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The climate crisis business perspective

Regulation Legal riskCompliance Nobody 
to sell to

Value chain 
disruption



Cut 
supply

Shift 
Demand



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
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Why do I hear 
they are not?

Sustainabilty is a 
cost not a revenue 

stream

It’s not in 
conventional 
advertising



A tool to model 
consumer demand and 

revenue stream 
transitions.

A tool to design the 
interventions necessary 
to implement the avoid, 
shift and improve model.

A model to increase your 
credibility and drive 

consumer motivation and 
brand consideration.
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The Demand Shift and 
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University of Oxford
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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 …

1 … are ESSENTIAL for tackling climate change

2 … have HUGE POTENTIAL to reduce emissions

3 … are WIDELY SUPPORTED by people around the world

4 … are DOABLE with abundant OPTIONS available

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

Source: voicesofyouth.org
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Source: Rystad Energy, Energy Scenario Cube – 1.6 DG. (With thanks to Kingsmill Bond, Rocky Mountain Institute).

‘Transitioning away from fossil fuels’ (changing the 
supply) hogs the headlines on how we get to net-zero
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But despite growth in renewables, carbon emissions 
are still going UP ....

2050

net 

zero

why?

demand for energy 

continues to grow so 

we’re running to stand 

still
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Changing how we consume and use resources is 
ESSENTIAL for tackling climate change

2050

reduce demand

decarbonise supply

(mop up CO2)

3 strategies for reaching net-zero



15

Creutzig et al. (2021). Demand-side solutions to climate change mitigation consistent with high levels of well-being. Nature Climate Change.

reduction

potential

up to 78% 

up to 62% 

up to 41% 

up to 41% 

Changing how we consume and use resources has 
HUGE POTENTIAL to reduce emissions

demand   global emissions

sector    (tonnes GHGs)

buildings   6.8 billion

transport   5.8 billion

industry   7.3 billion

food & agriculture  6.3 billion

all sectors inc. energy 54 billion

last year GHGs:

0.1 billion

last year GHGs:

3.3 billion
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Changing how we consume and use resources is 
central to EU policy & planning on net-zero

 

EN   EN 

 

 

 
EUROPEAN 
COMMISSION  

Strasbourg, 6.2.2024  

SWD(2024) 63 final 

PART 1/5 

 

COM M I SSI ON ST AFF W ORK I NG DOCUM ENT  
 

I M PACT ASSESSM ENT REPORT  
 

Part 1 

Accompanying the document 

COM M UNI CAT I ON FROM  T H E COM M I SSI ON T O T H E EUROPEAN 
PARLI AM ENT, T H E COUNCI L , T H E EUROPEAN ECONOM I C AND SOCI AL  

COM M I T T EE AND TH E COM M I T T EE OF T H E REGI ONS 
 

Securing our future        
        

Europe's 2040 climate target and path to climate neutrality by 2050 building a 
sustainable, just and prosperous society 

{COM(2024) 63 final} - {SEC(2024) 64 final} - {SWD(2024) 64 final}  

March 2024:

EU target to reduce emissions by at least 90% by 2040

based in part on analysis of sustainable lifestyle changes ...

 “ ... in line with possible expected changes in 

individuals’ daily life and willingness for action in 

changing consumption patterns”.
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 3 

 5 

Steentjes, K., Demski, C. & Poortinga, W. (2021). Public perceptions of climate change and policy action in the UK, China, Sweden and Brazil. CAST Briefing Paper 10.

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

we are a LARGE 

majority in favour of 

climate action

we consistently 

underestimate the 

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

Source: Martins, A. M., & Marto, J. M. (2023). Sustainable Chemistry and Pharmacy. doi.org/https://doi.org/10.1016/j.scp.2023.101178 

90% of CO2 emissions 

over product lifecycle

Scope 1+2 =

own operations

Scope 3 =

supply chains 

including how 

products are used 

by consumers
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Changing how we consume and use resources is 
DOABLE with abundant OPTIONS available

AVOID

- do less -

fewer high-carbon options

* change norms, culture *

SHIFT

- do different -

different types of option

* change behaviours, defaults *

IMPROVE

- do better -

more resource efficient options

* change choice sets *
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Changing how we consume and use resources is 
DOABLE with abundant OPTIONS available

AVOID

- do less -

fewer high-carbon options

* change norms, culture *

SHIFT

- do different -

different types of option

* change behaviours, defaults *

IMPROVE

- do better -

more resource efficient options

* change product choices *

applies to activities (what we do), products (what we buy), services (what we use)
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THE PRODUCTS W E BUY

Carbon emissions associated with purchasing products like clothing and electrical appliances account 
for approximately 6% of personal carbon footprints . Waste is an additio

n
al  pr oblem; for example 

UK households produce around 127 thousand tonnes of electrical and electronic equipment in the 
second quarter of 2021 [15]. Reducing carbon emissions and waste from products will require a 
change to the design and use of products, with new business models needed to encourage better 
standards and increased repairing and sharing of products rather than buying new (i.e. circular 
economy models) [16, 17]. There are also a number of co-benefits  associ a ted with these strategies 
such as reduced soil and ground water contamination  fr om less landfill  w aste, and less animal and 
plant-species habitat destruction .

