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Bubka

The positive business perspective

1.

The consumer is
ready for the
demand shift

2.

The demand shift
brings short term
and long term value

3.

Your credibility is
your key to the
short- and long-term
value effect of the
demand shift



Bubka

Huh?

1. 2. 3.

Your credibility is

The consumer is The demand shift our kev to the
ready for the brings short term shoyrt— andylon -term
demand shift and long term value J

value effect of the
demand shift

Why do I hear Sustainabilty is a It's not in

they are not? cost not a revenue conveni_:i(_)nal
stream advertising




A tool to model A tool to design the A model to increase your
consumer demand and interventions necessary credibility and drive

revenue stream to implement the avoid, consumer motivation and
transitions. shift and improve model. brand consideration.

standardized regression coefficient

N

Urgency
0,119

Shared value
0,117 Clear 0,081

(explains 69% of the variations in scores)

Bubka
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strategies for shifting
consumer demand
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Reducing our demand for energy & other resources
IS critical for tackling climate change

Interventions and strategies - including marketing & communication
- that help change how we consume and use resources ...

... are ESSENTIAL for tackling climate change

.. have HUGE POTENTIAL to reduce emissions

... are WIDELY SUPPORTED by people around the world
.. are DOABLE with abundant OPTIONS available

... are STRONGLY EVIDENCED by science & practice
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Net-zero pledges (2035-2070) cover most of the
world’s carbon emissions

% @
\ OXFORD

TRACKING GLOBAL NET ZERO COVERAGE

88% 92% 89%

EMISSIONS GDP (PPP) POPULATION




‘Transitioning away from fossil fuels’ (changing the
supply) hogs the headlines on how we get to net-zero

Pre-incaustrial The coal era The oll and g4ds era The renewable era
700
600
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B Traditional Bio
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O MNuclear
B Modemn biomass and waste
100 O Geothermal
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0O Wind
O Solar
0

1800 1820 1840 1860 1880 1900 1920 1940 1960 1980 2000 2020 2040 2060 2080
Source: Rystad Energy, Energy Scenario Cube - 1.6 DG. (With thanks to Kingsmill Bond, Rocky Mountain Institute).
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But despite growth in renewables, carbon emissions
are still going UP .... why?

Global Fossil CO, Emissions
40 Gt | 2 demand for energy
CO, 2010-19 Projection 2023

375Gt CO, continues to grow so
we’re running to stand
still

+1.0%/yr

39 -

2000-09
+2.8%/yr
30 -

1990-99
+1 .O%/yr

25

20 -

| net
1990 1995 2000 2005 2010 2015 2020 23 2050 Zero

projected
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Changing how we consume and use resources Iis
ESSENTIAL for tackling climate change

Global Fossil CO, Emissions

40 Gt -
CO, 510 102/: }‘?r Projection 2023
| 37.5 Gt CO,
A 1.1% (0.0% to 2.1%)

35

2000-09

+2_8%/yr
30

1990-99
+1 .O%/yr

25 1

20 -

1990 1995 2000 2005 2010 2015 2020 23
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Changing how we consume and use resources has
HUGE POTENTIAL to reduce emissions

demand global emissions reduction
sector (tonnes GHGS) potential

)
e

last year GHGS:

0.1 billion puildings 6.8 Dbillion up to 78%

B transport 5.8 billion up to 62%

* ¥ %

o
h -
1
I t r S ™
‘! \," A
E S

X y ¥

= industry 7.3 billion up to 41%

“‘ food & agriculture 6.3 billion up to 41%

all sectors inc. energy 54 billion

Creutzig et al. (2021). Demand-side solutions to climate change mitigation consistent with high levels of well-being. Nature Climate Change.
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Changing how we consume and use resources has
HUGE POTENTIAL to reduce emissions

demand
sector

reduction
potential

last year GHGS:
0.1 billion

buildings ' up to 78%

) '/‘! :

I transport PR up to 62%

- _‘ . k_A - 3 _—— . ///,/// -~

x X %

FE |ast year GHGs: ! | 4

X y X

E up to 41%

up to 41%

all sectors inc. energy 54 billion

Creutzig et al. (2021). Demand-side solutions to climate change mitigation consistent with high levels of well-being. Nature Climate Change.
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Changing how we consume and use resources is
central to EU policy & planning on net-zero

curoPEA March 2024
EU target to reduce emissions by at least 90% by 2040

pbased in part on analysis of sustainable lifestyle changes ...
o e o e “...in line with possible expected changes in

individuals’ daily life and willingness for action in
changing consumption patterns’.

