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Climate Collaborative Commitment Areas
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How to commit
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309
Companies 

Committing to Action

1154 
Commitments

How many companies have committed?
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THANK YOU TO OUR DONORS!
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Alter Eco

Annie's

Associated Brands

Califia Farms

California Olive Ranch

Cheer Pack

Clif Bar & Company

Connective Impact

Danone North 

America

Decker and Jessica 

Rolph

Dr. Bronner's

Elk Packaging

Foodstirs

Gaia Herbs

General Mills

Good Earth Natural 

Foods

GrandyOats

GreenSeed Contract 

Packaging

Guayaki

Happy Family

INFRA

KeHE

Kuli Kuli Foods

Lotus Foods

Lundberg Family 

Farms

MegaFood

Melt Organic

MOM's Organic 

Market

Mountain Rose Herbs

National Co+op 

Grocers

Natural Habitats

Nature's Path

New Hope Network

Numi

Nutiva

Oregon's Wild Harvest

Organic India

Organic Valley

Outpost Natural Foods

Patagonia

Plum Organics

Pluot Consulting

Presence Marketing

Rebbl

Stahlbush Island Farms

Stonyfield

Straus Family 

Creamery

Studio Fab

Tacoma Park Silver 

Spring Co-op

Traditional Medicinals

Trayak
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Our Speakers
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Moderator: Lisa Spicka
Associate Director

Sustainable Food Trade 
Association, SFTA

Diane Ray

Vice President Strategic Innovation

NMI

Christina Volgyesi

Director of Marketing

Dr. Bronner’s

Ashley Orgain

Director of Mission Advocacy and 
Outreach

Seventh Generation
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Today’s Outlook

Consumer Messaging Trends & Climate

Harmonizing Purpose with Business

Climate Messaging Lessons & Tips

Discussion
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November 2018

Consumer Trends 

Messaging for

Climate Impact



10

NMI Provides Unparalleled Global Expertise in 
Health & Sustainability

❖NMI is an international strategic consumer insights firm, 
specializing in consumer trends and innovation since 1990.  

❖Our mission is to focus on the interconnectedness of 
personal health/wellness, sustainability, and healthy aging.

❖Our goal is to help clients grow their business through the 
identification and validation of new ideas and solutions.
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NMI’s Global Consumer Databases
Over 1 million interviews in 30+ countries since 1999

Sustainability

• 200 LOHAS-related attitudes, 

drivers to consumer behavior 

across health and sustainability

• Usage patterns across 

industries, product categories 

and brands

• Behavior/demos related to 

green activities, including 

memberships and non-profit 

donations

• Information sources

Covers 15 market sectors

• CPG

• Green Building

• Transportation

• Electronics

• Investing

• Energy

• Eco-Travel

• Eco-Apparel

• Pet Care

• Others

Sustainability Database

Since 2002

Health & Wellness Trends 

Database

Since 1999

• Healthy lifestyle drivers

• Association of ingredients with 

specific health benefits

• Lifestyle and demographic 

measures

• Usage patterns across foods, 

supplements, healthcare, personal 

care

• Shopping Behavior

• Brands, influence and media

• Food

• Beverage 

• Natural/Organic

• Non-GMO

• Exercise

• Diet/Nutrition

• Supplements

• Sports nutrition

• Health conditions

Health & Wellness

Health and Lifestyle Focus

Healthy Aging

Multifaceted Category Breadth

Healthy Aging Database

Since 2005

• CPG

• Care giving

• Financial Services

• Retirement

• Rx

• Insurance

• Technology

• Many others

• 200+ attitudes surrounding major 

industries and categories

• Advertising/marketing attitudes

• Drivers of a healthy lifestyle

• Usage patterns across 

industries/product categories

• Behavior/Demos

• Information sources
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NMI’s Sustainability Consumer Database
is a key source for this presentation
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Consumer segmentation helps us understand who is most likely
to engage  in mitigation efforts and how to reach them
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• Bio-based products
• Car sharing
• Carbon offsets
• Green banking
• Organic clothing
• Many others…

➢ Awareness
➢ Trial
➢ Adoption
➢ Loyalty

➢ Influence

New Products/Services

• Energy-efficient appliances
• Reusable grocery bags
• Air purifiers
• Energy-efficient vehicles
• LEDs
• Organics

Marketplace Impact Mainstreamed Products

LOHAS Consumers lead the charge for all sustainability behavior, 
including Climate change
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Collectively referred to as the “SUSTAINABLE MAINSTREAM” (SM): 60% 
The Sustainable Mainstream wants to be more involved in sustainability but there also 
needs to be something in it for them; they are striving behaviorally to do more for the 

environment and feel somewhat empowered that they can make a difference

NATURALITES: 20%
Environmental strivers with 
more personal health focus

DRIFTERS: 24%
Want to be sustainable but 

seek easy solutions

CONVENTIONALS: 16%
Practical and rational; looking for 
cost and environmental savings 

