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The evolving “green” challenges
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Tackling the challenge

Learn more about how consumers see
plastic pollution and sustainable
products in order to adjust
communication tone, claims, campaigns
and, consequentially, make sustainable
options mainstream.
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Study methodology

Cell 1 Cell 2 Cell 3 Cell 4 Cell 5 I Cell 6
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Each cell had 4 post variants (to No timeline No timeline
balance the impact of particular exposure shelf exposure shelf
post, image or page) with ECO sticker with ECO sticker
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United States

General population 18+

Shopping in 4 categories:
» Energy bars

» Body wash

» Toothpaste

+ Toothbrushes

N=1,200:
6 cells x 200 respondents per
(4 test cells and 2 control cells)

Methods used:

» Eye Tracking on FB timeline
» Facial Coding on FB timeline
* Virtual Shopping

+ MaxDiff for claim testing

* Survey



Facebook Posts Tested

Backed by Science Mass Media Promoted Celebrity Endorsed NGO Campaigns
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Takeaway food and drink litter dominates ocean plastic,
study shows

JOIN US IN DEMANDING
CONGRESS PASS THE BREAK
FREE FROM POLLUTION ACT

KEEP THE OCEAN
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But first, we must expand the
narrative because

Thinking about the product, its
advertising, claims, your supply
chain and above all, understanding
who your consumers are and how
they relate to it, is the only way to do
sustainability right.
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Voice of the consumer

Our consumers are very aware of pollution, yet don’t think they
can make a big difference — this is where brands can play a part

However, only

88 34
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86% of consumers are ready to try greener Y
alternatives

14% 40%
@ Unintergsted True ECO buyeg WIDJ

46%
Talk is cheap






Good practices examples: Make it easy <P
to do good

Palmolive brand relaunched
the US & Canada dish liquid
businesses in 100%
recycled plastic and 100%

There’s no

behavior change
required

biodegradable ingredients ) AN SAONGp
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Myth #5

Myth #4
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Sometimes what consumers find clear is not the most
sustainable option

. Made from recycled
materials

>O
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Aim to improve quality of the experience
with sustainability
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Myth #5







Bigger brands can change the g
27% of shoppers would buy more eco-pro

N game
they were from well-known brands
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A reality check: Keep the prices competitive
~80% of shoppers are not willing to pay more for sustainable products!







Fully understand the job to be done <P

. S .
§ Spiral bristles AR

x ¥ and whitening &
Brush better. cUps to polish P
Less waste. _ stains away

Elevate sustainability . The pl’OdL_ICtS
to key consumer io MUST deliver on

needs - but think S _ key category
1. ) .
beyond as we § benefits

Reusgble
aluminum

handle.
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The posts in our study mainly evoked interest, yet, facial coding
has also detected negative emotions, such as disgust and fear.
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Leverage the power of word of mouth <P

Posts

toms_of_maine &

TO
HELP SAVE
ENDANGERED
ANIMALS?

QQY

188 views

toms_of_maine Activate your child's inner eco-warrior with
Tom's new Save the Animals toothpastes! We're p

This can be scary for
a brand to give up a
certain sense of
control, but the brand
advocates bring
enthusiasm and
credibility!
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HELP SAVE
THE ANIMALS

Your Purchase Supports
World Wildlife Fund’

*10% of profits from each product sold fromJuna 1,
2021 through May ¥, 2022 up 1o a total of $125000



Making sustainable products
competitive in 4 steps
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