
beyond the 
climate bubble
how to grow the market 
for the products & services 
the world needs



hello.
If you’ve read past the cover page, then we’ll assume you’re fully aware we’re 
facing a catastrophic climate crisis. Advertising adds an extra 32% to the 
annual carbon footprint of every person in the UK. Globally, we’re not on track 
to keep global warming within a 1.5°C temperature rise – a critical goal set by 
the IPCC. ​

In their latest report, the House of Lords has said that one third of carbon 
reductions will need to come from consumers adopting low-carbon lifestyles, 
which is easier said than done. That said, we hope that like us, you believe 
marketing has the power to accelerate these changes.​

But for many apathetic or eco-sceptic consumers (to be clear - not climate 
deniers), being presented with sustainable choices isn’t enough to alter their 
shopping habits. With the cost-of-living crisis and a looming global recession, 
other factors like price, familiarity with the brand, and reliability take priority 
before environmental or social impact. 

So, instead of focusing on elusive marketing myths like the ‘ethical consumer’, 
we set out to discover how to increase preference for sustainable products 
with consumers who are not usually the main target for sustainable brands.

https://www.purposedisruptors.org/
https://www.purposedisruptors.org/


but before we dive in...
...let’s get the intro out of the way.​

We’re Media Bounty. By 2026 we want to be the UK’s leading independent ethical 
creative and media agency. We know that’s a big statement. But if you don’t have a 
target, then what’s the point?​

We’re a team of climate communication experts, strategic status quo squashers, 
inquisitive creatives, and media magicians - and we work with brands that want to 
do their bit for the good of the planet. ​

When we’re not working on strategies, creative campaigns or media plans for 
clients, we’ve co-founded the Conscious Advertising Network, popped up at the 
UN Office of the High Commission for Human Rights, launched ground-breaking 
research at COP27 and set up ACT Climate Labs - the only project dedicated to 
improving the effectiveness of climate communications and reducing the impact of 
misinformation on public sentiment the UK.  ​
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THIS report WAS CREATED 
TO SUPPORT THE CHANGE 
WE WANT TO SEE
•	 We want sustainable products to become the norm, and to change current 

consumption habits to reduce the impact of climate change.

•	 We want sustainable products to steal market share from their polluting 
competitors, and to make good business more successful. ​

•	 We want our clients to achieve long-term commercial growth - while staying 
true to their purpose and values.

To achieve this, we knew we needed to help brands find new customers. 
But who were they? And how can we make sustainability interesting to them? 

As with any strategy project, we started exploring our audience – and the journey 
was fascinating. 



spotting the 
audience opportunity
Our starting point was the ground-breaking research ‘Britain Talks Climate’, from 
Climate Outreach. They created seven audience segments, which showed that roughly 
14% of people in the UK are already very engaged in climate issues, and that 17% are not 
- and aren’t going to be convinced otherwise.  ​

In the middle are five segments who represent 69% of the population. They believe 
climate change is happening, and when asked, tend to agree that taking action for the 
environment will benefit them in the long term. ​

But at the same time, they’re not too engaged with the topic. They almost never discuss 
it, and just don’t think it’s a priority with everything else that’s going on. ​

However, the underlying support means that reaching them with the right messages 
could unlock huge opportunities for brands - to both drive demand for their products 
and services, and contribute to the changes our society needs. 

The opportunity was there for us to take it. 

14% 17%

Not going to be 
convinced to 

care.

Very engaged in 
climate change.

69%

Believe climate change is happening and 
tend to agree that taking action for the 

environment will benefit them in the long 
term. But at the same time, not too engaged 

with the topic, almost never discuss it and 
don’t think it is a priority.

https://climateoutreach.org/reports/britain-talks-climate/


unlocking 
potential and Impact
We started by mapping the sustainability brand space in the UK.  ​

We analysed a bunch of creative campaigns and spotted several category norms: 
they were mostly targeting millennial / Gen Z middle class consumers - often white, 
progressive and urban. They also featured activist language (‘heroes’, ‘warrior’) and 
codes or symbols (megaphones, placards). ​

Sustainable brands were focused on selling to the engaged 14% - the low-hanging fruit - 
who might already use a reusable mug, buy chemical-free cleaning products, or want to 
own an electric car. Whilst these strategies can be effective, they also only target a very 
specific consumer.    ​

Commercial growth lies in selling to everyone else too. Those who aren’t usually the 
target audience for sustainable products - including older people, those with a working-
class background, those who identify as an ethnic minority, or those who live outside the 
UK’s big cities.​

Reaching the 69% is the key for us to grow sustainable brands. All we have to do is get to 
know this audience to make our advertising more effective. 