EN EN




Changing how we consume and use resources Iis
WIDELY SUPPORTED

To tackle climate change we as a society need to drastically

change the way we live and how society operates...
¢ED EIQ',;-@b

P
A

SN N
“’—I—‘ 70% _ 4 66% —e 82% —@ 74%
2wy W 0ls

&

Perceived necessity of lifestyle changes

Thinking about the ways to limit climate change, to
what extent do you think we should do the following?

m Eat less Minimise @ Reduce Reduce
red meat air travel new energy use
purchases at home
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Changing how we consume and use resources is
WIDELY SUPPORTED ... but underestimated!

People underestimate others' willingness to take climate action

Participants were asked if they would contribute 1% of their income to tackle climate change. The share that
answered "yes" is shown on the horizontal axis. The share of the population in their country that people think
would be willing is shown on the vertical axis.

we are a LARGE

B Asi
IEjIr?)pe . " .
=nnaneia [N @JOFILY 1N fAvoOUr of
80% B Oceania
0 B South America . .
climate action
°
:ifﬂ o0% Ciina .Cambz)dia
= °
5 Jhailand -Alban?a' ,oo'.B.‘l'lg'adESh .
R iy N G we consistently
I3, e® Canada ™ e 8 I ™
;G'L?: Eypt .Ru55|a.§ y I : .Hdng(gTKong ]
¢ S g underestimate the
20% Israel
strength of this norm
0%
0% 20% 40% 60% 80% 100%

Actual share who said they were willing to give 1% of their income

Data source: Andre et al. (2024). Globally representative evidence on the actual and perceived support for climate action.
Note: Based on representative surveys of almost 130,000 people across 125 countries.
OurWorldInData.org/climate-change | CC BY




Changing how we consume and use resources is
WIDELY SUPPORTED ... but underestimated!

People underestimate others' willingness to take climate action

Participants were asked if they would contribute 1% of their income to tackle climate change. The share that
answered "yes" is shown on the horizontal axis. The share of the population in their country that people
would be willing is shown on the vertical axis.

we are a LARGE
majority in favour of
climate action

80%

60%

Beliim we consistently
underestimate the
strength of this norm

Predicted share willing to give

20%

0%
0% 20% 40% 60% 80% 100%

Actual share who said they were willing to give 1% of their income

Data source: Andre et al. (2024). Globally representative evidence on the actual and perceived support for climate action.
Note: Based on representative surveys of almost 130,000 people across 125 countries.
OurWorldInData.org/climate-change | CC BY




Changing how we consume and use resources means
businesses need to think well beyond Scope 1+2 emissions

DESIGN AND DEVELOPMENT

INGREDIENT
N, o  seecrion

POST-USE R
Scope 3 = L ‘) Scope 1+2 =
supply chains COSMETICS own operations
including how i LIFE CYCLE oo
products are used CONSUMER USE ﬂmﬁﬁiﬁ h PRODUCTION
by consumers PRrRT

=a <>
90% of CO,, emissions S Qb’
over product lifecycle DISTRIBUTION PACKAGING

Source: Martins, A. M., & Marto, J. M. (2023). Sustainable Chemistry and Pharmacy. doi.org/https://doi.org/10.1016/j.scp.2023.101178
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Changing how we consume and use resources Iis
DOABLE with abundant OPTIONS available

AVOID
- do less -

SHIFT
- do different -

IMPROVE
- do better -

fewer high-carbon options
* change norms, culture *

different types of option
* change behaviours, defaults *

more resource efficient options
* change choice sets *

IPDCC

INTERGOVERNMENTAL PANEL oN ClimaTe change

Climate Change 2022
Mitigation of Climate Change

Working Group Ill contribution to the
Sixth Assessment Report of the -4
: e 4
Intergovernmental Panel on Climate Change wMo UNEP




Changing how we consume and use resources Iis
DOABLE with abundant OPTIONS available

