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Brands and the companies behind them have huge power to influence and do good in 
the world. And this is exactly what people expect them to do. 

There is a growing appetite for brands that have a clear purpose along with a 
commitment to contribute positively beyond their own interests – and to create 
sustainable initiatives that, through their actions, help make the world a better place in 
some way.

This is why this magazine is asking brand owners and those who advise them some 
key questions. How do they see the value of sustainability? And what more can we all 
do to help protect our future?

At Hall & Partners, we’re keen to understand the true motivations and experiences of 
consumers who are balancing multiple needs – for quality and value – with ethical, 
higher-order reasons for choosing a brand.

Where is the growing focus and demand for brands leading in sustainability and how 
do they best respond? Do consumers really care, or just say they care? What is really, 
really driving their behaviour? And, beyond their own commercial interests, is it the 
responsibility of brands and companies to use their power to contribute to and shape 
the world’s view on sustainability?

Brands must make sustainability central to the proposition, not a sideshow. The way 
in which they embed ethical thinking into their promise – so it becomes a relevant 
part of what makes them distinctive – is becoming more important. However, 
for brands to successfully drive change, they need to be led, built and measured 
differently.

introduction

12



Vanella Jackson
Global CEO

vanella.jackson@hallandpartners.com

@vanellajackson

Hall & Partners has therefore developed a new template for building and evaluating 
ethical brands. Sustainable Beliefs  – set out on the next page – offers ten actionable 
ways that brands can save the world. It focuses on the importance of integrity and 
inspiration, finding new ways for brands to deliver beyond their own interests and 
make a positive contribution to the world. Our findings show that, when brands do 
this, there is an opportunity for them to build a new kind of consumer relationship.

We are also launching a new framework which identifies how brands can create 
inspiring brand narratives, innovative brand experiences and communities of engaged 
brand fans. Increasingly, the new way for brands to engage and inspire is by building 
causes that communities can rally around.

It is clear that until we have better insights into how people’s views are evolving and 
how we measure the value of sustainability to brands, it will be difficult to make 
sustainability central to strategic planning. However, momentum is building, and 
brands ignore this at their peril. Sustainability can no longer be pushed aside as an 
interesting Corporate Social Responsibility issue. Understanding the relevance of 
sustainability to brands and its potential to help differentiate is increasingly important 
– particularly if you hope to engage the new generation.

In an ever-changing world, the size of questions and challenges seem to get bigger 
and more important. We hope this magazine gives you some proactive food for 
thought and inspiration to take action.

We thank all those who have taken part for their valuable contributions.

You will find more articles on sustainability at hallandpartners.com/sustain.

Join the conversation online about building a #SustainableFuture.
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Lead the conversation, don’t just follow
 
Look beyond your own interests

Own your version of sustainability
 
Take small steps to create step change
 
Collaborate for competitive advantage
 
Build it and they will come

Do ‘green’, not greenwash
 
Be systemic, not tactical
 
Focus on the gain, not the loss

Be human to save humanity

sustainablebeliefs

Ten ways brands 

can save the world
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More than a buzzword?
THE SUSTAINABILITY 

AGENDA IS CREATING 

A NATURAL SPACE 

FOR BRANDS, MEDIA 

AND CONSUMERS 

TO COINCIDE, SAYS 

CNN’S JAMES HUNT

Images © CNN 

Senior International Correspondent, Arwa Damon, and her team making the CNN documentary 

Expedition Antarctic, exploring the significant loss of ice and its importance for the Earth’s ecosystem
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Overuse during the last few years 
means that one of the major issues in 
talking about sustainability today is the 
danger it will be viewed as that worst of 
all things – an industry buzzword. Yet 
despite this, it shouldn’t deter us from 
tackling sustainability head on, because 
the issues surrounding it are essential 
to all our futures. To see how important 
it has become in today’s world, you only 
have to look at the change in attitudes 
in our personal and professional lives, 
the coverage and focus that climate and 
the environment now receives at global 
events such as the UN General Assembly, 
and the huge number of protest strikes 
(largely driven by the younger generation) 
taking place around the world.
 
As a parent, I’m increasingly conscious 
of the world that our children, and their 
children, will live in. Climate change is 
scary and overwhelming, but, for me, 
sustainability is the entry point at which 
we can all try and make a difference. A 
greater awareness of the environmental 
problems we all face, and the differences 
we as individuals can make, has meant, 
as a family, we’ve become much more 

conscious of trying to do our bit – 
whether that’s more effective recycling, 
sourcing local produce and thinking 
about our diet, or my nine year old 
recently asking to join our local climate 
strike to lend his voice to the growing 
debate. 

And we’re not alone. Last year, a 
Nielsen survey1 found that 73% of 
global consumers would change their 
consumption habits to reduce their 
impact on the environment, while 41% 
were willing to pay more for products 
that contain all-natural or organic 
ingredients. All the evidence shows that 
people are getting ever-more serious 
about sustainability.
 
Working at CNN, I’ve certainly noticed 
how the climate crisis and issues around 
sustainability have become even more 
central to our offering. Whether that’s 
the coverage of deeply troubling events 
such as last year’s fires in the Amazon or 
Siberia, the superb reporting from Nick 
Paton Walsh on the plastic engulfing 
the Midway Atoll,2 or Call to Earth, a 
new series across all CNN platforms 

1 www.nielsen.com/eu/

en/insights/article/2018/

global-consumers-seek-

companies-that-care-about-

environmental-issues/

2 edition.cnn.com/videos/

us/2016/11/30/midway-

plastic-island-nick-paton-

walsh-orig-jql.cnn
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about the change that individuals, 
organisations and communities can 
make to the world around them to 
combat the effects of climate change. 
We’re telling these stories not only 
because we know how important they 
are but also because we know that 
our audiences – the Hunt household 
included! – want to find out more.
 
This is backed by the data and the 
trends we’re seeing from our audiences. 
After it went live in May 2019, the CNN 
Climate Instagram page garnered 
over 330K followers in its first six 
months and deepened our engagement 
with wider audiences about issues 
surrounding the environment. Analysis 
conducted through Global Web Index’s 
Q1 2019 survey3 shows that 52% of 

CNN’s audience consider themselves 
environmentalists and 64% would pay 
more for sustainable products. The 
fact that 50% of CNN audiences also 
feel positive about the environment 
shows that there’s room in the content 
mix for more positive stories about 
initiatives to tackle climate change, as 
well as the pieces about the catastrophic 
consequences we’re seeing.
 
We’re also seeing a clear place for 
brands in this space. Heading up 
Create, our global brand studio, I’m 
seeing greater demand from clients for 
campaigns that align with their core 
values. This is reinforced by people’s 
increasing expectation of brands and 
the role they play. An Edelman survey4 

conducted in 2018 showed that people 

A Plastic Island is an 

award-winning film from 

CNN International Security 

Editor, Nick Paton Walsh, 

about how the plastic 

thrown away every day 

enters the food chain

3 www.globalwebindex.com

4 www.edelman.com/

sites/g/files/aatuss191/

files/2018-10/2018_

Edelman_Trust_Barometer_

Global_Report_FEB.pdf, 

page 29
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of global consumers 
would change 
their consumption 
habits to reduce 
their impact on the 
environment

%73
of consumers 
expect 
companies to 
lead on change
rather than 
government

%64
of CNN’s 
audience would 
pay more for 
sustainable 
products

%64
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now look to business and brands, rather 
than government, for purpose – 64% of 
consumers expect companies to lead on 
change, through better ideas, investment 
in innovation and, ultimately, action. 

And from a brand’s perspective, we’re 
seeing more evidence that making smart 
environmental decisions isn’t just about 
how companies present themselves 
but is actually good for business. When 
CNN’s Julia Chatterley interviewed 
Adidas CEO Kasper Rørsted last year, 
he said, “Having products where you 
have a sustainability value proposition 
makes a big difference in the market. 
We see it as a significant business 
opportunity.” However, our experience 
also shows that companies need to be 
wary of how they approach messaging 
around sustainability. Consumers 
demand authenticity so brands need to 
be careful they not only talk the talk but 

walk the walk. Any entry into purpose-
driven content marketing campaigns 
will backfire if there’s even a whiff of 
hypocrisy or ‘greenwashing’. 
 
In conclusion, I think there are three 
important factors at play here: a) 
brands conducting more purpose-driven 
marketing in line with their core values; 
b) news media like CNN having more 
coverage of climate, environment and 
sustainability issues; and c) growing 
demand from consumers for content and 
information about the topic. As these 
factors come together, there’s a natural 
space for brands, media and consumers 
to coincide. But the experience will 
only resonate if it’s meaningful and 
authentic – without that, ‘sustainability’ 
and the issues surrounding it will in 
some people’s minds be dismissed as a 
buzzword.

Consumers demand authenticity so 
brands need to be careful they not 
only talk the talk but walk the walk
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NICK HAY, SUSTAINABILITY 

AND SOCIAL PURPOSE 

COMMUNICATIONS 

SPECIALIST,  EXPLORES 

THE RISE OF MAINSTREAM 

CLIMATE PROTEST

MAD 
AS 
HELL
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Things have gotta change. But first, 
you’ve gotta get mad! … You’ve gotta say, 
‘I’m as mad as hell, and I’m not gonna 
take this anymore!’ Then we’ll figure out 
what to do.

These words by screenwriter Paddy 
Chayefsky for the movie Network (and 
recently repopularised by The Chemical 
Brothers) capture the social unrest of 
1970s America – but they also resonate 
with the explosion of climate protest 
worldwide.

In September 2019, four million 
people marched in 150 countries, 
forming the largest structured climate 
protest in history. And, through further 
protests – coordinated via peer-to-peer 
communication – pressure is building for 
climate policy to be accelerated. 

WHY NOW?
What were the triggers? And can the 
protests achieve political change, as the 
civil rights movement did before them, 
in the short time left to stabilise the 
climate?

For the last three decades, the ‘super-
wicked problem’ of climate change 
has insidiously crept up on us. The 
gradual nature of the threat – combined 
with human short-term ‘loss aversion’, 
plus relentless obfuscation by vested 
interests – led to a ‘spiral of silence’ on 
the issue.1 The climate action movement 
largely endeavoured to avoid alarmism 
(for fear of scaring heads into the sand); 
instead, positive, solutions-led ‘green 
growth’2 narratives were modelled to 
drive engagement on the opportunity for 
a low-carbon transition.

But, in the last two years, the severity and 
frequency of climate-related impacts has 
reached alarming levels: Mother Nature 
has seized the narrative. Devastating 
Californian wildfires, supercharged 
cyclones in Mozambique, record flooding 
in the UK and prolonged droughts and 
unprecedented bushfires in Australia 
are some of the recent, visceral signals 
that nowhere is immune to climate 
breakdown. The resulting seismic rise 
in coverage has pushed eco-anxiety to 
new levels, turning climate action into a 

1 Elisabeth Noelle-Neumann, 

The Spiral of Silence: Public 

Opinion – Our Social Skin 

(1980)

2 Bushell, Buisson, 

Workman, Colley, Towards a 

unifying narrative to address 

the action gap on climate 

change (2017) 
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zeitgeist. Climate took centre stage at 
Davos for the first time this year, with 
the World Economic Forum’s annual risk 
report3 setting the tone – showing that 
all five of the world’s most probable risks 
are related to climate, including extreme 
weather events, runaway emissions and 
biodiversity loss.

Similar to Vietnam in the 1970s, the 
groundswell of climate protest has 
originated from young people, as they 
stand to be most affected. Like a 
modern-day Rosa Parks, Greta Thunberg 
is a lightning rod for teenagers the world 
over, illuminating the intergenerational 
shame of inaction. Greta is living proof 
that ‘…a small group of thoughtful, 
committed citizens can change the 
world’.4 Her solitary ‘school strike for 
climate’ outside the Swedish Parliament 
in March 2019 was joined by a million 
concerned kids.

LANGUAGE MATTERS
Extinction Rebellion (XR)’s civil 
disobedience movement, which began 
in London in 2018 and has expanded 

to more than 50 countries, has been 
another key driver of climate protest. 
XR’s demand for governments to ‘tell 
the truth’ has led 1,385 jurisdictions in 
25 countries – and local governments 
covering more than 800 million citizens – 
to declare a ‘climate emergency’.

The introduction of this language has 
created a ‘radical flank effect’,5 when 
mainstream population is awakened 
to an issue by an outlying group. The 
declarations have attracted ‘ordinary’ 
people to protest, since emergencies 
demand urgent, country-wide action. 
Public expectations are a powerful 
motor for policy, especially in developed 
countries where physical, financial and 
emotional stability are viewed as an 
entitlement. If the state fails to act when 

The seismic rise in 
coverage has pushed 
eco-anxiety to new 
levels, turning climate 
action into a zeitgeist

3 WEF Global Risks Report 

(2020)

4 Quote by author and 

anthropologist, Margaret 

Mead

5 Herbert Haines (1984)
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‘the house is on fire’, is it actually fulfilling 
its role?

A TIPPING POINT FOR SOCIAL 
CHANGE?
Harvard political scientist Erica 
Chenoweth estimates the tipping 
point for political change is reached 
when 3.5% of a population protest. 
Essentially, the principles of protest 
– i.e. harnessing widespread support 
for an issue – haven’t altered much 
since the Suffragettes. However, digital 
campaigning is a key accelerator 
and multiplier. In the Arab Spring, for 
example, social media was instrumental 
in coordinating protests and harnessing 
international support leading to the 
overthrowal of four, decades-long 
dictatorships between 2010–14.

Pioneering financial analysis has recently 
alerted investors to an ‘inevitable policy 
response’6 that is forecast to occur 

between 2023–25 as the economic, 
environmental and social realities 
of climate change catch up with 
governments. The signs are emerging, 
with climate now a key election issue 
in countries such as Australia, and 
many Americans are calling the 2020 
US election ‘a referendum on climate 
change’. The speed of emissions cuts 
that governments need to stabilise the 
climate would require technology to be 
forcefully scaled-up at an unprecedented 
rate, foreclosing legacy energy systems. 
In other words, the transition is forecast 
to be forceful, abrupt and disorderly.