69% reaching this audience is key to 
growth for sustainable brands

*Areas 
covered 
in our 
research



we set out  
to find THEm
We teamed up with our friends at Bricolage, a cultural insights agency, to 
run a 3-month qualitative research project to investigate this 69% dubbed 
‘Persuadables’. ​

We wanted to know Persuadables’ thoughts about climate change, but 
most importantly, we were keen to understand how we could talk to 
them about sustainable products and services in a way which chimed 
with their lives and culture.​

We travelled to Birmingham, Yorkshire, and Newcastle, and spent 
three weeks getting to know our Persuadables. We used an approach 
that combined “outside-in” (looking in and around the world of these 
audiences) and “inside-out” (looking out on the world from the perspective 
of these audiences).

BRITISH BLACK & SOUTH 
ASIAN COMMUNITIES 
IN BIRMINGHAM

•	 Aged 20-65
•	 Mix of (non-white) ethnic 

backgrounds - Pakistani, 
Indian, Black/Afro-Caribbean

•	 Mix of socio-economic groups

urban ‘somewheres’ 
in the north-east

•	 Aged 40-65
•	 Have strong links to their 

local areas, which is a big part 
of their identities

•	 Mix of socio-economic grades
•	 Predominantly white

rural dwellers 
in yorkshire

•	 Aged 40-75
•	 Born in/from the local area, 

rural or semi rural
•	 Mix of socio-economic groups
•	 White mixed background



and we talked to experts  
for cultural insight on
these communities
Our experts were chosen for their unique perspectives and community knowledge: from 
working class environmentalism, to documenting the mining heritage of the North-East, 
and to studying transnational media consumption of British Pakistani communities. We 
particularly wanted to understand older men, as our research indicated they were the 
least likely to support climate action. ​

The research programme included: ​
•	 Audience-focused desk research.
•	 Expert interviews​.
•	 In-location semiotics and cultural ‘safaris’. ​
•	 In-depth interviews with Persuadables​.
•	 Online tasks where Persuadables provided feedback on creative stimulus.





insights

Urban 
‘Somewheres’ in 
the North-East of English people 

feel strongly or 
fairly strongly 
that they 
belong to their 
neighbourhood. 

of the UK define 
themselves as 
working class, 
although this no 
longer correlates 
directly with 
socio-economic 
factors.

‘Somewheres’ are our classic ‘citizens of 
somewhere’, with a strong sense of place and 
pride in that place. They often come from areas 
previously famous for heavy industry, which have 
lost employment over the last few decades.

63% 51%



insights

Nostalgia for Community 
Camaraderie
“Losing big industry has meant there’s not the 
same passing down of values through work. 
That camaraderie you would have between 
your peers would translate to how you acted 
outside of work. People are a lot more selfish 
now.”

Commitment to the norm
“Toe the line is a saying we have here, it’s about 
following the rules and doing your bit as much 
as possible.”

Local roots
“I’ve been here forever, I remember when they 
opened the Big Tesco. I want to still enjoy the 
parks and beaches.”

Big up the workers
“Unions have been demonised for young 
people, but it’s starting to come back. The 
RMT are being very outspoken about company 
profits and ‘strike’ is no longer a bad word.”



insights

British black 
& south Asian 
communities 
In Birmingham

of people in the 
United Kingdom 
belong to a black, 
Asian, mixed 
or other ethnic 
group.

multi-ethnic 
consumers in 
the UK have 
£4.5bn annual 
disposable 
income.

18% £4.5bn



insights

Diversity, diversity, 
diversitY
“In my friend group you have Indian, 
Pakistani, Black, three gays, trans, so diverse, 
so not everyone knows every topic that 
comes up.”

Conscious racial 
narratives
“There is more freedom of speech here [in the 
UK], there is a lot more coming out now, racism 
and stuff.”

Complex identities
“Religion and commitment to community 
is a key element of who we are. We have 
different ways of identifying every topic that 
comes up.”