AVOID fewer high-carbon options

)
-do less - * change norms, culture * S
SHIFT different types of option i . - -
- do different - * change behaviours, defaults * e K
IMPROVE more resource efficient options ol B
- do better - * change product choices * [T o

applies to activities (what we do), products (what we buy), services (what we use)

23



Many AVOID - SHIFT - IMPROVE options can be
supported by marketing & business strategies

AVOID fewer high-carbon options
- do less - * change norms, culture * higher value

+ lower emission
SHIFT different types of option products & services
- do different - * change behaviours, defaults *
IMPROVE more resource efficient options
- do better - * change product choices *

ALSO applies to a firm’s product portfolio and value proposition to customers

24



Changing the food we eat:

one quarter of our personal carbon

Reduced household food waste

You produce 80% less food waste -
this may be through buying less,
better meal planning, cooking with
leftovers or distributing left-over
food in your community.

TRANSFORMATION RATING ? *

Replacing meat with meat free
alternatives
You no longer eat any meat — your

diet consists of fruit, grains,
vegetables, eggs, milk, cheese etc., as

well as a range of meat-free products.

TRANSFORMATION RATING

A healthy, nutritious diet

You follow guidelines for a healthy and
varied diet of around 2000 kcal per
day — eating less meat, dairy and
processed foods also reduces your
carbon footprint.

TRANSFORMATION RATING A

footprint

Seasonal, local, & organic fruit and
vegetables delivered

You subscribe to a veg box scheme
directly from a farm that delivers
seasonal, local, and organic fruit and
vegetables to your house.

TRANSFORMATION RATING ?T

Demski, C., Cherry, C., Verfuerth, C. (2022). The road to net zero: UK public preferences for low-carbon lifestyles. CAST Briefing Paper 14.
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Changing the stuff we buy:

an important part of our personal carbon footprin

-

New products are purchased only

NN N
All products have easy to A & > m%
when necessary understand carbon labels K . :
You choose not to buy new clothes When shopping every product/service N '- _‘49@'4 LU
or update your mobile phone as comes with a carbon label to help you —— SR
often, and choose either to repair choose products that are low-carbon,
existing products or go without. durable and reusable.
- -
TRANSFORMATION RATING TRANSFORMATION RATING =\ . - : :
@ Products are purchased second-hand Product ownership remains with Products are borrowed or rented ‘
You now purchase second hand producers Rather than owning items | A
Whehevenpossible~[ Iseasy 1o Rather than owning items such as such as kitchen, DIY or garden =
find shops Aselllng repaired and kitchen appliances or computing equipment, you access these as —
refurbished products.

equipment, you lease it (producers are
then responsible for repair/disposal).

and when you need from libraries, s '

rental shops or friends.
TRANSFORMATION RATING

TRANSFORMATION RATING TRANSFORMATION RATING

Product standard laws are Businesses are responsible for
implemented the products they sell
You are provided with lifetime
The choice of products available has guarantees for all products and
changed as new design laws require producers must ensure that products
products to be more durable, repairable, are recycled or remanufactured.
recyclable or compostable.

TRANSFORMATION RATING ﬁ TRANSECRMHATION RATING ﬁ

Demski, C., Cherry, C., Verfuerth, C. (2022). The road to net zero: UK public preferences for low-carbon lifestyles. CAST Briefing Paper 14.
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 ‘Hard levers’ are effective, but not always possible

S0 what other options are available?

What works to change behaviour?

& © 9

Reduced meat options in
supermarkets & restaurants
There are fewer meat products
available now when shopping for food

- restaurants and cafes favour meat
free meals.

TRANSFORMATION RATING '*

N &6

Walking or cycling for
everyday journeys

You walk or cycle to get around the
local area, to shops, work, or meet
friends - you may still own a car, but
only use it as little as possible.

TRANSFORMATION RATING f —

Product standard laws are
implemented

The choice of products available has
changed as new design laws require
products to be more durable, repairable,
recyclable or compostable.

TRANSFORMATION RATING ﬁ




Want to change behaviour? Go EAST

if ,;\.?‘” b

|

Day-to-day travel is reduced

You travel i S| =0 I”
work from =

reduce tf _ y
J ‘,j',. { e 4
 TRANSFORD

Walking or cuclina for
every:

You walk or ¢
local area, to

friends - you |
only use it

TRANSFORMA

Smaller cars replace larger cars
You replace your large car or SUV with a

smaller car that is more efficient and
takes up less space.

