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Background  

Gender based violence (GBV) against women and girls is a violation of human rights 
rooted in gender inequality. Violence against women and girls (VAWG) is devastating 
for survivors and their families and comes with significant social and economic costs. 
In some countries, VAWG is estimated to cost almost four percent of a country’s GDP, 
more than double what most governments spend on educationi. The root causes of 
VAWG are many, including harmful gender stereotypes and social norms that objectify 
and degrade women and girls, create a social climate that rewards harmful 
masculinities and behaviors, and fosters gender inequality.  

Social Norms, VAWG and Gender Stereotypes in Media Advertising  
Social norms are perceptions about what is typical or desirable behavior in a group or 
situation, for example, whether VAWG is considered normal or a shameful, taboo topic 
in a particular population or setting. A violent behavior is a social norm when there are 
shared beliefs that violence is typical and an appropriate behavior in a valued reference 
group. These beliefs shape the individual expectations about appropriate behaviors, 
and the actual behaviors of individuals within a social group. For example, some men 
may mistakenly believe that most men use violence to discipline their female partner 
or family member and feel validated into believing their use of violence is acceptable. 
Such norms are maintained, in part, by the approval or disapproval within an 
individual’s reference group (i.e., the group of people important to that person when 
they are making a particular decision). The desire to conform to the social expectations 
of a reference group, and the potential sanctions for not complying with the expected 
behavior, can override the threat of legal/formal punishment for the violent action.   
   
The many forms of violence against women and girls, and how people talk about it and 
react to it, is influenced primarily by social norms. Norm compliance is often attributed 
to gender socialization and/or habit.ii  
 
The role of gender socializationiii and stereotypes have been shown as an underlying 
and contributing factor to harmful social norms and VAWG.  
 
Advertising plays a particularly important social role. It has the potential to reinforce or 
change stereotypical portrayals of women, girls, men and boys and to motivate social 
norms and behaviour change toward greater equality. The skewed gender portrayals 
in media advertising have been discussed in the academic literature for the past four 
decades.iv,v,vi,vii The prevalence of negative female stereotyping in advertisements 
(primarily portrayals featuring objectification and sexualization) is of concern because 
advertising is considered to have power to shape social and cultural norms and have a 
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negative impact on children and adolescents. According to UNICEF’s (2021) How to 
promote diversity and inclusion in advertising and marketing to children: A UNICEF 
playbook, gender stereotypes reduce girls’ agency and limit their educational and 
economic opportunities, restrict boys’ involvement in family life and increases the 
chances to commit GBV.viii   
 
Gender Representation in Caribbean Advertisements 
Research conducted by UNICEF and the Geena Davis Institute for Media with the 
support of the EU-UN Spotlight Initiative further highlighted the scale of the issue and 
offered some recommendations for action for media, advertising and marketing 
communities. The study assessed the role of media content in the region, specifically 
in terms of reinforcing and challenging harmful gender norms and the linkages to GBV 
through a systematic analysis of gender representation in advertising on television and 
online in the Caribbean. It also provided a valuable baseline for monitoring an 
evidence-based approach to action.  

The study found that the prevalence of gender stereotypes in advertisements is 
particularly concerning given the high rates of GBV in the Caribbean. Harmful gender 
norms continue to be represented, reproduced, and reinforced in television and digital 
media advertisements in the region. For example:  

• Women are generally shown as caregivers but also as objects of sexual desire.  
• Women are more likely to be depicted with family or as having dependent 

children.  
• Women are almost twice as likely to be depicted performing domestic tasks.  
• Women were portrayed in revealing clothing seven times as often as men.  
• Men are portrayed as powerful providers and popular leaders.   
• Men are more likely to be shown having a professional, paid occupation.  
• Men are over 13 times more likely to be depicted as cool or popular.  
• Characters are largely heterosexual, young, thin, non-disabled, and middle-

class.  
• There is an absence of LGBTQIA+ individuals, people living with disabilities, and 

adults over 50 years old.   
• Very few characters are portrayed as working-class or having large bodies.  