Entrepreneurial spirit
“I started my own business and it’s going very 
well. I also help the local council, I am very 
involved.”



insights

rural/semi-
rural dwellers 
in Yorkshire

The urban 
population of the 
United Kingdom 
(approx).

The rural 
population of the 
United Kingdom 
(approx).

they typically spend more than the average 
brit on categories like furnishing, transport
& Recreation.

56.66m 10.67m



insights

loss of services creates 
feelings of isolation
“You need a car for everything. The bus service 
is down to nothing, the last one is at 6:15pm. 
There is only one shop left, and the only pub 
closed down.”

pride in production
“For tourists these are beautiful green spaces, 
but for us, the countryside is a food factory.”

Disappearing communities
“There used to be coming-togethers with fairs, 
shows, but now the insurance is too expensive 
and there’s a lot of empty second homes. It was 
the ‘old lot’ doing it, and now it is not passed on.”.

housing crisis
“Land is very important here. There is pressure 
for agricultural land to be used for housing 
because we need it, and farming is not a 
profitable activity anymore. But the authorities 
don’t want to see houses built all over the place.”



insights

turns out, 
they’ve got a 
lot in common.
including the reasons they’re 
hesitant to go green

they’re already under pressure
These groups are feeling the same heavy pressures on their quality of life. The cost-of-
living crisis is top of mind, with many concerned about making ends meet.

They’re also seeing cuts to local services: the NHS is struggling, public transport services 
are reduced, and many local businesses are having to close their doors for good.

they just want stability
Recent years have been defined by instability. From COVID and Brexit to Liz Truss vs. a 
Lettuce, it’s been a bit of a shitshow. These groups have felt it all. 

they’ve been cut out the climate conversation
Far too often, conversations around climate are seen as ‘too London centric’, ‘too leftist’ 
and ‘too white’. It’s created the misconception that anything and everything green is just 
not for them.

they need impact they can see
Whilst they struggle to engage with the topic of climate on a global scale, they’re fiercely 
protective of the issues closer to home. Tangible proof that what we’re suggesting will 
benefit people and communities is key.



HOW TO APPEAL TO PERSUADABLES
Translating these 
learnings into 
action
We’ve taken what we learned and 
drawing on our industry experience, 
translated it into a guide for you to 
use when planning future campaigns. 
These are thought-starters and 
provocations. They’re by no means set 
in stone. However, if you’re looking to 
balance purpose whilst still delivering 
hard sales metrics, you could do a 
lot worse than spending 12 minutes 
reading the following slides.

1.

7.

2.

8.

3.

9.

5.

6.

4.

10.

Connect to 
local issues ​

Sell to 
men too

Normalise 
new choices​

Buy media 
where your 
audience can 
see it

Ditch the 
green tax​

Funny or die 
(literally)​

Lead with 
a strong, 
personal 
benefit ​

Match 
hope with 
a concrete 
plan

Find your 
trusted 
messengers ​

Crack the 
cultural 
code



Recommendations

Connect to 
local issues
Saving the world can be overwhelming, triggering apathy amongst 
some Persuadables. ​

Persuadables are deeply connected to their local communities, 
which translates into their purchasing behaviours - they prefer 
products with a tangible local impact than a nebulous, global one.

To unlock growth within these audiences, localise messaging and 
show the benefit to their area. 

A point to note: campaigns that include words or phrases from the 
activism world (such as a ‘starting a movement’) didn’t sit well with 
Persuadables, so best to leave that to Extinction Rebellion.

“I can’t relate to protecting the 
planet. But if someone was to chop 
down the willow tree outside my 
home, I would get upset, nothing 
could ever substitute that willow.”
Woman, 40s, Birmingham

What persuadables say

“I need to put myself first and my 
family first.”
Woman, 50s, Newcastle

MB’s inspiration: 
CO-op ‘cooking up
A difference’

If there was ever a supermarket 
that cared about their 
community, it would be 
Co-op, and if there was ever an ad 
that showed it, it would be their 
summer 2022 campaign.

https://www.youtube.com/watch?v=M-3RpQUyBXM


Recommendations

Normalise 
new choices​
There’s a tension between making sustainable choices and what 
Persuadables see as ‘normal’ behaviours. ​

Consumers choices are influenced by social norms, which if we dig 
deep into behavioural psychology can be due to a variety of reasons - 
including a desire to confirm our deep-rooted beliefs.

