PURPOSE
MARKETING
Moving away from a celebration of intent to
measurement of real societal outcomes

Purpose Marketing

INTRODUCTION
With a growing segment of consumers
requesting purposeful brands, a workforce
that prioritises jobs with a purpose, and
a United Nations framework encouraging
organisations to act differently, it is no
surprise that agencies and their clients now
produce a significant amount of content
that have positive societal outcomes.
As the marketing and advertising industry
moves towards more purpose-driven content,
prestigious industry awards such as The
Cannes Lions are increasingly rewarding
campaigns that enable positive change.
Producing more purposeful content should,
in theory, deliver positive results for both the
organisation and for society. However, in the
current agency model of working, we are only
partially understanding the societal effectiveness
of this content, as agencies and clients alike
are not always attempting to measure how
marketing makes a positive contribution on
society. And without this outcome evaluation,
there is no proof that the industry, and the
brands it represents through marketing, are
making a positive difference.
Unless the industry starts embedding
measurement of societal KPIs, purposeful
campaigns are essentially based on
unsupported claims, potentially undermining the
performance and reputation of the company,
and pose a risk of further eroding trust in the
marketing and advertising industry.

This piece of research aims to shed light on the
extent to which companies with award winning
campaigns measure societal/environmental
effectiveness, and provides a check list to
encourage an open discussion between
clients and agencies around the successful
management of purposeful campaigns, how
to set up relevant KPIs and how to accurately
measure societal outcomes.
The motivation for writing this research is
driven by Dentsu Aegis Network’s pro-active
role in society. As a digital economy business
we are increasingly taking steps to ensure we
live in a society that generates prosperity for
many, as opposed to wealth for a few, and
we have formally acknowledged society as a
key stakeholder in how we run our business.
By using our unique skills and capabilities as
marketers, we can tackle key challenges facing
the world today while also delivering on the
promise to build a digital economy that works
for everyone.
It is our intent to spark the difficult conversation
within the industry and with clients on societal
outcomes of marketing, and move towards a
world where we accurately measure how the
industry contributes.

Let the conversation begin.
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WHAT WE MEAN BY ‘PURPOSEFUL’

PART

one

Marketing and advertising is typically produced
to build a brand’s identity by communicating
certain values and aspirations among
consumers that will encourage them to buy
the product or service of the brand. Purpose
marketing is essentially based on the same
objectives, however, the communication
includes a clear positioning on certain issues
in society that the brand wants to change.

This could be marketing that promotes gender
equality, fights poverty, or campaigns to improve
the environment.
Purposeful marketing is communication where
the main message focuses on how the brand
wants positive change in society.

FINDINGS
A large share of corporate marketers have
realised the potential of purposeful marketing
as a lever to increase brand perception and
consumer preference, with an increase in the
number of purposeful campaigns being created
in the advertising industry as a result. This
increase in campaigns with societal focus is
also the evidence of senior leadership in a large
share of big businesses now actively focused on
contributing positively to society.
Even though more companies pursue the
ambition to be a force for good, there is
evidence that the purposeful campaigns,
and the way that societal effectiveness are
measured, are not serving the overall ambition to
have a positive impact effectively. In an analysis
of the past five years Cannes Lions award
winners, data shows that the industry does
not put sufficient effort into measuring societal
outcomes, but instead evaluate purposeful
campaigns using marketing metrics only.

