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Planet
Pledge

to being a part of, and a
champion for, the global
Race to Zero campaign, and
encourage your marketing
supply chain to do the same

the capability of marketing
organisations to lead for

climate action, by providing

tools and guidance for your
marketers and agencies

the power of your marketing
communications to drive

more sustainable consumer
behaviours

The commitments

WFAplanetpledge.org

a trustworthy marketing
environment, where
sustainability claims can be
easily substantiated so that
consumers can trust the
marketing messages they
are presented with
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Introductions
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Stephan Loerke Gail Gallie
CEO Founder
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Government
Policy

v' Keeping 1.5 alive
v" Fossil fuels

v" Flora & fauna




Business and Tech

v $130 Trillion
v" Clean tech
v IFRS
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So, what does this
mean for us?







5 things we need to stop....

1. Seeing sustainability as a constraint

2. Thinking small: a narrow focus on your category or only for
“green” products and services

3. Being “market takers rather than market makers”

4. Treating sustainablility as an afterthought or an "advertising
thing” (instead of sustainability first)

5. Being passive, thinking it's someone else’s job: stop talking
start doing

Q: Thinking about the marketing industry more broadly, what are the top 3 things that marketers should STOP doing in this context?
Source: Summary of qual responses to a WFA online survey amongst incumbent and prospective signatories. Base: 17 companies. Date: 12t Oct 2021 @
Note: For detailed qual responses see slides 17 & 18




Planet
Pledge

66

WFAplanetpledge.org

Marketing has incredible power in creating
tangible and exciting visions of ourselves and
our future, and in explaining the benefits of
this critical transition to a zero carbon world.
Given how important climate change is to
their business and to our planet, Chief
Marketing Officers should quickly become

the new cdldmate activists and lead the way)
in the Race to Zero. 99

Nigel Topping

UK High Level Climate Champion for COP26



Actions
(not words)




6 things marketers can do....

Internally  Externally

Use your voice internally to Communicate to raise awareness but

make sustainability central to your FRACMEEEIE Promote avoid greenwash through easily
business model substantiated claims

Emphasis on a more sustainable A — Enable behaviour change by

portfolio and the role ofbeacld1 Portfolio making sustainable choices simpler
ran

Promote sustainability along the
value chain. Inspire partners
and by changing the brief

Design and produce more
sustainable packaging solutions

Q: Thinking about the marketing industry more broadly, what are the top 3 things that marketers should be doing in this context?
: Summary of qual responses to a WFA online survey amongst incumbent and prospective signatories. Base: 17 companies. Date: 12" Oct 2021
Note: For detailed responses see slides 15 & 16
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Credit: Charlie Mackesy via Twitter



