
Businesses have immense power and 
influence over policymakers, the media, 
and consumers. This includes expertise in 
consumer research, performance 
marketing, world-class creative 
development, and big budgets. Let’s 
leverage all of that to better the world, 
not just sell more stuff. 

PUBLISHING—Storytelling 
Use your voice and your consumer 
touch-points for ongoing storytelling and 
creative content that brings your 
consumers into these movements. Offer 
an easy onramp to participation, such as 
signing a petition or joining a march. 

POP CULTURE—Relevancy 
Use your brand positioning and tone to 
cut through the cluttered media 
landscape. Your connection with your 
consumers can help you drive them to 
movements, and your support of 
movements can make your brand 
relevant and top of mind.
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STRATEGY



The Strategy

Based on the frameworks, we launched Boomerang for Better 
in 2020, reflecting our material impacts; responding to the 
biggest challenges facing our people and our industry; and 
addressing the issues we are concerned about.  
As our ESG strategy, Boomerang for Better set three 
additional clear visions for our business which we  
unpack in the upcoming slides:  

 MORE RESPONSIBLE  
 MORE ACTION 
 MORE IMPACT

MAKING 
BOOMERANG 
BETTER.

STRATEGY22



TRANSFORM 
TOWARDS A MORE 
RESPONSIBLE 
BUSINESS.

1. Being More Responsible

This means doing the better thing as soon as possible, 
reducing our impact on the environment and disassembling 
harmful social activities. It is about a system of good 
governance, communication and industry leadership.

STRATEGY23



MOTIVATE  
POSITIVE  
ENTERPRISE

2. Taking More Action

We are a functioning company. Therefore we have 
the capacity and skill to inspire and create a positive 
impact on society. This means we play an effective 
role in restoring our local and global communities, 
and we invest in a regenerated environment. 

STRATEGY24



INNOVATE IN THE 
RESPONSIBLE  
IMPACT SPACE

3. Making More Impact

Boomerang for Better supports internal and external 
teamwork, connections, and trust that help our mission 
come alive. It means enacting change, and enacting change 
requires doing things differently. Boomerang for Better is 
itself a product inspired by innovation in the space of 
product and services, and business. It has enabled us to 
accept our responsibility as a corporate citizen, and trigger 
further innovation in our work and contributions.
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As part of our vision for Boomerang for 
Better, we set three ambitious targets until 

2025 & 2030, on which we will report 
progress and performance on an annual 

basis. The three targets each unpack across 
three topics each and reflect the most 

important issues for Boomerang for Better 
and are set to reach towards a global level.

25STRATEGY

Towards 2025 & 2030
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LONG TERM GOAL

Be a 

B 
Corp

To signify making significant change in our society, we aim 
to become a B Corp. Certified B Corporations are businesses 
that meet the highest standards of verified social and 
environmental performance, public transparency, and legal 
accountability to balance profit and purpose.

25STRATEGY

MEETING THE 
STANDARDS OF 
SOCIAL AND 
ENVIRONMENTAL 
PERFORMANCE
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With a combined bottom-up/top-
down approach we will place our 
priorities with what the company, 

as a whole, finds a priority.

25STRATEGY29
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MAKING POSITIVE 
SOCIAL IMPACT, 
CREATIVELY.

Our Responsibility Approach

The planet is facing challenges today that will have a significant 
impact in our lifetime, and those of future generations. At 
Boomerang, we pride ourselves on being social, and to be truly 
social we want to make a positive impact on the lives of our 
colleagues, our family, friends, community and the planet. Our 
responsibility approach is based on Doughnut Economics & the UN 
Global Compact, producing 3 key pillars: People, Environment & 
Responsible Advertising.

3 KEY PILLARS

RESPONSIBLE 
ADVERTISING

PEOPLE
ENVIRONMENT

3 PILLARS253 PILLARS31



WE WANT TO EMPOWER 
& SUPPORT PEOPLE, IN 
AND OUT OF OUR 
COMPANY.

People Goal

Our People are our company. That’s a fact. But not only those that 
work at Boomerang, but those that are connected to or impacted by 
Boomerang’s work, should also feel safe, included, healthy and 
empowered to be themselves in the fullest sense. Therefore we have 
three key sub pillars in the People Pillar to help move towards this 
goal: Diversity & Inclusion, Health & Wellbeing, and Social Justice. See 
the next page for specific targets, and our People Policy at this link.