System-level change – whether driven by 
last-ditch policy to meet the Paris goals, 
or to transform the resilience of societies 
in the face of unavoidable impacts, or 
both – is coming. Preserving stability 
through the coming disorder requires a 
new social contract between government 
and the public. 

6 PRI, Vivid Economics, 

Energy Transition Advisors, 

Inevitable Policy Response 

(2019)

Sydney climate 

change protest 

2019
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The confronting juxtaposition of clauses 
in ER’s own motto, ‘Hope dies, action 
begins’, has ignited widespread climate 
protest. But this type of language may 
not drive the long-term transformation 
we need, since, in evolutionary terms, 
fear is only a short-term response to 
promote survival. To guard against the 
onset of despair – which, combined with 
the current environment of populism 
and protectionism, is sure only to lead to 
further denial – we need a framework for 
cooperation.

Jonah Sachs has called marketers 
‘today’s myth makers, providing society 
with explanation, meaning and ritual’.7 
Given the reconfiguration of society 
that we face in the coming decade, all 
institutions – from governments to 
cities, civil societies and brands – can 
play a role in shaping a restorative 
vision for the future. But first, they must 

clearly articulate their commitment to 
operating within planetary boundaries. 
The upcoming COP26 climate summit 
in Glasgow in November provides a key 
moment for non-governmental actors, 
including business, to stand in support of 
the ratcheting up of the climate targets 
we need for a safe climate. 

To mobilise society, we now need a new, 
inclusive, intergenerational narrative that 
re-establishes trust in our ability to adapt, 
and to prioritise the natural world upon 
which we depend for survival. In joining 
80,000 other people in the 2019 Sydney 
climate protest, I couldn’t help but feel 
the upswell of contagious emotion – 
especially hope – created there. It wasn’t 
just a passive ‘hope for the best’, but a 
powerful collective belief in the chance 
for a positive future, and the intent to 
actively realise it. 

7 Quote from author and 

entrepreneur, Jonah Sachs

The speed of emissions cuts 
that governments need to 
stabilise the climate would 
require technology to be 
forcefully scaled-up at an 
unprecedented rate.
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DRINKING 
HELPS

LEMONAID AND CHARITEA 

ARE SOFT DRINKS WITH A 

MISSION. THROUGH FAIRTRADE 

AND SUPPORTING SOCIAL 

DEVELOPMENT PROJECTS, 

THEY’VE TRANSFORMED THE 

L IVES OF THOUSANDS OF 

SMALLHOLDER FARMERS IN 

THE GLOBAL SOUTH. JULIAN 

WAROWIOFF TELLS US HOW 

DRINKS CAN DO GOOD
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What’s the story behind Lemonaid and 
ChariTea?
We started the Lemonaid and ChariTea 
project ten years ago to show the world 
that business can be a force for good. 
We make a range of soft drinks and iced 
teas that not only taste great but also 
ignite social change. On top of sourcing 
only Fairtrade and organic certified 
ingredients, each bottle sold donates an 
additional 5p to the Lemonaid & ChariTea 
Foundation. To date, the Foundation has 
received more than £4m and currently 
supports over 30 social development 
projects – from solar energy to education 
– in the countries where the ingredients 
are grown.

How is your project different from a 
traditional business or charity?
Having experienced the shortcomings 
of traditional development aid, we 
wanted to create a self-sustaining social 
business model rather than having to 
constantly fundraise for donations. Our 
goal has always been to provide long-
term support to smallholder farmers and 
their communities in the Global South. 
We believe the best way of empowering 
them is through changing trade – by 
paying fair prices as well as providing 
access to international markets and the 
security of long-term contracts. 

We don’t believe in the black-and-white 
narrative that companies exist solely to 
benefit their shareholders while charities 
can alleviate the social injustices done to 
producing countries in the process. Every 
business has the moral obligation to be 
a good citizen and take responsibility for 
its actions. We’ve always championed 
the belief that business can be based on 
ethical principles and be successful – it 
is possible to have both.

Sri Lanka: Idulgashena tea farming cooperative 
and Diyanilla Technical Institute social project 
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What types of social project does the 
Foundation support?
Our drinks project was founded on the 
principles of social entrepreneurship 
which combines a financially viable 
product with a charitable purpose. We’re 
convinced that this concept also exists in 
other parts of the world. The Lemonaid & 
ChariTea Foundation therefore sets out 
to support initiatives that build on and 
develop local entrepreneurial potential 
and capability. 

The goal is to support the creation 
of value chains to help produce 
independent sources of income. We 
help communities in economically 
underprivileged parts of the world – for 
instance, by investing in their education, 
granting microloans, and improving 
infrastructure, healthcare and food 
supply. This is achieved in cooperation 
with local partners in South Africa, Sri 
Lanka, Mexico, Paraguay, Argentina, 
India and Rwanda – countries where the 
ingredients for Lemonaid and ChariTea 
are sourced.

How can you sustain in a competitive 
marketplace that’s largely dominated by 
big brands?
Our customers understand the value 
of what we do and are willing to pay 
a slightly higher price for a soft drink 
that isn’t loaded with refined sugar, 
doesn’t harm the environment and treats 
everyone – right down to the tea picker 
– fairly and with dignity. More and more 
consumers care about the impact their 
lifestyle has on people living on the other 
side of the world and want to make a 
positive contribution through conscious 
consumption. We’re giving them the 
chance to do so, drink by drink. 

I believe this level of authenticity and 
customer loyalty is difficult to achieve 
for larger brands that are part of 
multinational corporations. Consumers 
have learned to differentiate between 
green marketing campaigns that promise 
the world but do little and companies 
that transparently put their money where 
their mouth is. 

Paraguay: Asocace Sugar farming cooperative 
and Centro de Apoyo social project
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A HEAVY REDUCTION IN 

FLYING ISN’T THE SOLUTION 

TO TACKLING THE GLOBAL 

CLIMATE CRISIS – EITHER 

ENVIRONMENTALLY OR 

ECONOMICALLY. ANITA 

MENDIRATTA EXPLAINS WHY

It was over a century ago, on a  
chilly mid-December’s day in 1903, 
when it all began. With awe in their 
eyes, onlookers shifted their gaze to the 
skies, feeling their hearts lift at the sight 
of aviation’s first flight. Since that day, 
aviation has been an enduring source of 
inspiration, innovation and imagination. 
Young and old, across the planet – no 
one can help but look up and smile, as a 
world of possibilities is unlocked through 
the skies.

Few, if any, great leaps forward in our 
generation will have such a profound, 
almost poetic, impact on our lives.  
Overly romantic? Perhaps. But think 
about it: today, each and every day, the 
skies above us are connecting literally 
billions of people – the great gift that is 
flight making it possible for many nations 
to survive, many to thrive. Credit where 
it’s due.
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In order to appreciate the scale of the 
aviation industry, every single day:

• 12 million passengers board flights
• 120,000 flights take off for places near 

and far
• US$18.8bn in goods are carried in 

global trade
• 65.5 million people are working across 

the industry to make it happen

People’s lives, livelihoods, loves and 
legacies are strengthened. Their futures 
are secured.

Still, in today’s age of social media and 
hashtag activism, many are looking to 
the skies with accusing eyes, damning 
aviation for its contribution to the climate 
emergency which the global community 
now faces – #flightshame.

Yes, aviation is a source of carbon 
emissions – 2% of global emissions – 
that are indeed having a negative impact 
on the environment. This truth is not, 
however, one being lazily accepted by 

the global aviation community. Quite the 
opposite. For over a decade, the global 
aviation community has been investing 
exponential amounts of funding and 
intellect towards finding solutions 
to reduce and eliminate emissions 
to ensure that the growth of aviation 
occurs in a way that’s responsible and 
sustainable. 

Critically, it must be understood that 
aviation is not the problem – emissions 
are.

For this reason, nations are making 
bold, concrete commitments across the 
aviation value chain. Central to this is 
airlines. The International Air Transport 
Association (IATA), representing 290 of 
the world’s airlines and 82% of total air 
traffic, is championing aviation leaders 
taking action, now, “to be part of the 
solution”. Aviation is actively, collectively 
and measurably making sure that it’s 
uplifting the global impact of its overall 
economic drive in a way that’s not doing 
any environmental damage.1 

Our world needs aviation. Why? Because 
trade, travel and tourism rely on 
opportunity creation delivered through 
global skies. From Iceland to Indonesia, 
aviation keeps island nations buoyant – 
a lifeline to lives and livelihoods.

Nations are making 
bold, concrete 
commitments across 
the aviation value chain

1 www.iata.org/policy/

environment/pages/climate-

change.aspx
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Let’s just consider Travel & Tourism – 
a sector that inspires over 1.4 billion 
people each year to cross international 
borders to learn, explore, discover 
and connect. In so doing, greater 
understanding is established, central 
to embedding respect and peace 
across people and places as well as 
across faiths, cultures, generations and 
ideologies. With this, Travel & Tourism 
supports one in ten jobs (319 million) 
worldwide, unlocking 10.4% (US$8.8tr) 
of world GDP. With this, Travel & Tourism 
strengthens the fabric of the global 
community.2 

These metrics are vital to the growth 
and development of our planet. The 
many benefits generated by tourism and 
trade across the world in terms of jobs, 
inclusivity and future possibility create 

a strong global community in which all 
can participate, directly and indirectly. 
To stop flying is to stop the growth of 
aviation. This in turn stops the growth of 
the global economy and global society – 
and their ability to positively impact the 
global environment through solutions 
that benefit us all.

Everything we do, every day, has a ripple 
effect. Are changes needed to many of 
today’s actions to accelerate climate 
action? Absolutely, through inspiration 
and collective dedication, not accusation. 
We must never stop looking up.

To stop flying is to stop 
the growth of the global 
economy 

2 www.unwto.org/why-

tourism

TRAVEL & TOURISM SUPPORTS

UNLOCKING

JOBS WORLDWIDE

OF WORLD GDP

— 319 mi l l ion —

— US$8.8TR —

1in10 

10.4%
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ATHLETA/GAP IS EDUCATING 

AND EMPOWERING EMPLOYEES 

TO SHARE ITS SUSTAINABILITY 

STORY WITH CUSTOMERS. 

MELANIE POLIN DESCRIBES HOW

In August 2018, when I first joined 
Athleta (Gap’s premium fitness and 
lifestyle brand), I’d never heard of B 
Corporation and certainly didn’t know 
what it meant to be a B Corp certified 
company. Since then, I’ve not only 
learned about Athleta’s B Corp journey 
but have joined the B Corp crew. We’re 
a group of employees who volunteer 
our time to focus on maintaining and 
improving our B Corp status, helping 
educate our employees about being a B 
Corp company and empowering them to 
share our story. 

First off, it’s important to understand 
what it means to be B Corp certified 
and why Athleta decided to pursue 
certification. As a B Corp certified 
company, it means that we put people 
and planet right up there with profit. In 
order to achieve certification, a company 

needs to complete two steps: first, 
assess the business in its entirety – from 
its supply chain to working conditions 
and everything in between – and pass 
the assessment; and second, amend 
its legal charter within two years of 
certification. By doing this, Athleta 
will always be a B Corp (as long as it 
maintains its score), even when there’s  
a change in leadership.1   

For Athleta, becoming B Corp certified 
aligned with our purpose-driven mindset. 
We were already a company focused 
on igniting ‘a community of active, 
healthy, confident women and girls who 
empower each other to realise their 
limitless potential’2   and had begun 
to pursue sustainability practices. B 
Corp certification just solidified our 
commitment to using business as a 
force for good.3

1 bthechange.com/

create-employee-cham-

pions-and-customer-ad-

vocates-around-your-mis-

sion-3995b64229f5

2 athleta.gap.com/browse/

info.do?cid=1074426&m-

link=48789,13832781,Values_

Mission&clink=13832781

3 bcorporation.net/about-

b-corps
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So next the big question … given all 
the different aspects that led us to 
certification, how should we distil it down 
in a way that our employees understand 
and could share with our customers? In 
order to do this, we identified three key 
messages that we believe best represent 
our story. 

1. EMPOWERING WOMEN AND GIRLS
This first message was a natural choice. 
It was already part of our mission, but 
we needed to make sure our customers 
believed it and knew we’d never lose 
focus on who we are. A great example of 
this is our new Athleta Girl campaign, Let 
Failure Fuel You.

2. SUSTAINABLE PRODUCT 
The second message made sense 
due to the ever-growing focus on 
environmental impact. We constantly 
strive to incorporate sustainable 
practices into every stage of the design 
process without sacrificing quality. 
Although we’re currently undergoing 
myriad changes, our focus is on telling 
the customers the big facts, such as 85% 
of our swimwear comes from recycled 
material. 

3. REDUCING WASTE
Last but certainly not least, our final 
message takes both the form of physical 
waste, such as recycling, and closing 
our supply loop to limit the amount of 
product wasted.  

For Athleta, becoming 
B Corp certified aligned 
with our purpose-driven 
mindset
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We had the messages – now we needed 
to spread the word. We focused first on 
educating our store employees as they’re 
the ones that interact with our customers 
daily and know them best. To ensure 
they had the high-level facts in an easily 
digestible manner, we started by creating 
a one-pager to highlight key information: 
our story, our focus areas and our goals. 

However, as we continue to gain 
recognition for our impact as a B 
Corp company, the more curious our 
customers get, specifically about our 
products. We’re therefore constantly 
developing new material for our store 
employees, such as product guides with 
sustainability details for each of our 
current products. We’re also working with 
our sustainability team to create an FAQ.