We’d recommend spotlighting opportunities that are personal and 
tangible, to either challenge misconceptions about sustainability or 
make your brand feel like it seamlessly fits into their everyday lives. 

“If solar is good, why does no-one 
i know have it?”
Man, 50s, Birmingham

what persuadables say

MB’s inspiration: 
burger king, ‘meat?’

Burger King has an ambitious commitment 
to have a 50% plant-based menu by 2030 - 
not bad for a mainstream fast-food brand. 
They’re in a unique position to normalise 
plant-based options quickly and at scale.​

Their ‘Meat?’ Campaign plays on the visual 
similarities between animal products and 
plant-based options with striking print and 
out-of-home (OOH) ads with the tagline: 
“Sorry for the confusion, meat lovers”. They 
challenge even the most committed meat 
eater to give plant-based a try. 



Recommendations

ditch the
green tax
The cost-of-living crisis is making it harder for people to make more 
sustainable choices. According to Kantar’s Sustainability Index 2022, 
65% of respondents want to be mindful of the planet but say higher 
prices prevent them from doing so. ​

‘Green’ products are on average 75% - 85% more expensive, 
creating an avoidable gap between a stated intention to act 
sustainably and actual behaviours.​

Pricing is sabotaging sustainability. Looking at cost across the value 
chain is critical – from production to wholesale and retail. As with 
any business, if you can identify ways to reduce mark-ups and avoid 
traditional price mark-up rules, you’ll see greater uptake.​

Can you ditch the green tax and prioritise longer-term profit gains 
over short-term KPIs?​

“With the cost of living, there’s a 
lot of pressure. I think we need some 
incentives, and success stories.” 
man, 40, YORKSHIRE

what persuadables say

MB’s inspiration: 
kearney consulting

Check out this report from Dutch consulting firm Kearney on how revamping 
accounting logic can create more tolerable pricing.

https://www.kantar.com/campaigns/sustainability-sector-index
https://www.nl.kearney.com/consumer-retail/article/-/insights/why-todays-pricing-is-sabotaging-sustainability


Recommendations

lead with 
a strong, 
personal
benefit
We totally get that you’re proud of your brand and want to put shiny 
ethics front and centre in your marketing, BUT, it might not translate 
to your bottom line. ​

Persuadables are more likely to make purchasing decisions 
based on personal benefit: cost, product familiarity, reliability, 
convenience or enjoyment, than abstract sustainability benefits. 

Put these benefits upfront and lead with great branding to broaden 
their appeal. 

“I’m not giving up my meat... I’m not 
eating Quorn!” (in response to talking 
about ‘environmentalists’ on TV)
Woman, 50S, NEWCASTLE

what persuadables say

MB’s inspiration: 
crackd

Recent scientific research found that if 
you want more people to eat healthier, 
sustainable food, you shouldn’t focus on 
it being meat-free, vegan or plant-based.  
Placing an emphasis on what it isn’t 
makes meat-eaters feel their free will 
is threatened. ​

We created a campaign for Crackd, a 
pea-protein egg substitute, with no 
mention of ‘vegan’ anywhere. The 
campaign focused on taste, recipe 
inspiration and convenience.

When measured against 182 brand evaluations, our Crackd TV ad achieved the 
greatest increase in prompted brand awareness, along with a 14.9% uplift in aided 
advertising recall - 317% higher than the usual benchmark.

https://www.sciencedirect.com/science/article/pii/S0272494422001220


Recommendations

find
trusted 
messengers
Persuadables are wary of the sustainability claims from brands, 
showing that some of the most visible messengers are not 
connecting well with large parts of the population either. ​

Persuadables are more likely to be influenced by people similar 
to them – be that in proximity, gender, age, profession – so spend 
time researching who are the right ambassadors to reach these 
communities. 

Inclusion should underpin every single brand touchpoint and your 
marketing approach must be as diverse as the Persuadable audience 
to achieve real cut through.

“It feels very us vs. them; those who 
live and those writing the news.”
WOMAN, 30S, BIRMINGHAM 

what persuadables say

MB’s inspiration: 
care usa

Talking climate in the UK can be pretty divisive. But Covid vaccines in the US? 
Now that’s a burning hot topic. ​

In 2021, CARE USA worked with decorated veterans to talk vaccine safety and 
effectiveness, duty, and freedom to counter vaccine hesitancy. ​

The ads delivered consistently above the benchmark, with conversion rates 23% 
higher than previous campaigns.