DIVERSITY & 
INCLUSION

HEALTH AND 
WELLBEING

SOCIAL 
JUSTICE

PEOPLE SUB PILLARS

3 PILLARS253 PILLARS32
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We have a specific set of definitions, 
meanings and activities when we  
speak about D&I, which you can see at 
our D&I Policy here. 
Our specific goal is twofold: To 
improve Inclusion, and generate 
more avenues to collaborate with 
Diverse talent. With this, Boomerang 
hopes to include less majority voices 
and new perspectives in workforce 
that feel welcomed, not isolated. Find 
the full D&I policy here.

DIVERSITY & 
INCLUSION

HEALTH AND 
WELLBEING

People Targets

SOCIAL 
JUSTICE

3 PILLARS

Social Justice means to seek to do 
what’s right for humankind by 
undertaking causes larger than 
ourselves and our company. Social 
justice is the view that everyone 
deserves equal economic, political 
and social rights and opportunities. 
You can read in more detail the UN 
report on Social Justice. Our specific 
goal for Social Justice is to be actively 
involved in a minimum of two 
significant social justice activities per 
year, whether it is volunteering or 
teaming up with an institution.

Health & Wellbeing ranges from 
physical to mental and social 
wellbeing. Our specific goal for this 
H&W is for all colleagues and 
workplace systems to a healthy work/
life balance with a specific focus on 
mental health. We will be borrowing 
actions from the EU Commission’s 
Joint Action on Mental Health and 
Wellbeing report which details 
concrete actions for the issues we 
ourselves are trying to engage.
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2020

2025

2030
We make Inclusion a priority in order to 
accommodate Diversity by 2025 - as 
shown by 80% inclusive workplace 
perception on survey.

INCLUSION

We develop 3 new options to reach 
people from different backgrounds - 
whether as co-creators, potential 
candidates, or consultants.

DIVERSITY

Foster Inclusion at all levels of the 
business from internal processes to 
creative work - as shown by top rating by 
D&I auditor. 

INCLUSION

Foster Diversity at all levels of the business 
from internal processes to creative work - 
such that no team is more than 70% 
homogenous in terms of qualities.

DIVERSITY

Society has put its foot down and said 
the status quo is not enough. Diversity 
breeds resilience - not to mention 
creativity - and inclusion is the 
necessary foundation. Therefore, we are 
focusing on implementing Inclusion in 
order to understand Diversity in 2021.

TODAY

3 PILLARS



LEAVE THINGS 
BETTER THAN WE 
FOUND THEM.

Environment Targets

Our key aim for the environment is to leave things better than we 
found them. We recognize that healthy people and healthy 
businesses are dependent on a healthy environment. We know that 
our climate and ecological systems are under serious threat, and we 
acknowledge the role the advertising industry has played in 
perpetuating human overconsumption and extraction of natural 
resources beyond the Earth’s capacity to renew.   

We therefore set out a policy as a commitment to action on 
environmental factors we identify as directly and indirectly material 
to Boomerang. We focus on three main sub-pillars: Energy & 
Emissions, Nature & Biodiversity, and Consumption & Waste. See our 
full Environmental Policy at this link.

ENERGY & 
EMISSIONS

NATURE & 
BIODIVERSITY

CONSUMPTION & 
WASTE

TARGETS
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This category addresses environmental 
impacts associated with energy 
consumption. It applies to energy use 
for the production or provisions of 
products or services derived from 
utility providers not owned or 
controlled by the company. Specifically, 
it addresses energy efficiency and 
intensity, energy mix, and grid reliance. 
Supplier and product use energy 
impacts are not included. Our specific 
goal for 2025 is to achieve an energy 
neutral office space. See more here.

ENERGY & 
EMISSIONS

NATURE & 
BIODIVERSITY

Environment Targets

CONSUMPTION 
& WASTE

3 PILLARS

This category addresses environmental 
impacts associated with hazardous 
and non-hazardous waste. It covers, 
but is not limited to, the company’s 
treatment, handling, storage, and 
disposal of this waste. Our specific 
goal for 2025 is to halve the use of 
single-use products and become 
100% circular by activating the R’s of 
Circularity (Refuse, Reduce, Reuse, 
Repair, Refurbish, Remanufacture, 
Repurpose, Recycle, Recover). See 
more here.