  
Towards More Diverse, Inclusive and Equitable Advertisements 
According to The State of the Industry 2021-20122 published by the Unstereotype 
Alliance (2023)ix, consumers expect for companies to make meaningful changes both 
internally and within communities to support diversity, equity, and inclusion. 
Furthermore, according to the report, progress has been made to advance three main 
pillars, fostering workplace equality, achieving unstereotyped advertising, and 
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empowering public action against stereotypes. The study proposes the following 
recommendations to ensure that companies put the necessary rail guards in place to 
guide their overall strategy: 

• Embed social purpose within brand values and strategy to ensure it doesn’t exist 
as an afterthought. 

• Be transparent and build consumer trust. Be open about goals and progress 
made toward achieving them. 

• Evaluate current branding and brand strategies to identify potential biases and 
stereotypes.  

A study conducted by Ipsos (2021)x, found that the positive portrayal of women in 
advertisements has a significant impact on both long-term brand relationship and 
short-term behavior change. When advertisements depict women in a positive light, it 
is more likely to influence consumers' attitudes towards the brand and their purchasing 
decisions. Moreover, the role and portrayal of women in advertising can influence how 
people evaluate an ad. When brands portray women positively in their ads, it tends to 
lead to more positive attitudes towards the ads themselves. This includes ratings such 
as being informative, relatable, fitting with the brand, and being believable. However, 
the study pointed out that there are category-specific lessons to be learned about 
positive female portrayal in advertising. Different product categories may require 
different approaches in how women are depicted in ads. For example, ads in the 
grooming/cosmetics/beauty category may have different considerations compared to 
ads in the baby care or healthcare/pharmaceuticals categories. 

A research study implemented by the Unstereotype Alliance and Kantar measured 
over 3,500 advertisements across 56 countries and found that progressive 
advertisement is “more powerful, distinctive, resonant and is linked with a higher 
intention to purchase.”xi 

Purpose and Strategic Objectives  

As part of the Caribbean Spotlight Initiativexii, UNICEF LACRO is currently working with 
PCI Media to produce youth led advocacy materials designed to reduce harmful 
gender norms and stereotypes in advertising and marketing, which is an important 
driver of VAWG in the Caribbean. 

To this end, the Marketing & Gender Engagement Plan aims to provide a roadmap to 
engage with advertisers, private sector companies and policymakers to gain their 
support for gender sensitive, responsive and inclusive advertisements in the region. 

The overall purpose of the engagement plan is to create a plan for reaching 
advertisers, private sector companies and policy makers across the Caribbean through 
advocacy materials that provoke meaningful discussions around the power of media in 
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promoting harmful gender stereotypes that negatively impact women and girls. The 
engagement plan highlights key principles which can be used to advocate toward 
ensuring gender equality and positive representation through marketing and 
advertising.  
 

Key Audiences  

Key audiences are those we are primarily trying to reach and speak to with advocacy 
materials, to increase support for a gender-sensitive and inclusive media in the region. 
Some of the key audiences are more specific than others and require a more focused 
call-to-action, and there is also expected to be a certain amount of overlap among the 
different stakeholders.  

As a note, there are also individuals or groups who could benefit with the materials, 
but whom strategically are not key audiences.  

Key audiences: 

1. Advertising/Creative agencies 
2. Marketers from private sector companies 
3. Policymakers 
4. Advertising prizes and associations 

Secondary audiences: 

1. CSOs  
2. Local influencers (e.g., community or religious leaders) 

Advertising/Creative Agencies 

One of the main aims of the engagement plan is to provide advertisers with up-to-date 
evidence about the ways in which advertisement in the Caribbean is contributing to 
the reproduction of harmful gender stereotypes that greatly impact gender equality 
and the full realization of human rights in the region. This will seek to inform their 
creative direction when developing marketing campaigns in the region. The call-to-
action for advertisers will focus on their power to promote positive messages, advance 
human rights, and challenges harmful stereotypes that normalized beliefs around 
violence against women and girls.  

