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SOCIALLY CONSCIOUS
CONSUMPTION

Brands, you need to listen to the conscious consumer of the future.
Audiences are waking up to the knowledge that individual action alone will
not be enough, and they are placing increasing demand on brands to step
up and help pave the way for our transition to a more sustainable future.
Globally, approximately 50% of people have a strong desire to change their
lifestyle, but only 25% have made major changes in the past year to do so.
Most people want to be more sustainable, but they either find it hard or feel
like they must make a sacrifice, creating an uncomfortable gap between
values and action. This means brands have a significant opportunity to
focus on making it easier for customers to ‘do good’ and choose more
sustainable products and services.

DESIRE TO CHANGE vs CHANGES MADE TO LIFESTYLE

Desire to change lifestyle to be more …

Changes made in the past year to be more …

61%
50%
31%

Healthy

47%
25%

24%

Environmentally friendly

Helpful to others

Source: Globescan. Average of 27 markets, 2020.

AFTER DECADES OF EXPANSIONISM,
WE ARE CONTRACTING, REGROUPING, RECONSIDERING
AND REFOCUSING WHAT’S IMPORTANT TO US.
Abi Buller, The Future Laboratory

#ConsciousConsumption
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MINOR FIGURES, MAJOR IMPACT
When it comes to our planet, we are milking it. With the dairy and livestock industry responsible for
14.5% of global greenhouse gases – isn’t it time we switched to alternative milk in our morning brew?

+6.8%

growth in the Australian ‘alternative milk’
industry in the last five years, worth $316m.
Source: IBISWorld, Soy and Almond Milk Production in Australia, 2020.

Cult milk brand, Minor Figures has teamed up with JCDecaux to signpost their Oat M*lk to
the masses. Leading with a suburb speciﬁc strategy, the brand connects with young
urbanites on the streets with JCDecaux’s unique Large Format and P40 network, coupled
with targeted StreetTalk to impact where it counts.
The crème de la crème, is this 100% plant-based brand is also carbon neutral and
committed to making a positive impact now, and in the future.

FELIX GIVES
THE TELCO
CATEGORY
THE GREEN
TREE-TMENT

Environmental sustainability
hasn’t typically been associated
with the telco industry.
In a true sign of the times that highlights how mainstream
and in-demand sustainable consumption has become, this
is set to change. Felix Mobile is revolutionising the category,
o ering Australia’s ﬁrst carbon neutral phone plan powered
by renewable energy. And if that wasn’t enough to appeal
to sustainably-minded consumers, they have also
committed to planting a tree each month for every single
customer that holds an active subscription.
To launch into market, Felix utilised a combination of
JCDecaux Street Furniture, Rail and Transit formats to
drive awareness and increase consideration among
environmentally conscious Australians.

With 71% of Australians agreeing
that Australia should be a world
leader on climate action
and 68% agreeing that Australia should have a target of
net-zero emissions by 2050, there’s never been a better
time to go green.

Source: Australia Institute’s Climate
of the Nation report, 2020

POWER TO THE POOPERS
40% of the global population (2 billion people) don’t have access to
a toilet, meaning that 300,000 children under ﬁve die every year
from diarrhoeal diseases caused by poor water and sanitation. That’s
almost 800 children per day, or one child every two minutes.
Aside from loving funny toilet jokes, that’s why Who Gives a Crap
exists. They donate 50% of proﬁts to help build toilets because they
believe access to a safe, digniﬁed loo is a basic human right. Since
2013 they’ve donated over $8.3m to help provide sanitation for
those 2 billion people in need. Now that’s a lot of toilets!
Who Gives a Crap’s quirky, comic and somewhat risqué campaign
uses JCDecaux Large Format, Transit and Street Furniture
throughout targeted Melbourne locations to drive brand awareness
and ultimately acquire new customers.