For the B Corp crew, though, we know it’s 
not just about getting information to our 
customers. We also want our employees 
at headquarters to understand what 
makes Athleta different and show them 
our commitment to ‘building a better 
business’. So when a new employee 
joins, their orientation now includes a 
dedicated section on our B Corp journey. 
We also made sure to celebrate our first 
B Corp anniversary by bringing in a panel 
of other B Corps, launching a Paperless 
Challenge for a day, and creating a 
scavenger hunt to find B Corp facts 
throughout the building. 

At Athleta, being a B Corp isn’t just a 
label; it’s part of our ethos. We’ll continue 
to strive to be a leader in the industry, not 
because it’s good for our business but 
because it’s the right thing to do. 

Certified B Corporations are a new kind of business 

that balance purpose and profit. They are legally 

required to consider the impact of their decisions 

on their workers, customers, suppliers, community 

and the environment. This is a community of leaders, 

driving a global movement of people using business 

as a force for good.

3,194 COUNTRIES

71 COUNTRIES
150 INDUSTRIES

1 UNIFYING GOAL

Courtesy of Certified B Corporation
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CAN WE TRANSFORM THE WAY WE LIVE TO 

ACHIEVE POSIT IVE LOW-CARBON FUTURES? 

SOPHIE DICKINSON FROM HALL & PARTNERS 

HEALTH SAT DOWN WITH PROFESSOR LORRAINE 

WHITMARSH TO FIND OUT 

What’s your particular interest in climate 
change? 
The 2018 IPCC climate report1 showed 
we only have around a decade to make 
drastic cuts to emissions if we want 
to keep global warming to 1.5˚C. This 
brought into sharp focus the fact that 
we have to radically change the way 
we do virtually everything if we want 
to avoid the worst impacts of climate 
change, especially regarding social 
and behavioural change as well as 
technological change. The new UK 
Centre for Climate Change & Social 
Transformations isn’t just about 
changing lifestyles but also changing 
organisations, policies and the way  
cities are developed. 

There’s been a lot of climate-related 
media attention recently. Are people 
taking the issue more seriously or is  
the awareness at a surface level?
Opinion polls show an unprecedented 
level of public concern, but the specifics 
aren’t so clear. Our recent survey results 

suggested that two thirds of the public 
are in favour of reducing flying and just 
over half are in support of reducing 
meat consumption. These two issues 
have been really difficult to change 
in the past, and it remains to be seen 
whether people will in reality significantly 
change their behaviour. It’s complicated. 
Are changes directly linked to climate 
concerns or are they organically driven 
and happening anyway – such as fewer 
young people getting driving licences 
and owning vehicles? We need to identify 
key events that disrupt people’s habits 
and implement climate-conscious 
approaches that develop alongside these 
changes. 

What would you say are the barriers as 
to why someone might not engage in 
climate change or commit to sustainable 
behaviours? 
We’ve found a range of different barriers. 
Some of them exist at an individual level 
and might be a knowledge barrier – for 
example, people might not know what 

1 www.ipcc.ch/2018/10/08/

summary-for-policymakers-

of-ipcc-special-report-on-

global-warming-of-1-5c-

approved-by-governments
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actions have the biggest impact. Even 
those who are quite concerned about 
climate change often don’t know that 
modifying their diet is one of the most 
significant changes they can make. 
They’re surprised that simply eating less 
meat can make such a difference! 

Self-efficacy can be a psychological 
barrier, especially in relation to climate 
change which is a large-scale global 
problem – people feel like they can’t 
make a tangible difference. However, the 
biggest barriers are structural and social. 
There are strong social norms around 
consumption, such as ‘You have to have 
an iPhone’. People like to have stuff and 
it can be a status thing for many, so the 
norm to consume is really built into our 
societies.

I’d like to ask about your research 
on how sustainable lifestyles can be 
leveraged on key life changes.
We’re in the design phase of some new 
research to examine big life events – 
biographical moments of change. For 
example, becoming an adult and leaving 
home, having a family, and retirement. 
In previous research, we’ve looked at the 
impact of parenthood as one moment of 

change. It seems that people move in a 
slightly less environmentally sustainable 
direction when they have children, which 
makes sense given they’re preoccupied 
with their child and are going to choose 
more convenient options. However, after 
having children, their attitudes became 
more concerned about the environment. 
So, we’re faced with this divergence 
between what people are thinking and 
feeling and what they’re actually doing. 

Are there other moments of change that 
are notably disruptive and can be more 
easily leveraged? 
One such event is moving house. If 
you give people who’ve just moved a 
behaviour change intervention – such 
as a free bus pass and information on 
timetables – it encourages them to use 
public transport more than those who 
haven’t moved. 

A significant health event can also have 
a huge impact on people’s behaviour, 
leading to greener outcomes. A heart 
attack for example, can shock someone 
into healthier eating habits – more fruit 
and veg, less meat and alcohol – and 
there’s a clear overlap between eating 
healthily and a low-carbon diet. 

Self-efficacy can be a 
psychological barrier, especially in 
relation to climate change which is 
a large-scale global problem
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Effectively, a whole range of factors can 
disrupt habits – from extreme weather 
events to adopting new technologies. 
The first stage is to examine the impact 
on people’s environmentally friendly 
habits and the second is to design 
interventions that target those moments 
of change. It also makes sense that 
the younger you intervene, the more 
impact you’ll have as habits aren’t as 
fully formed as in later life – of particular 
importance in encouraging healthier 
lifestyles.

Building on potential behaviour change 
from a significant life event, could 
this lead to other green behaviours 
– a ‘spillover’ effect – with particular 
reference to your earlier large body of 
research, the CASPI project (Low-carbon 
Lifestyles and Behavioural Spillover)?
What we seem to be finding is that it 
isn’t so much a spillover effect, with 
behaviour change triggering other 
behaviour change. It’s more that people 
may start to think about their behaviour 
and their attitudes towards other ‘green’ 
issues and speak to others about these 
issues which, in time, may affect further 
behaviours. If you can get people to 
think about why they might be doing 
something and recognise the links with 
their other behaviours, you’re more likely 
to see spillover. For instance, charging 
for carrier bags didn’t lead to spillover, 
partly because no one made the effort 
to join the dots and ask, “Right. Now 

you’re bringing your own bags, have you 
thought about buying products with less 
packaging?” You need to ask the right 
questions to help people connect their 
thinking.

Can you find a balance between 
not framing the climate situation 
too negatively while getting it into 
conversation and changing social 
norms?
We’ve done studies to look at 
communicating in different ways, and 
our key finding was that however you 
frame something, it has to resonate with 
the particular audience. While some 
people may care deeply about the planet, 
a lot don’t: so you have to think about 
co-benefits. For example, that low-carbon 
diets are actually healthier, walking and 
cycling are healthier, turning down your 
thermostat will save you money. 

The benefits go beyond simply helping 
the planet; they actively and verifiably 
benefit the individual. We need to 
balance the somewhat scary risk 
information with a motivating message: 
tell people what they can do about it 
and increase self-efficacy. The more 
you think that other people are thinking 
in a particular way, the more it reflects 
on your own views. If we create a norm 
that everyone does care, it will hopefully 
create a ripple effect – helping transform 
the way we live our lives to achieve a 
sustainable future.
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BREWING A 
BETTER BRAND
IN A WORLD OF INSTANT GRATIF ICATION, 

HOW CAN BRANDS ENSURE THEY EDUCATE 

RATHER THAN PREACH? HANNAH RHODES 

SHARES HER APPROACH

First, let me introduce Hiver – a 
honey beer that includes stockists 
from Sainsbury’s to The Dorchester 
in its armoury, along with a cabinet 
of international gold medals and CSR 
awards. The brand also donates 10% of 
profits to pollinator charities.

When I started Hiver over six years ago, 
I was committed to the idea that quality 
and ethos go hand in hand. In aspiring 
to create ‘the honey beer’, I knew that 
being the best would offer some future 
protection to a fledgling business. So I 
did my research and made sure I knew 
everything I could about honey, bees and 
beekeepers (I already had the beer bit 
sorted). 

I came to understand that bees pollinate 
over 30% of the food that we eat; that 
this ecosystem is critical to the wider 
health of the planet; the challenges faced 
by UK beekeepers in maintaining healthy 
hives and a healthy business; that 
flavours in honey are derived from the 
forage source (tree, flower, herb, crop) 
the bees have gathered nectar from; and 
that it was these varietals of raw British 
honeys that were going to enable me to 
have a chance at producing ‘the honey 
beer’. I started the trial brews and our 
flagship beer, the Hiver Blonde, launched 
in September 2013.
 
Early on, I made the decision to source 
not just ingredients but all supplies 
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across the company – from packaging 
to stationery – from within the UK. This 
policy then drove further commitment 
around supporting independent British 
beekeepers through purchase, and in 
turn became one of the ways that we’d 
contribute to healthy bee populations.
 
I delivered to Hiver’s first ten customers 
in a Zipcar and started a Sunday stall 
at a food market near London’s Tower 
Bridge. I quickly realised that consumers 
were keen to know more about bees 
and there was an opportunity to 
service this interest while offering an 
alternative to the standard brewery tour. 
I therefore approached BeeUrban – a 
social enterprise in Kennington Park 
– with the idea of launching the Hiver 
Experience (two hours of beekeeping and 
beer tasting) at their community urban 
garden. We’ve now welcomed almost 
10,000 consumers and a percentage 
of our profits and ticket sales are 
contributing to BeeUrban’s work, both for 
bees and people in the local area.

 
The Hiver Experience allows us, in a 
relaxed setting, to educate and broaden 
awareness about bees while showing 
off the ingredient that makes our beer 
so unique. Last year, we launched two 
new experience locations – Albourne 
Estate Vineyard and The Charterhouse, in 
partnership with Bermondsey Street Bees 
– and we also now sponsor beehives 
at key customer sites including the 
Roundhouse in Camden. Our mission is 
to tell the story of bees and beekeepers 
through great-quality beer, engaging 
consumers both ‘in and out of the glass’.
 
There’s been much comment about 
Hiver’s authenticity, and I think this stems 
from the fact that our sustainability 
credentials are so closely tied to our core 
proposition. As consumers increasingly 
seek to live their values through the 
products they consume, brand values 
that are built out from something real 
can genuinely resonate, and hopefully 
enable a brand to create staying power.

Brand values that 
are built out from 
something real can 
genuinely resonate

Hannah at the Bermondsey Street Bees urban apiary
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Having our ethos 
embedded in our core 
proposition ensures that 
we live and breathe it 
every day 

 
Before launching Hiver, I was concerned 
about it being perceived as either 
gimmicky or solely focused on charitable 
giving. I didn’t want to forget that, as 
a consumer brand, our primary role is 
for people to enjoy the product. Then, 
if they happen to scratch the surface, 
they’ll hopefully find out more about the 
company. I therefore put a lot of time 
into ensuring Hiver is ‘liquid-first’ with a 
presentation to match, and behind the 
scenes ensured that our sourcing policy 
and commitment to donating 10% of 
profits was written into the shareholders’ 
agreement. 

In trying to communicate a serious 
and ambitious brand (no comic bee 
illustrations for me please) with guiding 
principles vs a potentially preachy charity 
beer, I aimed to balance the on-pack 
messages with those in supporting 
collateral. At this point it was just me, 
a few thousand bottles of beer … and a 
business card, which I made do all the 
‘sustainable’ talking – spending my last 
few quid on a seeded card that carried 
a key message about planting from our 
beekeeping community and could then 
be planted to grow wildflowers.
 
Looking back, it was right to put these 
initiatives in place early on. Consumers 
responded well and we won business 
by being ‘better’ than the rest. During 
the inevitable tough times of trying 

to grow a brand, these elements 
never came into question. Our drive 
for quality has seen us win a string 
of awards which, combined with our 
sustainability credentials and USP, has 
led to us recently launching nationwide in 
Sainsbury’s as part of their Future Brands 
scheme. I’d love to think this approach 
is helping us chip away at that dream of 
becoming ‘the honey beer’!

As proud as I am of the way we run the 
company, I’d never pretend that we’re 
perfect. We’ve recently collaborated 
with Nando’s and their wonderful ‘Do the 
Right Thing’ sustainability team headed 
up by Henry Unwin. The experience of 
working with them has really inspired 
us to consider what more we can and 
should be doing to tread lightly. While 
we don’t currently have the structure 
in place to measure our sustainability 
efforts, having our ethos embedded in 
our core proposition ensures that we 
live and breathe it every day – while 
simultaneously growing our brand and 
our commitment to a sustainable future.
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WHAT DO NATURE LOSS AND CLIMATE 

CHANGE MEAN FOR BUSINESS, 

PEOPLE AND FINANCE? WWF 

INTERNATIONAL’S CRISTIANNE CLOSE, 

DELFIN GANAPIN AND MARGARET 

KUHLOW TAKE STOCK AND PROPOSE 

A REFORM AGENDA FOR PROSPERITY 

AND WELL-BEING

ONLY BUSINESS 
UNUSUAL CAN 
SAVE US NOW
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NATURE IS IN THE RED
Devastating forest fires like those in 
Australia, the Amazon, Indonesia and 
Congo move in and out of the headlines 
– but they keep burning, affecting people, 
economies and nature, driven by and 
worsening the climate crisis.

How we feed, fuel and finance ourselves 
is pushing nature to the brink. We’re 
using resources faster than natural 
systems can replenish them, and 
the natural capital that sustains our 
enterprise and prosperity is in severe 
decline, posing an existential threat.
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Nature loss and climate change are the 
greatest systemic risks to our global 
economy. Reinforcing each other – as 
our Nature of Risk and Global Futures 
reports highlight – they already cause 
natural disasters costing more than 
$300bn per year.

More than two billion people face threats 
to their livelihoods. And by 2030, more 
than 100 million people could fall back 
into extreme poverty due to climate 
change, while over 200 million could be 
displaced by more frequent and severe 
climatic disasters.

