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3000
FSTGMPANY
2500
“Be Like a B Corp is one of 5 Business
2000 Trends to Master”’
Forbes
1500

1000

500
s 11
- m EH B l

= 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

Source: https://sustainable-business.guide/2022/02/23/is-b-corp-certification-right-for-your-business/



Questions
Questions
Questions
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What do people
care about?

L —

/ What's considered

What should we
talk about?

D —

‘hygiene’ in this —

How do we ~_Sector?

get around the
say/do gap?
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What does the

future hold In this

Space? t




“The only
person that
likes change is
a wet baby”

Mark Twain




consumer
Insight
creates

from climate
activities

C space

Climate
action that
drives
growth

Customers/
citizens




The future’s
doomed
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A toolkit for engaging the British
public on climate change
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INTRODUCING
THE CITIZENS

Insight Climate Collective recruited
26 citizens in total, representing our
three priority segments.

Citizens were recruited using Britain Talks
Climate’s Golden Questions Calculator.
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More of what
we love...

And less of
what we don’t
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Do you
want to be
compliant
or lead?

TIPPING POINT:
COMPLIANCE Sustainability LEADERSHIP
requires wholesale,
systemic shifts

Box ticking Differentiation, leadership, purpose
360° business

transformation

NOT BAD

NET GOOD

REACTIVE

PROACTIVE
C space




If nothing
else,
remember
these

things:

Consumer

insight helps
consolidate
and create
meaning
from your
climate
activities

Value growth
will be found
in connecting
emission
reduction to
brand fit and
playing a role
in customers’
own climate
journeys

How can the
future feel
positive and
‘more than’

Broaden the
conversation:
How do you

deliver against
The Good Life

for your
audience?

Where do you
want to sit on
the spectrum
of compliance
Versus
leadership?




Thank you!

dhicks@cspace.com
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