The analysis shows that 60% of purposeful
campaigns are not evaluated on their societal
outcomes, with campaigns promoting diversity
and health issues standing out as those with
fewest relevant metrics.
With the quantitative analysis, the research
shares insights from interviews with industry
experts from within Dentsu Aegis Network,
to gain understanding behind the growth of
purposeful campaigns from inside the agency,
and why societal metrics are hard to find.
Finally, through showcasing purposeful
campaigns that include societal metrics in the
evaluation, we offer guidelines for effectively
measuring the strength of a campaign on
societal metrics, to push the industry towards a
better understanding on the societal outcomes
of purposeful advertising and marketing.
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1. THERE IS A CLEAR BUSINESS CASE FOR
PURPOSE MARKETING
Proactively investing in sustainability will positively influence
the overall perception of our brand/organisation
Today’s consumers are highly conscious
about what to expect from companies, which
product to trust and buy, and as such, the
business case for including a higher purpose
of any brand has become clearer for clients
and agencies. There is a substantial growth
opportunity for those who get it right—and
sustainable growth towards a more meaningful
brand perception that creates brand relevance
among consumers.
The business case has been proved by a
number of companies1,2—done in the right
way, brands that include purpose into their
consumer branding, grow faster by delivering
relevant content.
A 2017 Gyro research on sustainability among
corporates and agencies shows that the
driving force behind the focus on purpose
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is the company board and c-suite, who
are pro-actively changing the organisation
to be a force for good. And the marketing
teams are convinced about the business
case for creating purposeful campaigns:
54% of marketers believe that investing in
sustainability will positively influence the
overall perception of a brand/organisation.
As a reflection of the higher share of
purposeful campaigns in advertising,
prestigious industry awards have included
categories to recognise this great work. The
Cannes Lions now has a “Grand Prix For
Good” category, and purposeful categories
have also appeared in D&AD Impact Awards,
the Drum Awards and the Effie’s.

14% 32% 54%
disagree

neutral

agree
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INTERVIEW - THE INCREASE OF
PURPOSEFUL CAMPAIGNS
Sanjay Nazerali, Chief Strategy
Officer, Carat Global

Why has societal good become a focus
among corporates?
It has become more business-critical to
demonstrate societal contribution. While it
used to be down to CSR, it’s now become
central to business performance. The reason
is digital: increased transparency has made it
is much easier for consumers to discover bad
labour practices or environmental issues, and
consumers – particularly younger ones - don’t
approve of such behaviour. Hence, corporates
are put into a situation where they have to
clean up their own act to avoid being at risk,
and therefore they are increasingly more
purpose driven.

Do you believe purposefulness is a fad
or long-term trend?

Fundamentally, corporates are about delivering
sustainable shareholder value, and as such,
the success of purposeful campaigns is
contingent on consumers requesting it. It’s
clear that some consumers today are shifting
towards greater purposefulness, higher values
and sustainability. This is particularly true to
younger segments Millennials and Generation
Z. Given the sheer visibility of corporate
misdemeanour, I think this will become part
of their identity, rather than a fad. That said,
if purposefulness comes at a cost, then let’s
keep an eye on the economy. In a recession,
I’m not sure whether Millennials will pay a
premium for purpose.

Do you think consumers expect to
see the actual, societal impacts of
purposeful campaigns?

I really hope so, but I expect not, unless it’s a
societal campaign they particularly care about.
What’s more important is that consumer
groups, NGOs and journalists in particular will
have the potential to hold corporates to their
word. Brands are only a critical article and
three tweets away from a trust crisis, so it will
genuinely pay for them to keep their word.
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Should agencies or clients go first
in implementing more societal
evaluation metrics?

Agencies should definitely be in the front
seat. They are perfectly positioned in the
intersection between clients and society,
brands and consumers. Particularly in a
data-driven economy, agencies are the first
to spot consumer trends and to help clients
to adapt accordingly. What this means is that
agencies need to develop better evaluation
metrics for purposeful campaigns. We’re
good at attributing ROI to digital channels, but
what about attributing ROI or brand strength
to purposefulness? Industry must learn from
the charity sector on how to measure societal
impact. The charity/NGO sector are years
ahead of agencies on behavioural change
measurement, simply because there is an
onus on measuring societal outcomes of
the funding received from governmental and
private donors.

If a client requests a campaign to
promote diversity, should an agency
ensure diversity among staff producing
the content?

