
An action focused initiative to promote 
sustainable lifestyles, towards a net zero world, 
in all media and advertising content and 
communications.

#ChangeTheBrief





ABOUT THIS TOOLKIT

This toolkit is a starting resource for all of us who want to change the brief and is an introduction to the #ChangeTheBrief Alliance, a collective of agencies using their 
communication skills to promote sustainable behaviours in society, enabled by the investment their clients make in advertising.

With little or no prior knowledge in sustainable behaviours, teams can identify a sustainable behaviour area that aligns with the brand, and be inspired by concise thought 
starters and case studies



#CHANGETHEBRIEF ALLIANCE

When the challenge is so big, we need to help each other to help ourselves. That is why we want you to join the #ChangeTheBrief Alliance. 

The #ChangeTheBrief Alliance is a thought and action platform that seeks to reduce depictions of unsustainable attitudes, lifestyles and behaviours in commercial 
communication and increase depictions of attitudes, lifestyles and behaviours that will lead to a net zero emissions society. 

The Alliance is seeking a broad collective of agencies, bound together by the singular desire to help solve the climate crisis through the use
of their collective communication skills, enabled by the investment their clients make in advertising. 

As the climate crisis is a ‘bigger than self’ problem, the Alliance represents a rare opportunity for the industry to act as one. To work in solidarity, not in competition, to 
meaningfully tackle climate change. You will enter the Alliance with an open and collaborative attitude, with a desire to change the future, to stimulate and share ideas that can 
change the world and to work together for a better future. 

By signing up to the #ChangeTheBrief Alliance you will be committing to help solve the climate crisis by using your skills as communication agencies (whether Design, PR, 
Experience, Media, Creative or any other). You will be committing to help effect behaviour change at
scale through responding to client briefs in a way that encourage the attitudes, lifestyles and behaviours which are consistent with a transition to a carbon-free world. The 
Purpose Disruptors has agreed to act as our spine. More than anyone they’ve galvanised the industry to respond to the climate crisis and have collected the best network of 
experts to help us help each other and energise our wider Alliance. 

As members of the Alliance, you will have access to what will become the world’s most extensive pool of case studies and research on sustainable attitudes, lifestyles and 
behaviours. This will enable your agency to knowledgably respond to client briefs and deepen your sustainability credentials. Additional services will be designed and 
delivered based on Alliance member needs. E.g. training courses. 

The #ChangeTheBrief Alliance is modelled on the successful ‘Unstereotype Alliance’ that seeks to eradicate harmful gender-based stereotypes. In the UK, activity by the 
‘Unstereotype Alliance’ has resulted in a change in the ASA ruling on the depiction of negative gender stereotyping in advertising. 

On the next page we set out the practicalities of what it means to join the Alliance. I hope you agree with the aim and can sign up and contribute whatever you can afford for 
the next 18 months. 

Please be generous with your people, time and money. It is really important. 

Together we can #ChangeTheBrief 

Marco Rimini, Global Chief Development Officer, Mindshare

http://www.purposedisruptors.org/%5d
http://www.purposedisruptors.org/%5d


RECRUITING FOUNDING MEMBERS
The #ChangeTheBrief Alliance is recruiting founding members.

Members will get access to the emerging knowledge and techniques on how to change the brief, without the significant investment required by dedicated in-house resource or 
staff. By sharing the resources, agencies can learn from each other on how to effectively promote sustainable attitudes and behaviours in audiences.

To find out more about joining the Alliance, get in touch with Rob McFaul, co-founder Purpose Disruptors.

 rob@purposedisruptors.org

The Alliance offers to members:

• Education and training to generate all agency engagement with #ChangeTheBrief

• Access to world-class sustainability expert network.

• Intelligence: reports that fuel inspiration and thinking

• Advisory: workshops and sessions with experts on live briefs

• Access to growing library of case studies and shared learning platform



#ChangeTheBrief
Our greatest challenge as a society is to find a way 
to live sustainably.
Our greatest challenge as an industry is to show how living sustainably is 
possible, enjoyable, fulfilling and aspirational and that it can also drive our 
clients’ business.

#ChangeTheBrief is the industry’s response to this challenge. 

Through #ChangeTheBrief we commit to creating work which answers 
the ‘Now’ brief and also the ‘Future’ brief - the one which encourages the 
attitudes, lifestyles and behaviours which are consistent with a transition 
to a carbon free world. 

We hope that #ChangeTheBrief will become the start of a new way of 
planning media and advertising for a more sustainable future.