Marketers from Private Sector Companies 

In addition to speaking to advertisers, advocacy materials should speak directly to the 
private sector companies and their marketing departments. Private sector companies 
require up-to-date data that provides insights into: (1) the negative short-and long-
term impacts of advertisement in normalizing harmful gender stereotypes, and (2) the 
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positive business impacts that gender inclusive, equitable and diverse marketing 
campaigns can have in the long-term brand relationship between audiences and their 
brands.  

Note, a list of Caribbean private sector companies which have some gender or 
inclusivity initiatives in place is provided in Annex A. 

Advertising Associations and Awards 

Advertising associations present a unique opportunity to support consumer studies 
and research efforts around the negative impacts of gender stereotyping in marketing 
and advertising. Such research studies will generate evidence to develop clear 
guidelines for improving or initiating gender-unestereotyped advertisements and 
show the potential benefits it has for business. Advertising awards can also become 
strategic platforms to recognize those agencies that promote gender equality and 
positive role models. These can establish a clear stake on “non-acceptable”, by 
defining bold rules of stereotypes and bias which won’t be allowed anymore for adds 
competing for their prices. And they also can promote a more inclusive narrative in 
advertising, by proposing new “inclusion” prize categories. 

Policymakers 

Policymakers can affect change by supporting policies and public programmes that 
seek to diversify the workplace, generate additional evidence about the advertisement 
sector and its impact on gender socialization, discriminatory gender roles and gender 
inequality; and support organizations that are working on gender equity and inclusion 
projects across the Caribbean. The call-to-action for policymakers should be geared 
towards the development of platforms to connect different organizations and 
stakeholders in a common goal and work with CSOs and private sector companies to 
create/strengthen statutory guidelines for the advertisement sector. 

Key Messages Per Audience  

It is essential to formulate campaign messages which are relevant and appropriate for 
each of the key audiences. There is no single set of messages which would resonate 
across such diverse groups, and even within each group there will be additional 
differences to consider, particularly for policymakers.  

Below are suggested key messages formulated based on the GDI-UNICEF Caribbean 
study and other studies conducted globally. The suggested messages (Table 1) will 
need to be further refined and pretested with the key audiences before being 
translated into actual communication products.  
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Table 1. Suggested messages per audience. 

Audience Suggested Key Messages 
Advertising/Creative 
Agencies 

• Prioritize creative concepts that promote positive 
messages, and challenge harmful stereotypes as 
this normalize beliefs around violence against 
women and girls.  

• A diverse team that represents the diversity of the 
Caribbean can translate into diverse campaigns that 
speak to consumers from their many experiences. 

• You have the power to transform the Caribbean and 
contribute to the full potential of women and girls in 
the region.  

Marketers from Private 
Sector Companies 

• Advertising and marketing have the power to 
influence the ways in which we think of ourselves 
and our actions, both positively and negatively.  

• Representing the Caribbean in all its diversity (race, 
body type, age) will get your brand closer to your 
consumers.  

• You have the power to transform the Caribbean and    
support women and girls in the region to reach their 
full potential. 

Advertising 
Associations and 
Awards 

• Lead with evidence. Support consumer studies and 
research around the negative impacts of gender 
stereotyping in marketing and advertising. 

• Provide thought leadership on the role that 
marketing and advertising has in the prevention of 
violence against women and girls. 

• Reward positive change. Recognize advertisers and 
creative agencies that promote gender equality and 
provide positive role models. 

Policymakers • People want to see themselves represented in 
Caribbean advertisements, as a policymaker you 
can influence the industry to make this a priority. 

• By calling for more diverse and inclusive advertising 
which reflects the Caribbean people, you can 
benefit both communities and private sector. 

• You have the power to convene industry leaders 
and call for statutory guidelines which address 
representation in advertisements and contribute to 
the prevention of violence against women and girls.  
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Advocacy Materials  

This Engagement Plan is supported by different advocacy materials to reach the 
intended audiences. A short description and access to the materials can be found in 
table 2 below.  

Table 2. Advocacy materials and use. 

Material Description Possible Use/Access 
Advocacy 
Video 

The advertisement style video 
aims to evoke reflection on the 
power of media for promoting 
an equitable, inclusive and 
diverse Caribbean. The video 
put the spotlight into the need to 
move from continuing to 
reproduce harmful gender 
norms, towards inclusive 
campaigns that position people 
at the center of the narratives.  