Yes of course, agencies should be the
facilitators of change, and especially Dentsu
Aegis, since we are vocal about our role in
society. Specifically on diversity, it’s going
to be increasingly important to focus not on
outputs, such as gender diversity percentages,
but on the outcomes. I would welcome audits
which assess the real impacts of increased
diversity. Does it make the organisation more
open and/or more creative? Does it attract
better candidates? Does it reduce staff
turnover? Does it decrease the gender
pay gap?

ADVERTISING IS
BECOMING A
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2. FEW PURPOSEFUL CAMPAIGNS MEASURE
SOCIETAL EFFECTIVENESS

NUMBER OF PURPOSEFUL
CAMPAIGN WINNERS
100

It could be concluded that the advertising
industry is becoming a force for good in
society, since it increasingly produces
purposeful content on behalf of clients.
However, to draw that conclusion, the societal
outcomes of these campaigns must first
be proven, and herein lies a real challenge:
Measurement of a campaign’s societal
outcomes is not an agency expertise!
In fact, when reviewing the entered work
in prestigious, global awards, there is an
indication that the societal outcomes are not
fully considered when assessing the success
of the campaign. For example:
• During the Cannes Festival in 2016, the app
“I Sea” was awarded for its philanthropic
objective to use technology to save refugees
from drowning. After the festival, though, it
was quickly removed from the Apple Store,
as it was criticised as a fake app, which
used a set number of images instead of live

images of the oceans. The innovative idea
was awarded, however there was absolutely
no outcome measures to justify if and how it
actually helped refugees.
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• In 2017, the BIMA Awards chose not to
shortlist any entry in the category “Data with
Conscience”, a category that looked at how
digital campaigns have improved people’s
life. A telling decision – there simply was not a
single entry capturing the societal outcomes
of their campaigns sufficiently accurate.
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A few hand-picked examples obviously do not
constitute a solid conclusion. A more thorough
analysis of award entries must be conducted
for insights on the effectiveness measurement
of purposeful campaigns.
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It is important to note that charities, NGOs and
Governmental institutions play an instrumental
part of these positive statistics. Non-corporate
organisations have been the creators of the
majority of winning entries for a long time,
through effective and innovative campaigns
for justice, for health and for awareness raising
of the world’s challenges. However, in 2017,

corporate organisations have taken the lead
in creating purposeful campaigns! Both in
terms of the absolute numbers and relative
percentages, corporates are now creating
more award-winning work with a higher
purpose, compared to non-corporates, as
illustrated below.

Corporate purpose campaign winners

A REVIEW OF AWARD WINNING CAMPAIGNS AT THE CANNES FESTIVAL
OF CREATIVITY, WITH A FOCUS ON PURPOSE
In the world of marketing and advertising,
the biggest stage of acknowledgement is the
annual Cannes Festival of Creativity, where the
best, most progressive work in the industry is
awarded the prestigious Cannes Gold & Grand
Prix Lions. We have chosen to review the
winning entries over a five-year period, 20132017, to take stock on the development of
purposeful campaigns, and more importantly,
to gain insights on the degree to which
these purposeful campaigns are sufficiently
measuring their societal outcomes of the
causes addressed.

Purposeful campaigns have been a large part
of the winning entries at Cannes during the
past five years, taking home 29% of the Grand
Prix or Gold Lions in the previous four years,
with a significant increase in 2017, where
nearly 50% of the awards were handed to
purposeful campaigns.
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CLOSER ANALYSIS OF THE

Corporate
AWARD WINNE RS

The organisations have definitely shown
initiative to actively respond to the global
challenges we all face, and it is worth delving
deeper into their winning campaigns with
a clear purpose, to examine whether any
attempts to measure the societal effectiveness
of the adopted causes in their business were
made. The decision to omit non-corporates
from this analysis is made on the basis of
the nature of these organisations. NGOs
and governmental institutions have positive
societal outcomes in their organisational
mission, with multiple campaigns raising
awareness or encourage action. As such,
it becomes difficult to assess individual

campaigns effectiveness, since each campaign
is part of a bigger marketing framework, all
supporting the purpose of the organisation.
Across the five-year period analysed, there
is a total of 84 unique corporate, purposeful
campaigns, and there is a clear set of
preferred causes that businesses adopt.
As illustrated below, purposeful campaigns
around the topics of Environment, Diversity,
Health and Social welfare make up 70% of all
winning entries.

