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SETTING 
THE SCENE



SUSTAINABLE 
CONSUMER SEGMENTS 
ARE GROWING

growth in the active 
sustainable consumer 

segment by 2030

Source: 1. Kantar Worldpanel Data 2025 / 2. Media Bounty – Beyond the climate bubble

17%

69%

14%

Very engaged 
in climate 

change

Not going to be 
convinced to 

care

Believe climate change is 
happening and tend to agree that 
taking action will benefit them in 
the long term but not too engaged 

and don’t think it’s a priority

30%



CONSUMERS WANT TO LIVE A MORE 
SUSTAINABLE LIFESTYLE

Source: Kantar Worldpanel Data 2025

85% agree
of consumers globally say 
they want to live a more 

sustainable lifestyle



CONSUMER BENEFITS ARE DRIVING 
MORE SUSTAINABLE BEHAVIORS

40% 

growth 
over 5 years

up to 150 billion 
gallons of water 
saved per year 

(with skip pre-wash, and 
dishwasher use)

Time saved, 

cheaper 

water bill



THERE IS HUGE ROOM FOR IMPROVEMENT TO REPRESENT 
MORE SUSTAINABLE BEHAVIOURS IN ADVERTISING

Source: KANTAR link database, data from Nov 2024 – August 2025 analysis of ads tracked in LINK pre-testing database (9,728 ads reviewed)

Sustainable behaviours 
featured in ads TOTAL TV Digital Print & 

OOH

Sustainable Travel & Transport 2.7% 3% 2% 3%

Sustainable Food & Dietary 1.5% 2% 0.7% -

Sustainable Purchase & 
Packaging 1.4% 2% 0.4% 0.6%

Sustainable Home & Energy 0.9% 1% 1% 0.1%

TOTAL - Any of these sustainable 
behaviours? 5.3% 5.8% 3.6% 3.3%



HERE ARE TWO RESOURCES TO GET STARTED…

‘It's Totally Normal: Sustainable Behavior Change’

IT’S TOTALLY NORMAL: 
IMPLEMENTING SUSTAINABLE 
BEHAVIOR CHANGE

https://adassoc.sharepoint.com/:b:/s/Common/IQAPsOnup4rUQ5H2FhuUA9-PARwFzi5LQHDEJiL_CRyacPg?e=hIyCLg
https://adassoc.sharepoint.com/:b:/s/Common/IQAPsOnup4rUQ5H2FhuUA9-PARwFzi5LQHDEJiL_CRyacPg?e=hIyCLg
https://adassoc.sharepoint.com/:b:/s/Common/IQAPsOnup4rUQ5H2FhuUA9-PARwFzi5LQHDEJiL_CRyacPg?e=hIyCLg


•Every creative ideation 
starts with a blank canvas...

Ad Net Zero’s ‘Every Brief Counts’

EVERY BRIEF COUNTS

https://adnetzero.com/wp-content/uploads/2025/06/EveryBriefCounts_BehaviorsToolkit_AmericanEnglish.pdf


For clients
(economics)

For consumers
(social)

For the planet
(environmental) 

WE CAN MAKE
ADVERTISING 
THAT DELIVERS…



Implicit / 

background nudges 

Small, likely subliminal 

creative choices within 

normal scope of most 

briefs.

Explicit / clearly

showcasing a more 

sustainable behavior

And perhaps more 

climate-forward 

messaging or purpose.

Building blocks of more sustainable messaging 



EVERY BRIEF COUNTS 
CASE STUDY LIBRARY



Case Study Library
• Ti kTok  |  MG  OMD  |  g i f fgaff

• V i nt ed

• I TV

• Havas  M edi a  |  Havas  Play  |  
I TV |  EDF

• JC Decau x

S e e  a p p e n d i x  f o r  m o r e  i n s p i r a t i o n



TikTok | giffgaff | 
MG OMD
360° Sustainability –  
Brief, Production, 
Media, Influencers



✓ Conscious creator collaborations

✓ Measuring carbon emissions across 
the value chain

✓ Sustainable production practices

✓ Energy efficient media

✓ Championing industry-wide 
change

Increase in awareness+7.5% 
Refurbished phones sold871

CASE STUDY: Influencers Inspiring Their Followers

Learn more: TikTok partners with giffgaff to create 'first-of-its-kind' end-to-end sustainable 

advertising campaign with Ad Net Zero

https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB
https://newsroom.tiktok.com/ad-net-zero?lang=en-GB


Vinted
Secondhand 
Showdown



SECONDHAND SHOWDOWN WITH C4 AND VINTED

Increase in brand 
consideration+90% Saw Vinted as leaders in 

reducing fashion’s impact
Gap to eBay closed on 
brand consideration+60% +30pt 

Brief

Highlight Vinted as an uncompromising, sustainable 
alternative to fast fashion during key life stages.

Solution

Aiming to showcase Vinted’s range and deepen 
engagement, the team created a competitive format 
where two stylists dressed contributors undergoing 
major life changes, demonstrating the platform’s style 
credibility and heart.