• As part of targeted 
events (award 
ceremonies, convenings, 
trainings) or social 
media.  

• Events aimed at specific 
audiences (advertisers/ 
private sector/ or 
policymakers) potential 
new supporters or 
advocates. 

• UNICEF or partner-led 
workshops aiming at 
advertisers as part of 
guided discussions.  

Stock 
footage 
and Images 

A collection of short video clips 
and stock photos portraying 
diverse individuals in the 
Caribbean, for example, 
LGBTQIA+ individuals, people 
living with disabilities, adults 
over 50 years old, working-class 
or individuals with large bodies.  

 

• These could be made 
freely available on the 
UNICEF LACRO website 
or the Spotlight Initiative 
Caribbean hub to 
advertisers and 
organizations across the 
Caribbean as resources 
to be used for 
communication 
purposes and/or 
marketing campaigns.  

Briefs and 
Infographic 

The three briefs for: (1) 
Advertising/Creative Agencies, 
(2) Marketers from Private Sector 
Companies, and (3) 
Policymakers. These materials 
seek to speak directly to such 
audiences and provide clear 
guidelines for their involvement. 

• As part of targeted 
events (award 
ceremonies, convenings, 
trainings). 

• Newsletters and other 
UNICEF-partner 
communication 
platforms.  
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The infographic aims to provide 
summary data of the key findings 
from the UNICEF and GDI study 
in the Caribbean, through a 
visually appealing, user-friendly, 
and easy-to-read format.  

• Events aimed at specific 
audiences (advertisers/ 
private sector/ or 
policymakers) or 
potential new supporters 
or advocates. 

 

Stakeholder Engagement Principles  

This engagement plan is based on the following principles: 

Conversations lead to behavior change. 

The advocacy materials should be used as conversation starters and allow for the 
intended audiences to reflect upon their own practice, exchange their experiences and 
challenges and create a plan forward. To the extent possible, the video should be used 
as part of guided discussions. 

There is no “I” in teamwork. 

Advocacy materials should be used in collaboration with key regional partners and 
allies, creating mutually beneficial messages to the intended audiences. This also 
enables easy and wide sharing through social media and targeted events.  

Leveraging existing platforms. 

UNICEF should utilize existing popular platforms in the Caribbean such as news 
programs, radio shows and podcasts, magazines, or events to amplify and reinforce 
the messages and to empower consumers to hold brands accountable.  

Keep it positive. 

While negative messaging grabs attention, the main aim of the advocacy materials is 
to change minds, attitudes and behaviors. In order to achieve this, we need to present 
messages of hope, action and positivity. 
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Annex A 
 
Gender Responsive Companies 
  
The table below highlights Private sector companies that had some level of gender-and age-sensitive media promoting 
gender equality and targeting women and girls. These initiatives demonstrate a level of awareness and existing efforts 
which can be leveraged in advocacy discussions which follow the engagement plan. The companies are predominantly 
regional with a few being global and hence have a presence throughout the Caribbean region and serve as household 
names.  
  

Company Sector Gender-sensitive media Reach Country of 
Operation 

Insight 

Massy 
Holdings/Ma
ssy Group 

Food/Beverage/ 
Home/Insurance 
/finance/retail 

https://massygroup.com/about-
us/corporate-social-responsibility-
reports/ 
  
  

Regional Trinidad/Bar
bados 

Massy Supermarkets and Home 
appliances and furniture stores 
across the Caribbean have been 
very much in CSR that focuses on 
the environment (recycling) and 
supporting women entrepreneurs  

ANSA Mc Al 
Limited 

Food/Beverage/ 
Home/Insurance/Media/ 
Construction 
/Automotive 
/Finance 

https://www.ansamcal.com/news/ans
a-women-will-empower-women/ 
  
https://www.ansamcal.com/news/ans
a-mcal-sustainability-report-2022/ 

Regional Trinidad/Bar
bados 

A major company across the region 
with a specific Women of the World 
Campaign launched in 2021 and 
very much involved in the support of 
DEI Campaigns and Pride Month 

