73 Percent of Millennials are Willing to
Spend More Money on This 1 Type of
Product

It's not even close to avocado toast.
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Catalyzing Your Consumers On
Climate
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There is momentum in the indusiry

456 1753

Companies Commitments
Committing to Action
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There is momentum in the indusiry

Companies Commitments
Committing to Action

nnunilye : seventh’
Fgﬂon co’‘opP ‘2 C LI F %g&gg%l@! w R E B B L generation.

¥ wation, @
General ‘ 4 . @ Independent
"M"'!'l'!§°°‘ tj K&H E ngp DR.BRONNER'S ::::ﬁ:lf:uud
roce¥ ALL-ONE! Association

MOM s Organic Ma riet

pg. 5

777%%0‘{ nutiva HEB’B"’QFAMILY'

From Farm To Tablet™ NURTURE VITALITY™

CLIMATE
£} COLLABORATIVE
gt et s



THANK YOU TO OUR DONORS!

Alter Eco

Annie's

Associated Labels and
Packaging

Aurora Organic Dairy
California Olive Ranch
Cheer Pack

Clif Bar & Company
Connective Impact

Danone North
America

Decker and Jessica
Rolph

Dr. Bronner’s

Eatsie.us

Foodstirs
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Gaia Herbs
General Mills
gimMe Snacks

Good Earth Natural
Foods

GreenSeed Contract
Packaging

Griffith Foods
Guayaki

Happy Family
Harmless Harvest
INFRA

Justin’s

KeHE

Lotus Foods
MegaFood

MOM's Organic
Market
Mountain Rose Herlbs

National Co+op
Grocers

Natural Habitats
Nature's Path

New Hope Network
New Morning Market
Numi

Nutiva

Oregon's Wild Harvest
Organic India
Organic Valley
Qutpost Natural Foods
Patagonia

Plum Organics
Pluot Consulting
Presence Marketing
REBBL

Rogue Creamery

Safe Sterilization USA
West

Sambazon
Stonyfield

Straus Family
Creamery

Studio Fab

Sweet Additions

Tiger Cool Express
Traditional Medicinals
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Our Speakers

Erin Callahan Danielle Vogel
Owner,

Glen’s Garden Market

Director,

Climate Collaborative

Rafi Loiederman
Content Editor,

Brianna Graves

Director of Marketing and

Development, Dr. Bronner’s

Guru

Gagan
Founder,

Guru
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Agenda for Today’s
Webinar

GU

CREATED FORTHE
CLIMATE COLLABORATIVE

Guru + Climate Collaborative
Consumer Engagement Group

Best Practices for
Engaging Consumers

Introducing Dr. Bronner’s and
Glen’s Garden Market

Next Steps in 2020

Group Discussion
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81% of global respondents feel strongly that companies should
?2 ?@@ help improve the environment. This passion for
corporate social responsibility is shared across gender lines and
Why This Matters? generations.

Consumer engagement is
crucial, and many companies

struggle with how to start a
dialogue with their
consumers around climate
action and their sustainability
initiatives.

54% of Climate Collaborative
companies identified in a

survey this year that they
would like resources and focus
on consumer climate
engagement in 2019.

CREATED FORTHE
CLIMATE COLLABORATIVE
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Guru has developed an e-book with guidance to
successfully engage consumers and stakeholders around

Guru + The Climate i ] Tty S .
climate action and initiatives that includes:

Collaborative Consumer

Engagement Working Group to identify your authentic

brand alignment to one or more
of the Climate Initiatives (your
‘way in’ to the conversation and

to action)?

is your climate action
brand narrative and how do
you tell it to consumers and
customers?

marketing tools do you need to
move consumers to action?

do you collaborate with and

support like-minded brands for a
greater collective impact? (Spoiler

CREATED FORTHE . P

CLIMATE COLLABORATIVE alert: the answer is the Climate

Collaborative)
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NORMO
RIS

To Successfully

Engage Your
Consumers Around
Climate Action

#2

Build trust through
positive reinforcement and
transparent storytelling.









[HORMO
TIPS

To Successfully

Engage Your
Consumers Around
Climate Action

#4

Demonstrate your brand’s
progress (even incremental)
to sustain consumer
motivation.






BADGERBLOG

Healing Products « Healthy Business., Make aDifference -
Bfog Home About Badger Shop Badger

Home » Business » Solving the Problem of Plastic Packaging: An Imperfect Path 1o Lessening Waste
SOLVING THE PROBLEM OF PLASTIC PACKAGING: AN IMPERFECT PATH
TO LESSENING WASTE

Poatnd on August 20, 2019 ty Badger Baim — 7 Comments |

The topic of plastic packaging Is a tough one. Especially when you sell products In pfastic packaging .
Because we believe 1l transparency, we want to snare exactly. where we are iri our journey. We're
committed to significantly lessening our impact and realize.that we.have-a Jongfoad.ahead: of us to do
so. We hope you'll join us in laking up the challenge of redtJcing plaslic waste.

So how did we-get here?

You can't talk about plastic packaging without talking about
recycling. By now, you've proflably le.amed Ihat in-2018, China
decided to restrict the.import of recycling. to proteci
environmental and human health, and this decision included
matenals produce<l by the United States: Over the last year,
this policy has changed the world of recycling drastfealty While.
many businesses and individuats continue to coflect and sort
their recyclaDles, the. market to pur-chas.e and transform
them into new materials rsshrinkmg which means much
of it can end up incinerated, landfilled, or In our ooeans. In

Research estimates Itiat Lp € 87.000 tors. o
plastic aruamenity lloaling in dJoceans.

fact, before this global shift, less than 9% oi plastic was recycled each year before 2015. Today,
8rket for that plastcc Is even more limited.