This category addresses the 
company’s ability to manage and 
respond to social and environmental 
risks, challenges, and opportunities 
that may arise due to physical impacts 
of climate change. Our specific 
ambition for Nature and Biodiversity is 
to contribute to restoring 5 local and 
5 global ecosystems 2025. This means 
actions like rewilding, and replacing 
potentially risky raw materials with 
more sustainable alternatives - such as 
supporting regenerative farming. See 
more here.
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2020

2025

2030
Reduce single-use products by half and 
achieve 50% circularity across the  
company.

WASTE

Work for at least 50% environmentally 
friendly products and services*

CONSUMPTION

Become 100% circular.
WASTE

Work for at least 90% 
environmentally friendly products 
and services*

CONSUMPTION

We have a window of 10 years to 
radically transform our economy in 
order to avoid the worst of the 
climate emergency and its associated 
deficits in basic human needs.

TODAY

*In coordination with client and government developments

3 PILLARS



Responsible Advertising Targets

Advertising is our core business. This means we need to be part 
of disassembling harmful social activities generated by the online 
space, which is only growing with a world living more and more 
through digital means. Responsible Advertising can be critiqued 
as an oxymoron, however communicating a message and 
persuasive storytelling is age-old. The current problems rests in 
those of scale and greed, making how and what is communicated 
problematic. With a system of good governance, communication 
and industry leadership we can help shift the message, and how 
it’s delivered, to help change beliefs that perpetuate social 
degradation.

TRANSFORM 
TOWARDS A MORE 
RESPONSIBLE 
BUSINESS.

RESPONSIBLE 
CONTENT

RESPONSIBLE 
DIGITAL SPACES

GOVERNANCE

TARGETS
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Here we want to create socially relevant 
content that adds positively to people’s 
experience. It does not deceive (fake 
news) or impact mental health 
(unhealthy social standards). Our goal 
here is to actively improve and tackle 
issues generated by problematic 
content. By 2025, we want to have set 
up a media literacy programme that 
educates children and adults on 
assessing what is credible media, 
credible media practices and a healthy 
relationship with online content.

RESPONSIBLE 
CONTENT

RESPONSIBLE 
DIGITAL SPACES

Responsible Advertising Targets

GOVERNANCE

3 PILLARS

Governance refers to a framework of 
rules, relationships, systems and 
processes by which a company is 
directed and held accountable and 
whereby authority within an 
organisation is exercised and 
maintained. Governance speaks of 
authority, accountability, stewardship 
and leadership, and direction and 
control exercised in any organisation. 
Our goal for Governance is to improve 
transparency practices, enforce 
Mission-Lock Governance, as well as 
implement a whistleblower 
programme used by 90% of 
employees by 2025.

This pillar looks wider than the 
content. It actively tackle issues 
generated by the online environment 
such as trolling, cyber bullying and 
polarising filter bubbles. Our goal here 
is to actively improve and tackle 
negative issues generated the online 
environment. To work towards this we 
will set up a community-accessible tool 
to help employees assess the social 
compatibility of their online activities, 
and coordinate with tools like 
checkmyads. 
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DELIVERY MODEL



The Measure & Preserve component of 
the Delivery Model lets us know how 
we are doing across our goals through 
reporting, as well maintenance of the 
impact. This aspect also includes 
Integration of Boomerang for Better 
into functional departments, such as 
HR, Management, Finance, Facilities, 
Operations, and across the Creative 
departments to embed ESG values into 
our day-to-day operations. This 
component only becomes valid 
through the principle of transparency, 
which is where our reporting will be 
the vessel for this.

The Inspire & Inform component of 
the programme is dedicated to 
campaigns, talks and workshops 
internally and externally in order to 
raise awareness among our Change 
Agents, employees, clients, 
stakeholders and surrounding 
community. 

INSPIRE & 
INFORM

ACT & 
ACHIEVE

Delivery Model

MEASURE 
& PRESERVE

3 PILLARS

The Act & Achieve component 
comprises programs called Actions 
that leverage the power of people and 
communication to inspire and achieve 
positive action towards our goals 
across our network. We empower local 
partnerships that unlock meaningful 
action in the communities and 
environments near, and eventually, far 
from our HQ.

We have ambitions, but we need ways to achieve them.  
We have a three-part delivery model to help us achieve our targets. 
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HOW WE EARN MONEY



Proactively reaching out 
to service socially and/or 
environmentally beneficial 
business to replace 
underperforming clients.  