GraceKenned
y Limited 

Food and Beverage 
/Finance 

https://www.gracekennedy.com/gd-
foundations/about/gk-empowerment/ 

Global Jamaica Their CSR focuses on investing in 
Education and youth development 
along with the establishment of 
S.T.E.M. Centre in Jamaica which 
serves schools, private and civil 
society organizations 

https://massygroup.com/about-us/corporate-social-responsibility-reports/
https://massygroup.com/about-us/corporate-social-responsibility-reports/
https://massygroup.com/about-us/corporate-social-responsibility-reports/
https://www.ansamcal.com/news/ansa-women-will-empower-women/
https://www.ansamcal.com/news/ansa-women-will-empower-women/
https://www.ansamcal.com/news/ansa-mcal-sustainability-report-2022/
https://www.ansamcal.com/news/ansa-mcal-sustainability-report-2022/
https://www.gracekennedy.com/gd-foundations/about/gk-empowerment/
https://www.gracekennedy.com/gd-foundations/about/gk-empowerment/
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NCB Financial 
Group 

Finance and Banking https://www.myncb.com/News/NCB-
seeks-to-inspire-women-through-film 
  
https://www.jncb.com/About-
Us/News-Room/News/NCB-commits-
13M-to-support-Women-Business-
Owne 

Regional Jamaica A key component of their CSR and 
commitment to equality has been 
through the various initiatives to 
support women business owners 

Republic 
Financial 
Holdings/ 
Republic Bank 

Banking and Finance https://www.republicpromotions.com/e
ntrepreneurs-business-builder-
programme/ 
  
https://republictt.com/republic-
journal/workplace-diversity-equity-
and-inclusion 
  

Regional  Trinidad Present across many Caribbean 
islands the bank’s Power To Make A 
Difference Campaign targets 
women entrepreneurs while 
promoting the adoption of DEI within 
their regional workforce. 

Sagicor Group 
Jamaica 

Banking and Finance https://www.sagicor.com/en/About-
Sagicor/Corporate-Social-
Responsibility 
  
https://www.sagicor.com/-
/media/PDFs/SFC/SFCL-CSR-
REPORT-
2018.pdf?la=en&hash=9EAF0B5A8D
6BA8943B6B40B107207A3BEAAFF2
59 

Regional Jamaica Through the Sagicor Foundation 
and filtered to the Eastern Caribbean 
offices- Sagicor has a keen interest 
in, education, health, sports and 
community development 

Goddard 
Enterprise Ltd 

Food/Beverage 
/home decor 
/automobile 
/Insurance 

https://www.goddardenterprisesltd.co
m/our-community 
  
https://www.youtube.com/watch?v=X6
oToZ4k3UM 
  
  

Global Barbados Well established throughout the 
Caribbean region the company 
focuses its CSR on Education, 
Culture, Youth Development & 
Sports, Charity and Community 
Development. There is the yearly 
support to IWD  