The single-use packaging system is broken. Recycling alone Is not good enough. Businesses and
individuals must find fnnovative ways lo eliminate, reduce, and reuse packaging. At Badger. we're on a

Search e

Search the Badger Blog:

Search -..

Explore the Badger Blog:
Select Category

Recent Posts
Global Clfmate Strike:
SoMng- Uie Pro-nrem of Plaslic Packaging
An Imparlect Patt, to Lessenfng-Waste
Planting Seeds of Change
How to Choose the 8es1 Mineral. Sunsereen
2018 Annual Impact Report
Sunscreen Safety in the: NeWS
New Badger Beeswax Candle
DIY: Make disconlinued Badger products at
home
Heal the World: An Earth Day Story
How to Use Cleansing Miik and Balancing
Mist

@BadgerBalm on Instagram

5.135 views
badgerbalm The topic ot plastic packaging Isa
tough one. Esy@ially when you sell products in

I products in
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RIS

To Successfully

Engage Your
Consumers Around
Climate Action

#9

Be as bold as is comfortable.
Then, be bolder.
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https://www.youtube.com/watch?v=aTYNZYWfXik&feature=emb_logo

TOPR 10
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To Successfully

Engage Your
Consumers Around
Climate Action

#10

Partner with like-minded
orgsin the climate space.
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What's Next? Leverage these insights and shared
learnings to create:

1 Partner Toolkit
2 Consumer Facing Campaign

GU CREATED FORTHE
RU“ CLIMATE COLLABORATIVE




Climate Action Playbook (Best practices and tips for
engaging consumers)

Elements of the
Partner Toolkit

@ CLIMATE COLLABORATIVE Graphic Elements and Swag
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Campaigning for
Climate Action
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CREATED FORTHE
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e CONNECTIONS and COMMUNICATIONS PLANNING

Deliver the right messages to the right audience at the right times to be most
effective.

e CAMPAIGN CONCEPTING and DEVELOPMENT

Creative strategy rooted in a big idea that communicates your unique positioning to
the market, brought to life across owned, earned and

paid media tactics.

e ONGOING STRATEGY, MARKETING & OPTIMIZATION

Guru will launch the campaign into market and then remain
engaged for 3-6 months to monitor and optimize the campaign tactics.



Campaigning for

S et e Partner Toolkit & Training:

-Timing: 1-2 months

-Budget: $7500-20,000 (depending on contents)

e Consumer Facing Campaign:

-Timing: Approximately 3-4 months to launch, plus 3-6
months of campaign optimization (6-10 months in
total)

-Budget (exclusive of production costs):
$75,000-150,000

CREATED FORTHE
CLIMATE COLLABORATIVE




PROJECT SCHEDULE

January- February March March-April May-December
February i i
Get Smart Get Aligned Get Creative Get Ready Launch & Maintain
Onboarding Creative & Connections Concept Development Creative Execution Launch Campaign Ongoing
Materials Review Strategy Brief Monitoring Monthly
Reporting Ongoing

Media / Connections Asset Creation Optimization Ongoing Build

Social Listening & Engagement Path Planning & Refresh

Landscape Research

Media Planning & Buying



Questions for
Discussion
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B2B2C Campaign
Example

BLUENEEDS

BLUENEEBS

WITH
YOU BLUE

CREATED FORTHE
CLIMATE COLLABORATIVE




B2B2C Campaign
Example
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1% FOR THE PLANET

Awareness
(Join)

LAUNCH / CTAS

EE—

Blue
Needs
You

Join
Blue
Crew

Media
Network

Social

Influencer
Network

PR

Events

Textto
Donate

Video

A

Banner Ads
Magazine Ads

Three pillars/Content Strategy

Organic Influencer Outreach

Social listening and Response #BlueNeedsYou

Sverve/Pinterest Contest

Press Outreach

Welink

Tie in membership

Storytelling



1% FOR THE PLANET

B2B2C Campaign
Example

Action
(Go do)

GU CREATED FORTHE

RL@ CLIMATE COLLABORATIVE

LAUNCH / CTAS

Blue

H Needs

You

Water

Food

Other
Impact
Areas

Live
Plastic
Free

Petition

Volunteer
& Donate

Conserve
Water

Plant
Home/
Community
Garden

Pledge to
Compost

Petition

Eat and
Cook
Sustainably

R R N R VN

Pledge not to use water bottles for a month
Sign up office for filter or reusable bottles Love
your bottle art campaign

Conservation legislation
Reduction legislation
Support/fund new technology

Beach clean up
Refill station— donate cost of bottle
Photo essay/contest — capturing people picking up

Pledge to use less water

Agree to checklist (5 min showers, “faucet off,” track usage)
Business buy ins

Gyms — better product choices

List of local gardens
Blue plate
Local pick n’” rock activity

Starting at home Local
school program
Connecting directly — center for acquiring and disposing

Anti monsato legislation
Support local shops/restaurants (pledge)
Educational/cultural outreach

Instagram blue plate
Blue needsyou — 1 area of need
Register for cooking classes



Discussion

Erin Callahan

Gagan
Director, Founder,
Climate Collaborative Guru

Rafi Loiederman
Content Editor,

Dr. Bronner’s

Danielle Vogel
Owner,
Glen’s Garden Market
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o facebook.com/climatecollaborative

@ClimateColl
#climatecollaborative

@theclimatecollaborative

www.climatecollaborative.com
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Commit. Act. Impact.

a project of

OHSSYIPCLOS(HZ
Sustainable Food
Trade Association
V. organic leaders for sustainability
Organic Sustainable Community


http://www.climatecollaborative.com/

