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ONLY

1 OUT OF 10

CAMPAIGNS WITH A SUSTAINABILITY
MESSAGE IS PERCEIVED AS

CREDIBLE

Navigating the credibility gap, Bubka, 2021



BUILDING BLOCKS OF CREDIBILITY

Urgency Clarity
0,1 0,1

Shared Value 0,1

(70% of variance in scores is explained)

Standardized regression coefficient



DETECTING THE BIGGEST GAPS
= YOUR POTENTIAL FOR GROWTH
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