https://www.myncb.com/News/NCB-seeks-to-inspire-women-through-film
https://www.myncb.com/News/NCB-seeks-to-inspire-women-through-film
https://www.jncb.com/About-Us/News-Room/News/NCB-commits-13M-to-support-Women-Business-Owne
https://www.jncb.com/About-Us/News-Room/News/NCB-commits-13M-to-support-Women-Business-Owne
https://www.jncb.com/About-Us/News-Room/News/NCB-commits-13M-to-support-Women-Business-Owne
https://www.jncb.com/About-Us/News-Room/News/NCB-commits-13M-to-support-Women-Business-Owne
https://www.republicpromotions.com/entrepreneurs-business-builder-programme/
https://www.republicpromotions.com/entrepreneurs-business-builder-programme/
https://www.republicpromotions.com/entrepreneurs-business-builder-programme/
https://republictt.com/republic-journal/workplace-diversity-equity-and-inclusion
https://republictt.com/republic-journal/workplace-diversity-equity-and-inclusion
https://republictt.com/republic-journal/workplace-diversity-equity-and-inclusion
https://www.sagicor.com/en/About-Sagicor/Corporate-Social-Responsibility
https://www.sagicor.com/en/About-Sagicor/Corporate-Social-Responsibility
https://www.sagicor.com/en/About-Sagicor/Corporate-Social-Responsibility
https://www.sagicor.com/-/media/PDFs/SFC/SFCL-CSR-REPORT-2018.pdf?la=en&hash=9EAF0B5A8D6BA8943B6B40B107207A3BEAAFF259
https://www.sagicor.com/-/media/PDFs/SFC/SFCL-CSR-REPORT-2018.pdf?la=en&hash=9EAF0B5A8D6BA8943B6B40B107207A3BEAAFF259
https://www.sagicor.com/-/media/PDFs/SFC/SFCL-CSR-REPORT-2018.pdf?la=en&hash=9EAF0B5A8D6BA8943B6B40B107207A3BEAAFF259
https://www.sagicor.com/-/media/PDFs/SFC/SFCL-CSR-REPORT-2018.pdf?la=en&hash=9EAF0B5A8D6BA8943B6B40B107207A3BEAAFF259
https://www.sagicor.com/-/media/PDFs/SFC/SFCL-CSR-REPORT-2018.pdf?la=en&hash=9EAF0B5A8D6BA8943B6B40B107207A3BEAAFF259
https://www.sagicor.com/-/media/PDFs/SFC/SFCL-CSR-REPORT-2018.pdf?la=en&hash=9EAF0B5A8D6BA8943B6B40B107207A3BEAAFF259
https://www.goddardenterprisesltd.com/our-community
https://www.goddardenterprisesltd.com/our-community
https://www.youtube.com/watch?v=X6oToZ4k3UM
https://www.youtube.com/watch?v=X6oToZ4k3UM
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Scotia Bank 
Jamaica 

Banking/Finance https://jm.scotiabank.com/swi.html 
  

Regional Jamaica 

Scotia Bank has been know across 
the region as a company that been 
at the fore front of supporting 
marginalized populations.  The 
WOM=N Initiative started 1 year 
ago, breaks down barriers to 
increase economic and professional 
opportunities for women to be 
successful now, and in the future. 
  

Banks DIH Ltd Food/Beverage 
/Automobile 

https://www.banksdih.com/content/be-
u-tiful-women-and-girls-conference 
  

Regional Guyana Through its BE-U-TI-FUL, Women 
and Girls Conference the company 
supports women and girls in 
recognizing the value of their own 
talents, skills and contribution and to 
inspire them to continue to add value 
to themselves. 

Demerara 
Distillers Ltd 

Food/Beverage 
/household products 

https://www.facebook.com/p/Demerar
a-Distillers-Limited-
100083922086404/ 
  

Regional Guyana Demerara Distillers provides a 
plethora of products regionally and 
prides itself on having a well-
established DEI Policy 

UniLever 
Caribbean Ltd 

Beverage 
/Personal Care 
/Home Care 
/Beauty & wellbeing 

https://www.unilever-
northlatam.com/en/ 
  
https://www.unilever-
northlatam.com/en/news/2023/unster
eotype-101-guide-how-to-speak-out-
against-stereotypes/ 
  

Regional Trinidad As a leader not just in the Caribbean 
but globally Unilever is well 
positioned to add to breaking down 
harmful media stereotypes. The 
Unstereotype Alliance, convened by 
UN Women and co-founded by 
Unilever, is an industry-led coalition 
working to eradicate harmful 
stereotypes in advertising  

Digicel Group 
(Caribbean) 