Yet despite the overwhelming evidence 
that nature and people are in serious 
trouble, and that we have around a 
decade to avert climate catastrophe, we 
are all but sleepwalking into crisis.

A LITTLE LESS CONVERSATION,  
A LITTLE MORE ACTION
Recently, there have been some 
promising moves by business on climate 
change and nature loss.

Last September, at the Climate Action 
Summit in New York, asset owners 
now responsible for more than $4tn 
committed to carbon-neutral portfolios 
by 2050 through the Net Zero Asset 
Owner Alliance, a major step in aligning 
global finance with the Paris Agreement’s 
maximum 1.5°C warming target.

In addition: 230 institutional investors 
called for action on deforestation; 130 
banks holding $47tn in assets and 
representing a third of the global banking 
sector signed up to the UN Principles 
for Responsible Banking; and, following 
181 CEOs committing to delivering value 
to all stakeholders rather than only to 
shareholders, 19 companies launched 
a new initiative to protect and restore 
biodiversity in their supply chains and 
product portfolios.

Then, despite political failings, 
December’s climate conference in 
Madrid saw more positives from 
the private sector. Notably, 631 
institutional investors managing $37tn 
in assets called for delivery on the 
Paris Agreement, accelerating private 
investment in the low-carbon transition.

This January, the new Davos Manifesto 
called for a better kind of capitalism 
which engages all stakeholders in 
‘shared and sustained value creation’. 
And with new analyses reinforcing 
the financial risk of nature loss and 
highlighting that $44tn in economic 
value generation – over half of global 
GDP – depends on healthy natural 
systems, the World Economic Forum 
Annual Meeting saw a number of 
world leaders supporting the call for an 
ambitious, apex goal to reverse nature 
loss by 2030. This set a new ‘compass’ 1 wwf.panda.org/?352751
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for global conservation akin to the 1.5°C 
temperature rise limit for climate change.

Today, almost half of global GDP is now 
generated in places where authorities 
have set, or are proposing to set, a target 
of bringing carbon emissions to net zero 
in or before 2050. Yet while governments, 
business and financial institutions are 
waking up to the macro-economic risks 
posed by nature loss and climate change, 
we need to match commitments with 
real action.

Nature-based solutions have the 
potential to deliver 30% of the progress 
we need on climate change by 2030, and 
can also help reverse nature loss – but 
they currently receive only about 2.5% 
of public climate financing. Without a 
dramatic shift beyond business as usual 
and the pursuit of short-term reward, the 
natural systems upon which we depend 
will collapse.

NATURAL RETURNS
While its true value is priceless, nature 
provides services to the global economy. 
Pollinators, for example, contribute at 

least $235bn to global food production, 
while goods and services from our 
oceans alone are worth about $2.5tn. 
And the business case for investment 
in nature is clear. For an annual cost 
of $5–10bn, conserving marine stocks 
could increase annual seafood industry 
profits by more than $50bn, while 
protecting coastal wetlands could save 
the insurance industry billions through 
reducing flood damage loss.

Compared with business as usual, 
climate-smart growth could deliver 
at least $26tn in economic benefits 
through to 2030, while a shift to more 
sustainable agriculture, combined with 
forest protection, could deliver over $2tn 
per year. And pursuing the Sustainable 
Development Goals (SDGs) could 
generate economic opportunities in food 
and agriculture, energy and materials, 
cities, and health and well-being worth at 
least $12tn by 2030.

COMMIT, ACT AND ADVOCATE  
FOR NATURE
A threefold approach can help 
companies step up to the challenge. 

While governments, business 
and financial institutions are 
waking up to the macro-
economic risks posed by nature 
loss and climate change, we 
need to match commitments 
with real action
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First, companies can commit to reversing 
nature loss and restoring natural 
systems. While science-based targets 
for nature are under development, 
companies can already set greenhouse 
gas emission reduction targets in 
line with climate science, and adopt 
a ‘no regrets’ approach to nature, 
assessing natural capital impacts and 
dependencies.

In addition, banks, insurers and investors 
can adopt policies to protect natural 
World Heritage sites, employ the new 
ENCORE Tool to assess and integrate 
natural capital risks, implement the 
recommendations of the Financial 
Stability Board’s Taskforce on Climate-
related Financial Disclosures, and 
support the disclosure of nature-related 
impacts and the establishment of a Task 
Force for Nature Impact Disclosure.

Second, companies can take action 
for nature by halting land conversion, 
investing in key production landscapes, 
and developing scalable ‘solutions’ to 
nature loss and restoration in line with 
the Accountability Framework. Just 100 
companies could prevent roughly ten 
million metric tons of plastic waste, and 
the ReSource: Plastic platform can help 

them turn commitments into meaningful 
action across sectors and supply chains.

Investors in particular can collaborate 
with the new Dutch Fund for Climate and 
Development and invest in nature-based 
solutions that help developing countries 
build climate-resilient economies. 
And responding to water-related risks 
and opportunities, banks can realise 
commercial value by financing assets 
that help mitigate water risk.

And third, through the Business for 
Nature coalition, companies can help 
catalyse a New Deal for Nature and 
People in 2020 that creates a thriving 
‘nature economy’ driven by a dynamic 
public-private approach that incentivises 
the protection and restoration of natural 
systems and communities on which the 
future of enterprise depends.

Just as a united business voice helped 
secure a climate deal in Paris, it can now 
supercharge global efforts to reverse 
nature loss and support community 
development.

JUST ADD SYSTEM CHANGE
Ensuring sustainable and inclusive 
economic development, and future-
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A united business voice 
can supercharge global 
efforts to reverse nature loss 
and support community 
development

proofing enterprise and finance, requires 
government, business and civil society to 
prioritise four things.

1. Recognise the value of nature and the 
costs of its degradation, systematically 
factoring it into our economic and policy 
decision-making, including adopting 
measures of progress that go beyond 
GDP, and promoting circular and 
regenerative economies.

2. Work collectively to reshape the global 
economy so that it delivers long-term 
inclusive well-being and prosperity 
consistent with the SDGs, rather than 
maximising short-term income growth 
and accelerating social inequality.

3. Scale business models that build 
long-term shared value for society, and 
improve corporate governance so that it 
strengthens responsibility to customers, 
clients, employees and communities, as 
well as to shareholders.

4. Redirect financial and market 
incentives and regulatory frameworks 

so that they value natural systems and 
ecosystem services, and support our 
economy in realising the promise of 
the SDGs: prosperity for all on a healthy 
planet.

NO TIME TO WASTE
Defining business purpose, delivering 
prosperity and well-being while avoiding 
ever-increasing material consumption, 
and promoting equity and inclusivity are 
central – but unless we also change the 
rules of the game, our efforts will fail.

The risks and inevitable uncertainties 
of transition to sustainability can be 
reduced through flexible, integrative and 
inclusive governance. And for companies 
aspiring to be global citizens, helping 
the poor and vulnerable in society, 
stewarding natural resources and saving 
life on earth are legitimate business 
goals.

The scale of the crisis we face requires a 
truly global response. There’s no time to 
waste. If not us, who? If not now, when?

A previous version of this 

article appeared on Medium 

in May 2019.
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I T’S ONE THING TO DREAM UP 

SUSTAINABLE SOLUTIONS, BUT THEY’RE 

ONLY GOING TO BE VIABLE IF PEOPLE 

WANT TO ACTIVELY ENGAGE WITH 

THEM. JAMIE CRUMMIE SHARES HIS 

WIN-WIN-WIN APPROACH

There will always be a section of society 
that chooses the sustainable option, 
even when it’s more expensive or a bit 
of a hassle. But many people need to be 
given more reasons than it simply being 
‘the right thing to do’.

At Too Good To Go, this philosophy is at 
the heart of how we empower people to 
fight food waste.

By way of background, Too Good To Go 
is an app that lets people buy unsold 
food from bakeries, restaurants, hotels 
and supermarkets to stop it from being 

thrown away. Users get the food at a 
great price but, unlike other food apps, 
they can’t choose exactly what they’ll 
get, and it’s not delivered to their front 
door. Instead, they buy a ‘Magic Bag’ 
of mystery food and pick it up during a 
collection window set by the store. 

When we’re pitching a sustainable 
solution, we have to make sure any 
perceived shortcomings are outshined by 
strengths that extend far beyond being 
‘eco’. After all, if our solution is to make a 
genuine impact, it needs to appeal to as 
many people as possible. 
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As well as being the ‘eco’ option, it also 
has to be the ‘cost-effective’ option. Or 
the ‘fun’ option. Or the option people are 
really proud to have chosen. 

At Too Good To Go, we’ve learnt to do all 
of these things. 

The UK has a (totally nonsensical) 
10-million-tonne-a-year food waste 
problem. We spend six times as much on 
disposing of food as we do on funding 
the police. We use an area the size of 
Wales to produce food that ultimately 
never gets eaten. All of this, while one 
in nine people in the world goes to bed 
hungry every night.

The environmental, financial and social 
case for fighting food waste is clear. 

But on those days when you’ve finished 
work late, you’re hungry and it’s raining … 
the case for having a favourite takeaway 
delivered to your door is pretty clear too. 

So, we have to give people other reasons 
to choose Too Good To Go.

1. PROMISE THE FEELING OF PRIDE
Researchers at Princeton University 
discovered that when people knew a 
sustainable decision would make them 
feel proud, they were more likely to follow 
through with it. 

By helping people make this connection, 
we give sustainable options an 
advantage. Weave the idea into 
marketing messages. Reinforce it in 
post-sale communications. Hammer 
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home the thought that by choosing the 
eco-friendly option, your customer has 
done a great thing.

2. FIND A FUN ANGLE
While some could perceive the mystery 
element of a Too Good To Go ‘Magic 
Bag’ as an inconvenience, we try to help 
people see the fun side. After all, what’s 
more fun than walking into a store and 
leaving with a bag bursting with surprise 
cakes? Discover a way of making your 
sustainable solution put a smile on 
people’s faces, and it will transform into 
the most enticing option.

3. MAKE IT AS WIDELY ACCESSIBLE 
AS POSSIBLE
A quick glance at the eco options in 
supermarkets – ocean-friendly soaps 

and non-toxic cleaning products – can 
give the impression that sustainable 
consumption is a privilege afforded only 
to the wealthy. But is that really good 
enough anymore? 

To be truly sustainable, a product should 
always create a win-win-win effect. It 
should be a win for the consumer, who 
gets to access a great product. It should 
be a win for the producer, who’s rewarded 
for their innovation. And, most of all, it 
should be a win for the planet. 

It’s not enough to simply give people a 
sustainable option and shrug when they 
don’t use it. If we genuinely want our 
sustainable option to succeed, we have 
to find a way to make it truly accessible – 
and truly irresistible. 

When a sustainable 
decision makes people feel 
proud, they’re more likely 
to follow through with it
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How can brands be encouraged to put 
health and sustainability before profit?

I was at an event recently where we 
discussed how to make systems more 
sustainable for the future and one of 
the teenagers in the audience said, 
“Companies like Leon are great but their 
food is too expensive”. Part of the reason 
for that – the perception she and others 
have – is due to a deep-seated structural 
problem.

In today’s world, we have a predilection to 
eat things that are sweet and fatty. The 
ever-increasing – and cheap – supply 
of these into our food system means 
we’ve got larger and, consequently, are 
getting sicker. It’s no surprise that a huge 
amount of food that businesses make is 
designed to appeal to these desires. And 
brands are devising foods that fit what 
we want instead of trying to create new 
desires. When it comes to consumerism, 
an aubergine is just an aubergine, but 
a chocolate biscuit can be fashioned 
in myriad ways. Maybe that aubergine 
could be designed to hold greater appeal 
but that means brands need to try harder 
to create new desires rather than just rely 
on what they’ve been doing for decades. 
Brands aren’t evil, they’re just doing what 
people want them to do.

And then there’s the farming side 
of things. We’ve become incredibly 
efficient in the way that we grow food 
and that’s made food far cheaper than 
ever. But that can be problematic if 
you’re a business trying to behave in 
a sustainable way. You’re trying to 
balance consumers’ tastes and farming 
practices. Ever since we started Leon, 
we’ve tried to make the food cheaper – 
it’s still our dream – but we’re also trying 
to show responsibility for what we offer 
as a brand.

So, you have to stay true to what you 
believe in. Give consumers the goods 
that they want and, at the same time, try 
to help them understand costs beyond 
the purely transactional one in a shop. 
We should make good, healthy food 
that’s affordable for everyone – but it’s 
tough.

Can government inspire stakeholders 
to be more collaborative in this 
sustainability drive?

For sure we need to be more 
collaborative – it’s one of the key aims 
of the National Food Strategy. In the 
UK, there are about 100 supply chains 
that deliver our food. Everyone involved 
in these companies either has children 
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or knows people who have children, 
and they all understand that our current 
system isn’t fit for the future of the 
younger generation. By coming together, 
we can confront these issues with 
greater purpose. And yes, government 
can be a force that inspires that 
collaboration. That’s what we all hope.

How can brands inspire change in the 
face of such obstacles?

Brands can overcome these obstacles, 
and for society’s sake they must. There’s 
a recent film that the Food Foundation 
made called Eat Them to Defeat Them. 
It’s very clever and funny, encouraging 
kids to eat more vegetables in case these 
green things take over the world. The day 
after it was first shown, there was a spike 
in people buying vegetables – it had a 
tangible effect on their behaviour. 

The marketing, advertising, branding 
and media industries have enormous 
influence and a vital role to play in 
creating a more sustainable food 
future through creativity. Imagine if 
just a fraction of the budget spent on 
advertising all the other stuff – the fatty, 
sweet stuff – was set aside for more 
positive messages about sustainability, 

to help our children to stay well. There’s 
a huge responsibility on the shoulders 
of brands – from the food companies to 
the distributors – to do the right thing for 
society. In every board meeting, I want 
someone to say, “OK, this is the easy way 
but maybe we should try and ask and 
answer the difficult questions. How can 
we be better, and use our collective brain 
power to change things?”