Second hand products

+

Purchasing and using second hand 
products was considered feasible and 
generally viewed positively. For some 
products, purchasing second hand 
is becoming more normalised (e.g. 
through internet platforms), although 
there remains a stigm a  associ a ted with 
second hand products and a perception  
that they can be lower quality. 

Sharing economy

+

Perception s  ar ound the sharing 
economy were generally positive 
with only minor concerns around 
cleanliness . People drew on examples 
of sharing initiatives (e.g. library of 
things), but the idea of leasing or 
rentin

g
 pr oducts is still  some what 

unfamiliar to people. Co-benefits  
of community cohesion were also 
recognised as arising out of informal 
neighbourhood sharing initiatives. 

Paying for services

–

Paying for services was the least 
favoured strategy. This strategy 
was linked with current leasing or 
subscription  mo del s (e. g. for mobile 
phones or cars), which are viewed 
as more expensive in the long run 
compared to purchasing outright. 

Sharing economy as a positive idea for 
communitie

s
:   

“I love that idea because it almost feels 
like a grass roots sense of community type 
thing that anybody can set up. We could do 
it now and I’ve never thought of it before, 
and it’s so simple but it’s actually a really 
nice thing to do. ” 

(Frankie, Devon)

Second hand products as something easy to do:  

“the ‘second hand products,’ is an easy one because I do 
take a lot of my clothes to charity anyway…then I do buy 
some stuff o f f F acebook marketplace anyway, um, so I 
think it’s an easy thing for me to do” 

(Lottie

,

 Ma nches ter)

  

2 This fig

u

r e inc l udes emi ssi ons  as soci at ed with production  onl y , and not emissions from product use. 
3  It should be noted that the workshops were done during the second Covid-19 lockdown where concerns about cleanliness could 

have been higher than normal.

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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Buying less

+

The idea of buying less stuff 
is something that was viewed 
positively and seen as achievable 
by everyone. Many believe 
they are already engaging in 
this strategy, whereas others 
refle

c
t ed on how many things 

they purchase due to current 
consumer culture. 

Carbon labels

+

Carbon labelling was viewed as 
feasible and desirable. People 
felt more information  t o aid 
choices needed to be available 
and labelling would be a good 
solutio

n
.

Carbon taxes

+/-

Carbon taxes were viewed as 
feasible, and signalling carbon 
emissions through price was 
considered a way to inform 
people’s choices. Nonetheless, 
overall responses were ambivalent 
with few hostile  or  cl ear  pos i tiv e 
responses. 

Personal carbon 
budgets

+/-

Responses to carbon budgets 
were mixed. The concept was not 
seen as very feasible by some. 
People tended to find  the idea 
fascinating  but  not  r ealistic in the 
way it could be implemented. 

Product 
standards

+

Lifetime  
guarantees

+

Improving product standards and providing lifetime  guar antees were 
viewed positively and prompted discussions about current products 
being of a low quality and designed to be replaced frequently. 
However, there was also a lot of distrust in businesses leading the way 
and that this would increase the cost of products. Some also raised 
concerns about constant technological advances providing no choice 
but to buy new to keep up. 

Buying less as something they need 
to do: 

“buying less defini t ely would be 
effectiv

e
 f or me, because I do spend 

ridiculously silly amounts of money on 
stuff 

t
hat  I don’ t real ly need . ” 

(Carly, Devon)

Distrust in manufacturers: 

“if products came with a lifetime  
guarantee and to ensure that they 
were all recyclable or be able to be 
remanufactured, that would be very 
attr

a
ctive

 
but  I  wou l d be ver y surprised 

if they ever did, quite frankly. I can’t 
even get my hoover at the moment and, 
while it’s under guarantee, repaired or 
replaced successfully.” 

(Jane, Aberdeen)

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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AVOID

- do less -

fewer high-carbon options

* change norms, culture *

SHIFT

- do different -

different types of option

* change behaviours, defaults *

IMPROVE

- do better -

more resource efficient options

* change product choices *

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

higher value

+ lower emission

products & services

Many AVOID – SHIFT – IMPROVE options can be 
supported by marketing & business strategies
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Changing the food we eat:
one quarter of our personal carbon footprint
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Reduced meat option s

+/-

Responses were mixed for reducing 
meat option s  in super ma r k ets and 
restaurants. In principle, this was 
considered necessary and a good 
way to help people reduce their 
meat consumption ,  but  not  if choi ces  
were restricted too much. Increasing 
vegan and vegetarian alternatives was 
considered a better way to change the 
available choices.

Carbon tax on food

+/-

Carbon taxes to encourage reduction s  
in meat consumption  (b y making meat 
and meat products more expensive) 
divided opinion. Some felt that this was 
the only way to encourage change as 
people won’t make lifestyle changes 
without fin

a

nc i al  incen tives, while 
others felt the opposite, that even if 
prices increase, people that want to eat 
meat will still  buy it.  