Electronics, Tech, Apps, 
Online Service 

Digicel Foundation Regional Jamaica Through the Digicel Foundation and 
its other offices, Digicel has 

https://jm.scotiabank.com/swi.html
https://www.banksdih.com/content/be-u-tiful-women-and-girls-conference
https://www.banksdih.com/content/be-u-tiful-women-and-girls-conference
https://www.facebook.com/p/Demerara-Distillers-Limited-100083922086404/
https://www.facebook.com/p/Demerara-Distillers-Limited-100083922086404/
https://www.facebook.com/p/Demerara-Distillers-Limited-100083922086404/
https://www.unilever-northlatam.com/en/
https://www.unilever-northlatam.com/en/
https://www.unilever-northlatam.com/en/news/2023/unstereotype-101-guide-how-to-speak-out-against-stereotypes/
https://www.unilever-northlatam.com/en/news/2023/unstereotype-101-guide-how-to-speak-out-against-stereotypes/
https://www.unilever-northlatam.com/en/news/2023/unstereotype-101-guide-how-to-speak-out-against-stereotypes/
https://www.unilever-northlatam.com/en/news/2023/unstereotype-101-guide-how-to-speak-out-against-stereotypes/
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https://www.digicelfoundation.org/glob
al/en/home.html 
  

positioned itself as a leader in 
supporting women in sports, 
education, vulnerable women, 
community development and youth. 

Unicomer 
Group - Courts 

Homecare, Decor and 
Appliances 

https://grupounicomer.com/en/csr-
programs/ 
  
  

Regional Countries 
Offices 
OECS, 
JA.T&T, 
Guyana, 
Barbados 

A regional and household name 
Courts Unicomer is a yearly 
supporter of many women centered 
initiatives.  A big focus on 
sustainability, recycling and 
education. 

Nestle 
Caribbean 

Food and Beverage https://www.nestle-caribbean.com/ 
  
Gender Balance Acceleration Plan 
https://www.nestle.com/sustainability/
people-communities/women-
empowerment 
  
https://www.nestle-
caribbean.com/csv/global-
initiatives/global-youth-initiative 
  

Regional Trinidad Through its Gender Acceleration 
Plan, Nestle’s goal is to ensure 
women feel supported, valued and 
respected. They have been working 
to balance the gender makeup of 
their workforce and create a gender-
balanced leadership. There is a 
focus on promoting Human rights 
and Youth Development 

Flow Caribbean Electronics, Tech, Apps, 
Online Service 

https://discoverflow.co/foundation/ 
  
https://caribbean.unwomen.org/en/ma
terials/publications/2021/7/weps-in-
action---case-study---flow-jamaica 
  
  

Regional Florida with 
20 country 
offices 
across the 
(French, 
Dutch, 
English) 
islands 

Through the Flow Foundation and its 
other regional offices, Flow 
Caribbean focuses on supporting 
initiatives from community 
development to entrepreneurship 
and education.  
This company has created 
numerous policies to treat all women 
and men fairly at work, without 
discrimination, and to ensure the 
safety and well-being of all 
employees 

https://www.digicelfoundation.org/global/en/home.html
https://www.digicelfoundation.org/global/en/home.html
https://grupounicomer.com/en/csr-programs/
https://grupounicomer.com/en/csr-programs/
https://www.nestle-caribbean.com/
https://www.nestle.com/sustainability/people-communities/women-empowerment
https://www.nestle.com/sustainability/people-communities/women-empowerment
https://www.nestle.com/sustainability/people-communities/women-empowerment
https://www.nestle-caribbean.com/csv/global-initiatives/global-youth-initiative
https://www.nestle-caribbean.com/csv/global-initiatives/global-youth-initiative
https://www.nestle-caribbean.com/csv/global-initiatives/global-youth-initiative
https://discoverflow.co/foundation/
https://caribbean.unwomen.org/en/materials/publications/2021/7/weps-in-action---case-study---flow-jamaica
https://caribbean.unwomen.org/en/materials/publications/2021/7/weps-in-action---case-study---flow-jamaica
https://caribbean.unwomen.org/en/materials/publications/2021/7/weps-in-action---case-study---flow-jamaica
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Sandals 
Resorts 

Travel and Tourism Sandals Foundation 
https://sandalsfoundation.org/ 
  

Regional Jamaica Sandals in a Global and Caribbean 
house-hold name and a leader in the 
tourism industry in the region.  A 
major supporter of LGBT Pride 
Month. Through the Sandals 
Foundation, they support Education, 
Community and Environment 
programmes. 