“...when you hear it is just a lot of, 
to be slightly disparaging, kids who 
just make a lot of noise and are being 
very weird. It puts off a lot of people 
who might otherwise be paying more 
attention. Unfortunately, they can be a 
bit counter to the cause in some ways.”
britain talks climate

https://www.care.org/news-and-stories/ideas/trusted-messengers-drive-positive-social-behavioral-change-on-social-media/
https://www.care.org/news-and-stories/ideas/trusted-messengers-drive-positive-social-behavioral-change-on-social-media/
https://climateoutreach.org/britain-talks-climate/seven-segments-big-picture/trust/
https://www.care.org/news-and-stories/ideas/trusted-messengers-drive-positive-social-behavioral-change-on-social-media/


Recommendations

crack the 
cultural codes
When we compared the majority of sustainability communications 
with the results of our research, we realised that there was a 
mismatch between our Persudables’ experiences and those depicted 
in the ads. ​

Currently, when asked about sustainable products, Persuadables tend 
to answer that ‘they’re not for me’. ​

Brands need to insert themselves into Persuadables’ worlds, 
reflecting their families, neighbourhoods, accents, and ways of 
living, reflecting important cultural nuances to create interest and 
relevance for audiences.   ​

​

what persuadables say

MB’s inspiration: 
sport england

This Girl Can addressed the 
gender gap in sports participation. 
13 million women said they 
would like to participate more in 
sport and physical activity, but 
feared being judged. Campaign 
highlights included flipping 
derogatory comments into 
positive ones and challenging 
traditional gender stereotypes.

“I’d also be interested in hearing 
(from a neighbour as to me they are) 
an ordinary person with probably 
a good common sense attitude to 
climate change” 
Male, 30s, birmingham

https://www.youtube.com/watch?v=4BKwk8q4H0Y


Recommendations

sell to
men too
The uncomfortable truth is that men are being excluded from our 
marketing. Campaigns usually contain traditionally female signifiers, 
for example, using emotive language about ‘care’ and associations 
with nature. The idea that green consumption and masculinity 
don’t go together is a barrier that we have to overcome.​

What can marketers do to help more Persuadable men go green?​

You can incorporate some traditionally masculine signals, or de-
gender your marketing completely. Reconsider imagery and verbal 
language, and explore brand partnerships to reach new audiences. 

MB’s inspiration: 
Colorectal cancer
alliance

Ryan Reynolds and ‘It’s Always Sunny in Philadelphia’ star Rob McElhenney 
created an ad for the Colorectal Cancer Alliance to raise awareness about colon 
cancer, especially in men. ​

The campaign ‘Lead from Behind’ saw the two actors getting, filming and 
broadcasting their colonoscopies. “I’ve been on camera a lot. But this was the 
first time one was shoved up my a**,” said Ryan Reynolds. 

what experts say

“If we look at campaigning and social 
marketing for the environment, 
the feminization of environmental 
responsibility was typical (since) the 
early 1990s” Angela Franz-Balsen

https://www.youtube.com/watch?v=5sXkIUZEWIo


Recommendations

buy media 
where your 
audience will 
see it
Unsurprisingly, Persuadables have fragmented media habits, but 
broadcast channels are as important as ever - especially in the cost 
of living crisis. Make sure you use broadcast channels and make 
your media budget work harder to adapt to their diverse media 
diets to include channels such as VOD, apps, platforms, publishers, 
influencers and more. ​

Our research showed that social media is the least trusted channel 
by Persuadables, so if you’re investing in this space, combine it 
with trusted channels such as out-of-home for maximum effect. 

MB’s inspiration: 
LTA’s
#Yourcourtyourrules

A grassroots campaign - focusing on 
inclusivity - to encourage young male 
and female audiences to play tennis 
on their terms. It featured fly poster 
takeovers and geo-targeted digital out-
of-home driving people to their local 
courts. You’ve got to love that QR codes 
are cool again.​

what persuadables say

“I’ll put the TV on the background 
while I work...I get my content on 
Whatsapp and Facebook or Instagram.”
Man, 32, Birmingham

https://www.thedrum.com/news/2022/06/20/lta-ad-encourages-inculsive-tennis-expression


Recommendations

funny or die
(Literally)
“We haven’t found a solution for climate change yet, but...​
...we’re definitely getting warmer.”​

Climate change may be a serious issue, but that doesn’t mean our 
marketing has to be. 