Less food waste

+

Reducing food waste was viewed as 
essential  and some thing everyone could 
do. Partici pan ts described how they 
were aware that they currently waste 
food and displayed guilt in admittin

g

 
that this was something they personally 
needed to address. Others described 
strategies that they already used to 
avoid waste (e.g., meal planning). 

Local and seasonal food

+

Eatin

g

 loc al and seasonal foods was 
viewed positively and linked to ideas 
around local foods being healthier, of 
higher quality, and representing  a mo r e 
traditio

n
al  w ay of eating .

Lab grown meat

–

Initia

l

 r eactio

n

s  t o lab-grown meat 
were generally negative. It was 
perceived as ‘unnatural’ and associated 
with a sense of weirdness and disgust. 
A small number of partic

i

pan ts were 
willing to try lab-grown meat, seeing it 
as progress with a few concerns around 
safety and health. 

Wastin

g

 f ood as something most 
are guilty of: 

“[Wasting  f ood] is a big thing I 
think we do. We waste a lot of food 
and I think that’s something that 
we’re all guilty of and I think we 
need to look at that and try and, 
you know, buy what we need.” 

(Sally, Aberdeen)

Carbon tax on (red) meat as fair: 

“I think if I’m choosing to buy beef, 
it’s a choice, and it’s the same 
as people that buy cigarettes or 
people that buy alcohol. The taxes 
get put on them, so I think it would 
only be fair, I’d be a hypocrite if I 
say people that go on aeroplanes 
should be taxed more and then, 
on the fli

p
side, I’m saying, “Well, 

I don’t want to be taxed more for 
eatin

g
 red me at  or  eat ing

 

mea t . ” 

(Ben, Manchester)

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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THE FOOD W E EAT

Emissions from food account for approximate 17% of UK carbon emissions and around 25% of 
personal carbon footprints [11]. Animal products make up the greatest share of this footprint, 
especially beef and lamb [12]. While changes to land use and agricultural practices will be essential 
for reducing emissions in this sector, changes to diets and reducing food waste are also needed [13]. 
There are a number of co-benefits  associ a ted with these strategies, such as improved health and 
biodiversity outcomes. In the UK, we eat more than double the amount of meat than is considered 
healthy, which is linked to a number of life-limiting  diseases [14]. Industrialised farming also causes 
deforestation, poor animal welfare and biodiversity loss [12]. 

Vegan diet

–

Vegetarian diet

–

Fully vegetarian/vegan diets were generally perceived as too restrictive 
and involving too much of a change for most people - at least in the near 
future. There were also concerns about vegan diets being unhealthy and 
detrimental to the livelihoods of farmers. Despite some strong reaction s  
against vegan diets, a minority of partic

i

pan ts described positive experiences 
with vegan food and could imagine adopting  a v egan or vegetarian diet. 

Balanced diet

+

Adopting  a bal anced di e t1 was 
seen as the most desirable and 
achievable. It was seen as a healthy 
optio

n
 tha t would also have a big 

impact on emissions while not 
being too restrictive. 

Swap red meat for 
white meat

+

Halve meat 
consumption

+

Halving meat consumption  and s wapping red meat for white meat were considered 
desirable and achievable alongside eating  a bal anced di e t. These strategies were 
seen as quick and easy changes that many people would be able to make.

Positive vegan food experience: 

“We have a new restaurant 
opened, just before the lockdown. 
It’s Indian, and it’s all vegan, and 
I guarantee if you go there and 
have a meal there, you would be 
- you’d be transformed - just how 
good vegan food can be” 

(Mary, Manchester)

  

1 Following guidelines for a varied and healthy diet based on about 2000kcal a day – eating  less me at , dai ry , and processed food. In 
the UK, people are estima t ed to eat double the amount of meat per year than is recommended for a healthy diet.

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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responses
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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 footprint
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Sharing economy as a positive idea for 
communitie

s
:   

“I love that idea because it almost feels 
like a grass roots sense of community type 
thing that anybody can set up. We could do 
it now and I’ve never thought of it before, 
and it’s so simple but it’s actually a really 
nice thing to do. ” 

(Frankie, Devon)

Second hand products as something easy to do:  

“the ‘second hand products,’ is an easy one because I do 
take a lot of my clothes to charity anyway…then I do buy 
some stuff o f f F acebook marketplace anyway, um, so I 
think it’s an easy thing for me to do” 

(Lottie

,

 Ma nches ter)

  

2 This fig

u

r e inc l udes emi ssi ons  as soci at ed with production  onl y , and not emissions from product use. 
3  It should be noted that the workshops were done during the second Covid-19 lockdown where concerns about cleanliness could 

have been higher than normal.