RATING 
SYSTEM

IMPROVE 
CURRENT 
CLIENTS

How We Earn Money

SAYING NO

3 PILLARS

The pandemic has catalyzed some industries to be better across responsibility areas. Boomerang needs to adjust its view on 
business affiliation and what makes a business valuable (not only to help address ESG goals), but also in order to maintain a 
position in the market, and maintain talent. Therefore we help transform other business we are dependent on in four ways. 

FIND NEW 
BETTER 
BUSINESS

To evaluate incoming and 
existing clients against 
social and environmental 
suitability.  

If a business we already 
service does not meet 
social and environmental  
guidelines, what we can 
do instead for this 
business, by offering ESG 
services to improve, at the 
product and service level,  
their role in society. 

 

If a business does not 
meet social and 
environmental  guidelines, 
what we can do instead 
for this business, by 
offering ESG services to 
improve, at the product 
and service level,  their 
role in society. 
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OUR HIGHLIGHTS



THE TIMES WE 
KICKED BEING 
SOCIAL IN THE BUTT 
(IN A GOOD WAY).

Impact Highlights

Being a social by nature agency, means we need to put our 
money where our mouth is and be what ‘social’ is defined as, 
which is most simply from the dictionary described as 
“relating to society or its organisation”. We have a long way 
to go, but we have key highlights where we spread our 
wings outside of the agency—from volunteering; to raising 
money for the LGBTQ community; to travelling all the way to 
Zambia with the Orange Babies.
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IMPROVING THE 
POSITION OF 
PEOPLE FROM THE 
LGBTQ+ COMMUNITY.

Current Impact Highlights

One key initiative was the two year running success of the 
Boomerang Funraiser for the LGBTQ community, led by then-
employee and Unboxed ambassador Maartje Weijers. Understanding 
that a lot of brands jump on the bandwagon of ‘pridewashing’, and 
using the Pride symbol for marketing purposes, Boomerang wanted 
to give back. The agency worked full-time to create as much Pride 
content as possible, but in instead of pocketing the profit, Boomerang 
donated the revenue to the 'Hardcore Happy Fund'. All proceeds were 
donated to LGBTQ+ organizations.
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Current Impact Highlights

10,000 HOURS organizes volunteer days together with 
corporates and small businesses, to use talents for social 
problems in their neighborhood. Together with the 10,000 
hours, we visited a care home in their neighborhood for an 
afternoon full of games and fun. We also helped 10,000 
with a great campaign, intended to recruit more volunteers 
to the initiative. 

A LOCAL CARE 
HOME IN HAD A 
VISIT FROM THE 
BOOMERANG 
FAMILY.
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Current Impact Highlights

Orange Babies helps mothers and children in their fight for 
an HIV-free future, and organises an exclusive annual cycling 
tour. This year the tour will be held from 30 September until 
9 October in Zambia.  

Boomerang sent two Boomerangs—Bart and Sven—to raise 
money and cycle across Zambia to raise money for the 
Orange Babies initiative. Sven started his fundraising in the 
office by making lunches for a donation, as well as through a 
creative reach-out to his own social media network with 
selling sticker designs. Bart started his donation journey by 
riding the two hours from his home in Utrecht to 
Amsterdam, each morning and evening.

CYCLING FOR  
A HIV-FREE 
FUTURE.

OUR CURRENT HIGHLIGHTS48



Current Impact Highlights

Record-breaking temperatures and months of severe 
drought have fuelled a series of massive bushfires across 
Australia in early 2020. We adopted an Australian name, 
Boomerang, so we decided to give back. We adopted a 
koala, and also contributed to the rescue teams.

SUPPORTING 
AUSTRALIA.
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Current Impact Highlights

Winter is some of the worst times for dislocated persons. 
Boomerangs are often sporting clothing, with a lot to spare, 
so we made sure to get them to shed a few layers and 
donate their second hand clothes to HumanAid - small 
charity that ensures basic needs for refugees and attempts 
to reinvent the grassroots NGO landscape

GIVING A  
SECOND HAND.
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Current Impact Highlights

The arts are known as one of the best psycho-social guardians of 
humanity, guarding our emotions and helping us express and be 
understood. Boomerang gave a 17K donation to Rijksmuseum for 
their their exhibition on Slavery. The exhibition centres on slavery in 
the Dutch colonial period spanning from the 17th to the 19th 
century, and sheds light on the countries and regions where the 
Netherlands was actively involved in slavery and the slave trade.

SUPPORT THE 
ARTS.