2013-2017 causes supported by corporates.
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HAS

ANY

40%

IMPACT
BEEN

MEASURED
SOCIETAL IMPACT

MADE?

The conclusion that corporates are increasingly
becoming purposeful in their communication
can be drawn from the analysis so far.
However, the essential next question is if any
lasting outcome on society is achieved – have
people become more environmentally friendly?
Is the world more inclusive and has public
health increased off the back of an executed
campaign or innovations?
To answer those questions in a simple way,
based on the data available, well we don’t
really know! Rather surprisingly, only 40% of
those corporates who communicate a purpose
alongside the focus on selling products and
building brands, are attempting to measure
what the actual outcome on society is, whilst
60% of the campaigns have not included

any metrics to comfortably measure what the
campaign set out to change.
One could argue that awareness raising
on a specific purpose is enough for these
companies, and that we can safely assume
that advocacy for a fairer, sustainable world
will automatically have positive effects in
the long term. In that respect, purposeful
marketing can take longer to deliver a
meaningful impact, which is not necessarily
assessed in an award that runs on an annual
cycle. However, we would argue that people
are too smart for these assumptions, and
will identify it as corporate greenwashing, if
businesses are not showing any evidence of
actually improving society, even on short term.

60%

NO MEASURED
SOCIETAL IMPACT
2013 - 2017 Society metrics included from corporate
purposeful campaign winners
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The lack of societal effectiveness measures
varies depending on the causes adopted. When
analysing where social outcomes are measured
and not, it becomes clear that all fundraising
(or “cause-related marketing”) campaigns
have been measured, as an actual fundraising
results is straightforward to measure. Likewise,
the majority of environmental campaigns have
ensured measurement of the actual benefits
to society, be it less CO2 emissions or lower
waste generation.

a wide range of companies talking about the
need to have equal pay, respect for the LBGT
community or promoting self-respect among
women. Still, according to the winning entries
in Cannes, few make an attempt at measuring
whether or not it moved society in the right
direction. We argue that this is an issue – if this
is genuinely a company’s purpose, why not
show what is actually achieved?

At the other end of the scale, most campaigns
that champion diversity have no societal
metrics. Along with gender equality, we see

2013 - 2017 percentage of purpose campaigns
with societal metrics per causes supported
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0%

0%

7% 29% 38% 40% 50% 63% 100%

90%
80%

AWARDING INTENT OVER IMPACT
No one, arguably, reacts negatively to the
significant increase of companies with a
purpose. The fact that more than half of
the Lions winners in 2017 were purposeful
campaigns (non-corporate winners included),
is testimony to a corporate vision that is
focussed on being a force for good.
We believe that one explanation for the
missing effectiveness measures among
award winning campaigns is that it is unclear
what should be awarded; great creativity for
a purposeful cause, or measured positive
impact from marketing that does not appear
creatively outstanding. Ideally both creativity
and impact should be assessed, however,
data in this research shows that creativity
and innovation are prioritised over actual
effectiveness on the world around us. It is
definitely the zeitgeist of today’s world to
bring more purpose into businesses, and
in this environment, a working prototype of
a product to improve health, or supporting

the LBGT community in a single campaign
effort, becomes sufficiently worthy to win the
industry’s biggest awards.
In a short-term view, creativity and innovation
applied to create positive change should
be recognised for the future potential
benefits, but there is an inherent risk in
the trustworthiness of these innovations
and the companies behind them, if we as
an industry award purposefulness on the
basis of goodwill instead of effectiveness.
Therefore, it’s essential for companies to start
measuring their campaign effectiveness on
society, if they are to maintain, or in some
cases rebuild, trust among their consumers.
This may imply a change to the methodology
of assessing purpose marketing entries, to
include a longer-term view to accommodate
the notion that purpose marketing takes
longer to have real impact.
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Trust in All Four Institutions Declines
Percent trust in the four institutions of Government,
business, media and NGOs, 2016 vs. 2017
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Note: The unique amounts of purposeful campaigns in the categories Poverty,
Refugees and Social Justice are low, affecting the ability to draw definite
conclusions for those categories individually.

