


The role of media 
content in 
sustainability
awareness

PART 1



All Europeans are preoccupied
by the ecological situation1

71%
of Europeans think we are 

experiencing a very

serious ecological crisis



But detailed topics have less awareness1

22
33 34

54

Have you ever heard of “Digital Pollution”?
% Never heard of it
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Do you know what a carbon footprint is?
% Never heard of it
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And Europeans expect media 
to educate them on the topic1
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I would like to see more programmes in the media that talk about the environment 
and give me advice on how to implement responsible practices.

France Italy Germany UK



Is sustainable 
consumer 
behaviour
a challenge 
for brands?

PART 2



19

16

20

26

60

67

64

57

Totally Agree Rather Agree

80% of Europeans shift their behaviour
to be more sustainable!2

83%

84%

83%

79%

Do you feel like you’re taking a lot of actions to be more sustainable? 

Source: Sociovision, October 2020, Survey on 1000 respondants 18-64 per country
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But their sustainable actions are very
different when observed in detail2

Food Sector

1. Purchase organic food

2. Purchase directly from the producer

3. Eat less meat

4. Purchase fair trade products

5. etc…

Fashion Sector

1. Buy clothes that have an ecolabel

2. Buy 2nd hand clothes

3. Sell your clothes instead of dumping them

4. Buy better quality clothes that last longer

5. etc…

Transport & Tourism Sector

1. Not taking planes for holidays

2. Pick travel destinations that respect the envt.

3. Favour eco-tourism activities, close to nature

4. Spend holidays in your home country

5. etc…

Beauty & Hygiene Sector

1. Craft home made cosmetics

2. Use ecological or washable diapers

3. Use organic cosmetics

4. Check ingredients of cosmetics

5. etc…



But their sustainable actions are very
different when observed in detail2

Organic food

Purchase

from farmers

Eat less meat

Fair trade

Animal

wellbeing

Locally produced

Nationally

produced

Seasonal fruits

& vegatables
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Italy

Germany

UK



Carbon neutrality is becoming
a matter for e-commerce 2
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Filtre :  % Connait l’empreinte carbone

In 2020 in the UK, Amazon advertised on 

its Carbon Neutrality objective by 2040. 

UK is the country with the highest

ecommerce penetration in Europe (89%).

Would you be ready to shop in stores rather than online to 
reduce your carbon footprint? % Agree



Partnership 
solutions for 
engaged ads!

PART 3



Brand ethics are not obvious!
How can we know if they are?

40% 
of Europeans can’t mention 1 responsible brand 

3

Would you say it is easy to determine if a brand acts 

responsibily? 

% Yes

8
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79%
of awarded campaigns

at Cannes Lions were « engaged »

68%
of brands integrate social, environmental challenges 

in their communication

Brands make an effort to communicate on Ethics but…



However some brands manage 
to emerge as responsible3

FRANCE

#1 Leclerc

#2 Carrefour

#3 Danone

#4 Nestlé

#5 Biocoop

ITALY

#1 Barilla

#2 Coop

#3 Apple

#4 Amazon

#5 Samsung

GERMANY

#1 Adidas

#2 Apple

#3 Tesla

#4 Alnatura

#5 Demeter

UK

#1 Tesco

#2 Amazon

#3 Google

#4 Apple

#5 The Body Shop



How to find the middle ground for ethical
communication3

Green washing

marketing activities that make

people believe that a company
is doing more to protect

environment than it really is

Green blaming

Communicate with extreme

codes based on guilt and 
anxiety

Middle ground

Real “Nobody is perfect when it comes to environment”

Practical “Here’s what you can do”

Empathetic “Let me help you”

Local “Control what you can control”



Responsible brands:
challenges, iniatives & insights 

1
Consumers expect media 

publishers to takle the 

sustainability topic with their

content 

On the front end by pushing 

more sustainability related

topics in their programming

In the back end by limiting the 

environmental impact in 

production & distribution

2
Consumption habits are due 

to evolve to limit the global 

environmental impact

However behaviours are not 

evolving in a similar direction 

country to country, noticing

local specificities is key to 

draw a strategy

Brands that are able to 

innovate in the right direction 

will be able to enlarge their

customer base in the future

3
Advertising on sustainability is

a tricky topic, hard to 

perceive for the consumers

Dedicated advertising formats 

can help brands to find the 

right tone to address the issue 

in their ads

The media industry is due to 

propose more suited solutions 

in the future for brands willing

to take the step