OUR CURRENT HIGHLIGHTS51



Current Impact Highlights

Led by our Culture manager Maartje Weijers, 
management and employees alike receive Unconscious 
Bias training in order to changed biased thinking and 
behaviour within ourselves.

CHANGING 
BIAS.
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Boomerang Talks is an initiative to share knowledge 
around our expertise, industry and interests within 
our three pillars People, Environment and 
Responsible Advertising. We have already run a 
number of talks. This one focuses on mental health, 
and this one on whether we need a planet reboot.

KNOWLEDGE 
SHARING

OUR CURRENT HIGHLIGHTS

Current Impact Highlights
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https://www.youtube.com/watch?v=9sbYZ6Rh4Ro
https://www.youtube.com/watch?v=MrRVHqtyH3w


Boomerang is committed to reducing impact with 
where the company spends its money. One of the 
first ways this came to life was by implementing a 
standard that company-bought lunches would be 
vegetarian only. Eating meat is not problematic, 
only on the scale that causes welfare issues and 
environmental impact. Our food system is a leading 
driver of biodiversity loss (WWF, 2018) and 
contributes 19–29% of global greenhouse gas 
emissions. By reducing meat consumption via 
company-bought lunches, it is a tiny dent in a big 
problem.

FOOD 
CHOICES

OUR CURRENT HIGHLIGHTS

Current Impact Highlights
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https://www.sciencedirect.com/science/article/pii/S004896972030718X
https://www.sciencedirect.com/science/article/pii/S004896972030718X
https://www.sciencedirect.com/science/article/pii/S004896972030718X


THIRD PARTY REPORTS & PLEDGES



ECOVADIS
Third Party Report

Environmental, social, and ethical performance is an essential 
factor for smart business today. More and more companies, 
including your trading partners, are under immense pressure to 
improve their transparency and sustainability practices, and this 
includes the sustainability of their trading partners. Ecovadis 
provides us with a score of 35/100 at the beginning of 2020 and 
areas of improvement across Human Rights & Labour, Ethics, 
Environment and Sustainable Procurement. You can view the full 
Report. At the end of 2020, we received a score of 58/100, 
giving us a Silver EcoVadis Medal. This result places the company 
among the top 25 percent of companies assessed by EcoVadis. 
View this updated Report. 
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https://drive.google.com/file/d/1RNmJHymAd_CK645ZSFx5Z3aQkVtVejsV/view?usp=sharing
https://drive.google.com/file/d/1wi5cibo8dwKKvWKEvOvIVhxloZNw3rs4/view?usp=sharing


THRIVE
Third Party Report

Thrive is a 360-degree online appraisal tool. It’s built to 
overcome organisational blindspots by providing a complete 
evidence-based assessment of your overall business 
performance against leading global sustainability standards 
and four key pillars: governance, environment & resources, 
society & people, and value chain. We have used Thrive to 
help sharpen our areas of improvement. Our score with 
Thrive is 45%. You can view the full Report.

57 THIRD PARTY REPORTS

https://drive.google.com/file/d/1UaB07oP-ctCfEImmMud6otmI9s6ldMRZ/view?usp=sharing


B CORP
Third Party Report

Certified B Corporations are a new kind of business that 
balances purpose and profit. They are legally required to 
consider the impact of their decisions on their workers, 
customers, suppliers, community, and the environment. 
Although we have not advanced through the entire process, we 
currently stand at  a score of 53.2. Here you can view the 
Report in progress.
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https://drive.google.com/file/d/1SAGIpJb-1vuXqJloGh7DFbcvPA0qsF9t/view?usp=sharing


REGENERATION 
20|30 PLEDGE

Pledge

A coalition of global leaders and, as human beings and changemakers, 
we hereby commit to act as a regenerating force for society and 
nature. Human activities and businesses should create conditions 
conducive to life, respect human dignity, and reignite trust in society. 
Our purpose is to strive with compassion, wisdom and courage to build 
a new era in which, by 2030, happiness and human well-being will be 
core economic and political drivers on a global scale, the United 
Nations Sustainable Development Goals will be fully achieved, and we 
will have taken radical action to tackle the climate crisis. WE UNITE, 
WE ACT, WE FLOURISH. View the Pledge here.
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https://drive.google.com/drive/u/1/folders/15wL4tEHf4OYB6Fg5_5RJ4Ra2g-KZHXpk


BOOMERANG FOR BETTER OVERVIEW
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THANK YOU