TRANSFORMATION RATING Q

Behavioural Insights Team, 2014. East. Four Simple Ways to Apply Behavioural Insights. https://www.bi.team/publications/east-four-simple-ways-to-apply-behavioural-insights/




CROWN STANDARDS MENU  KINGFINDER  UNTERNEHMEN

~oia FLBISCH
. MIT

Das neue Normal: Fast unser gesamtes
Sortiment jetzt auch Plant-based.’

2 9 Meier, et al. 2022. Review: Do green defaults reduce meat consumption? Food Policy 110, 102298.
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Remove the hassle, make green

products clear

CERTIFIED
HUMANE

CERTIFIED
SUSTAINABLE
SEAFOOD

MSC

WWW.msc.org

USDA

CERTIFIED
BIOBASED
PRODUCT

FRODUCT 1007%
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£3,500 subsidy

“Free charging
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Talk about climate change

ATTRACTIWVE

Frequency of Climate Conversations

Voting: Green Party 85%
Age 18-24 83%
Active community member 74%
Education: High 73%
Income: More than 96,000 70%

UK average (n=1001)

Education: Low 58%
Age 45-54 57%
Income: less than 12,999 48%
Voting: Would not vote 43%

Voting: Brexit Party | 34%

3 2 Hampton, S., Whitmarsh, L., 2024. [PREPRINT] Carbon Capability Revisited: Theoretical Developments and Empirical Evidence. Available at SSRN 4569479.



’ Talk about climate change

g':hoeNature Q‘%

nservancy b

1. Meet people where they are 1 E'1” S
2. Connection outweighs facts  plh el

3. Start with what is happening : .‘ AR M

4. Conversation not conquest CLIM ATE

5. Focus on the person in front of you A How-To Guide
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Elite cues and extreme weather drive climate concern

25° XR &
Stern Review gchlczol
IPCC trikes
§ 8 50 NObCl | 1 SoC *
S & x Pegce Paris Agreement Report \
= Prize
c
-g § Heatwave \
5 8‘ 15 ‘Summer floods Record & CCC
50" Rainfall & Report. ®
g § COP15 & Storms A
i Climategate O
2 C 10
% 8 \
5 !
;2
O 2 5y
= Climate Change
Act Brexit Referendum
Financial Crisis
0
2006 2008 2010 2012 2014 2016 2018 2020
Sonrce: Ipsos MORI Year

Carmichael & Brulle (2017) Elite cues, media coverage, and public concern: an Kirby, M., 2023. Modelling the fall and rise in the importance of the

34 integrated path analysis of public opinion on climate change, 2001-2013. environment to the British public: 2006-2019. The British Journal of
Environ. Polit. 26, 232-252. Politics and International Relations 25, 199-218.
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Moments of Change

Whittle, C., Whitmarsh, L., Nash, N., Poortinga, W., 2022. Life events and their association with changes in the frequency of transport use in a large UK sample. Travel Behaviour and
Society 28, 273-287.




Conclusion

Changing how we consume and use
resources...

...Is ESSENTIAL for meeting Paris goals
...Can deliver HUGE emissions savings
...Is SUPPORTED but UNDERESTIMATED
...Is DOABLE

...Is STRONGLY EVIDENCED by science
...Depends on successful MARKETING

O O0rs Wk

o | | rh 8

Walking or cycling for

' Day-to-day travel is reduced :
y gutright everyday journeys Smaller cars replace larger cars
t less now might wa cycle to get around P rge car or SUV with a
w m home P ly to local area, to shops, work, or m mall is m fficient and
reduce the distances you travel . nds - you may wn a car, b k l e.
L it as little as possibl
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Two key take-aways

1. Most

sustainable
communication
campaigns face a
credibility issue.

2. We now know
it's a languague
Issue, SO we can
fix it



Credibility of corporate sustainability statements is rather low

6,4%

finds the statements
companies make regarding
their sustainable efforts
credible

Source: De Duurzame Belg, 2020



Academic research

How credible is
sustainable advertising?

How important is
credibility for the impact of
sustainable advertising?

