
Sustainabulletin
Our take on all things green #3



As Greta Thunberg makes her ‘You’re not trying hard enough’

speech to congress we have to ask ourselves as marketers...

Are we trying hard enough?

Consumer attitudes towards sustainability are starting to shift - call it the

‘Attenborough effect’. And there are signs that consumer behaviour is

beginning to change as well, from single use plastics and recycling to more

conscious consumption.

But it’s still brands and businesses that are expected to lead the way –

responding to and anticipating the growing desire for greener products.

With consumers more active and vocal, brands are more exposed and

accountable than ever before. In this post Blue Planet era brand loyalties

can quickly come under strain and all categories are subject to scrutiny.

It’s a wake-up call for brands and it’s never too soon to take action.



So what does this mean for marketers?

Over the next few weeks we will tackle 3 sustainability topics and offer an

Elephant perspective along with some inspiring examples of brands that

are shaking things up and embracing change.

#1. Planet Sized Consumption: Is sustainability 

fundamentally at odds with fast moving consumer goods?

#2. Eco Impact: How do we bridge the gap between 
consumer intention and behaviour?

#3. Challenger Behaviour: Is it really possible to deliver 
sustainable solutions with scale?



#3. Challenger Behaviour

Is it really possible to deliver 

sustainable solutions with scale?



#3. Challenger Behaviour

Faced with planet-sized issues, it’s all too easy to continue with the status

quo, to bury our heads in the sand and desperately hope it just all goes

away. And it’s not just individuals who are feeling overwhelmed by the

climate crisis, but big businesses too. Businesses that take one look at the

sheer complexity of their supply chain and processes and wonder how

they can ever bring about an eco over-haul.

Perhaps we should all take a leaf out of the start-up book and see if we

can channel a little of the entrepreneurial optimism, innovation and

determination. Because it’s the start-ups of this world that seem to be

leading the way in sustainable mindset. But it’s the big brands that can still

have the impact, with their size, their reach and their status.

So how can we deliver sustainability at scale? A mindset shift. Little steps

forward rather than standing still. A collaborative effort. And above all

finding a way to reconcile planet and profit.

Read on to find out more about some big brands taking the plunge...



Mindset Shift



Mindset Shift

Thinking within the current mindset will only

lead to incremental changes. We need to

shift how businesses view sustainability. From

looking at it as a constraint that impacts

profit, to becoming a company that sets

sustainability targets while still acknowledging

that you need to make an economic living.

We believe that the big brands of tomorrow

will be those that embrace a challenger

mindset. Those that can find the efficiency,

innovation and positivity needed to

overcome eco challenges and turn that into

a broader approach for better business.
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Leon

A brand that has taken an existing fast food

business model and turned it on its head.

Leon has always challenged what fast food is all

about. Their mission was and still is to create

Naturally Fast Food. That means food that tastes

good, does you good, is affordable and kind to

the planet. And this mission continues to shape

what they do as they move towards plant based

products and more sustainable packaging.

IKEA

A brand that wants to create a movement for a

better, more sustainable everyday life.

Ikea is transforming its entire way of working from

a linear to a circular business, designing all

products from the beginning to be repurposed,

repaired, resold and recycled. They see their size

as a strength, a way to make a great

contribution to a more sustainable world, and

their mindset is one of genuine optimism.

OVO Energy

From a small start-up in 2009, to one of the big 6,

OVO is proof that sustainable can be scaled.

Despite its growth, OVO stays true to its fighting,

challenger spirit. Its mission is to reach a world

where net carbon emissions equal zero, through

green energy, smart technology and collective

action. OVO asks consumers to go on the

journey with them – ‘the more of us there are,

the faster we’ll reach net zero’.



Big Little Changes



Big Little Changes

Change is often the cumulative result of

many small steps. Big brands have big

responsibilities, and even little changes to

how they source materials, manage their

supply chains, or package products, can

have a wide-ranging impact due to the

benefits which scale brings.

So just as the government is empowering

individuals to realise that small changes can

make a difference, we need to encourage

big businesses to make progress, even if it’s

only small steps towards a more sustainable

future. Because it does all add up.
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Burger King

A fast food chain which has committed to 

making small changes with big impacts.

Burger King has recently launched its ‘Meltdown’ 

campaign, in which plastic toys will be removed  

from its children’s meals and donated plastic 

toys will be melted down to make play areas 

and trays. This initiative will annually save around 

320 tonnes of unnecessary single use plastic.

Iceland

A major supermarket which is taking small steps 

to becoming more sustainable. 

Since the end of 2018, Iceland has not used 

palm oil in any of its own brand products in an 

effort to take a stand against tropical rainforest 

deforestation. Palm oil production is thought to 

have caused 8% of the world’s deforestation 

between 1990 to 2008 and has also destroyed 

the habitats of endangered species.

Pret A Manger

Determined to minimise the use of plastic water 

bottles, Pret has installed filtered water fountains 

in its stores, which both consumers and members 

of the public can use for free. 

This initiative is especially laudable since Pret sells 

water bottles and will undoubtedly lose sales 

from these due to the fountains. Pret predicts the 

initiative could save a million plastic bottles a 

year.



Collective Ambition



Collective Ambition

Collaboration will be vital if we are to live in a

1.5C world (keeping the increase of global

average temperatures to below 1.5 degrees

celsius). Sustainability is a shared agenda, one

that needs to be category wide and rise

above the individual agendas of brands and

businesses.

By removing the element of competition, can

we find collective goals and wide-reaching

solutions that really have an impact?
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Loop Shopping 

A shopping system launched by TerraCycle 

which teams up with popular FMCG brands.

In a move to cut the consumption of single use 

plastics in the FMCG industry, Loop shopping 

was launched. Consumers are delivered items in 

a tote bag and once used, the empty 

packaging is collected, cleaned and refilled. 

Loop’s brand partners include Tropicana, 

Colgate, Gillette and many more. 

Nike 

Nike firmly believe that a sustainable world can 

only be achieved through collective effort.

Nike has  released a free circular design guide, 

to share insights about sustainable product 

design. The guide contains sections on material 

choices, product durability and circular 

packaging, in addition to case studies based on 

Nike’s own products and its competitors’. It aims 

to inspire all companies to design sustainably.

Ecovative Mycelium Packaging

Dell and Ikea have partnered with Ecovative, a 

brand producing biodegradable packaging 

materials from mycelium in fungi.  

This collaboration enabled Dell and Ikea to 

replace their plastic based foam packaging with 

Ecovative’s environmentally friendly packaging. 

The partnership is a win for all 3 companies, it 

means more business for Ecovative and has 

improved sustainability for Dell and Ikea.



Is it really possible to deliver 

sustainable solutions with scale?

Yes if big businesses can embrace a challenger mindset to rethink eco.

If they can see the value in small changes that add up for impact.

And if they put aside competition to strive for collective sustainable goals.

We’d love to hear your thoughts and experiences.

To discuss the sustainability issues facing your brand give us a bell on

0207 291 8000 or email kate@elephantscantjump.com.

With our experience in tackling brand and business issues, Elephants can

help to define a category vision to galvanise your brand around sector-

wide issues, and build an innovation programme with a sustainability slant

that looks for both incremental changes and big leaps forward.

mailto:kate@elephantscantjump.com