Humour can overcome all the doom and gloom and is a powerful tool 
in marketing which can differentiate in a competitive or dry product 
category, reframe an issue, or create strong emotional associations. 

Embrace memes, pop culture, and a little tongue-in cheek to bring 
people with you. 

what persuadables say

MB’s inspiration: 
Gm - no way norway

The master of surreal comedy, Will Ferrell, pits Norway and the US against each 
other in the race for electric vehices. Silly, funny, and ultimately unforgettable, this 
ad leverages national pride and competition to encourage Americans to make 
their next vehicle an EV. It even inspired responses from companies like Gran 
Padano (yes, the cheese) that kept the conversation going. 

“It’s hard to be positive about the 
future so I don’t expect anything.”
woMAN, 30, Birmingham 

https://www.youtube.com/watch?v=ibqzm7Do1xA
https://www.youtube.com/watch?v=ibqzm7Do1xA
https://www.youtube.com/watch?v=mdsPvbSpB2Y


Recommendations

match hope 
with a 
concrete plan
Climate action needs big messages of hope, but when it comes to green 
claims, we’ve all got a bit of a trust issue. Many brands have tried to 
greenwash their way into consumers’ good favour with bogus environmental 
claims or eco-narratives of a hopeful future they’re in no way creating. ​

What and who are we meant to believe? ​

Persuadables are too cynical for hope or ‘buzzwords’ alone, so be sure to 
back up big messages of hope with concrete actions, explained in plain 
language.  

​Create closer collabs between marketing, finance, investor relations, 
and your sustainability and governance teams to achieve ESG-related 
marketing goals and merge sustainability with your mainstream activities.  ​

​When talking to your customers, balance emotional connection and hard 
evidence that change is happening, everyone’s doing it, and people like 
them are making those changes too. In particular, consider how the change 
you’re asking for can help people in a cost-of-living crisis. 

what persuadables say

MB’s inspiration: 
sky ocean rescue

Sky’s Ocean Rescue campaign combined great content with business 
transformation to engage 33.5 million people, and change behaviours across the 
sporting, corporate and consumer sectors. Sky told visual and compelling stories 
about the plastic problem and solution, combining it with concrete plans for action 
for sports teams, schools, ordinary people, and Sky itself. They even created and 
incentivised the development of new plastic-free products to assist the shift to a 
single-use plastic free world. 

“It all feels like a sales pitch, empty 
words on a page. I need something to 
back it up, then it’s common sense, 
and you spread it like that.” 
Man, 40s, yorkshire



So called ‘ethical consumers’ aren’t the only ones who will buy your 
sustainable products and services. ​

Persuadables want them too - and they deserve the health, 
performance, and enjoyment that will come with the switch. ​

It’s time to talk to the mainstream. ​For the brands that do, the 
reward will be huge - access to the spending power of an additional 
47.5 million people in the UK alone, and a huge acceleration in the 
behaviours we need to see to fix the planet and society. ​

It’s time to rethink, re-engage our marketing brains, and redirect 
the power of advertising to making the world a better place. 
Growing the market for sustainable products requires exactly 
the same thinking as we would apply for other categories. Great 
marketing will take us to where we need to be. ​

If you’re ready to unlock new growth by engaging these audiences, 
get in touch - we’re here to help.

summary



Florencia Lujani
Strategy Director

florencia.lujani@mediabounty.com
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Insights Director

harriet.kingaby@mediabounty.com



Bricolage is a cultural insights agency based in Dublin with a real 
focus on generating insights grounded in cultural understanding. 
They’re a blended team of expert researchers, strategists and 
workshop/ sprint facilitators with proven experience helping 
brands turn insights into strategy.

Bricolage prioritise human-centred, ethnographic approaches 
to uncover ‘real world’ views and complex stories – making them 
the perfect partners to uncover what the Persuadables think, feel 
and do – and why.

https://www.bricolage.ie/


www.mediabounty.com

http://www.mediabounty.com