The mainstream segments, NATURALITES, DRIFTERS, and 
CONVENTIONALS, represent 60% of American Adults and provide 

many organizations with ‘critical mass’ and scale for messaging
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Top 10 Environmental Issues of Concern 
U.S. General Population

2018-2013

40%

45%

50%

55%

60%

65%

70%

Water quality Access to fresh
healthy food

Dependence on
foreign oil/energy
('fuels' changed to

'oil' 2009)

Global
warming/Climate

change

Drought/water
shortages

Food waste (away
from home, such as

a restaurant)

Protecting
endangered

species

Water conservation Deforestation Chemicals in
personal care

products

Pollution from cars
and trucks

Top 10 Environmental Issues of Concern
US General Population

2018-2013

Series1 Series2 Series3 Series4 Series5 Series62018 2017 2016 2015 2014 2013
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Concern about Global Warming/Climate Change
U.S. General Population

2018-2013

51%

54%
52% 53%

47%

44%

30%

35%

40%

45%

50%

55%

60%

2018 2017 2016 2015 2014 2013

Global warming/Climate change
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Global Warming/Climate Change 
2018 Concern by Segment & Generation

51%

85%

56%

29%

69%

18%

57%

55%

48%

49%

49%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Total…

LOHAS…

Naturalites…

Drifters…

Conventionals…

Unconcerned…

18-20…

Millennials…

Gen X…

Boomers…

Seniors…

Global warming/Climate change

Segmentation is more 

differentiating than demographics 

alone and helps direct messaging 

to those most likely to take action 
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Must speak to the concerns of each segment to drive action 

Concern – Top 3 LOHAS NATURALITE DRIFTER CONVENTIONAL UNCONCERNED

Restaurant Food 
Waste

73% 61% 32% 61% 30%

Water Quality 87% 77% 48% 82% 57%

Water
Conservation

80% 60% 19% 62% 20%

Climate Change 85% 56% 29% 69% 18%

Deforestation 81% 45% 24% 64% 26%

Pkg. filling up 
landfills

73% 47% 18% 58% 20%

Top 3 for each segment BOLDED
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Even LOHAS consumers need help bridging the gap between 
Concern & Action 

Concern LOHAS Action LOHAS

Climate Change 85%

Personally 
changed 

behavior to 
minimize effects

on global 
warming

33%

Pkg. filling up 
landfills

73%

Save & reuse to 
reduce waste;

Support Ban on 
plastic grocery 

bags

57%

49%
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Messaging elements that drive ACTION

• Raises Awareness: Consumer have to know the reality of the 

problem, and who is creating the solution..

• Compelling: Must appeal to the head and the heart.  Needs to draw 

shoppers into the need and the effort without applying guilt.  Show 

authentic confidence that we should and can solve this issue.

• Uses Facts/Data Appropriately: Define the scope of the problem, 

show how funds are being used, and show progress against goals.

• Includes a Call-to-Action: Don’t be afraid to ask for a commitment.

• Provides Simple, Easy Engagement: Example - the products you 

already know and love now enable XXX.  Be straightforward, not 

complicated.   Over time, offer additional levels of engagement for cause 

lovers (LOHAS).

• Makes a Difference: Show how individually and collectively we are 

making a difference – progress against the cause.  Show them their ROI.
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Condensed to 3 key questions

What can I do?

What actions are creating climate concerns?

How are climate concerns being mitigated? Is 

progress being made?
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Example: Buying Concentrated Laundry Detergent, 
Plant Based Packaging

Method bottle states, 

over 400 million gallons 

of water are used to 

dilute conventional 

laundry detergents. The 

concentrated formulas 

use less water…

According to the Seventh 

Generation bottle, if 

every U.S. household 

replaced one bottle of 

petroleum-based 

detergent with a plant-

based one, 149,000 

barrels of oil could be 

saved…

How my action 

affects…?

Performance 

reassurance…?

…but still rinse clean —

and work in both 

conventional and high-

efficiency machines.

Impact…?

Climate impact not 

quantified

Cost/load lower

… enough to heat 

and cool 8,500 

homes for a year

Potential..what is 

actually realized??

Not clear
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Example: Reusable/Recyclable Bags vs. Plastic

What can 

I do?

What actions are creating 

climate concerns?

How are climate concerns being 

mitigated? Is progress being made?

Use paper instead 

of plastic

Use re-usable 

Use re-usable 

made from 

recycled materials

An estimated 12 million barrels of oil are used to manufacture the 30 million plastic bags 

that Americans use each year. That is equivalent to the amount of oil in our Strategic Oil 

Reserve. When used for bags, it is a wasteful and unnecessary way to deplete our oil 

supply and contribute to CO2 build-up in our atmosphere.