Windward and 
Leeward 
Brewery Ltd 

Beverage https://www.heinekensaintlucia.com/b
rewing-a-better-world/what-is-
brewing-a-better-world-2/ 
  

Regional St. Lucia A producer of well known regional 
beverage brands WLBL would serve 
as a potential partner has they seek 
to position themselves in St. Lucia 
as a brand that promoted community 
development and change. 

PineHill 
Dairy/Banks 
Holding Ltd  
(BHL Group) 

Beverage http://www.thebhlgroup.com/page.cfm
?p=social 
  
http://www.thebhlgroup.com/bhlhelp/ 
  

Regional Barbados With their CSR efforts primarily 
focused on Barbados through their 
HELP initiatives, BHL programmes 
target, Heritage, Education, 
Environment and People.  

Angostura  
Brewery 

Beverage https://www.angostura.com/ 
  
  
https://www.angostura.com/angostura
-provides-support-for-single-mothers/ 
  

Regional Trinidad Though CSR focuses on supporting 
sports and education, the Brewery is 
committed to its yearly support of 
single mothers during IWD 

Air Caraibe Travel and Tourism https://cg.aircaraibes.com/notre-
politique-environnementale 

Global Americas/C
aribbean 

As an airline serving the French 
Caribbean, Air Caraibe initiatves are 
generally focused on environmental 
programs and sustainability. 

Orange Electronics, Tech, Apps, 
Online Service 

CSR Library  
 
 

Global Offices in 
Martinique, 
Guadeloupe 

Telecommunications giant in the 
French region Orange emphasizes 
two strong commitments for the 

https://sandalsfoundation.org/
https://www.heinekensaintlucia.com/brewing-a-better-world/what-is-brewing-a-better-world-2/
https://www.heinekensaintlucia.com/brewing-a-better-world/what-is-brewing-a-better-world-2/
https://www.heinekensaintlucia.com/brewing-a-better-world/what-is-brewing-a-better-world-2/
http://www.thebhlgroup.com/page.cfm?p=social
http://www.thebhlgroup.com/page.cfm?p=social
http://www.thebhlgroup.com/bhlhelp/
https://www.angostura.com/
https://www.angostura.com/angostura-provides-support-for-single-mothers/
https://www.angostura.com/angostura-provides-support-for-single-mothers/
https://cg.aircaraibes.com/notre-politique-environnementale
https://cg.aircaraibes.com/notre-politique-environnementale
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https://gallery.orange.com/rse#l=row&
lang=en&v=root 
 
 
https://www.orange.com/en/engagem
ents/principles-behind-our-csr-
approach 

environment and digital equality.  
There is strong support for Human 
Rights and protectinhg children 
online. 

Cofrigo Group Food and Beverage https://cofrigo.ovh/ Regional Guadeloupe A regional distributor of food and 
beverage products.  This company is 
well recognized in the French 
Caribbean 

Mr Bricolage Homecare, Decor and 
Appliances 

https://mrbricolage-martinique.fr/ Global France/Mart
inique 

Just as Courts Unicomer is to Latin 
America and the English Speaking 
Caribbean, Bricolage serves the 
same purpose in the French islands. 

Brana Brewery Beverage https://www.brana.ht/ National Haiti Manufacturer of the popular Haitian 
beer – Prestige, Brana is a regional 
name in the French Caribbean with 
support for sports and community 
development 

Lactel Food and Beverage https://www.fondationlactel.org/journe
e-jov/ 

Regional Haiti Initiatives focus on support for 
nutrition in children and education. 

  
 
 

 

 

 

https://gallery.orange.com/rse#l=row&lang=en&v=root
https://gallery.orange.com/rse#l=row&lang=en&v=root
https://www.orange.com/en/engagements/principles-behind-our-csr-approach
https://www.orange.com/en/engagements/principles-behind-our-csr-approach
https://www.orange.com/en/engagements/principles-behind-our-csr-approach
https://cofrigo.ovh/
https://mrbricolage-martinique.fr/
https://www.brana.ht/
https://www.fondationlactel.org/journee-jov/
https://www.fondationlactel.org/journee-jov/
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