Is there a better way for legacy brands 
and disrupters to work together?

There are two kinds of brand leaders: 
those in front and those chasing. The 
ones in front are always trying to see 
what they can learn from the upcoming 
upstarts and the ones behind are always 
trying to push the purported leaders 
to change the way they do things and 
embrace new strategies and products. 

We’ve faced it at Leon, and the team 
there will no doubt continue to do 
so. That shifting power is a great 
dynamic and we need to embrace that 
energy, with current and future leaders 

The marketing, advertising, 
branding and media 
industries have a vital role 
to play in creating a more 
sustainable food future 
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working together. That’s how it works 
in commercial systems. Brands like 
Leon create pressure and, at the same 
time, inspire pressure from others. In 
fact, what’s been copied from Leon in a 
sustainability sense has had a far greater 
impact than what we’ve done ourselves. 
That’s how it should be. 

Brands need to be inspiring, encouraging 
and sometimes even chasing the 
disrupters. And the disrupters need to 
work with the larger brands to accelerate 
change in consumer buying habits. It’s 
about being collective and trying to show 
that another way is possible. But it’s the 
big brands – the global titans – that need 
to be pushing for change and I think that 
too many of them still have their heads 
stuck in the sand. It’s time they started 
showing some leadership. 

Are new generations inspiring different 
sustainable behaviours?

Younger audiences are demanding of 
their parents and their brands in a way 
that we weren’t when I was growing up. 
They’re literally hungry for change and it’s 
inspiring to see and hear their strength 
of purpose. I’m excited about the power 
of youth to change culture but I’m also 
worried about delegating responsibility to 
them. Of course, we need to pass these 
ideas on to them about sustainability and 
encourage them to get the message out 
there. But we also need them to realise 
that they’re agents of their own change; 
they can make choices that aren’t the 
same as their parents’. 

Young people are more independent 
than ever, and I have great hope that this 
independence will push sustainability 
issues farther up the agenda. But the 
messages must be positive – rather than 
preaching victimhood, we need to help 
today’s youth understand that they have 
the power to change things for the better.

The big brands need to 
be pushing for change 
but too many of them still 
have their heads stuck in 
the sand
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You can’t fake 
sustainability – you have 
to live it in everything you 
do. Otherwise consumers 
will catch you out and 
their loyalty will be tested

What about the way food is grown?  
Do brands have a role to play there?

Brands need to engage with the 
energy and talent of our farmers. That 
collaboration could completely change 
the way food is grown, how farms 
operate, the way we care for animals – 
creating more sustainable ways of living, 
working and producing. 

Farmers know that the rules they’re 
forced to work under are impractical; 
they want to work with big business 
to improve things. For instance, 
there are already really interesting 
farmers’ clusters appearing all around 
the countryside – movements and 
collaborations inspired by brands and big 
business that are trying to instil greater 
sustainability practices and habitats in 
their areas. People working together for 
a common good rather than simply for 
profit. Just a small amount of money 
and backing from brands is having an 
enormous impact in pockets of the 
country.

When it comes to the National Food 
Strategy, what does success look like?

We need to create a vision for the future 
that’s viewed enthusiastically by both 
business and citizens. We need to 
set milestones and targets and find a 
mechanism to constantly measure them. 
And we need to communicate what we’re 
doing in a novel and loud enough way so 
that we don’t just create action amongst 
people but also inspire other countries 
to change things. We have the power, 
but we need to harness it. Government, 
brands, farmers, producers, distributors 
and, of course, consumers – creating 
greater food sustainability means all 
need to work in unison. And I think that 
message is stronger than it ever has 
been.
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WHILE THE CORPORATE 

RESPONSE TO CLIMATE 

CHANGE IS GATHERING PACE, 

IT  ST ILL HAS A LONG WAY TO 

GO, SAYS HUGH JONES

Across the corporate world, the level of 
knowledge, understanding and action 
on climate change is extremely varied. 
Leading organisations have made far-
sighted commitments to tackling this
global issue – at the start of 2020, over 
1,000 companies with a combined 
market capitalisation of many trillions 
of dollars had either already set, or were 
committed to setting, science-based 
targets for carbon emission reductions.1 

However, this still leaves a huge number 
of businesses that have yet to adopt 
sufficiently ambitious plans. Even among 
the world’s 200 largest companies, a 
third don’t fully disclose their greenhouse 
gas emissions, according to a recent 
study by Arabesque S-Ray.2 Furthermore, 
a United Nations Global Compact and 

Accenture study3 of over 1,000 chief 
executives has found that less than half 
(48%) are integrating sustainability into 
their business operations.

We shouldn’t be surprised by this. 
In 2015, our research found that the 
majority of businesses were living 
in dual realities: recognising and 
accepting the risks and opportunities 
of an environmentally sustainable 
future but continuing to focus on the 
short-term, with no clear vision as to 
how they would transition from one to 
the other.4  Yet, many also considered 
themselves ‘top of the class’ in this field; 
of those who claimed to be aware of 
how they compare with competitors on 
environmental sustainability, half saw 
themselves as leaders. 

1 sciencebasedtargets.org

2 arabesque.com/2019/09/ 

24/over-a-third-of-the-

worlds-200-largest-compa-

nies-do-not-fully-disclose-

their-greenhouse-gas-emis-

sions-according-to-new-anal-

ysis-by-arabesque-s-ray/

3 www.accenture.com/

us-en/insights/strategy/un-

gcceostudy?c=acn_glb_ 

purposemediarelations_ 

11036293&n=mrl_0919

4 www.carbontrust.com/

resources/reports/advice/

titans-or-titanics/June 2015
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In our experience, most organisations are 
quite a long way from demonstrating true 
‘leadership’ on climate change when it 
comes to their strategic and operational 
responses. Indeed, many struggle to 
achieve a full and detailed grasp of the 
risks and opportunities, a complete 
understanding of whole value chain 
emissions, and good-quality reporting – 
let alone producing a comprehensive and 
costed implementation plan to support 
their commitments. 

True leadership needs to be top down, 
but climate change is not dominating 
board agendas. A recent global survey 
of chairs and non-executive directors5  

found that more than half of respondents 
had spent zero hours discussing 
environmental impact. 

Even in businesses that are working 
hard to deliver approved science-based 
targets, more needs to be done if these 

companies are to be considered true 
trailblazers. Science-based targets 
commit companies to action over the 
next five to 15 years and are effective 
in ensuring that boards address carbon 
emissions now, rather than putting action 
off for future leaders to tackle. However, 
it also means that many organisations 
are focused on the shorter-term changes 
that optimise their existing operations.

If we’re going to achieve net zero 
economies and align with a 1.50°C 
trajectory, then businesses will absolutely 
have to tackle the ‘harder to fix’ aspects 
of their activities. Organisations need 
to be thinking now about how they’re 
going to achieve the much deeper 
transformative changes to unlock the 
carbon emissions reductions that will be 
vital in the future.

This will clearly require businesses 
to look beyond their own operations 

5 The Harvey Nash/Alumni 

Board Report 2018/19

ACHIEVING NET ZERO – THE CORPORATE ROUTE TO CLIMATE LEADERSHIP

NOW MEDIUM TERM LONG TERM 2050

Setting science-based 

targets and optimising 

emissions reductions 

across a company’s 

own operations and 

value chain are crucial 

steps in the short term.

Innovation, combined with the way a 

company uses its influence to unlock barriers 

to carbon reduction, should also begin in 

the short term. These activities enable the 

deeper reductions that are needed in order 

to transform a company in line with a net-zero 

economy over the medium and long term.

TRANSFORM

OPTMISE
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True leadership needs to 
be top down, but climate 
change is not dominating 
board agendas

and value chains. Companies should 
be considering how the use of their 
products and services can enable the 
avoidance of emissions and how they 
can influence other organisations to 
go on the same journey of climate 
sustainability. They must also be 
investing in the innovations that will be 
necessary to deliver legitimate net zero 
scenarios. 

What’s also becoming apparent is that, 
as we come to better understand the 
actions that are needed to mitigate 
the worst impacts of climate change, 
companies that were once pacesetters 
are now having to tackle fresh challenges 
in order to maintain this position.

At the Carbon Trust, we’re helping some 
ambitious organisations establish 
strategies and road maps to true climate 

leadership via our Climate Leadership 
Framework. We review a company’s 
current performance on climate 
change using a scorecard assessment 
before working with them to create a 
bespoke net zero roadmap that can be 
embedded in strategic plans. Working 
with companies such as Sky, Pearson, 
Quorn and SGN, we’ve found this to be 
a powerful internal tool, helping those 
who are already championing action 
on climate change to influence senior 
colleagues and elevate actions within 
their organisation. 

So, it’s time for a reality check in the 
corporate world. Climate change is an 
urgent and current priority that needs 
board-level attention and we need to 
see ever-more progressive action from 
companies if they’re to lead the way.
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FOR CONSUMERS TO CHANGE THEIR 

BEHAVIOUR AROUND SUSTAINABILITY, 

BRANDS NEED TO PLAY THEIR PART. RUSS 

WILSON IDENTIF IES SOME STRATEGIES

The global consumer landscape of the 
last half century has been driven by 
ever-greater choice and freedom, with 
falling costs bringing cheap flights, 
cheap food and cheap fashion to the 
emerging middle-classes. But now, with 
the sustainability agenda becoming 
increasingly visible, these are the very 
things consumers are being expected to 
give up. We’re told that, as individuals, 
the biggest impact we can make on our 
personal footprint lies in reducing our 
consumption of meat and out-of-season, 
imported produce, in minimising air 
travel, and in… Just. Buying. Less.

This is clearly a hard ask. We know that 
behaviour change is challenging, even for 
the most motivated of people. And while 
scientific consensus is clear, consumer 
opinion is still much more nuanced than 
we might expect. A recent Pew report1 
showed a global average of 29% stating 

that they see ‘Global climate change as 
either a minor threat, or no threat at all’. 
The UK (30%) sits right in the middle 
while the numbers become increasingly 
striking in the US (39%), Russia (51%) 
and Israel (58%).

For these consumers, behaviour 
change involving such compromises 
as suggested above is clearly unlikely. 
Of course, there are also the 71% of 
consumers who do see global climate 
change as a major threat. And, from 
a 2019 YouGov Europe-based study,2 

these consumers are fairly equally split 
between those who personally feel they 
could do more (50%) and those who 
feel they are doing as much as they 
reasonably can (42%). So, if we think 
in terms of those who want to change, 
those who are open to change, and those 
who are indifferent to change, where 
does that leave brands? 

1 www.pewresearch.org/

fact-tank/2019/04/18/a-

look-at-how-people-around-

the-world-view-climate-

change

2 d25d2506sfb94s.cloud-

front.net/cumulus_uploads/

document/epjj0nusce/

YouGov%20-%20Internation-

al%20climate%20change%20

survey.pdf
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In line with these audiences, there are 
three different strategies that brands 
could potentially consider:

DEMONSTRATE REWARDS
How can brands win more share among 
those who are already engaged, and 
help them to make a broader set of 
sustainable changes to their lives? How 
can they reward their potential customers 
and shift the story to a product or service 
benefit being cheaper, faster, safer, etc. 
rather than a sustainability compromise? 
 
This strategy is perhaps more of a 
traditional marketing comms challenge 
where the context just happens to be 
sustainability. The audience and product 
are already in place – it’s up to the brand 
to communicate the relevance of the 
latter to the former.

EXTEND RANGES 
How can brands help consumers who 
are open to change to follow through on 
their concerns about the environment by 
making it easier for them to take action? 
Can brands extend their ranges to include 
product versions that are overtly more 
sustainable in design?

When considering this audience, brands 
need to make it easier for consumers by 
taking the hard work away from them, 

helping them to re-evaluate the ways 
in which they feel empowered to make 
more sustainable choices.

REINVENT PRODUCTS AND 
PROPOSITIONS 
How can brands make change inevitable 
for everyone buying into their product or 
service, regardless of attitudes? Can they 
change the default and reinvent products 
and propositions to that end?

This third strategy is one that numerous 
categories and brands have already 
started adopting, driven as much by 
regulation, cost and supply chain control 
as anything else. From LED light bulbs 
to reduced plastic on myriad packaging 
solutions, this challenge is well 
underway. 

We’re increasingly seeing brands making 
their products and propositions more 
sustainable, whether consumers are 
asking for it or not. And few consumers 
are bemoaning the loss of their slightly 
taller deodorant cans, or the lack of 
single-use carrier bags in stores. There 
is minimal downside for brands so it’s 
certainly possible for them to make these 
small but significant changes, gaining 
plaudits from those already engaged, and 
driving behaviour change from those who 
aren’t. 
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And where packaging has led, products 
and propositions are rapidly following. 
In the homecare category, where 
previously they led on environmental and 
sustainability messages, Method and 
Ecover now compete on efficacy and 
style. In the US, Burger King is offering 
up Whoppers made with Impossible 
Burgers. And globally, Ikea is pledging 
to use only recycled materials in their 
textiles, which will change the default for 
all of their consumers. In each case, the 
consumer trigger is different but the net 
outcome is more sustainable behaviour.

The sustainability agenda has for a long 
time focused on the ‘3Rs’ of Reduce, 
Reuse, Recycle, all of which require 
conscious effort and behaviour change 
from consumers. While this holds 

obvious potential for those already keen 
to do their bit for the environment, for 
others it can be an ask too far. 

It’s time for brands to think about a 
new ‘3Rs’ – Rewards, Range extension, 
Reinvention – moving the balance of 
responsibility away from just consumers 
and placing it more equally onto the 
brands themselves. And to deliver this 
successfully, brands will need to keep 
seeking answers to the key questions: 
Who are their audiences? What do their 
sustainability needs look like? Can the 
brand meet these needs through comms, 
propositions or product? But by changing 
the narrative from one of loss to one 
of gain, brands make it easier for all 
consumers, whatever their underlying 
sustainability beliefs.