Mindshare

“
”
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“I want every one of Unilever’s agencies
to change the brief.”
Seb Munden, Executive Vice President and General Manager, Unilever UK

“It’s critical that we and everyone else in our
industry get on board with this”
Mark Read, CEO, WPP

“
”





This document exists to support your in seeing every brief that lands on your 
desk as an opportunity to promote the lifestyles and behaviours needed to 
transition to a carbon free society. 
Seemingly small changes in behaviour, when done at scale can have a huge 
impact in helping address the climate crisis 

In this deck you will find:
►  The 6 areas of sustainable behaviour change

►  The “Future Brief” ideas template

►  Some case studies for inspiration

When you receive a brief, simply consider which audience behaviour you might 
be able to incorporate into your response in a way that both meets the brief and 
fits the brand/product. 

How to use 
this 
document



1 2 3 4
As individuals we 
understand the six areas 
of sustainable behaviour 
change required to 
transition to zero 
carbon future.

Future Brief ideas 
prompt conversations 
with clients around the 
six areas – driving further 
knowledge of the 
required behaviour 
changes.

Future Brief ideas get 
implemented resulting in 
behaviour changes in 
audiences.

Constant exposure to 
#ChangeTheBrief brings 
clients closer to issuing 
briefs that call for the 
promotion of sustainable 
behaviours in their 
audiences

Although our ultimate ambition is that this work influences the future briefs we receive from clients, 
success starts the moment we start the conversation. 
As such we have defined success on four levels:

Real change starts with a conversation
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Sustainable 
Behaviours



#ChangeTheBrief Sustainable Behaviours
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EAT BETTER BUY BETTER TRAVEL BETTER

USE LESS WASTE LESS PROTECT NATURE
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Eat Better 
#ChangeTheBrief



Changing what and how we eat is 
one of the easiest and most 
significant ways to lower greenhouse 
gas emissions globally. Promoting 
and normalising these conscious 
eating habits though your campaigns 
will have your audiences changing 
the world at every mealtime.

14



Eat more plants and cut down on meat
Farming animals (especially sheep and cows) generates 
huge amounts of greenhouse gas. Eating less meat, 
including meat products, is better for both your body and 
the planet. Try promoting meat-free weekdays

Eat local and seasonal food
Buying local can drastically decrease the carbon 
footprint of our food by reducing the distance it has to 
travel. Or even better – grow your own by turning part 
of your outdoor space into a micro-farm.

Eat Better Tips

Choose sustainable seafood
Fish stocks are declining because of rising sea 
temperatures. This puts many species at risk of extinction, 
as well as affecting fishing communities. Encourage your 
audience to buy sustainably sourced seafood and you’ll 
help protect fish stocks for the future.

Waste less food and use leftovers 
Roughly one-third of the world's food produced for 
humans is wasted. Promoting zero waste cooking, not 
throwing away food before the use by date and using 
left-overs can all help tackle this. 
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Travel Better 
#ChangeTheBrief
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Travel has a significant impact on 
climate change. Tourism alone 
contributes to 8% of global 
greenhouse gas emissions. Show 
your audience how to reduce their 
emissions by promoting some of 
these positive travel behaviours in 
your campaign. 



Leave the car at home. 
Cycling or walking improves our health and the health 
of our planet. Try replacing one car journey with either 
public transport, bicycle or a walk. And if you’re going to 
drive – go electric

 

Go virtual for business
Business travel accounts for 12% of all flying-related 
carbon emissions. Use tele- or video-conferencing to 
cut out work-related trips. 

Travel Better Tips

Enjoy Staycations
Tourism contributes 8% of global carbon emissions. 
Choosing staycations rather than overseas holiday can 
help reduce the impact.

 

Trains beat planes every time
Using trains over planes consumes less natural 
resources, reduces air pollution and greenhouse gas 
emissions. In fact a return flight to Australia equates to 
all of your recycling for 20 years. 
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Buy Better 
#ChangeTheBrief



20

Everything we buy - from food to 
clothes - is responsible for most of 
the world’s land, material and water 
usage. If we can, we should buy less 
and buy better. Promote conscious 
buying habits and introduce your 
audience to a better way of shopping.



Collect experiences, not just things. 
The average American household contains 300,000 
items today, and the average British 10-year-old plays 
with just 12 of their 238 toys each day. Reducing overall 
consumption eases the stress on the world’s natural 
resources.