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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n
al  pr oblem; for example 

UK households produce around 127 thousand tonnes of electrical and electronic equipment in the 
second quarter of 2021 [15]. Reducing carbon emissions and waste from products will require a 
change to the design and use of products, with new business models needed to encourage better 
standards and increased repairing and sharing of products rather than buying new (i.e. circular 
economy models) [16, 17]. There are also a number of co-benefits  associ a ted with these strategies 
such as reduced soil and ground water contamination  fr om less landfill  w aste, and less animal and 
plant-species habitat destruction .

Second hand products
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Purchasing and using second hand 
products was considered feasible and 
generally viewed positively. For some 
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is becoming more normalised (e.g. 
through internet platforms), although 
there remains a stigm a  associ a ted with 
second hand products and a perception  
that they can be lower quality. 
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Buying less

+

The idea of buying less stuff 
is something that was viewed 
positively and seen as achievable 
by everyone. Many believe 
they are already engaging in 
this strategy, whereas others 
refle

c
t ed on how many things 

they purchase due to current 
consumer culture. 

Carbon labels

+

Carbon labelling was viewed as 
feasible and desirable. People 
felt more information  t o aid 
choices needed to be available 
and labelling would be a good 
solutio

n
.

Carbon taxes

+/-

Carbon taxes were viewed as 
feasible, and signalling carbon 
emissions through price was 
considered a way to inform 
people’s choices. Nonetheless, 
overall responses were ambivalent 
with few hostile  or  cl ear  pos i tiv e 
responses. 

Personal carbon 
budgets

+/-

Responses to carbon budgets 
were mixed. The concept was not 
seen as very feasible by some. 
People tended to find  the idea 
fascinating  but  not  r ealistic in the 
way it could be implemented. 

Product 
standards

+

Lifetime  
guarantees

+

Improving product standards and providing lifetime  guar antees were 
viewed positively and prompted discussions about current products 
being of a low quality and designed to be replaced frequently. 
However, there was also a lot of distrust in businesses leading the way 
and that this would increase the cost of products. Some also raised 
concerns about constant technological advances providing no choice 
but to buy new to keep up. 

Buying less as something they need 
to do: 

“buying less defini t ely would be 
effectiv

e
 f or me, because I do spend 

ridiculously silly amounts of money on 
stuff 

t
hat  I don’ t real ly need . ” 

(Carly, Devon)

Distrust in manufacturers: 

“if products came with a lifetime  
guarantee and to ensure that they 
were all recyclable or be able to be 
remanufactured, that would be very 
attr

a
ctive

 
but  I  wou l d be ver y surprised 

if they ever did, quite frankly. I can’t 
even get my hoover at the moment and, 
while it’s under guarantee, repaired or 
replaced successfully.” 

(Jane, Aberdeen)

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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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

• So what other options are available?

What works to change behaviour?
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HOW  W E TRAVEL

Surface and air travel account for 30% of the UK’s greenhouse gas emissions overall, and around 
27% of personal carbon footprints [18]. Carbon emissions arise because 93% of distances for 
short journeys are travelled by car and 85% of longer journeys are made by plane [19]. Air travel 
is, however, quite unevenly distributed, with 15% of people responsible for 70% of all flig h ts and 
half of the UK population  not  flyin g a t all [20]. Option s  t o decarbonise the sector include shiftin g t o 
low-carbon modes of travel, improving existing  tr avel modes or avoiding travel altogether [21]. The 
co-benefits  of  r educing carbon emissions from travel include reduced air pollutio

n

,  imp r oved health 
outcomes, as well as reduced road deaths [19]. Below we first present option s  t o reduce carbon 
emissions associated with land/short-distance travel, followed by option s  t o reduce emissions 
associated with fly

i
ng /long-distance travel.

SHORT-DISTANCE TRAVEL

Living car free

–

Living car free was disliked by 
many who also project this across 
society, believing that many would 
just be unwilling to contemplate 
this regardless of alternative 
optio

n
s .  Own i ng a c ar was seen as 

important for freedom, flexibility 
and travel for emergencies. 

Car-clubs

+/-

Car clubs were viewed positively 
however, in practice ,  it is not  a 
strategy that was engaged with 
much because owning a car was 
stil

l
 c onsidered the predominant 

way future travel would occur.

Public transport

+

Active travel

+

Reducing car use by increasing active travel and using public 
transport was viewed favourably and something that people would 
want to do more of, in part, due to potential  heal th and fina

n

ci al 
co-benefits .  P eople, however, also felt restricted by personal 
circumstances, such as work constraints, family responsibilities ,  and 
health condition s ,  wh i ch ma de these less vi abl e op tion s .  In rur al 
areas, people discussed a lack of services and investment which 
made these option s  una vailable regardless of preference.

Living car free as not possible:  

“I have to get to work and drop three 
kids at school by 8:30 in the morning. I 
couldn’t do that on a bus... tim

e

wise.” 