Learn more: Watch Second-Hand Showdown with Vicky Pattison | Stream free on Channel 4

https://www.channel4.com/programmes/second-hand-showdown-with-vicky-pattison
https://www.channel4.com/programmes/second-hand-showdown-with-vicky-pattison
https://www.channel4.com/programmes/second-hand-showdown-with-vicky-pattison


ITV
Taking Heatpumps 
mainstream

















Havas + ITV + EDF 
Sunday Saver Challenge 
x Coronation Street



The background

• First of it’s-kind-partnership between ITV and an energy supply (Britain’s 
EDF).

• Ad places specially built EDF-themed orange house on ITV’s television 
show Coronation Street.

• Focuses on how its customers are leading change, with EDF’s ‘Sunday 
Saver Challenge’ (offers customers up to 16 hours of free electricity on 
Sundays for reducing their peak day usage during the week).

• Campaign builds on EDF’s new ‘Change Is In Our Power’ brand platform 
developed by Lucky Generals and launched in 2024.

Summarized from: EDF Lights Up Coronation Street with Sunday Spark | LBBOnline

https://lbbonline.com/work/112846
https://lbbonline.com/companies/lucky-generals
https://lbbonline.com/news/edf-lights-up-coronation-street-with-a-sunday-spark
https://lbbonline.com/news/edf-lights-up-coronation-street-with-a-sunday-spark
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The details

• EDF content aired before, during and after ‘Coronation Street’ episodes 

across ITV’s platforms for a seamless multichannel experience from ad 

break and episode, to catch-up and social.

• The partnership ran for six weeks across TV, BVOD, digital and OOH, as 

well as EDF and ITV’s social channels.

• As founding participants in Ad Net Zero’s Every Brief Counts pilot, Havas 

Media UK and ITV are embedding sustainable behaviours into content.

• This also contributes to the commitments of the Climate Content Pledge, 

of which ITV is a signatory.

Summarized from: EDF Lights Up Coronation Street with Sunday Spark | LBBOnline

https://lbbonline.com/news/edf-lights-up-coronation-street-with-a-sunday-spark
https://lbbonline.com/news/edf-lights-up-coronation-street-with-a-sunday-spark


Beyond the message to the media

• EDF has doubled its investment into Havas Media Network’s 

Sustainable Market Place and used Havas’ Carbon Calculator to 

measure media emissions.

• EDF is also partnering with Jolt’s carbon-negative EV charging network 

in London and powering DOOH with clean energy.

• Meanwhile, their campaigns also tap into sustainable targeting across 

DAX, Spotify, Acast (e.g., Climate Curious podcast), and AudioXi, further 

aligning EDF with climate-conscious audiences.

Summarized from: EDF Lights Up Coronation Street with Sunday Spark | LBBOnline

https://lbbonline.com/news/edf-lights-up-coronation-street-with-a-sunday-spark
https://lbbonline.com/news/edf-lights-up-coronation-street-with-a-sunday-spark
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New resource: Sustainable Production Travel Guide

SUSTAINABLE PRODUCTION TRAVEL GUIDE

https://adnetzero.com/wp-content/uploads/2025/10/Ad-Net-Zero_Sustainable-Production-Travel-Guide_compressed.pdf


APPENDIX
2) Notable ads & 

examples from 
entertainment



Other examples of normalizing sustainable behaviors in ads

(US) Redwing “Will your Wings” - Labels in shoes 
promote longevity, quality, and legacy – and 

normalizes circularity, ownership vs. 
consumerism, slow fashion.

(US) Hellman’s “Make Taste Not Waste” – 
focuses on avoiding food waste for monetary 

reasons, but normalizes talking about food waste

(US) Chobani Oat – agency redfined “oat 
milk is for hippies” stereotype.

(US) OLIPOP – Agency intentionally featured 
electric vehicle in a spot.

(UK) eBay & Love Island 2022-2025 seasons –360-degree 
campaign, encompassing on-screen integration and off-

screen activations. 2025 coincided with New Year, 
associated with fresh start and wardrobe clear-outs.

(UK) Barbour apparel – brand promotes slow 
fashion, longevity and ownership of products 

vs. consumption.

explicit implicit explicit

implicit explicit implicit



Ad Net Zero Compendium of 120 Cannes Lions 
sustainability-related entries

2025 Compendium

https://adassoc.sharepoint.com/:b:/s/Common/IQBa3QUJ-4j-S75qYQKjY6pGAWazfg-z65m9emgCEtf6lA4?e=417QoD


Collaboration with film & entertainment, where climate 
storytelling has become commonplace



Where is background climate storytelling happening? 
Entertainment examples

Small Screen, Big Impact: How Madam 
Secretary Boosted Support for Climate 

Policy  and Climate Justice | Rare
 environmental behavior.

And Just Like That: Small moments on screen 
can boost climate-friendly food norms | Rare 

New study finds that even minor dialogue that 
reflects real-world food trends can inspire 

audiences at home.