Go plastic packaging free
The plastic industry is the second largest, and 
fastest-growing, source of industrial greenhouse gas 
emissions. Say 'NO' to wasteful packaging, plastic bags 
and bottled water. Opt for compostable or recyclable 
packaging alternatives where possible.

Buy Better Tips

Share, reuse, repair, before you buy
These actions save the natural resources used to make 
products while reducing the amount of waste going to 
landfill.  

Ask more questions when you buy 
Consider who made the products you buy, what are 
they made of, and how were they made, and how to 
dispose of them. Demanding transparency will lead to 
more brands improve their practices. 
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Use Less 
#ChangeTheBrief
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The less power we consume, the 
less fumes are emitted into the air by 
power plants. Show your audience 
the small actions they can take to 
help save energy



Save water when washing and cleaning 
Using water-saving techniques not only saves money, it 
saves energy and also conserves water in our rivers 
and lakes. Try promoting 4 minute showers, and turning 
the tap off while you’re brushing your teeth.

Wash your clothes less, on shorter cycles and at 
lower temperature
This helps save water and energy. Line-drying clothes, rather 
than using a tumble dryer is also an impactful way of reducing 
your carbon emissions.You can save 2.6kg of carbon emissions 
per load by washing on 30° rather than 60° & line-drying.

Use Less Tips

Save energy wherever you can
Studies have shown that up to 8% of the total electricity 
used in our homes comes from appliances left 
on standby. Turn off lights and unplug appliances rather 
than leaving them on standby. Use low energy light-bulbs. 
The less power we consume, the less fumes are emitted 
into the air by power plants.

Switch to renewable energy for heat, electricity, 
and gas. 
Renewable energy produces less pollution which keeps air 
and water clean as well as reducing emissions. Even 
better can you install solar panels to create your own 
energy?
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Waste Less 
#ChangeTheBrief
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A great way to drastically reduce 
carbon emissions is to limit our 
waste. When we waste a product, we 
also waste all the energy that goes 
into producing it. Show your 
audiences an alternative to throwing 
things away



Reduce, reuse and recycle 
Limit the amount of waste to landfill and oceans. 
Overcrowded landfills release toxic greenhouse gases 
such as methane into the atmosphere. 

Say no to unnecessary plastic 
8 million metric tonnes of plastic waste enters our 
oceans annually. Opt for more sustainable materials 
such as wood or bamboo, or use reusable plastic over 
single-use whenever possible. 

Waste Less Tips

Don’t litter
Rubbish disposed of incorrectly can end up in our 
waterways posing a threat to marine life

Compost!
Food waste is the single largest materiel sent to landfill – 
resulting in methane emissions far more potent than 
Carbon Dioxide. Doing your own composting is a simple 
way to solve this problem (and help your plants grow!).
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Protect Nature
#ChangeTheBrief
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When it comes to combatting climate 
change, nature is our best ally. Trees 
and plants keep oxygen in the air 
and carbon out. Show your audience 
what they can do to protect our 
precious natural world.



Discover the wonders of the natural world all 
around.

Experiencing the wonders of the natural world forges a 
stronger relationship between nature and people and makes 
us more mindful of the impact we have on our planet.

Save the bees!

Without pollination from bees, 1/3 of the food we eat 
would be threatened. Creating and protecting bee 
habitats is going to be essential. 

Protect Nature Tips

 

Protect trees, wildlife and natural spaces. 
Letting Mother Nature do her job is one of the best solutions 
we have for climate change. Planting trees is one of the 
most effective ways of capturing carbon back from the 
atmosphere

Vote for action
Putting leaders in place who value nature can lead to 
policy decisions that protect the environment. Vote for 
leaders who support environmental protection 
and action. 
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Ideas Template



► Our greatest challenge as a society is to find a way to live sustainably. 

► Our greatest challenge as an industry is to show how living sustainably 
is possible, enjoyable, fulfilling and aspirational and that it can also drive 
our clients’ business. 

► #ChangeTheBrief is the industry’s acceptance of that challenge. 

► #ChangeTheBrief commits us to showing our clients ideas and 
strategies that bring the future forward. 

► Through #ChangeTheBrief we commit to creating work which answers 
the Now brief and also the Future brief, one which encourages the 
attitudes, lifestyles and behaviours which are consistent with a transition 
to a carbon-free world. 

► Every campaign is an opportunity to normalise the behaviour, the 
products, the services and the attitudes we all know we will need to 
adopt to achieve sustainable living.

