
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





DATA
W. Edwards Deming



OUR
“INCONVENIENT 

TRUTH”



ONLY 

1 OUT OF 10 
CAMPAIGNS WITH A SUSTAINABILITY 

MESSAGE IS PERCEIVED AS

CREDIBLE
Navigating the credibility gap, Bubka, 2021



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
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Your radio commercial High credibility benchmark

DETECTING THE BIGGEST GAPS 
= YOUR POTENTIAL FOR GROWTH

= gap

= biggest 
gaps



Var empowers advertisers to 
communicate sustainability 

effectively using the Positive Impact 
Barometer for a brighter future.



WHY THIS 
CASE IS 
WORTH 

AN 
AWARD



… NOTHING ELSE MATTERS