Climate Clips Archive | Rare
A collection of climate mentions showing up in 

various film and TV shows. 

Storytellers leading the way | 
NRDC's Rewrite The Future

NRDC's deep environmental expertise to support 
entertaining stories that reflect our climate-altered 

world and path toward a better future. 

Netflix Sustainability Stories | Netflix
Netflix has a collection of over 250 entertaining 
sustainability stories you can browse through. 

Sex Education | Climate Spring 
World Building: Normalising sustainable 

behaviour

https://rare.org/research-reports/small-screen-big-impact-how-madam-secretary-boosted-support-for-climate-policy-and-climate-justice/
https://rare.org/research-reports/small-screen-big-impact-how-madam-secretary-boosted-support-for-climate-policy-and-climate-justice/
https://rare.org/research-reports/small-screen-big-impact-how-madam-secretary-boosted-support-for-climate-policy-and-climate-justice/
https://rare.org/research-reports/small-screen-big-impact-how-madam-secretary-boosted-support-for-climate-policy-and-climate-justice/
https://rare.org/research-reports/and-just-like-that-small-moments-on-screen-can-boost-climate-friendly-food-norms/
https://rare.org/research-reports/and-just-like-that-small-moments-on-screen-can-boost-climate-friendly-food-norms/
https://rare.org/research-reports/and-just-like-that-small-moments-on-screen-can-boost-climate-friendly-food-norms/
https://rare.org/research-reports/and-just-like-that-small-moments-on-screen-can-boost-climate-friendly-food-norms/
https://rare.org/rare-entertainment-lab-clip-library/
https://www.nrdc.org/RewriteTheFuture
http://www.netflix.com/


By The Time | Potential Energy for Science Moms 
Aired during the SuperBowl 2025, created by a 

nonpartisan group of climate scientists, and parents, 
focusing on love for the next generation.

The Last Of US | ema 5 environmental 
Lessons from HBO's The Last of Us

Hacks | The Hollywood Reporter 
How 'Hacks' Snuck in Climate Activism 

Between Jokes

Kingdom of the Planet of Apes | Disney 
Champions Conservation with Kingdom of 

the Planet of Apes

Shrinking  | Rare Climate Clips Archive
A collection of climate mentions showing up in 

various film and TV shows. 

Where is background climate storytelling happening? 
Entertainment examples

Good Energy & Colby College: Climate Reality 
On-Screen | The Climate Crises in Popular 

Films, 2013 – 22 

https://sciencemoms.com/
https://www.green4ema.org/impact-network-blog/2024/5-environmental-lessons-from-hbos-the-last-of-us
https://www.hollywoodreporter.com/news/general-news/hacks-climate-activism-story-line-1235930463/
https://impact.disney.com/impact-stories/environmental-sustainability-and-nature/disney-champions-conservation-with-kingdom-of-the-planet-of-the-apes/
https://drive.google.com/file/d/16YtVul9JaZ2xgg_N8L-jKi0IAouh6jwa/view
https://drive.google.com/file/d/16YtVul9JaZ2xgg_N8L-jKi0IAouh6jwa/view
https://drive.google.com/file/d/16YtVul9JaZ2xgg_N8L-jKi0IAouh6jwa/view
https://drive.google.com/file/d/16YtVul9JaZ2xgg_N8L-jKi0IAouh6jwa/view


APPENDIX
3) Every Brief Counts 

core slides



EVERY BRIEF COUNTS TOOLKIT

https://adnetzero.com/wp-content/uploads/2025/06/EveryBriefCounts_BehaviorsToolkit_AmericanEnglish.pdf


DIET

Source: 1 [The World Counts], 2 [WasteManaged 2024] 2 [Yale School of the Environment 2023)

Roughly one third of the 
world’s food is wasted 

(1.3 billion tons 
annually)1 ; 70% of waste 
comes from households.2

Food waste amounts to 
about 10% of global 

emissions.

Low meat diets 
produce half as much 
heat-trapping gas and 

half as much water 
pollution vs meat-

rich diets.2





HOME & ENERGY

Source: 1 [Energy Saving Trust 2024] 2 [The Eco Experts 2024)

The carbon footprint 
of rooftop solar 

panels are c.12 times 
lower than using 

natural gas2

14% of UK emissions1 
and 20% of US 

emissions come from 
home energy use.2 

If considered a country, 
these amount to the 

world’s sixth largest GHG 
emitter, larger than 

Germany.3





PRODUCTS & 
PURCHASES

Source: 1 [British Fashion Council 2024] 2 [Circularity Gap 2021)

There is enough 
clothing on the 

planet to dress the 
next six 

generations of 
people.1

By doubling global 
circularity (c.7-8%), 

we could reduce 
global emissions by 

39% by 2032.2





TRANSPORT

Source: 1 [Flightright.] 2 [Dept for Transport and Environment 2022]

Average CO2 
Emission (Round 

Trip per Person) for 
trains are 96.5% 

less than for 
planes1.

Life cycle 
emissions for EU 

electric cars are 3x 
lower than for 

petrol cars2
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