(Christine ,  Aber deen)

Public transport means less freedom and flexibility:   

“Personally, out of everything we’ve talked about, in terms of like 
food and holidays and everything, I’d find  gi vi ng m y car up the 
hardest out of them all purely because it’s just the flexibility of a 
car, I know obviously pre-COVID, I can jump in the car and get to my 
friends within fiv

e

 mi nut es, so I don’t have to rely on lifts or  an ything 
like that. So the flexibility and the freedom of having my car, I’d find  
that the hardest to give up over different meats or holidays abroad 
or anything like that. ” 

(Joey, Manchester)

  

2 This fig

u

r e inc l udes emi ssi ons  as soci at ed with production  onl y , and not emissions from product use. 
3  It should be noted that the workshops were done during the second Covid-19 lockdown where concerns about cleanliness could 

have been higher than normal.

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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Reduced meat option s

+/-

Responses were mixed for reducing 
meat option s  in super ma r k ets and 
restaurants. In principle, this was 
considered necessary and a good 
way to help people reduce their 
meat consumption ,  but  not  if choi ces  
were restricted too much. Increasing 
vegan and vegetarian alternatives was 
considered a better way to change the 
available choices.

Carbon tax on food

+/-

Carbon taxes to encourage reduction s  
in meat consumption  (b y making meat 
and meat products more expensive) 
divided opinion. Some felt that this was 
the only way to encourage change as 
people won’t make lifestyle changes 
without fin

a

nc i al  incen tives, while 
others felt the opposite, that even if 
prices increase, people that want to eat 
meat will still  buy it.  

Less food waste

+

Reducing food waste was viewed as 
essential  and some thing everyone could 
do. Partici pan ts described how they 
were aware that they currently waste 
food and displayed guilt in admittin

g

 
that this was something they personally 
needed to address. Others described 
strategies that they already used to 
avoid waste (e.g., meal planning). 

Local and seasonal food

+

Eatin

g

 loc al and seasonal foods was 
viewed positively and linked to ideas 
around local foods being healthier, of 
higher quality, and representing  a mo r e 
traditio

n
al  w ay of eating .

Lab grown meat

–

Initia

l

 r eactio

n

s  t o lab-grown meat 
were generally negative. It was 
perceived as ‘unnatural’ and associated 
with a sense of weirdness and disgust. 
A small number of partic

i

pan ts were 
willing to try lab-grown meat, seeing it 
as progress with a few concerns around 
safety and health. 

Wastin

g

 f ood as something most 
are guilty of: 

“[Wasting  f ood] is a big thing I 
think we do. We waste a lot of food 
and I think that’s something that 
we’re all guilty of and I think we 
need to look at that and try and, 
you know, buy what we need.” 

(Sally, Aberdeen)

Carbon tax on (red) meat as fair: 

“I think if I’m choosing to buy beef, 
it’s a choice, and it’s the same 
as people that buy cigarettes or 
people that buy alcohol. The taxes 
get put on them, so I think it would 
only be fair, I’d be a hypocrite if I 
say people that go on aeroplanes 
should be taxed more and then, 
on the fli

p
side, I’m saying, “Well, 

I don’t want to be taxed more for 
eatin

g
 red me at  or  eat ing

 

mea t . ” 

(Ben, Manchester)

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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Want to change behaviour? Go EAST

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/
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Travel less every day

+

Reducing car travel by simply travelling 
less was seen as a possible and positive 
optio

n
,  al though wi thi n limi ts.  Some  

car use was considered unavoidable 
(similar to living car free).

Travel shorter distances

–

Travelling shorter distances was the least 
popular option .  It w as not considered 
viable, given the demands of everyday 
life where work, education  and access 
to service are spread across a large 
geographic area.

Downsizing cars

+

Downsizing cars was perceived 
as something that is possible for 
most people, with some reflec t ions  
on how many people have 
unnecessarily large cars.

Electric cars

+

Electric cars were viewed as an obvious strategy to 
pursue and therefore a desirable option  f or many, 
partia

l
ly bec ause it allowed people to retain the 

freedom, flexibility and security they associate with 
individualised transport. It was seen as an essential  
part of a decarbonised future, but currently too 
expensive to be a viable choice for many.

Moving house to reduce travel distance as unworkable:  

“you can’t expect somebody to sell their house to move 
to a school that maybe children are only for five or seven 
years. And then move again because they go to a different 
high school that’s maybe in a different area. Um or move 
closer to your job, where there’s no job for life these days” 

(Monica, Aberdeen)

Willing to downsize cars:  

“I’ve got two cars, both of them are like 
4x4’s. I wouldn’t mind, about maybe 
downsizing and getting  a littler  c ar, 
because I think the way the world’s 
going in future that we’re probably all 
gonna be doing less travel.”

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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low-carbon modes of travel, improving existing  tr avel modes or avoiding travel altogether [21]. The 
co-benefits  of  r educing carbon emissions from travel include reduced air pollutio

n

,  imp r oved health 
outcomes, as well as reduced road deaths [19]. Below we first present option s  t o reduce carbon 
emissions associated with land/short-distance travel, followed by option s  t o reduce emissions 
associated with fly

i
ng /long-distance travel.

SHORT-DISTANCE TRAVEL

Living car free

–

Living car free was disliked by 
many who also project this across 
society, believing that many would 
just be unwilling to contemplate 
this regardless of alternative 
optio

n
s .  Own i ng a c ar was seen as 

important for freedom, flexibility 
and travel for emergencies. 