PURPOSE AS BRAND POSITIONING
A hypothesis for why purposeful corporates
do not measure societal effectiveness is that
the cause supported is chosen primarily as
a strategic brand positioning. As such, a
company’s purpose is based on consumer
insights justifying that there is an economic
growth opportunity in adopting a worthy
cause, thereby increasing consumer spending
or attracting new segments to the brand.
Likewise, a purpose may be adopted to
enhance the attractiveness of the company
among existing and future staff, with the
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Trusted
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50%

Distrusted

objective to increase staff engagement, as the
perceived meaningfulness of working for the
company increases.
From a corporate and financial perspective,
these arguments make perfect sense.
However, choosing purpose from a brand
positioning perspective can only be a longterm success if the internal organisation
clearly reflects this positioning, working with
staff and other stakeholders to create societal
outcomes.

2017
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-2

-1

-5

-1

NGOs

Business

Media

Government

19

Purpose Marketing

INTERVIEW - WHY SOCIETAL METRICS
ARE HARD TO FIND
Mark Greenstreet, Chief Research
Officer, Dentsu Aegis Network

What campaign metrics are you able to measure
at Dentsu Aegis Network, when evaluating
effectiveness?

Communications effectiveness measures are clientled and very much focused on media and brand KPIs.
Clients have a range of techniques available. For most
campaigns this is about measuring the impact of brand
communications on what people do (e.g. click, search,
enquire, shop, buy), and what people think and feel (e.g.
Brand preference, image, equity, awareness etc). Dentsu
Aegis Network provides a range of solutions internally,
for example: D2D sales modelling; Adcelerate digital
attribution modelling; ICE (Integrated Communication
Evaluation) and others as well as working with clients own
third party measurement suppliers.
The focus for most of these campaigns is on Brands
and products rather than corporate image. However an
increasing number of clients the brand and the corporate
image are becoming much more entwined.
Government clients have long had a strong focus on
driving behavioural change for societal benefit through
communications, nudging people to change, with KPIs
and solid evaluation techniques to measure effectiveness
on society.

Do you attempt to measure purposeful
campaigns’ impact on society?

Yes where this is part of the campaign’s objective.
However, often the metrics that we are able to measure
are proxies to the actual societal benefit. Take an example
of a recycling campaign. Here, the societal effectiveness is
based on the change in recycling habits that the campaign
drove. It is difficult to prove the overall impact this change
in behaviour had on the environment as a whole, due to
the impact of so many other major environmental factors.

How should the industry improve, to better
understand advertising’s impact on society?

It is our responsibility to always strive to measure the
right things, and to accurately establish cause and effect.
Understanding the societal effectiveness of purposeful
campaigns is hard, choosing the best possible KPIs is as
important as the measurement method. There is a bank
of experience in measuring this for NGOs, charities and
governments, as Corporate entities increase their focus
on these type of campaigns we will apply those skills at a
bigger scale. A key driver will be improved understanding
of the benefits of purposeful campaigns on consumer
image, brand equity and purchase loyalty. There has been
a recent trend away from measuring longer term brand
metrics, towards short termism. Without the recognition of
the importance of long term effectiveness, it will be harder
to demonstrate the benefit of the societal outcomes.

Do you think clients are interested in
understanding the societal impacts of their
campaigns better?