GLOBAL CLIMATE CHANGE IS A MAJOR THREAT

I  WANT TO MAKE 
CHANGES TO 
MY CONSUMER 
B E H A V I O U R

THERE’S NO 
REASON FOR 
ME  TO MAKE 
A CHANGE

THERE’S NO 
REASON FOR 
ME  TO MAKE 
A CHANGE

IT’S UP TO 
G O V E R N M E N T S  
AND BRANDS TO 
MAKE CHANGE 
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GLOBAL CLIMATE CHANGE IS NOT  A MAJOR THREAT
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Red curry cricket rice cakes © Eat Grub
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LIVESTOCK FARMING IS 

VASTLY UNSUSTAINABLE BUT 

THERE’S A DELICIOUS AND 

NUTRIT IOUS ALTERNATIVE. 

SHAMI RADIA TELLS US 

ABOUT THE BRAND THAT 

AIMS TO REVOLUTIONISE 

WESTERN FOOD CULTURE 

As global awareness of the importance 
of sustainability and nutrition grows, I 
strongly believe there’s one food source 
that’s constantly been overlooked, under-
loved and often sneered at: insects.

Here at Eat Grub, we’ve made it our 
mission to champion insects – crickets, 
grasshoppers, buffalo worms and 
mealworms – for the delicious, incredibly 
nutritious and sustainable food they are. 
And our vision is for this protein-packed 
superfood to become a normal part of 
Western diets. 

Originally a pop-up restaurant and events 
company, Eat Grub had a fantastic 
reaction from press and public alike 
which encouraged us to start looking into 
ways to make eating insects accessible 
to the UK public. We therefore created a 
range of snacks and energy bars, as well 
as the raw ingredients to cook with.

It’s been a long, hard few years – and the 
team has developed an extremely thick 
skin – but we’re now starting to see the 
conversation around insects shift from 
being just a bush-tucker trial to the future 
of food. While the sector is currently 
worth £750m, a recent Barclays report1 
predicts this will rise to a whopping 
£6bn by 2030. And although this food 
source is still currently seen as culturally 
unacceptable in the UK, a recent YouGov 
poll2 claims that a third of Brits think that 
regularly tucking into insect-based fare 
will become commonplace within ten 
years. 

And that’s because people are becoming 
increasingly aware of the many reasons 
why we should be embracing insects. 

First, nutritionally speaking, they’re 
second to no other food: they can be 
up to 70% complete protein; contain all 

1 www.businessinsider.

com/eating-insects-set-to-

become-8-billion-business-

barclays-2019-6?r=US&IR=T

 

2 www.theguardian.

com/food/2019/sep/02/

grubs-up-a-third-of-britons-

think-well-be-eating-insects-

by-2029
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nine essential amino acids as well as 
important minerals like iron, calcium and 
zinc; and have as much essential fatty 
acids, like Omega 3 and 6, as oily fish. 

Second, insects are extremely 
sustainable to farm, requiring far less 
land, water and feed than traditional 
livestock – and even some plant 
proteins. The data is staggering: for 
example, livestock takes up nearly 80% 
of agricultural land globally – a whopping 
30% of the earth’s land mass – but 
produces less than 20% of the world’s 
supply of calories. Insects offer a far 
more efficient solution as they can be 
farmed vertically in virtually any climate 
or environment.

Third, insects release a fraction of 
the greenhouse gases compared to 
other animal proteins. Most people 
aren’t aware that traditional livestock 
farming produces more greenhouse 
gas emissions worldwide (18%) than 
all forms of transportation put together 
(13%). 

Fourth, insects create the perfect no-
waste circular economy: they can thrive 
on biowaste which is converted into 
high-quality protein; and their poop is rich 
in minerals and can be used as fertiliser, 
producing feed to be fed back to the 
insects.

Our approach to sourcing protein clearly 
needs to change if we’re to sustainably 
feed the nine billion of us who’ll be 
inhabiting the planet by 2050. While 
plant protein goes some way towards 
addressing the issue (although vast 
quantities of land and water will still be 
needed to grow the necessary amount), 
it makes sense that insects, with their 
environmental benefits and complete 
nutritional profile, become an integral 
part of the solution.

Equally as important, insects can be 
delicious. Enjoyed throughout the world 
by two billion people, there’s a common 
misconception that they’re eaten as a 
‘famine food’. This is simply untrue as, 
in some cultures, insects are often eaten 
as a delicacy, fetching a higher price 
than some meats that we, in the West, 
consider a luxury.

So, what’s stopping us? It’s essentially a 
marketing challenge to change consumer 
behaviour. It’s a tough one, but we’ve 
seen many examples of foods which 

Insects are extremely 
sustainable to farm, 
requiring far less land, 
water and feed than 
traditional livestock
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were once seen as disgusting becoming 
accepted and loved. Take sushi, for 
example: shunned 20 years ago, it’s now 
found next to the sandwiches in most 
supermarkets. 

Our aim is to make the Eat Grub 
offer accessible to the public: giving 
consumers a choice on how they 
integrate insects into their diet and, 
by providing exciting and appetising 
recipes, making it easy for people to start 
cooking with them at home – chocolate 
cherry cricket brownies anyone?

There’s already been huge progress 
made by Eat Grub and other companies 
in the sector. Our products can now be 
found in major supermarkets across 
Europe, including Lidl and Sainsbury’s. 
We’re supplying ingredients to more and 
more restaurants, and pubs up and down 
the country are offering our Crunchy 
Roasted Crickets as a more sustainable 
alternative to pork scratchings. 

People are starting to join this tiny 
revolution; we just need a few more to 
hop on board!

A HEALTHY ALTERNATIVE

CRICKETS

SUSTAINABLE USE OF LAND AND RESOURCES
REQUIRED TO PRODUCE 1KG OF PROTEIN

PER 100G

LITRES OF WATER

LOW GREENHOUSE GAS EMISSIONS
AVERAGE GHG FROM THE PRODUCTION OF 1KG OF PROTEIN

SQUARE METRES OF CULTIVABLE LAND
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REDUCE, 
REUSE, 
REFILL

THE UK SUPERMARKET 

WAITROSE & 

PARTNERS IS TESTING 

SHOPPING WITH LESS 

PACKAGING. ROSIE 

HOWELLS TAKES US 

THROUGH THE STEPS
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For the past few years, grocery 
packaging, and plastics in particular, 
has been the sustainability-related topic 
that our customers ask us about more 
than any other. It’s captured the hearts 
and minds of the UK shopper. They want 
retailers to eliminate excess packaging 
and help them shop using less or no 
packaging at all. 

At Waitrose, packaging plays an 
important role in protecting our products 
and preventing food waste. It’s also 

incredibly important in maintaining the 
quality of our products. Of course, we 
want to minimise the impact that the 
packaging has on the environment and 
have been working on this for many 
years. Over 85% of our packaging is 
already widely recyclable, reusable or 
home compostable and this will be 
100% by 2023. We’re also innovating 
in alternative materials like fibre-based 
ready meal trays, tomato punnets made 
from waste tomato leaves and home-
compostable films. 
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However, improving our existing 
packaging is only one part of our 
strategy. We want to provide customers 
with new ways to shop that make refilling 
and reusing possible. This is the best 
way to reduce waste. 

That’s why, in June 2019, we launched 
our ‘Unpacked’ test, starting in one shop, 
our Botley Road branch in Oxford. We 
removed more than 200 products from 
their packaging to test how customers 
might be prepared to shop differently, 
with the aim of saving thousands of 
tonnes of unnecessary plastic. 

The concepts involved loose fruit and 
veg, an everyday refillables zone, frozen 
pick and mix, wine and beer on tap and 
refillable Ecover products. An important 

part of the test was making sure that the 
products were the same price or cheaper 
than their packaged alternatives. 

Unpacked launched with really impactful 
branding, dedicated ambassadors and 
extra signage. It was essential that 
customers understood about the test, 
got behind it and, most importantly, had 
the opportunity to give feedback on what 
worked well, what didn’t and how it could 
be improved. 

In the first nine weeks of the test, 
more than 7,000 customers provided 
comments through our in-store feedback 
wall, customer interviews, dedicated 
website page and social media. Walking 
round the shop, there was a real energy 
with customers bringing in all sorts of 

Unpacked in Cheltenham store © Waitrose & Partners
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containers to buy rice, lentils, muesli and 
dried fruit. Our Partners (employees) got 
behind the test too, quickly getting to 
grips with the new processes that we put 
in place and helping customers try the 
different concepts. 

The customer feedback was incredible 
and, as a result, we extended Unpacked 
in Oxford and introduced it to three more 
shops – in Cheltenham, Abingdon and 
Wallingford – towards the end of last 
year. 

Right now, we’re in the test phase and 
are working with our customers to 
really understand which packaging is 
unnecessary and which we need to keep. 
We’re also working with our suppliers to 
learn and develop which ideas have the 

potential to be rolled out more widely. 
We’re continuing our environmental 
analysis to quantify the environmental 
benefits associated with the different 
concepts taking into account packaging 
waste, carbon and food waste.

This approach is not only different 
for customers, it’s different for us as 
retailers and for our suppliers too. What 
we now know is that many customers 
really enjoy bringing in their own 
containers and minimising the  
packaging waste they have to manage 
and sort at home. 

We’re so pleased with how the first  
phase has gone and are excited about 
what we can achieve over the coming 
years if we work together. 

We want to provide 
customers with new ways 
to shop that make refilling 
and reusing possible 
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MANAGEMENT CONSULTANTS ARE 

CONSTANTLY ASKING THIS QUESTION, BUT 

THE ISSUE IS NOT THAT SIMPLE. HENRY LE 

FLEMING SHARES PwC’S CONCLUSIONS

The easy answer is that consumers 
want to get rid of plastics. And this is 
a straightforward enough message. 
Plastics come from the oil industry, 
mis-treated ones pollute our oceans 
and consumers want something else. 
Perhaps the return of the milkman and 
glass bottles? But is that it? Don’t they 
also want to support Extinction  
Rebellion as well as to eat and drink 
whatever they want, wherever and 
whenever they choose?

The challenge for brand owners is that 
alternatives to plastic may not meet all 
these requirements. While glass and 
paper have many good applications,  
their processing requires substantial 
heat for both virgin material and 
recycled content. This equates to higher 
manufacturing emissions for the same 
function as plastic.
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There are three broad choices here for 
brand owners:

1. Returnable systems made of 
aluminium or glass

2. Materials that degrade based on paper 
fibres

3. Recyclable plastics

All of these formats have different 
problems. Returnable systems naturally 
appeal to consumers and there’s 
a nostalgia around this approach, 
particularly for those who can remember 
the milkman. However, the materials 
in returnable two-way glass can be 
very heavy. If the transport distances 
are large, this can result in significant 
emissions. The bottles and metal 
containers mustn’t be lost to the system 
either; some studies suggest that they 
have to be used 20 times to repay 
the greater emissions in their original 
production.

Fibre-based materials can be very good 
for some applications. However, there’s 
a limit to the barrier properties that can 
be engineered into these solutions and 
there’s also a limit to the number of times 
the fibres can be recycled.

Plastics weigh very little and have a 
good balance of functional properties 
for different products. However, 
there’s a limit to the number of times 
recycled plastic can be used in food 
grade applications, and the material is 
persistent in the marine environment.

So, it depends. The table above 
summarises this broad analysis of the 
three options. Each has good and bad 
points but, on balance, plastic is better 
across a range of requirements. This is 
opposite to the consumer’s perception of 
the materials, which puts plastic last. 

Should consumer perception dictate 
that brands get out of plastic, despite it 
performing better than the alternatives? 

PROS AND CONS FOR PACKING MATERIALS

RETURNABLE 
ALUMINIUM 
OR GLASS

FIBRE-BASED 
MATERIALS

RECYCLABLE 
PLASTICS

Manufacturing 
impact

Barrier properties / 
functionality Convenience

How many times 
can be recycled

BadIntermediateGood
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Based on PwC’s research findings, I’m 
not so sure. When we asked consumers 
prompted whether they would like to see 
fewer plastics and use alternatives to 
plastic, we got a big affirmation.

However, when asked unprompted to 
rate the sustainability of packaging, 
only 8% of consumers thought the most 
important issue was to be plastic free. 
As shown in the bar chart, recyclability 
was the most important attribute. This 
survey, carried out in the spring of 2019, 
suggests there’s an opportunity to 
continue using the right kind of plastics 
in the right way.

What makes the right way is clear from 
the two leading answers. Brands have 
to eliminate that point in time where we 
all stand in front of two or more bins 
wondering where to put some used 
packaging. It happens to me, and I work 
in this field. 

Brands are also going to have to give 
backing to regulations to support the 
solutions to these problems and do 
much more to support consumers 
around the behaviours needed to make 
plastic a good option. This is going 
to mean higher regulatory costs and 
a ruthless approach to implementing 

IT’S RECYCLABLE

I CAN EASILY RECYCLE IT

IT’S COMPOSTABLE

I CAN REUSE IT

IT’S PLASTIC FREE

A PROPORTION OF RECYCLED MATERIAL IS USED

IT’S REFILLABLE

IT’S ETHICALLY SOURCED

NONE OF THESE

LOW ENERGY IS USED IN ITS PRODUCTION

LOWER ROAD MILES

Which of these factors do you consider to be most 
important when identifying if an item of packaging 
is better for the environment or society? 

Source: The Grocer and PwC research 2019 

SURVEY RESULTS FOR FACTORS MAKING 
PACKAGING SUSTAINABLE

30

20 

16 

10 

8  

4 

4 

3 

2 

2 

1

design for recycling guidelines. There 
will also need to be a greater marketing 
effort to inform consumers on how to 
do the right thing, as well as conveying 
the impacts of not disposing of plastic 
packaging correctly.

