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2 0  Y E A R S  O F  R E S E A R C H  A N D  A C T I O N  O N  B R A N D S  A N D  S U S T A I N A B I L I T Y



W E  L O V E  O U R  C L I E N T S





What  a  m om ent…



E N V I R O N M E N T A L  I S S U E S  A R E  L I T E R A L L Y A  B U R N I N G  P L A T F O R M

v



S O C I A L  J U S T I C E  I S  E V E R Y B O D Y ’ S B U S I N E S S



I N V E S T O R S  H A V E  W O K E N T O  W O K E



T H E  P A N D E M I C  H A S  R A I S E D C O N C E R N

Of those who said that 2020 
made them think differently 

about their behavior, 

agreed that the urgency of 
protecting the planet 
became clear last year.

1/3
number of respondents that 

said as a result of their 
COVID-19 experiences, they 
were more likely to purchase 

environmentally friendly 
products

55%

*Source: Ipsos



Myths



1 .  M y t h  - W h a t  
c o n s u m e r s  s a y  a n d  

t h e n  d o  a r e  d i f f e r e n t   

Truth - Consumers make 
demands that big 

corporations rarely meet or 
deliver on 

E X A M P L E

Oatly

Oatly listened to consumer demand for a tasty, ethical and 
environmentally friendly alternative to dairy milk and is now the 

world’s biggest oat milk. 

Proof Point: 
Oatly sold $421.4 million worth of products in 20 countries 

worldwide 2020, an increase of 106% over sales in 2019 
(Food Dive, 2021) 



2 .  M y t h  -
S u s t a i n a b i l i t y  i s  a  

c o s t  c e n t e r  

Truth – It should be an 
entrepreneurial driver 

E X A M P L E

Ikea 

By enabling its consumers to live a healthier and more sustainable lifestyle, 
IKEA has fulfilled its customers wishes and has tremendously enhanced its 

revenue stream

Proof Point: 
In FY20, 39 million of its 62 million potential waste products were saved 

through repackaging and reselling and in 2019, IKEA recorded its first ever 
fall in absolute climate footprint and in the same period, its sales grew by 

6.5%.



3 .  M y t h  - W e  a r e  
d o i n g  e n o u g h  

Truth - We are still reacting 
rather than going above and 
beyond to solve issues linked 
to climate change and social 

injustice

E X A M P L E

Consumer Expectations Shifting Brand Action

A poll of 2,000 adults found 59% are ‘disappointed’ in those big names 
who still haven’t got their sustainability initiatives right. (Independent, 

2021)

Proof Point: 
68% of consumers said they expect brands to be clear about their 

values and take a stand on them, to be able to feel comfortable 
buying from them 

(Kantar, 2020)



Real i t ies



M A I N S T R E A M I N G  V E G A N I S M



M A I N S T R E A M I N G  F E M I N I S M



M A I N S T R E A M I N G  C O N S E R VAT I O N



M A I N S T R E A M I N G  G R E E N  D R I V I N G



A R E  Y O U  S A T I S F I E D  W I T H  T H E  P O S I T I V E  C H A N G E  
B R A N D S  A R E  C U R R E N T L Y  M A K I N G  I N  T H E  W O R L D ?

Source: Futerra consumer research, June 2019. Respondents: 2,400 consumers in UK, US, South Africa and India.
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H O W  M U C H  D O  Y O U  C A R E ,  A N D  H O W  M U C H  
D O  Y O U  T H I N K  B R A N D S  C A R E ,  A B O U T  H O N E S T Y ?
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89%
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Millennials

GenZ

Source: Futerra consumer research, June 2019. Respondents: 2,400 consumers in UK, US, South Africa and India.

Percentage of people ranking 7 or above on a scale of 1 (care the least) to 10 (care the most).

How much do you care?
How much do brands care?