Car-clubs

+/-

Car clubs were viewed positively 
however, in practice ,  it is not  a 
strategy that was engaged with 
much because owning a car was 
stil

l
 c onsidered the predominant 

way future travel would occur.

Public transport

+

Active travel

+

Reducing car use by increasing active travel and using public 
transport was viewed favourably and something that people would 
want to do more of, in part, due to potential  heal th and fina

n

ci al 
co-benefits .  P eople, however, also felt restricted by personal 
circumstances, such as work constraints, family responsibilities ,  and 
health condition s ,  wh i ch ma de these less vi abl e op tion s .  In rur al 
areas, people discussed a lack of services and investment which 
made these option s  una vailable regardless of preference.

Living car free as not possible:  

“I have to get to work and drop three 
kids at school by 8:30 in the morning. I 
couldn’t do that on a bus... tim

e

wise.” 

(Christine ,  Aber deen)

Public transport means less freedom and flexibility:   

“Personally, out of everything we’ve talked about, in terms of like 
food and holidays and everything, I’d find  gi vi ng m y car up the 
hardest out of them all purely because it’s just the flexibility of a 
car, I know obviously pre-COVID, I can jump in the car and get to my 
friends within fiv

e

 mi nut es, so I don’t have to rely on lifts or  an ything 
like that. So the flexibility and the freedom of having my car, I’d find  
that the hardest to give up over different meats or holidays abroad 
or anything like that. ” 

(Joey, Manchester)

  

2 This fig

u

r e inc l udes emi ssi ons  as soci at ed with production  onl y , and not emissions from product use. 
3  It should be noted that the workshops were done during the second Covid-19 lockdown where concerns about cleanliness could 

have been higher than normal.

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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Travel less every day

+

Reducing car travel by simply travelling 
less was seen as a possible and positive 
optio

n
,  al though wi thi n limi ts.  Some  

car use was considered unavoidable 
(similar to living car free).

Travel shorter distances

–

Travelling shorter distances was the least 
popular option .  It w as not considered 
viable, given the demands of everyday 
life where work, education  and acces s 
to service are spread across a large 
geographic area.

Downsizing cars

+

Downsizing cars was perceived 
as something that is possible for 
most people, with some reflec t ions  
on how many people have 
unnecessarily large cars.

Electric cars

+

Electric cars were viewed as an obvious strategy to 
pursue and therefore a desirable option  f or many, 
partia

l
ly bec ause it allowed people to retain the 

freedom, flexibility and security they associate with 
individualised transport. It was seen as an essential  
part of a decarbonised future, but currently too 
expensive to be a viable choice for many.

Moving house to reduce travel distance as unworkable:  

“you can’t expect somebody to sell their house to move 
to a school that maybe children are only for five or seven 
years. And then move again because they go to a different 
high school that’s maybe in a different area. Um or move 
closer to your job, where there’s no job for life these days” 

(Monica, Aberdeen)

Willing to downsize cars:  

“I’ve got two cars, both of them are like 
4x4’s. I wouldn’t mind, about maybe 
downsizing and getting  a littler  c ar, 
because I think the way the world’s 
going in future that we’re probably all 
gonna be doing less travel.”

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses



29

Co

w’s 

mil

k?

Change the default choice

Meier, et al. 2022. Review: Do green defaults reduce meat consumption? Food Policy 110, 102298. 

SHIFT SHIFT SHIFT
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Remove the hassle, make green 
products clear

SHIFT SHIFT
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£3,500 subsidy

Or 

“Free charging 

for 100k miles”

AVOID

IMPROVE
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34%

43%

48%

57%

58%

64%

70%

73%

74%

83%

85%

Voting: Brexit Party

Voting: Would not vote

Income: less than 12,999

Age 45-54

Education: Low

UK average (n=1001)

Income: More than 96,000

Education: High

Active community member

Age 18-24

Voting: Green Party

Frequency of Climate Conversations

Talk about climate change

Hampton, S., Whitmarsh, L., 2024. [PREPRINT] Carbon Capability Revisited: Theoretical Developments and Empirical Evidence. Available at SSRN 4569479.
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1. Meet people where they are
2. Connection outweighs facts
3. Start with what is happening
4. Conversation not conquest
5. Focus on the person in front of you

Talk about climate change
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Elite cues and extreme weather drive climate concern

Carmichael & Brulle (2017) Elite cues, media coverage, and public concern: an 

integrated path analysis of public opinion on climate change, 2001–2013. 

Environ. Polit. 26, 232–252.

Kirby, M., 2023. Modelling the fall and rise in the importance of the 

environment to the British public: 2006–2019. The British Journal of 

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. 
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Conclusion
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Travel less every day

+

Reducing car travel by simply travelling 
less was seen as a possible and positive 
optio

n
,  al though wi thi n limi ts.  Some  

car use was considered unavoidable 
(similar to living car free).

