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Three operating principles for driving systemic change
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We need to stay focused on the end goal.

5

Copyright WimVermeulen, 2025



WWWwW.wimvermeulen.com




Wi %Lm&w

Driving systemic change

3 truths 3 Operating Principles
1. The signal is getting 1. Mind your narratives,
stronger not all are equal
2. Shifting industries 2. Mind your comms, most
trumps shifting are not effective
companies
3. Anchor sustainability
3. The demand shift differently, account for
needs acceleration the silent majority
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Businesses are staying on track

climate plans dei funding
(4000 globally) (US)

. 16%b0 are pulling back efforts . 19%b0 are defunding DEI programs
. 37% are increasing efforts . 929%b6 stop sharing goals publicly

. 47%0 are keeping their existing goals . 39%b0 have shifted their messaging
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Global warming is picking up speed

Global warming /0% chance average
reached 1.58 C over  warming for 2025-
last 12 months 2029 will be +1.5 C

(April 2025) (May 2025)

(/l)m/\' (A’W&“‘/ Source: https://www.ft.com/content/f17d09af8f44-409a-b1dc-ad33a0792446 https://wmo.int/news/media-centre/global-climate-predictions-show-temperatures-expected-remain-or-near-record-levels-coming-5-years Copyr|g ht W|mV eeeee Ien, 2025
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We need to pick up speed
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Why do we need to accelerate the demand shift?

“"The potential of demand-
side strategies across all
sectors to reduce emissions
Is 40-70% by 2050 (high
confidence)"”.

IPCC, AR6, 2023
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So, why Isn't sustainable
selling yet?
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When credibility lacks, everything is harder

Corporate Reputation

6 4 o > Stakeholder Engagement
, /o Product Proposition

Communication

Copyright WimVermeulen, 2025



Wi %Lm&w

Driving systemic change

3 truths 3 Operating Principles
1. The signal is getting 1. Mind your narratives,
stronger not all are equal
2. Shifting industries 2. Mind your comms, most
trumps shifting are not effective
companies
3. Anchor sustainability
3. The demand shift differently, account for
needs acceleration the silent majority

Copyright WimVermeulen, 2025






Sustainability narratives that work score high on ...

Consumer Consumer Consumer

+ T + Buying
relevance credibility Intent
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Heatmapping the performance of storyline
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Modelling the effectiveness of the narratives

Growth Index based on Econometric model
(Frontiers 2023)
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Net Credibility Score of 400 sustainable campaigns

15,6% 18,2% 31,2%  28,8%

2021 2022 2023 2024
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Credibility increases the long and short term effectiveness s

Apple Mother Nature vs Consumer electronics
industry

BRAND
CONSIDERATION

31% 40%

22%

15%

13%

CONSUMER
MOTIVATION 6 2 o /0

Net Credibility Net Motivation Net Brand
13% Consideration

-42%

Apple Mother Nature B Consumer electronics industry

Credibility drives consumer motivation to switch to
responsible options and influences brand consideration
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The effect of activating the silent majority
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Non-consumers
demonstrate the
highest predictive
relationship with
buying intent

Prospects

Narrative

* SEM regression coefficient

Not so loyal
consumers

Loyal
consumers
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Credibility of green advertising:
six elements that drive credibility
in green advertising

Gino Verleye'*, Arjan De Ruyck?, Wim Vermeulen? and
Inez Schoenaers?

Department of Communication Sciences, University Gent, Ghent, Belgium, *Bubka Advertising Agency,

The goal of this academic research was to examine to what extent sustainable
advertising messages are perceived as credible by the Belgian consumer. We
wanted to investigate how credibility arises in sustainable commercials and what
the impact of credible green advertising can be. We started with a literature
study to uncover possible determinants of credibility and were able to distinguish
six elements that drive credibility in green advertising. These six elements are
honesty, clearness, details, commitment, urgency, and shared value. In order
to validate the elements with significant evidence and examine their impact on
green motivation and brand consideration, we ran a survey in which our individual
respondents saw 5 sustainable commercials. These were randomly selected from
acollection of 95 commercials that had been broadcasted in Belgium in the last 24
months before August 2021. Six hundred respondents participated in this survey,
representative for Belgian consumers aged 19 to 90 years old. The results make
clear that credibility is lacking and the key to effectiveness on many levels. Our
six elements explain 72% of credibility in green advertising. Credibility and its six
elements explain 59% of consumers’ motivation to prefer sustainable products
over conventional products. Together they explain 28% of brand consideration of
the advertised sustainable product. Future success of sustainability may depend
on whether brands can initiate switching the mindset of consumers with green
advertising. This requires that green advertising is honest, shows commitment
and urgency, provides details and clearness, and focuses on shared value for
companies and consumers. This research also allows the construction of an app
that forecasts brand consideration based on the scores of the 8 predictors of
consideration due to the high levels of explained variance.

sustainable advertising, brand consideration, motivation-behavior, advertising
effectiveness, green advertisements
On green advertising and credibility
Toward a more sustainable society
“To live is to consume” writes Borgmann (2000, p. 418). For Borgmann, consumption

has always been a part of everyday life, but there have been some profound changes in recent
history. There is a significant growing consumption since the nineteenth century, upon the

point where ecologists and scientists are is ruining th
(Borgmann, 2000). There is an urgency to search for a better balance between the benefits
and costs of our consumption patterns (Csikszentmihalyi, 2000),

o1 frontiersin.org

www.wimvermeulen.com

www.bubka.be

For any marketer who is committed to help the planet — Paul Polm

THE NEW CURRENCY
IN RESPONSIBLE
ADVERTISING

INEZ SCHOENAERS
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Trust the signal,
- the noise.
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