Six  F ixes



MAKE HEROES
BE (VERY )  HONEST
SAY SORRY
SELL  THE BENEFITS
BECOME A SERVANT BRAND
INVENT



MAKE HEROES
BE (VERY )  HONEST
SAY SORRY
SELL  THE BENEFITS
BECOME A SERVANT BRAND
INVENT



Source: Survey of 1,004 respondents in the USA and UK. November 2018 for Futerra by OnePulse.
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They make it EASIER They make it HARDER I don’t know

USA & UK COMBINED PERCENTAGES

They make it EASIER They make it HARDER I don’t know

B R A N D S  M A K E  I T  H A R D E R  TO  
L E A D  A  S U S TA I N A B L E  L I F E S T Y L E

Do brands make it easier or harder for you to be environmentally friendly and ethical in your daily life?



88%
O F  P E O P L E  W A N T  B R A N D S  T O  H E L P  

T H E M  L E A D  A  S U S T A I N A B L E  L I F E S T Y L E

S o u r c e :  S u r v e y  o f  1 , 0 0 4  
r e s p o n d e n t s  i n  t h e  U S A  a n d  U K .
N o v e m b e r  2 0 1 8  f o r  F u t e r r a b y  
O n e P u l s e





MAKE HEROES
BE (VERY )  HONEST
SAY SORRY
SELL  THE BENEFITS
BECOME A SERVANT BRAND
INVENT



ARE BRANDS HONEST?

69%

66%
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How their factory
workers are treated

How environmentally-
friendly their products are

How healthy their
products are

How safe their
products are

Source: Futerra consumer research, June 2019. Respondents: 2,171 consumers in UK, US, South Africa and India.
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P e r c e p t i o n  t h a t  b r a n d s  a r e  n e v e r  h o n e s t ,  o r  n o t  h o n e s t  e n o u g h ,  a b o u t :



RAPANU I
Fully traceable supply chains

R E F O R M A T I O N
RefScale methodology

A R L A
AI app for animal welfare



MAKE HEROES
BE (VERY )  HONEST
SAY SORRY
SELL  THE BENEFITS
BECOME A SERVANT BRAND
INVENT



A I RBNB
Apology with a promise to action

S T ARBUCKS
Employee sensitivity training

EVER LANE
Taking accountability and responsibility



MAKE HEROES
BE (VERY )  HONEST
SAY SORRY
SELL  THE BENEFITS
BECOME A SERVANT BRAND
INVENT







EMOTIONEMOTIONAL
BENEFIT
Econyl





MAKE HEROES
BE (VERY )  HONEST
SAY SORRY
SELL  THE BENEFITS
BECOME A SERVANT BRAND
INVENT



‘ S e r v a n t  b r a n d s ’  e m e r g e d  i n  t h e  p a n d e m i c
T h e  p a n d e m i c  i n s p i r e d  b r a n d s  t o  d e c i d e  w h a t  t h e y  s t a n d  f o r



B u t  i t  g o e s  f a r  b e y o n d  p a n d e m i c  r e s p o n s e …
M i l l e n n i a l s  a n d  G e n  Z  i s  n o  l o n g e r  s a t i s f i e d  w i t h  w h a t  h a s  b e e n  g o i n g  a n d  h o w  

b r a n d s  a r e  d e a l i n g  w i t h  t h i n g s

Demanding more 
Transparency from brands 

Demanding fair and ethical 
workplace practices 

Demanding meaningful action 
in communities

xxx



… r e m e m b e r  y o u  s e r v e t h e  h e r o e s
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MAKE HEROES
BE (VERY )  HONEST
SAY SORRY
SELL  THE BENEFITS
BECOME A SERVANT BRAND
INVENT



Do you think brands 
have a responsibility 
to make positive 
change in 
the world.

Source: Futerra consumer research, June 2019. Respondents: 2,400 consumers in UK, US, South Africa and India.

98%
SAID YES



… i t ’ s  a l l  a b o u t  p r o d u c t
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