What's driving credibility?

frontiersin.org

;‘ frontiers About us v All journals

Where scientists 5=

empower society

" -
Estd

N
Creating solutions for healthy lives on a healthy planets

3' frontiers Aboutus v All journals All articles (Submit your research >

Frontiers in Communication Sections v Articles Research Topics Editorial Board About journal v

ORIGINAL RESEARCH article

Front. Commun., 15 June 2023

Sec. Science and Environmental Understanding Sustainability: Conversations, Values,
Communication Motifs, Barriers, and Enablers of (Un)Sustainable
Volume 8 - 2023 | Everyday Practices

https://doi.org/10.3389/fcomm.2023.1056020 View all 4 Articles

This article is part of the Research Topic

Credibility of green advertising: six
elements that drive credibility in green
advertising

Gino Verleye' Arjan De Ruyck® Wim Vermeulen? Inez Schoenaers?

= ~ ~ = = = E

‘. - 3 - - - .-"_ - pamr il Loamag, - ~~

Views rank

This article has more views than
90% of all Frontiers articles.



Sustainable
advertising is
advertising that
promotes a subject
that is related to
onhe or more of the
17 SDGs

SUSTAINABLE
DEVELOPMENT

DECENT VIDRK AND
ECONOMIC GROWTH
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It Is generally
accepted that
commercial
advertising
exaggerates
benefits

https://vimeo.com/946936637?share=copy



https://vimeo.com/946936637?share=copy

Working with broadcasters to confirm

2021 December 2022

Belgium TV & online video Dutch radio
95 campaigns 100 campaigns

Bubka Ver

n

t

al learnings

June 2023

French radio
/5 campaigns

ME

move ahead

December 2023

Belgium TV
130 campaigns

vig



1. How credible is sustainable advertising?

9,7% 9,7% 129%

2021 December 2022 June 2023

Belgium TV & online video Dutch radio French radio
95 campaigns 100 campaigns /5 campaigns

11,9%

December 2023

Belgium TV
130 campaigns



2. How important is credibility for impact?

The Credibility Impact Model




Two key take-aways

1. Most

sustainable
communication
campaigns face a
credibility issue.

2. We now know
it's a languague
Issue, SO we can
fix it



It's a cross-industry corporate language issue

Credibility by industry, N=130 spots
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3. What is driving credibility?

standardized regression coefficient

Urgency
0,119
Shared value
0,117 Clear 0,081

(explains 69% of the variations in scores)



3. What is driving credibility?

Clear through details

Commitment

Shared value

Honest

Urgency

Drivers

Motivating

1
Credibility

Consideration

1
1

Results



Mother nature visiting Apple

https://youtu.be/QNVOPRDIhes

VI/I\


https://youtu.be/QNv9PRDIhes
https://youtu.be/QNv9PRDIhes

Apple Scorecard




Apple Scorecard

4,6 4,5 4,51 4,51
4,12
4
3,2 2 3,3 3,1
. 2,9 r
2
1
0

Clear Commitment Shared Value Honesty Urgency
Apple m12% BM

Drivers

Credibility

Motivation

Results

4,68

Consideration

VI/I\



AS ADVENTURE

https://vimeo.com/946936659?share=copy

@ 4/130

Ny



https://vimeo.com/946936659?share=copy

A.S. Adventure Scorecard (based on 1 campaign)




A.S. Adventure Scorecard (based on 1 campaign)

A.S. Adventure vs. 12% BM

4.51 4.5 4.6 4.51
4.24
4.04 4.04 4.12 396
3.8 |

> 4.86
4.16 4.2 4.16
3.8 |

Honesty Commitment Urgency Clarity Shared value Credibility Motivation Consideration

A.S. Adventure m12% BM
Drivers

Results

VI/I\



Credibility Is a
competitive advantage




How do you know how your score?

AVAAN

Driving the
sustainable impact of
ad campaigns forward

Credibility benchmark report Belgian TV 2023

VIA Webinar
April 18th 2023

Up to 20/year

Sounds

of change

best sustainable audio campai

Bimonthly ‘best of’
in Pub magazine

OrbitbyPub Conference:

Best of 2024



Two key take-aways

1. Most

sustainable
communication
campaigns face a
credibility issue.

2. We now know
it's a languague
Issue, SO we can
fix it
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