Travel shorter distances

–

Travelling shorter distances was the least 
popular option .  It w as not considered 
viable, given the demands of everyday 
life where work, education  and access 
to service are spread across a large 
geographic area.

Downsizing cars

+

Downsizing cars was perceived 
as something that is possible for 
most people, with some reflec t ions  
on how many people have 
unnecessarily large cars.

Electric cars

+

Electric cars were viewed as an obvious strategy to 
pursue and therefore a desirable option  f or many, 
partia

l
ly bec ause it allowed people to retain the 

freedom, flexibility and security they associate with 
individualised transport. It was seen as an essential  
part of a decarbonised future, but currently too 
expensive to be a viable choice for many.

Moving house to reduce travel distance as unworkable:  

“you can’t expect somebody to sell their house to move 
to a school that maybe children are only for five or seven 
years. And then move again because they go to a different 
high school that’s maybe in a different area. Um or move 
closer to your job, where there’s no job for life these days” 

(Monica, Aberdeen)

Willing to downsize cars:  

“I’ve got two cars, both of them are like 
4x4’s. I wouldn’t mind, about maybe 
downsizing and getting  a littler  c ar, 
because I think the way the world’s 
going in future that we’re probably all 
gonna be doing less travel.”

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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HOW  W E TRAVEL

Surface and air travel account for 30% of the UK’s greenhouse gas emissions overall, and around 
27% of personal carbon footprints [18]. Carbon emissions arise because 93% of distances for 
short journeys are travelled by car and 85% of longer journeys are made by plane [19]. Air travel 
is, however, quite unevenly distributed, with 15% of people responsible for 70% of all flig h ts and 
half of the UK population  not  flyin g a t all [20]. Option s  t o decarbonise the sector include shiftin g t o 
low-carbon modes of travel, improving existing  tr avel modes or avoiding travel altogether [21]. The 
co-benefits  of  r educing carbon emissions from travel include reduced air pollutio

n

,  imp r oved health 
outcomes, as well as reduced road deaths [19]. Below we first present option s  t o reduce carbon 
emissions associated with land/short-distance travel, followed by option s  t o reduce emissions 
associated with fly

i
ng /long-distance travel.

SHORT-DISTANCE TRAVEL

Living car free

–

Living car free was disliked by 
many who also project this across 
society, believing that many would 
just be unwilling to contemplate 
this regardless of alternative 
optio

n
s .  Own i ng a c ar was seen as 

important for freedom, flexibility 
and travel for emergencies. 

Car-clubs

+/-

Car clubs were viewed positively 
however, in practice ,  it is not  a 
strategy that was engaged with 
much because owning a car was 
stil

l
 c onsidered the predominant 

way future travel would occur.

Public transport

+

Active travel

+

Reducing car use by increasing active travel and using public 
transport was viewed favourably and something that people would 
want to do more of, in part, due to potential  heal th and fina

n

ci al 
co-benefits .  P eople, however, also felt restricted by personal 
circumstances, such as work constraints, family responsibilities ,  and 
health condition s ,  wh i ch ma de these less vi abl e op tion s .  In rur al 
areas, people discussed a lack of services and investment which 
made these option s  una vailable regardless of preference.

Living car free as not possible:  

“I have to get to work and drop three 
kids at school by 8:30 in the morning. I 
couldn’t do that on a bus... tim

e

wise.” 

(Christine ,  Aber deen)

Public transport means less freedom and flexibility:   

“Personally, out of everything we’ve talked about, in terms of like 
food and holidays and everything, I’d find  gi vi ng m y car up the 
hardest out of them all purely because it’s just the flexibility of a 
car, I know obviously pre-COVID, I can jump in the car and get to my 
friends within fiv

e

 mi nut es, so I don’t have to rely on lifts or  an ything 
like that. So the flexibility and the freedom of having my car, I’d find  
that the hardest to give up over different meats or holidays abroad 
or anything like that. ” 

(Joey, Manchester)

  

2 This fig

u

r e inc l udes emi ssi ons  as soci at ed with production  onl y , and not emissions from product use. 
3  It should be noted that the workshops were done during the second Covid-19 lockdown where concerns about cleanliness could 

have been higher than normal.

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses
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Travel less every day

+

Reducing car travel by simply travelling 
less was seen as a possible and positive 
optio

n
,  al though wi thi n limi ts.  Some  

car use was considered unavoidable 
(similar to living car free).

Travel shorter distances

–

Travelling shorter distances was the least 
popular option .  It w as not considered 
viable, given the demands of everyday 
life where work, education  and acces s 
to service are spread across a large 
geographic area.

Downsizing cars

+

Downsizing cars was perceived 
as something that is possible for 
most people, with some reflec t ions  
on how many people have 
unnecessarily large cars.

Electric cars

+

Electric cars were viewed as an obvious strategy to 
pursue and therefore a desirable option  f or many, 
partia

l
ly bec ause it allowed people to retain the 

freedom, flexibility and security they associate with 
individualised transport. It was seen as an essential  
part of a decarbonised future, but currently too 
expensive to be a viable choice for many.