A reasonable hypothesis is that corporates produce
purposeful campaigns to make consumers buy their
products and services. In that respect, it is important to
discover if people actually care about the purpose and the
societal outcomes, and if they like the brand more.
Lifting it up from products and profit, there is definitely a
recognition at board level that corporates must contribute
positively to society. The challenge here is that corporates
must change incentive structures internally, to prioritise
societal outcomes more than what is currently the case. If
a marketing team is incentivised purely on sales, it will be
difficult to see real societal outcomes quickly. However,
especially the younger generations are prioritising purpose
over profit, which should increases the demand for endresult measurement of purposeful campaigns.

THERE IS

MUCH TO
LEARN FROM

Ngos AND
s
e
i
t
i
char

There is much to learn from NGOs and charities, who
are entirely focused on outcomes, not only in terms of
societal measures, but also their strategic approaches.
These organisations explore the underlying structural or
behavioural barriers preventing the desired outcomes,
then build their communications strategy and societal KPIs
around these insights, which has the potential to have
higher outcomes, as they approach the fundamental issues.

20

21

Purpose Marketing

AGENCY TEAMS
HAVE A DE SIRE
TO WORK ON
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I would like to create more client campaigns that deliver
positive outcomes for society

8%

2%

DISAGREE

90%

NEUTRAL

CAMPAIGNS
The willingness to produce even more
purposeful campaigns is definitely there
among agency staff. In a Dentsu Aegis
Network internal opinion survey completed in
2017, to discover our client people’s attitudes
to purposeful campaigns, 90% said they
would like to create more campaigns with a
positive impact on society.
Yet only 24% mentioned that they talk to
clients about purposeful campaigns, primarily
because the pressure to deliver fast and the
focus of their KPIs on sales growth and cost
control. Such are the expectations of clients
and the embedded notions in our own metrics
that it does not come as a surprise that it
is difficult to develop and suggest ways to
measure the effectiveness of purposeful
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AGREE

The primary focus areas in client work

campaigns, as these KPIs fall outside this
very short-term focussed sales and costs
focussed framework.
With the assumption that purposeful
corporates is a growing trend in society,
we must up our game as an industry, to be
better at including and measuring societal
effectiveness whenever supporting a specific
cause. This can be done by including
conversations around purpose into client
contracts, or by setting aside research budget
to measure the outcomes on society from
purposeful campaigns, but what can and
should actually be measured? In Part Two, we
have provided a check-list to help get those
conversations started.

86%

87%

96%

Clients are mainly
focussed on costs

Clients are mainly
focussed on sales

Clients expect me
to deliver fast

23

Purpose Marketing

SO, WHAT HAVE

?
D
E
N
R
A
E
L
WE

In the digital economy, brands operate in a
market of near-complete transparency that
has driven the focus on the extent to which
businesses have a positive impact on society,
and whether they behave ethically and fair.
Senior leadership in many large companies are
actively working on creating positive change,
and marketers have realised the potential
of actively communicating brands’ positive
outcomes on society as an effective way to
better brand perceptions and business growth,
and as a result there has been a significant
increase in purposeful campaigns in the
marketing & advertising industry.
These purposeful campaigns are successfully
winning awards – at the 2017 Cannes Festival
of Creativity, 47% of all Gold and Grand
Prix winners were purpose campaigns that
supported a societal cause such as diversity,
health or environmental advancements.
When reviewing the purposeful winning entries
from the Cannes Festival, it becomes clear
that businesses do not measure societal
effectiveness accurately enough, or ignores
societal outcomes completely. This leaves the
impression that the marketing & advertising
industry celebrates innovations & intent over
actual, positive outcomes for society.
We strongly believe that agencies must
start measuring purposeful campaigns
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appropriately, for an improved understanding
of the benefits of purposeful campaigns
on not just consumer image, brand equity
and purchase loyalty, but also the societal
outcomes achieved.
To advance the effectiveness measurement,
the industry must first reverse the recent
trend away from measuring longer term brand
metrics, towards short termism. Without the
recognition of the importance of long term
effectiveness, it will be harder to demonstrate
the benefit of the societal outcomes.
Additionally, agencies should ensure that
discussions on KPIs and desired societal
outcomes are central, whenever receiving
purposeful campaign briefs from clients.
In the current client-agency environment,
these crucial discussions are trumped by the
pressure to deliver on sales and growth KPIs.
This research has highlighted that the industry
is increasingly focused on being a force for
good, but that intent is celebrated over impact.
Perhaps this is sufficient, perhaps purpose
marketing is better than nothing, despite the
missing effectiveness measures? And can
we realistically expect advertising to change
the world? The industry definitely has the
potential, but it is up to each and every one of
us to ensure that change happens.