This approach will be neither easy nor 
cheap. The alternative though – a plastic-
free future – may be even harder for 
modern food and drinks companies  
to achieve.
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DO THE ACTIONS OF GEN Z CONSUMERS 

MATCH THEIR BELIEFS WHEN IT 

COMES TO SUSTAINABILITY? COTTON 

INCORPORATED ASKED HALL & PARTNERS 

TO FIND OUT – AND RICH FRYZEL SHARES 

THE LESSONS FOR MARKETERS

Paper straws are a curious thing.

We demanded them, and now we think 
they’re ruining iced beverages around the 
globe. This seemingly innocuous answer 
to plastic waste has unintentionally 
divided us and made average Jane and 
Joe question their commitment to the 
greater good.

The curious thing is that we didn’t 
actually demand paper straws. Around 
2010, as the legend is told, a young 
and precocious Gen Z-er from Vermont 
challenged his local café’s plastic 
straw practices. Stuff happened, it 
went viral, and the mass-banning of 
plastic straws yelped into vogue. As 
global citizens, most would support this 
phenomenal example of altruism and 
productive whistle blowing. But, as global 
consumers, the paper straw stand-in has 
given few an easy go at it.

The moral of the story is simple: just 
because sustainability matters, it doesn’t 
mean that sustainable initiatives are 
ready-made to work. And, importantly, 
even though this plastic straw story is 
old, it doesn’t mean that we’ve learned 
from it, as the current frenzy of no-straw 
lids shows.

But enough about straws. If anyone’s 
asked you what the ROI is on your 
sustainability initiative, would you know 
exactly what they’re talking about? 
The extent to which organisations are 
willing to invest for the greater good 
is debatable. Yet, in the same breath, 
everyone accepts that sustainability 
is important and that we all have a 
responsibility to do more.

The challenge is that sustainability 
means different things to different 
people. How can marketers solve 
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this tension? And what role should 
sustainability play in marketing? To 
successfully tap into this growing focus 
and vibrant energy, businesses must 
understand how consumers – our youth, 
in particular – see sustainability. 

A FAMILIAR CHALLENGE
Check your labels – there’s a good 
chance you’re wearing something made 
of cotton. Cotton has filled closets 
around the globe and earned the 
goodwill of consumers for generations. 
And Cotton Incorporated1 is proud 
to represent a responsibly produced 
alternative to synthetic fibres. But the 
company wasn’t sure if and how these 
two truths were connected. 

So they posed a simple question: going 
forward, to appeal to Gen Z, should 
sustainability credentials play a more 
connected role in Cotton Incorporated’s 
strategy?

A CURIOUS EXPEDITION
In collaboration with Hall & Partners, a 
research strategy was developed using a 

combination of digital interviews, large-
scale surveys and advanced analytics to 
explore this nebulous topic. 

Contextually rich interviews through 
Gen Z’s smartphones established a 
youth-friendly lexicon of sustainability, 
and illuminated hypotheses around 
the impact of sustainability in their 
lives. Quantitative surveys tested 
those hypotheses, including a unique 
Choice Model to simulate the role of 
sustainability in decision-making.

CONUNDRUM MEETS CLARITY
Gen Z believe that climate change and 
pollution are among the most important 
issues of their generation, with 83% 
saying sustainability is about addressing 
these issues in order to protect our 
environment. While nearly all of them 
actively recycle and use non-disposables, 
only 19% say that they research a brand’s 
sustainability credentials before buying. 

For Gen Z, sustainability is experienced 
as a way of perceiving, not necessarily as 
a way of buying.

For Gen Z, sustainability is 
experienced as a way of 
perceiving, not necessarily 
as a way of buying

1 The research and promo-

tion company for US cotton 

producers and importers

86



Buying sustainably is more nuanced. 
Given the myriad ethical issues 
sustainability can refer to, Gen Z 
choose to define it by what it’s not 
– wastefulness. As a consequence, 
sustainability lies somewhere 
between saving our planet and saving 
their money. This creates individual 
thresholds of conviction where buying 
sustainably may no longer be worth the 
potential inconvenience, or where their 
personal gain may not be meaningful 
enough. In other words, spending money 
to be ‘sustainable’ transforms the 
concept from a public issue into a private 
challenge.

This is the rub for brands. If they 
are spending to be sustainable then 
it’s effectively their issue, not the 
consumer’s.

In essence, sustainable brands don’t 
make Gen Z sustainable people. But, 
by operating more sustainably, brands 
can help Gen Z consumers live more 
sustainably and stay true to their 
convictions.

For Cotton Incorporated, these insights 
validated the existence of sustainability 
in their strategy, but also suggested 
opportunity in refreshing their approach. 
Associating a brand with sustainability 
requires a unique focus on using 
products, not buying them, and on 
clarifying trade-offs, not avoiding them. 
There’s still work to be done, but a 
people-centric foundation has been set.

WHAT NOW?
We all know what it’s like to be so close 
to something that you can’t actually see 
it? When confronting sustainability, such 
is the danger for marketers.

It’s easy to get caught up in the trades, 
weighing every hot topic equally and 
sparing no time to explore the specific 
relevance – especially when youth is 
your audience. For businesses, this can 
mean executing blindly against industry 
imperatives in the hope that your brand 
isn’t too late. Inevitably the outcome is 
skepticism about ROI, and consumer 
indifference towards an unequivocally 
good thought.

The lesson is clear: that marketers 
must deeply understand people before 
serving them. In sustainable terms, the 
stakes couldn’t be higher. Sustainability 
is an inherently durable concept, with 
the fate of tomorrow resting on actions 
taken today. In an exciting moment for 
marketers, what will define our future 
world isn’t just the actions businesses 
take, but the essential work marketers do 
to make those actions meaningful.

Sustainability is an 
inherently durable 
concept, with the fate 
of tomorrow resting on 
actions taken today
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Engagement 
that starts 
with a smile

THE FLIPFLOPI PROJECT IS 

STARTING AN AFRICAN SINGLE-USE 

PLASTIC REVOLUTION. REBECCA 

FABER SHARES THEIR STORY 

Preparing for launch in Lamu, Kenya

Images © Finnegan Flint, 2019 
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Ocean plastic is a hot topic. We’re by now 
all too familiar with images of whales 
eating plastic bags and baby birds with 
bellies full of plastic waste, even in the 
most remote parts of our planet. In fact, 
startling research by the Ellen MacArthur 
Foundation suggests that, by 2050, there 
will be more plastic (by weight) in the 
oceans than fish.1

Thanks in part to that ‘Blue Planet’ 
moment, the Western world has started 
to wake up to the ‘plastic planet’ 
catastrophe. However, the biggest 
emitters of ocean plastics are developing 
countries, with 90% of all ocean plastic 
waste coming from just ten rivers – 

eight in Asia and two in Africa. It’s these 
rapidly emerging consumer populations 
that are key to shaping the future of the 
ocean plastic issue. And yet for the vast 
majority – who live inland and don’t know 
the coast – there’s little to connect them 
directly to the problem.

How, then, can we ensure the message 
both reaches and hits home with this 
huge number of ‘new consumers’? How 
can we get them to think differently 
about production and consumption of 
single-use plastics before the throwaway 
addiction that exists in the West takes 
hold?

This is the question The Flipflopi 
founders dreamed to answer when 
embarking on an ambitious project to 
kickstart a ‘plastic revolution’ from Africa. 
They wanted to find a positive way to 
connect with local people and create a 
sustainable demand for waste plastic. 
The Flipflopi – named because she’s 
covered with over 30,000 multicoloured 
flip-flops – is the world’s first sailing boat 

1 www3.weforum.org/docs/

WEF_The_New_Plastics_

Economy.pdf

The biggest emitters 
of ocean plastics are 
developing countries, with 
90% of all ocean plastic 
waste coming from just ten 
rivers in Asia and Africa
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made entirely from discarded plastic 
that was picked up from towns and 
beaches in Kenya. She’s a colourful and 
positive emblem that people can relate 
to and proves that it is possible to give 
the plastic washed up from our oceans a 
valuable second life.

It took 50 people just three hours to 
collect the ten tonnes of plastic used 
to create The Flipflopi, a 10-metre 
traditional sailing ‘dhow’ built by Swahili 
craftsmen on the remote island of Lamu 
on the coast of Kenya. She was built 
using only local resources, recycling 
technology and traditional dhow-building 
techniques. Our aim was to show that if 
this could be done somewhere like Lamu 

it could be done anywhere, making such 
projects accessible to local communities 
all around the world.

In January last year, our 15-man crew, 
made up of Kenyan sailors and a team 
of volunteers, sailed The Flipflopi on 
her inaugural expedition – from Lamu, 
500km down the East African coast to 
Zanzibar in neighbouring Tanzania. Their 
mission was to engage communities in 
the fight against single-use plastic and 
draw the world’s media attention to a 
plastic revolution being led out of Africa. 

We sought to engage people through first 
making them smile. We then showed 
them the value of reusing waste plastic, 

Drawing crowds in Shimoni, near the Tanzanian border
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We’re standing on the edge of a global catastrophe 

and need to rapidly scale up our efforts and 

engagement. We’re now building a dramatically bigger 

ocean-faring boat to sail from Kenya to Cape Town – a 

record-breaking, three-month 5,000km expedition. The 

aim is to reach corporates, individuals and policymakers 

who hold the keys to turning the tide on plastic, and our 

hope is that The Flipflopi will become the world’s single 

most recognisable emblem in the global fight against 

single-use plastics.

We’re on the lookout for expedition partners. If your 

organisation wants to get involved and has the 

opportunity to demonstrate UN SDG alignment and 

African leadership to a critical global environmental 

issue, get in touch with our head of partnerships: 

shyam@theflipflopi.com

SAILING THE MESSAGE AROUND THE WORLD
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while also sending the serious message 
that single-use plastic really doesn’t 
make sense. We always hoped that 
our flip-flop-covered boat made from 
‘takataka’ (Swahili for ‘rubbish’) would 
lead to positive engagement with the 
issue, but the impact of the expedition  
far exceeded our expectations. 

By the end of the two-week expedition 
(stopping at 12 coastal communities 
along the way), we’d engaged 10,000 
community members including 5,000 
schoolchildren and mobilised 100 local 
NGO partners along the coast. Forty 
businesses, including a prominent 
hotel group, banned single-use plastic. 
Mombasa’s county government finally 
committed to close their biggest 

dumpsite and install an environmentally 
friendly one in its place. And, in just two 
weeks, our positive media campaign 
reached an estimated 890 million people 
worldwide. 

While the numbers are compelling, The 
Flipflopi Project has never really been 
about the boat – it’s about changing 
mindsets and inspiring the next 
generation to find their own ways to 
reuse plastic. It’s the individual moments 
on our travels that highlight the true 
mission of the plastic revolution – when 
a child asks you ‘why’ when they board 
a boat made from old toothbrushes 
and flip-flops, you know that something 
magical is starting to happen.

The Flipflopi is about 
changing mindsets and 
inspiring the next generation 
to find their own ways to 
reuse plastic
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BY EXAMPLE 

Images © AstraZeneca   —   The sedum roof at AstraZeneca’s Gothenburg offices
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PHARMAPHORUM’S PAUL TUNNAH SAT 

DOWN WITH JIM MASSEY AT ASTRAZENECA 

TO DISCUSS HOW THE GLOBAL PHARMA 

COMPANY IS EMBRACING SUSTAINABILITY

There has been a growing interest in and 
focus on sustainability in the consumer 
world. How has this topic impacted the 
pharmaceutical industry and where do 
you see this heading?

Sustainability at AstraZeneca is about 
using our capabilities to make the most 
meaningful impact where society needs 
it – health. We believe there’s a strong 
connection between the health of our 
business, people and the planet, and 
each of these impacts the others. As 
a global company, we seek to leverage 
our reach, scale and expertise to effect 
change in a range of sustainability 
issues. We can’t achieve our 
sustainability objectives alone however, 
so we need joined-up action between 
multiple stakeholders.

What drew you to work in the 
sustainability area and what advice 
would you give to anyone considering a 
move into sustainability in pharma?

I came to sustainability from compliance 
where the focus was on governance and 
the need to do the right thing. That was 

a natural pathway into sustainability 
because this is now the right thing that 
we need to do, and I feel a sense of 
urgency. We need leaders who are ready 
for change to come into sustainability 
and my advice would be, don’t hesitate 
– act now for the sake of the planet. It’s 
that simple.

Consumers are increasingly vocal 
around their expectations for brands 
to act on sustainability issues. What 
level of demand have you seen from 
healthcare professionals, patients and 
other stakeholder groups in healthcare?

We actively seek stakeholders’ input 
to help us refine our approach to 
supporting communities in improving 
health. Working with an independent 
consultancy, we did an extensive 
materiality assessment in 2018 which 
identified 16 priority material issues 
which helped us to sharpen our focus. 
It was clear from the more than 2,000 
responses – from our employees as well 
as external stakeholders – that there’s 
a strong expectation for companies to 
act on sustainability in areas as diverse 
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We need to address 
inequalities in access to 
healthcare and survival 
rates in different parts of 
the world

as disease prevention and treatment, 
product environmental stewardship, and 
workforce well-being.  

What do you see as the biggest barriers 
and opportunities with respect to 
sustainability in the pharmaceutical 
industry?

It’s clear from the commentary on 
our industry that we have work to do 
to increase trust. At AstraZeneca, we 
approach this by working in partnership 
across all our stakeholder groups, on a 
transparent basis with open dialogue. 
We also need to address inequalities in 
access to healthcare and survival rates 
in different parts of the world, as well 
as the environmental factors that are 
affecting human health. The health of the 
planet is inextricably linked to people’s 
health. That means tackling global 
issues outside our industry on a multi-
stakeholder basis through institutions 
such as the UN. This is a major challenge 
but one we need to embrace.