But the build up of plastic in our oceans is a greater cause of eco-system disruption. An 

estimated 100,000 marine animals die each year from suffocating on or ingesting bags.

“We’ve seen an 80 percent reduction in the number 

of bags -- paper and plastic,” said Meri Soll, senior 

program manager at StopWaste. The agency 

oversees waste management in Alameda County

Need more positive reinforcement!

http://www.stopwaste.org/
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Impactful Messages by Segment 

LOHAS NATURALITE DRIFTER CONVENTIONAL UNCONCERNED

Awareness Why is this important to me? Who is raising the concern? Who is positing a solution?

Compelling Environmental 
& Social Health

Personal Health Animals Cost Savings Life Sustaining

Facts/Data The problem and the solution and the progress –by the numbers!

Call to Action How do I help? 
How do I get 

others to help?
Local/Regional My Friends My Whole Family Mandated

Simple/Easy
Engagement

Personal Affects my health Trendy Practical Mandated

Makes a 
Difference

What’s the Climate Impact ROI?

Top 3 for each segment BOLDED



1

November 2018

Diane Ray
VP Strategic Innovation

d.ray@NMISolutions.com

215-513-7300

(m) 717-314-7778

mailto:d.ray@NMISolutions.com


Issue Advocacy



C O N F I D E N T I A L

“WHAT MATTERS MOST IS HARNESSING THE POWER OF BUSINESS TO MAKE THE WORLD A BETTER PLACE”  

3.



C O N F I D E N T I A L

In our every deliberation we must 
consider the impact of our decisions 
on the next seven generations.

- The Great Law of the Iroquois

29



C O N F I D E N T I A L



C O N F I D E N T I A L

SPEAKING UP & 
SPEAKING OUT,
IT’S IN OUR 
GENES



• We STAND for something
• We ACT on our values
• We INVITE our consumers 

to join us in taking action

We are an ACTIVIST Company



WHERE IT STARTS CAMPAIGN DEVELOPMENT

VS

Consumers 
Interests

GOAL

VALUES LEAD ADVOCACY VS CAUSE MARKETING

CAUSE
MARKETING

ISSUE
ADVOCACY

Our 
Values

What do our
Consumers
care about?

How do we
emotionally

connect
with them?

How do we
align our

brand with 
their cause?

What we
believe

The change
we seek to

make

Inspiring
consumers

to take action 

Build Brand 
Equity

Progressive 
Social & 

Environmental 
Change



C O N F I D E N T I A L

GROUNDED IN PARTNERSHIP

We work with partners who….

• are policy and issue experts (because we’re not)

• support policies that address root causes, eliminating environmental and social injustices 
at the source

• build dynamic grassroots movements

• move people up a ladder of activism, beyond being responsible consumers to active 
citizens not engage in cause related marketing campaigns or actions



O R G A N I Z I N G

A C T I V I S M

S U P P O R T I V E
A C T I V I S M

D I R E C T
A C T I O N

CALL

MARCH

HOST

SHARE

SIGN UP

LIKE

LADDER OF ENGAGEMENT



What 
we

believe

The change
we seek to

make

Inspiring
consumers

to take action 

CASE STUDY: Ingredient Disclosure



18+ Month Campaign for Right to Know





Moving 100 cities to 100% renewable energy



Celebrating everyday change makers

Climate Justice League
Boise, Idaho

Rev. Roderick Burton
St. Louis, Missouri

Haven Coleman
Denver, Colorado



Relatable & Relevant



C O N F I D E N T I A L

Ladder of Engagement

Step 0: Sign Up for 
R4100

Step 1: Education Step 2: Community 
Movement

Step 3: Offline 
Engagement

Step 4: R4100 Locally

Action via one of our 
media sources or on 
SVG.com

Take a quiz to learn 
more about 
renewable energy for 
all

Participate in a Mass 
Call 

1) 100 Stories for 
100

2) House Parties

Launch R4100 
campaign in your city 
or organize a 100% 
clean energy group 



+ 82 U.S. Cities



THANK YOU
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Discussion
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Moderator: Lisa Spicka
Associate Director

Sustainable Food Trade 
Association, SFTA

Diane Ray

Vice President Strategic Innovation

NMI

Christina Volgyesi

Director of Marketing

Dr. Bronner’s

Ashley Orgain

Director of Mission Advocacy and 
Outreach

Seventh Generation



facebook.com/climatecollaborative

@ClimateColl

#climatecollaborative

www.climatecollaborative.com

@theclimatecollaborative

http://www.climatecollaborative.com/