Purpose Marketing

PART TWO - TOOLKIT
THE PURPOSEFUL CHECK-LIST FOR AGENCIES

26

In an attempt to put measurement metrics on
the agenda between clients and their agencies,
we have constructed The Purposeful CheckList that includes the essential components
in the management of a purposeful campaign
brief, with the ambition that important
conversations are happening throughout the
process, from producing the content to the
measurement of societal effectiveness.

The check-list is primarily a tool to spark the
right discussions when handling purposeful
campaigns, and as such, there is no set
threshold for when a campaign is not
considered effectively evaluated. Additionally,
every campaign will inevitably be unique and
may require additional KPIs, and in some
instances not all parts of the check-list will be
relevant for the specific campaign.

Importantly, the check-list includes aspects of
the inputs (client briefing, content production
and people) for a purposeful campaign,
as this is where KPIs must be agreed,
measurement methodology decided and
investment for proper evaluation secured.

That said, in the context of this report, we
encourage clients and agencies to use this tool
to discuss and agree on societal KPIs and how
to measure those, as a minimum aspiration.

INPUTS

YES/
NO

OUTPUTS

YES/
NO

IMPACTS

Is the campaign solving a
societal issue?

Does the campaign reflect
gender equality?

Are results measured for
societal KPIs?

Have societal KPIs been
included in the brief?

Does the campaign
reflect diversity?

Are the campaign
effectiveness isolated
through attribution
modelling?

Is there an agreed
methodology for measuring
the purpose effectiveness

Does the campaign avoid
exploiting vulnerable
audiences?

For environmental
campaigns: Are claimed
behaviour changes
translated to environmental
impacts?

Has research budget been
set aside for measuring the
purpose effectiveness?

Does the campaign avoid
communicating prejudice?

Has the campaign
increased trust in the
corporate brand?

Is the campaign produced
by a diverse team?

Does the campaign avoid
communicating fear, hate
and exclusion?

Has the carbon footprint
of production been
calculated? (measured with
ALBERT5)

Is client transparency
secured for campaign
placements?

YES/
NO
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In this last section of the report are two case
studies – both from governmental organisations
– that have effectively measured the societal
effectiveness of campaigns, included in this
report to inspire clients and agencies to make
societal metrics the norm for purposeful
campaign evaluations.
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CASE STUDY - CLIMATE CHANGE:
MAKING IT
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In 2016, The Scottish Government launched a
climate change campaign, with the objective
to persuade citizens to actively change
behaviours, helping Scotland meet its 2020
carbon emissions target. Three behaviours
were identified as being the ones the target
audience had the greatest propensity to adopt
and the objectives were based on these, with
a clear focus in the brief on the actual CO2
savings achieved on the back of the campaign:

1. Increase number of adults who wash
clothes at 30 degrees
2. Increase number of adults who turn
the thermostat down by 1 degree
3. Increase number of adults who
waste less food
The identified audience segments, who were
most likely to adopt behaviours, all had one
thing in common - they were all recycling and
thinking that was enough. In summary, the
campaign needed to persuade a deflective

audience to listen and actively change specific
behaviours to help meet Scotland’s carbon
emission targets. We needed to demonstrate
that each individual action is valuable and
relevant to them. The focus was therefore to
deliver media moments both big and small:
BIG media moments through mass market
channels to capture attention at scale and act
as a rallying cry. SMALL one-to-one personally
relevant messaging to show how they can
make a difference.
A movie trailer type adverts was created,
named ‘Saving the world isn’t just for the
movies’, featuring an action hero making
extraordinary efforts to undertake specific
greener behaviours. This ‘movie trailer’ was
at the heart of the ‘big media moments’,
persuading the target audience to watch an ad
they were likely to deflect and to demonstrate
that each individual action is valuable and
relevant to them.