Moving house to reduce travel distance as unworkable:  

“you can’t expect somebody to sell their house to move 
to a school that maybe children are only for five or seven 
years. And then move again because they go to a different 
high school that’s maybe in a different area. Um or move 
closer to your job, where there’s no job for life these days” 

(Monica, Aberdeen)

Willing to downsize cars:  

“I’ve got two cars, both of them are like 
4x4’s. I wouldn’t mind, about maybe 
downsizing and getting  a littler  c ar, 
because I think the way the world’s 
going in future that we’re probably all 
gonna be doing less travel.”

+/- + –= mixed 
responses

= positive 
responses

= negative 
responses

Changing how we consume and use 

resources…

1. …Is ESSENTIAL for meeting Paris goals

2. …Can deliver HUGE emissions savings

3. …Is SUPPORTED but UNDERESTIMATED

4. …Is DOABLE

5. …Is STRONGLY EVIDENCED by science

6. …Depends on successful MARKETING



4.  
How advertising can 

drive sustainable 
demand

Veerle Hellemans
Head of Market Intelligence

Var



1. Most 

sustainable 
communication 
campaigns face a 
credibility issue.

2. We now know 

it’s a languague 
issue, so we can 
fix it

Two key take-aways



Source: De Duurzame Belg, 2020

6,4%
finds the statements 

companies make regarding 
their sustainable efforts 

credible

Credibility of corporate sustainability statements is rather low 



1. How credible is 
sustainable advertising?

2. How important is 
credibility for the impact of 
sustainable advertising?

3. What’s driving credibility?

Academic research

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

90%
Views rank



Sustainable 
advertising is 

advertising that 
promotes a subject 

that is related to 
one or more of the 

17 SDGs



It is generally
accepted that
commercial
advertising
exaggerates 

benefits 

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

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


Belgium TV & online video
95 campaigns

2021

Dutch radio
100 campaigns

December 2022

French radio
75 campaigns

June 2023

Belgium TV
130 campaigns

December 2023

Working with broadcasters to confirm initial learnings



9,7% 9,7% 12% 11,9%

1. How credible is sustainable advertising?

Dutch radio
100 campaigns

French radio
75 campaigns

Belgium TV
130 campaigns

Belgium TV & online video
95 campaigns

2021 December 2022 June 2023 December 2023



62%

31%
BRAND 

CONSIDERATION

CONSUMER

MOTIVATION

CREDIBILITY OF 
COMMUNICATION

The Credibility Impact Model

2. How important is credibility for impact?



1. Most 

sustainable 
communication 
campaigns face a 
credibility issue.

2. We now know 

it’s a languague 
issue, so we can 
fix it

Two key take-aways



30.4

16.1 15.3 14.4
11.9 11.4 10.5 10.3 9.8 9.8

7.1

1.5

Credibility by industry, N=130 spots 
%

It’s a cross-industry corporate language issue



3. What is driving credibility?



Drivers Results

Clear  through deta ils

Com m itm ent

Shared value

Honest

Urgency

Credibility

Mot ivat ing

Considerat ion

se1

se2

se3

1

1

1

5 drivers 
all interconnected

3. What is driving credibility?



https://youtu.be/QNv9PRDIhes

Mother nature visiting Apple

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


Apple Scorecard

3,3%
find this 

commercial 
credible

3,3%
think Apple is 
honest about 
their efforts

16,7%
find it reflecting 

the urgency 
needed

12,9%
find it reflecting a 
committed brand

10%
find it 

valuable



Apple Scorecard



4/130

AS ADVENTURE

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

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


76%
find A.S. 

Adventure 
credible

76%
think A.S. 

Adventure is 
honest about 
their efforts

60%
find it reflecting 

the urgency 
needed

80%
find it reflecting a 
committed brand

76%
find it 

valuable

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



Drivers Results

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

4.04 4.04
3.8

4.24

3.96
4.16

3.8

4.16

4.51 4.5

4.12

4.6 4.51

5

4.2

4.86

Honesty Commitment Urgency Clarity Shared value Credibility Motivation Consideration

A.S. Adventure vs. 12% BM

A.S. Adventure 12% BM



Credibility is a 
competitive advantage



1. 
Benchmark 
Reports for 

Broadcasters

VIA Webinar 
April 18th 2023

2. 
Campaign 

Impact Reports 
for advertisers

Up to 20/year

3. 
Campaign 

Impact Award

Bimonthly ‘best of’ 
in Pub magazine  

OrbitbyPub Conference: 
Best of 2024

How do you know how your score?



1. Most 

sustainable 
communication 
campaigns face a 
credibility issue.

2. We now know 

it’s a languague 
issue, so we can 
fix it

Two key take-aways



THANK YOU

Rewatch the webinar
https://thinkvia.be/en/mor
e-impact-for-less-impact/

https://thinkvia.be/en/more-impact-for-less-impact/
https://thinkvia.be/en/more-impact-for-less-impact/
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