
Positive impact barometer



WITH CONTINUING GREENHOUSE 
GAS EMISSIONS 

IT WILL GET WARMER



WE ARE NOT ON TRACK TO 
LIMIT WARMING TO 1.5°C 
OR EVEN 2.0°C



EVERY FRACTION OF 
WARMING INCREASES THE 

RISKS TO NATURE AND PEOPLE



WE HAVE FEASIBLE, 
EFFECTIVE OPTIONS 

AVAILABLE NOW



ACTING NOW WITH GREATER 
URGENCY WILL ENSURE WE 

DON’T MISS OUR CHANCE TO 
CREATE A MORE SUSTAINABLE 

AND JUST WORLD



NOW
HOW



Esso 
“Hoe sneller alles wordt, 
hoe meer brandstof we 
verspillen, daarom is het 

goed om zelf te vertragen. 
Tank. Je vindt rust. Bij Esso.”

Keytrade Bank 
“Investeer in je 

zwembad en in een 
betere wereld”

Econopolis
“Beleggen met een 

blik op de 
toekomst”



OUR
“INCONVENIENT 

TRUTH”



ONLY 

1 OUT OF 10 
CAMPAIGNS WITH A SUSTAINABILITY 

MESSAGE IS PERCEIVED AS

CREDIBLE
Navigating the credibility gap, Bubka, 2021



“THE BIGGEST MOTIVATING FACTOR 
FOR PEOPLE TO SWITCH FROM AN 
UNSUSTAINABLE PRODUCT TO A 

SUSTAINABLE ONE IS THE 
OF THE COMMUNICATION” 

Key insight of research on the effectiveness of sustainable communication 
Bubka & Prof. dr. Gino Verleye
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VRT Advertising

POSITIVE IMPACT 
BAROMETER



Honesty 0,37 Commitment 0,32

Urgency 0,1 Clarity 0,1

Shared Value 0,1

(70% of variance in scores is explained)
Standardized regression coefficient

BUILDING BLOCKS OF CREDIBILITY



WHEN WILL ADVERTISING CREATE  
SUSTAINABLE CONSUMPTION ?
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DETECTING THE BIGGEST GAPS 
= YOUR POTENTIAL FOR GROWTH

= gap

= biggest 
gaps





MORE WINDMILLS MORE SOLAR PANELS MORE
RECYCLING MORE FORESTS MORE OXYGEN 

MORE INCLUSION MORE CYCLING MORE
EQUALITY MORE CLIMATE ACTION MORE SUSTAINABLE 

INNOVATION MORE DIVERSITY…

MORE POSITIVE IMPACT



WHY THIS 
CASE IS 
WORTH 

AN 
AWARD



… NOTHING ELSE MATTERS