EFFECTIVENESS
88%

saw the activity

21impressions
MILLION
152,000
clicks

541,931
video views

59,405
landings

7.1
tonnes CO2 reduction
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The campaign delivered impressive results.
Overall, 88% saw the activity, and the digital
activity delivered 21 million impressions,
152,000 click, 541,931 video views and
59,405 landings on the Greener website.
Cautious carbon emissions estimations
suggest that the campaign reduced Scotland’s
annual carbon emissions by 7.1 tonnes,
contributing to the achievement that Scotland
T
exceeded its ambitious 42% carbon emissions
reduction target in advance of 2020.
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CASE STUDY -

N
A
C
L
R
I
#THISG

Sport England launched the campaign ”This
Girl Can” in 2015, with a new approach to get
women exercising, as nearly 2 million fewer
women than men exercise regularly. The goal
was to talk to women on an individual level,
in order to encourage behavioural change
and better health, with a strong focus on
measuring the societal effectiveness in the
target group as a result of the campaign..
The critical insight was that the unifying
barrier standing between women and
exercise was the fear of judgement. ‘This
Girl Can’ set out to celebrate the fact that
women come in all shapes and sizes, and
all levels of ability, through tailoring the most
relevant messages to women’s differing
circumstances and environment.
Big, bold and public media was deployed to
drive mass awareness of the campaign launch,
with content running in prime TV, Cinema,
Outdoor and a YouTube takeover.

In tandem, highly targeted, personal media to
inspire and speak to women in relevant places
where they could carry on the conversation
and build momentum of the campaign
together. The targeted media was digitally
centred on engaging individual women in the
most relevant and personal way. Different
female segments behaved and interacted with
digital content in different ways and across
different devices. Paid search was constantly
optimised to react to the developing social
conversation, and re-targeting delivered
relevant, multiple messaging.
The social media strategy and video content
was tailored to cater for different audiences
contextually, e.g. targeting “Kelly vs. Mummy”
content towards Mums in relevant blogs
and social environments - which delivered
incredible engagement levels that significantly
outperformed industry benchmarks.

EFFECTIVENESS
GOOGLE

Hot Trends

TOP 12

Trending Searches

29 MILLION

views online

265,000

fans on Facebook

72,000

Twitter followers

1,5 MILLION

social interactions

98%
positive social sentiment
24%

engagement rate

4.2%

CTR on Facebook

This Girl Can has received an overwhelmingly
positive response. At launch it trended on
Twitter, made it into Google’s Hot Trends and
Top 12 Trending Searches.
Over 29 million views online, +265,000 fans on
Facebook, +72,000 Twitter followers with
1,5 million social interactions and a heartwarming 98% positive social sentiment.
Incredible Paid Social results, with up to 24%
engagement rate and 4.2% CTR on Facebook.
The campaign genuinely created behavioural
change and inspired women to make a
positive difference to their lives. As a result
of the campaign, 1.6m women have started
exercising, and moreover, the number of
women playing sport and being active is
increasing faster than the number of men.

1.6M

women started exercising
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NOTES
1) Unilever study: “Report shows
a third of consumers prefer
sustainable brands”
2) Fast Company Article: How
Patagonia’s New CEO Is
Increasing Profits While Trying
To Save The World
3) The Guardian article: “Refugee
rescue app pulled from App
Store after it is outed as fake
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4) bimaawards.com
5) ALBERT exists to support the
UK production and broadcast
industry’s transition to
environmental sustainability,
working in collaboration to
accelerate the adoption of best
practice. http://wearealbert.org/

