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Divestment Timeline 

 March 6, 2014 – Petition Toronto 350 

 North American phenomenon at universities and 

colleges 

 Calls to “fully divest from fossil fuel companies within 

the next 5 years and to immediately stop investing new 

money in the industry” 

 



Divestment Timeline 

 November 2014 

 President establishes a presidential advisory 
committee on divestment from fossil fuels (based on 
university’s Policy on Social and Political Issues With 
Respect to University Divestment, 2008) 

 Membership:  

Chair, Professor Bryan Karney 

8 professors 

1 student 

1 alumni 

1 administrative staff member 



Committee Mandate 

 To address a number of critical questions: First and 

foremost, how should the University respond to the 

fossil fuels divestment movement and the specific 

demands of the Petition? More broadly, what is the 

University of Toronto doing to meet the existential 

challenge of climate change and the overriding 

environmental issue of our time? And should we be 

doing more? 



Divestment Timeline  

 December 16, 2015 

 Committee report released 

 Key recommendations 

 Targeted approach to fossil fuel divestment 

 Recommendations about the University’s role in teaching 

and research as well as its operations  

 All designed to help make the University more effective 

 Contributions to the global effort to prevent or mitigate the 

consequences of climate change 

 “The Toronto Protocol” 



Divestment Timeline  

 Brand journalism story December 2015 

 Facebook 

 Twitter 

 



http://news.utoronto.ca/presidential-advisory-committee-recommends-targeted-fossil-fuel-divestment




Divestment Timeline  

 Financial Post 

 The Varsity 

 Business News, live interview with committee chair, 

Professor Bryan Karney 



Divestment Communications Challenge 

 This story was more than divestment 

 Not a “binary” problem 

 Complex issue 

 Multiple stakeholders 

 Responsibilities 



Divestment Timeline 

 January 21, 2016 

 Toronto 350: open letter to accept recommendations 

 Communications Challenge: 

Shift the debate from divest or not, to a broader discussion 

about how the university can contribute to the fight against 

climate change. 

 



Divestment – President’s Response 

 Tasked senior Vice-Presidents to respond  

 Four ways 

 Illustrate what the University was already doing 

 Ask: what more can we do?  



Divestment – President’s Report 

 University as Investor 

 University as Research Performer and Innovation 

Catalyst 

 University as Educator 

 University as Energy Consumer 

 



University as Investor 

 The Committee rejected the idea of blanket divestment 
from fossil-fuel producing firms. 

 The Committee recommends targeted divestment of the 
University’s direct holdings in those firms whose actions 
constitute a “blatant disregard” for the 1.5-degree C 
threshold. 

 As a company’s activities change in the future, they could 
be reconsidered and re-evaluated as eligible for investment 
by the University. 

 The University should consider engaging with the fossil-
fuels industry in a partnership aimed at encouraging 
progressive practices by the industry. 



University as Investor 

 An Active ESG Factor-Based Investment Strategy for 

the University of Toronto. 

 Become a signatory to the Carbon Disclosure Project. 

 Become a signatory to the United Nations-supported 

Principles for Responsible Investment Initiative (UN-

PRI). 

 Evaluate the feasibility of becoming a signatory to the 

Montréal Carbon Pledge. 

 



University as Research Performer and 
Innovation Catalyst  

 The Connaught Global Challenge Fund is currently 
structured to provide one $1-million award annually to 
support collaborative research and initiatives.  

 Promoting Undergraduate Student Opportunities and 
Achievements. 

 Collaborating with Industry. 

 Mobilizing our Entrepreneurial Community. 

 Cataloguing and Highlighting U of T Research and 
Innovation. 

 Fundraising for Climate-Change Related Research 
Priorities.  



University as Educator 

 $750,000 in Funds Earmarked for Climate-Change 

Related Research and Education Initiatives. 

 Raising the Visibility of Existing Programs and 

Courses. 

 Fundraising for Climate-Change Related Education 

Priorities. 

 



University as Energy Consumer 

 Smaller Environmental Footprint. 

 Greater Energy Efficiency in Design and Capital 

Builds. 

 Increased Clean-Energy Production and Overall 

Energy Efficiency. 

 Other Sustainability Initiatives. 

 



University as Energy Consumer 

 Utilities Reduction Revolving Fund (URRF) 

We propose to increase the URRF by 50 per cent (from $5 

million to $7.5 million), funded by central fund reserves, to 

expand the number and size of projects undertaken. 

 U of T Energy-Efficiency Standards. 

 Physical Plant as Research ‘Test Bed’. 

 Renewable-Energy Installations. 

 



Divestment – Key Communications  

 Move beyond divestment 

 Show third party support 

 Take leadership 

 Create a unified storyline 



Divestment – Key Messages 

 The university is taking a targeted and dynamic 
approach to investment guided by the best national 
and international standards. 

 The time for concrete, effective action on climate 
change has arrived. To be most effective, the U of T 
approach has to be about much more than 
divestment.   

 The university’s strategy brings in our research, our 
teaching and our role as an energy consumer. That’s 
the way we can provide the most appropriate and 
effective response to global climate change.   

 



Divestment – How did we do? 

 Brand Journalism – “Beyond Divestment” 

 Presidential Q&A 

 “Leaked report” 

 Media coverage 

 Globe and Mail print edition headline:  

“U of T refines criteria for making investment decisions” 

The Globe and Mail, Simona Chiose (Mar 30, 2016) 

 

 

 





Social Media 

 Facebook 

 Twitter 







 

 

Questions? 



 

Thank you!  
 