We do have a huge opportunity to 
operate on a more sustainable basis 
within healthcare and recognise the 
wide range of factors that contribute 
to health. These range from promoting 
prevention and supporting healthcare 

infrastructures, to developing our 
innovative pipeline and making 
medicines available, as well as ensuring 
that we operate in an environmentally 
sensitive manner – all on a sustainable 
basis. We also need to plan for the 
future, delivering sustainable growth and 
making decisions with the long term in 
mind.

How would you describe your progress 
so far and what initiative are you most 
proud of?

We’re driven by science and that also 
means having science-based targets. 
For example, in managing our carbon 
emissions we’ve had the targets from 
our operations confirmed by the Science 
Based Targets initiative as aligned with 
limiting global temperature rise to 1.5°C 
above pre-industrial levels – the most 
ambitious goal of the Paris Agreement. 
We’ve made clear commitments in areas 
such as switching to renewable energy 
sources and electric vehicles, through 
joining The Climate Group’s RE100 and 
EV100 initiatives.

We’re not complacent and our work is by 
no means done yet – as mentioned, this 
is for the long term, but at the same time 
the urgency is there to take action. I’m 
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personally proudest of the work we do 
that directly affects people’s lives – for 
example, the prevention programmes I’ve 
seen in operation in Africa, our life-saving 
medicines, and the work on diversity and 
inclusion that means we’re making a 
reality of being a great place to work for 
all of our employees.  

How do you measure your progress 
against sustainability targets?

We measure our contribution to society 
by connecting our company targets to 
the 17 Sustainable Development Goal 
(SDG) targets, particularly the six SDGs 
that are related most closely to our core 
business of health, namely: good health 
and well-being; gender equality; decent 
work and economic growth; responsible 
consumption and production; climate 
action; and partnership for the goals.

How is your internal culture adapting to 
the company’s focus on sustainability?

Embedding sustainability into the way 
we work has some obvious benefits 
for our employees in areas such as 
workforce well-being and inclusion and 
diversity. We’re also using our internal 
communication channels and ways of 
working to come together as one global 

team through crowdsourcing on strategy 
initiatives and priorities, as well as 
day-to-day sustainability conversations, 
actions and sharing of best practices. 

One of our strategic priorities is to be 
a great place to work, and leading in 
sustainability is one of our strategic 
goals, alongside making a difference 
to medicine and patients. This requires 
leadership from the top and an enterprise 
mindset which does challenge some 
ways of working, but it’s what our 
employees want to see.

There are also elements of employee 
activism that I love to see, where 
initiatives take off and we get feedback 
and input at a very local level on global 
challenges. Our employees expect us to 
be leading in sustainability – we’ve had 
that message loud and clear. 

What are your ambitions for 
AstraZeneca in sustainability over the 
next ten years?

I want us to contribute to the SDGs being 
met by 2030. I hope, as a company, we’ll 
have inspired all our stakeholders to join 
us, and to look past 2030 to lead and 
establish a sustainable future for the 
next hundred years.

Electric car chargers 

at AstraZeneca’s 

Gothenburg site – part 

of the company’s 

commitment to a Green 

Fleet
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There is little question that the current 
US healthcare system is unsustainable. 
With its traditional focus on sickness 
(vs wellness), overwhelming paperwork 
and high-cost care, even middle-class 
insured consumers can find themselves 
one health crisis away from bankruptcy, 
while doctors struggle with burnout and 
bureaucracy. 

To stay sustainable, we in the healthcare 
industry need to lean into the holistic and 
preventative wellness approaches being 
embraced by brands, health systems and 
politicians alike. Brands that interact with 
a patient only once they become sick 
will soon be left behind. At TBWA, we’re 
helping our clients navigate this shifting 
landscape and champion disruptive 
new approaches that will reshape their 
categories forever.

In 2016, US healthcare costs for chronic 
diseases totalled $1.1tn.1  Nearly 900,000 
individuals in the US die annually from 
heart disease, cancer, chronic respiratory 
disease, stroke and injury. The Centers 
for Disease Control and Prevention 
estimates that 20–40% of these 
deaths are preventable, largely through 
behaviour modification and a focus on 
healthier lifestyles.2   

Emerging trends in wellness are shifting 
the lens through which we view illness. 
Rather than engaging with a patient once 
they become ill, these approaches are 
taking a more holistic view – interacting 
with consumers throughout their lives 
in order to prevent catastrophic and 
emergency events in the first place. 

1 www.statnews.com/2018/ 

05/31/chronic-diseases-

taxing-health-care-economy/

2 www.cdc.gov/media/

releases/2014/p0501-

preventable-deaths.html
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3, 5 www.cvshealth.com/

newsroom/press-releases/

cvs-health-announces-

destination-health-new-

platform-addressing-social

4 www.beckershospita 

lreview.com/hospital-

physician-relationships/

uncovering-social-

determinants-of-health-in-

your-ehr-data.html

This trend has been echoed in social 
movements, advancements in health 
tech and political will in legislation, 
which has implications for both small 
businesses and large industry players. 
Nearly 60% of an individual’s life 
expectancy is determined outside of a 
doctor’s office.3 An understanding of the 
social determinants of health (SDoH)4 – 
the social, economic and environmental 
factors that contribute to an individual’s 
health outcomes – has become less 
of an academic exercise and more of a 
guiding principle for those working in the 
healthcare industry.

Brands and healthcare providers are 
taking a variety of approaches to creating 
sustainable models of care: harnessing 
the power of technology; organisational 
design and restructuring; and leaning into 
more non-traditional business models 
and unique partnerships. 

CVS Health’s platform, Destination: 
Health,5 allows healthcare workers to 
make electronic referrals for non-clinical 
services such as rides and meals that 
address SDoH within their clinical 
workflow. It also hosts an analytics tool 
that enables businesses and insurers – 
in this case, Aetna – to better understand 
the connection between SDoH and 
productivity, ultimately allowing for 
possible adjustments to policies and 
benefits that most support employees. 
Key partnerships and collaborations 
are allowing companies to harness 
the power of innovation and ‘start-up’ 
approaches (and funding) to disrupt 
markets in order to appeal to a wider 
audience.

There are also examples of more low-
tech organisational restructuring that 
have the same effect. TBWA works 
with WellStar Health System which 
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Brands have an exciting 
opportunity to become 
partners throughout 
consumers’ lives

is upending the traditional definition 
of primary care by engaging with 
customers in all areas of their lives and 
seeking to streamline the access-to-
care processes. Wellstar believes in ‘a 
life well-lived’ and seeks to emphasise 
the importance of not just sick care, 
but comprehensive wellness. Their 
‘health parks’ serve as a one-stop 
shop for physician visits, diagnostics, 
urgent care, pharmacy services, sleep 
studies and more. Vice President of 
Consumer Engagement, Leanne Cook, 
emphasises, “As part of healthcare today, 
it’s important to support the wellness of 
our entire community in multiple ways. 
If we demonstrate healthy habits, it 
encourages the people who live in our 
entire area to flourish.”

Of course, not all illnesses can be 
avoided by addressing SDoH and 
following a preventative care approach. 
Brands can embrace sustainable 
approaches in the design of treatments 
and medications that reduce 
catastrophic cost to both consumers 
and the system. A great example is 
Xeris’ ground-breaking Gvoke Pre-Filled 
Syringe™ which delivers pre-mixed, pre-
measured liquid glucagon, indicated for 
severe hypoglycaemia in adults and kids 

with diabetes. “Innovations in this space,” 
says Rebecca Bechily, Xeris’ Director of 
Marketing, “may mean more people – 
patients and caregivers – could have the 
confidence to address hypoglycaemic 
events as they happen and potentially 
reduce associated healthcare resource 
utilisation.” 

The common denominator in much of 
what we’re seeing is an on-demand, 
bespoke approach to healthcare – one 
that strives to meet consumers often 
before they would seek care themselves 
and addresses the underlying causes 
of disease with as much rigour as the 
disease itself. Brands have an exciting 
opportunity to reach beyond talking to 
patients strictly in the context of their 
treatment, and to become partners 
throughout consumers’ lives. In the 
era of die-versification – where brands 
either ‘diversify traditional offerings or 
die’ – this shift has become less about 
innovation. It’s now vital for brand 
sustainability. 

© Xeris Pharmaceuticals, Inc.
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GOOD 
IS THE 
NEW 
COOL
TODAY’S YOUTH 

ARE INCREASINGLY 

ENGAGING WITH 

SUSTAINABILITY 

ISSUES. KEN MUENCH 

EXPLORES THIS TREND 

AND THE IMPLICATIONS 

FOR BRANDS
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Take a peek at any ‘cool’ brand around 
the world and one thing stands out: 
somewhere, somehow they’re trying to 
do good. Whether it’s Nike’s LGBTQ+ 
attire, or Patagonia’s entire purpose 
(‘We’re in business to save our home 
planet’), nearly every hot brand is on a 
mission to, well, find its mission. 

But what about the consumers of 
cool? How are they reacting to all this 
goodness? Is it a turnoff? Is it irrelevant? 
Simply a nice to know? Or is it actually 
impacting their brand preference? After 
all, sustainability and Corporate Social 
Responsibility have been a part of 
business forever. And, frankly, they’ve 
always been a hallmark of mainstream 
brands – and not necessarily the cool 
ones. The Ronald McDonald House 
has been around since 1974, and the 
golden arches have never been accused 
of hipness. Cadbury has been actively 
improving workers’ lives since at least 
1870 – great company, beloved product, 
but not really at the cutting edge of 
culture. Perhaps then, this current 
trend of trendy brands tapping into 
sustainability is simply an extension of 
the mainstream. Are ‘cool’ companies 
simply trying to ‘give back’ to society 
to check the sustainability box like the 
mainstream brands?

Our experience around the world 
suggests another, entirely different, 
hypothesis. In nearly every country 
we’ve worked the last few years, we’ve 

seen a huge uptick in young people truly 
digging brands’ sustainability efforts. 
It’s a fascinating dynamic to watch. We 
never expected to hear a hyper-dialled-
in 14-year-old girl in Shanghai explain 
that she bought a certain pair of shoes 
because they’re made from recycled 
rubber. 

If you’re, say, a Gen X-er, you can be 
excused if you’re caught off guard by 
this. Have kids really changed that 
much? Sure, the world is in serious 
trouble and some of the more civic-
minded youth are protesting. But 
since when is your average teenager – 
especially a ‘cool’ one – that aware and 
truly engaged in the world’s problems? 
Previous generations certainly weren’t, 
and there were no shortages of problems 
back then.

So why are the youth of today suddenly 
so amped for sustainability and buying 
into responsible brands?   

Because it’s cool.

We started decoding this in the US as 
we asked kids to choose metaphor 
images that described a normal brand 
vs a responsible brand. Consistently, 
they selected images of wealth, 
modernity and popularity to describe 
the responsible brands. Irresponsible 
brands were pegged as old, forgotten, 
lonely and sad. Note how they didn’t 
ascribe good, holy or saintly images to 
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Knowing what to talk about, 
what to buy, what causes 
to support now makes you 
cooler than good looks or a 
rebellious streak

1 Published by Princeton 

University Press, June 2017, 

ISBN: 9780691162737

responsible brands, or evil, bad images 
to irresponsible ones. That’s because 
the most salient emotional benefit they 
derive from associating with responsible 
brands is coolness, not goodness. 

Fearing this whole dynamic could simply 
be our Gen X cynicism, we set out to look 
for guidance in the world of academia, 
and quickly discovered Professor 
Elizabeth Currid-Halkett at the University 
of Southern California. We found her 
book, The Sum of Small Things,1 to 
be a gem of insight into this topic. In 
short, she posits that ‘cultural capital’ 
is replacing income as the marker of 
the ‘aspirational class’. Knowing what 
to talk about, what to buy, what causes 
to support now makes you cooler than 
money, good looks or a rebellious streak. 
The very predetermined factors of 
belonging to the ‘it crowd’ seem to have 
shifted.

Good is a big part of the new and 
redefined cool. 

So what does this mean for brands? 
For starters, it means that if you want 
your brand to be accepted by the ‘cool 
kids’ or their followers (which, like it or 

not, is most of us), you’d better ramp 
up your sustainability efforts. But more 
importantly, it means that those efforts 
should be conducted in a cool manner. 
Having your brand donate to a cause is 
nice, but it probably isn’t terribly brag-
worthy for your customer. Patagonia’s 
aggressive stance on controversial 
topics is something to talk, tweet, post 
and get excited about. Same with Nike’s 
BETRUE Air Max 720s, created as an 
homage to the designer of the iconic 
rainbow flag. But the standard brand’s 
standard sustainability box-checking? 
Not so much.

In the end, it’s obvious and clear that 
sustainability is a mandate business 
must embrace – if for no other reason 
than for the sheer survival of humanity. 
But what may make the difference 
between a ‘meh’ and a ‘damn!’ is the 
immense power of cool. Discounting the 
sticky, contagious, viral power of cool, in 
other words, may be a huge disservice – 
both to your brand and, most importantly, 
to the cause itself. 

So get out there and do good, and enjoy 
looking so very, very cool while you’re  
at it.
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Wherever you are, we work there too. And we hope to 
hear from you. We’re ready to start a new conversation 
and help you on your sustainability journey.

CONTACTS

CHICAGO  |  chicago@hallandpartners.com 

DUBAI  |  dubai@hallandpartners.com 

LONDON  |  london@hallandpartners.com 

LOS ANGELES  |  losangeles@hallandpartners.com 

MELBOURNE  |  melbourne@hallandpartners.com 

NEW YORK  |  newyork@hallandpartners.com

SALT LAKE CITY  |  saltlakecity@hallandpartners.com 

SEATTLE  |  seattle@hallandpartners.com 

SINGAPORE  |  singapore@hallandpartners.com

SYDNEY  |  sydney@hallandpartners.com 

www.hallandpartners.com
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