What is #ChangeTheBrief ?



#ChangeTheBrief Sustainable Behaviours
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EAT BETTER BUY BETTER TRAVEL BETTER

USE LESS WASTE LESS PROTECT NATURE
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Case Studies



Eat Better case study: Heinz grow your own

Kraft Heinz gave away more than 740,000 tomato seed packs to 
inspire families and schools to grow their own tomatoes, supported 
by the ‘Grow Your Own', where they can sign up to the initiative to 
receive Heinz tomato seeds and receive growing tips and tricks.

The activity had the double effect of not only encouraging 
customers to care for their very own tomato plants, but also 
reminding them that every bottle of its ketchup is produced from 
freshly-grown sun-ripened Heinz tomatoes.



Eat Better case study: Hellman's food waste 

Canada is the second-worst country in the world (after the USA) for 
food waste with a whopping 396kg of food going to waste per head. 
In fact Canadians waste enough food every minute to feed 
a stadium. And yet a staggering 4 million Canadians go hungry 
every year.

Hellmann’s set out to educate citizens. During a packed stadium 
sports event, free food was handed out to spectators. Hidden 
camera filming captured their reactions as a half time video played 
out some shocking facts about food waste and poverty. The video 
then informed them that they were all tucking into food waste…



Travel Better Case Study: IKEA

Swedish furniture company IKEA is promoting its ‘sustainable 
London store’ with a new ad campaign encouraging people to make 
their visit to the store on foot or via public transport. Each poster 
placement advertises the number of steps to the store and details 
the public transport route.

IKEA have maintained their simple yet humorous tone of voice with 
clever creative and smart copywriting, especially on double bus 
stop side placement



Buy Better Case Study: IKEA Lagom

As part of its ambition to inspire the nation to live a more 
sustainable life at home, IKEA has launched a 'Lagom' collection - 
a range filled with ideas, inspirations and tips. The range offers 
upcycling ideas, presented in the form of new products in the Ikea 
range on its website.

From reusing its plastic bag as a picnic blanket to repurposing a 
cake tray as a planter, the website contains lots of ideas to 
encourage customers to think before they open their purse strings.



Buy Better Case study: H&M Recycle

The H&M Garment Collecting programme is a global initiative that 
works to prevent customers unwanted clothes from going to landfill. 
They accept unwanted clothes by any brand, in any condition, at 
any of our stores, every single day of the year.

Customers simply hand in their bag of old clothes at the cash desk 
and receive a £5/€5 voucher to use towards their next purchase of 
£25/€25 (or more) in store or online. All clothes collected by H&M 
are either reused, reworn or recycled with 0% going to landfill.



Use Less Case 
Study: WATER 
AID 4 Minute 
shower playlist

To save water during a UK 
heatwave,  
WaterAid created a Spotify 
shower playlist designed 
to  encourage showers 
of four minutes or less 
The playlist consisted of 
40 songs that all run for 
four minutes precisely 
-  including Madonna’s 
Material Girl, All Along the 
Watchtower by The Jimi 
Hendrix Experience and 
the UK football anthem 
Three Lions.

https://www.huffingtonpost.co.uk/entry/people-are-being-urged-to-take-four-minute-showers_uk_5b362c87e4b0f3c221a00b18


Waste Less Case Study: Tunisie Telecom Clean 
Beaches

Tunisie Telecom wanted to promote its communication services 
whilst at the same time providing a solution to the summer scourge 
of litter on local beaches.

The solution was to create a Wi-Fi service that was powered by 
rubbish – the more rubbish (KG) that was collected and placed on 
the scales, the longer the Wi-Fi would last.



Protect Nature Case Study: Mcdonalds bee hotel

It is estimated that 30% of Sweden's wild bees are threatened. A 
big problem is that they lack places to live. Therefore, some of 
McDonald's restaurants have started producing billboards that 
double as bee hotels. The boards are permanent wood installations 
with drilled holes in the copy (“Always open") where wild bees and 
other insects can make themselves comfortable. 

McDonald's has also started a collaboration with JC Decaux to 
create habitats for wild bees on the back of billboards that would 
otherwise not be utilized.



Are you ready to 
Change The Brief? 
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With thanks to
Albert: Planet Placement guide
Project Drawdown, the most comprehensive plan ever proposed to reverse global warming. 
1 million women – ‘we are women & girls from every corner of the planet building a lifestyle revolution to 
fight the climate crisis.’
Sustainable Development Goals – The Good Life Goals