“The biggest lesson
I have learned is
that doing good is
good business.”
Simon Gri ths

Who Gives a Crap Co-Founder and CEO

Watch video

RISE UP WITH SELF LOVE
Everyone at some point in their lives has
experienced feelings of self doubt. A “worldwide self
love crisis” has been identified by The Body Shop,
resulting from a global study into the subject.
Self doubt levels have recently reached crisis point with nearly 1 in 2 people feeling
more self doubt than self love.
The Body Shop’s original purpose-driven DNA shines bright, having launched a global
movement in a bid to e ect positive change, empowering people to start their own
self love journey. Any act of self love is a direct act of rebellion against a culture that
wants us to feel self doubt. The Body Shop’s energetic and wildly unique campaign
cuts through on the streets, with JCDecaux Street Furniture and Large Format
bringing to life powerfully vibrant, expressive and diverse messaging.

THE GATEWAY TO
A BETTER BANK CARD
Have you ever thought about how much plastic you carry around in your wallet? Even the most
sustainable of eco warriors pays for things on their plastic bank card. In a revolutionary ﬁrst for
an Australian bank, Sydney-based mutual bank Gateway has launched

the first plant-based debit card.
Created from fermented plant starch it is also
produced using 65% less energy than a conventional
plastic card and contains no toxins.
An important launch message such as this one needed to go far and wide, so in their ﬁrst ever
Out-of-Home campaign, JCDecaux Transit and Cross Track were selected to generate coste ective brand awareness and reach, informing existing customers of the change to the card in
their pocket, as well as drive new customers to switch to a genuinely sustainable bank.

SUSTAINABLE SOLUTIONS
OFFER A CLEAR OPPORTUNITY
FOR BRAND GROWTH
We know that there is growth coming from sectors and brands who are ahead here, and part of that is down to
the impact sustainability has on the bottom line – 77% of corporate product and retail organisations indicate
that sustainability leads to increases in customer loyalty, while 63% say it increases revenue. To truly win
with the conscious consumer (which remember, most of us want to be) brands need to consider:
Source: WARC

INCLUSIVITY

EDUCATION

AUTHENTICITY

INSIDE OUT

What are the barriers
that stop people from
making the most
sustainable choice with
your brand or category?

How can you make it
easy for people to
recognise and therefore
make the more
sustainable choice?

Are you willing to be
honest about what you
are doing as a brand
and where your ‘areas
to work on’ are?

Are you working with your
conscious employees to
identify areas to improve
business practices from
within your organisation?

WOOLIES MEANS BUSINESS WHEN
IT COMES TO SUSTAINABLE
BUSINESS PRACTICES
Who would have thought that the well-known idiom ‘reduce, reuse, recycle’
could be applied to the bananas you ﬁnd at your local Woolworths?

Well, it’s just one of the sustainable initiatives that the supermarket giant is rolling out at a local
level as they turn overripe bananas into banana bread, in addition to recyclable and compostable
packaging on Own Brand products, and reducing the number of bags in circulation.
A recent article by Beau River in Forbes tells us “consumers, investors and auditing bodies are less
inclined to accept disingenuous messaging around sustainability,” so it’s critical for brands like
Woolworths to use mediums that build trust in their sustainable commitments. They recently
partnered with JCDecaux to broadcast their sustainable solutions across the Street Furniture
network, using high impact and frequency to build trust and credibility.

JCDECAUX AT THE
HEART OF COMMUNITY
Like our audiences, JCDecaux employees want
to work for a business that is doing its part to
create a more sustainable future. We know our
clients and partners feel the same.
JCDecaux has set itself apart globally with true commitment to the environment, as the
ﬁrst Out-of-Home company to join RE100, a global leadership initiative for companies
committed to 100% renewable electricity. In Australia and across the world, JCDecaux will
source 100% of its electricity consumption from renewable electricity by 2022.
We have also established JCDecaux Heart, an initiative dedicated to harnessing the power
of our media channel to create positive social impact. From health and wellbeing, through
to communities and culture, as well as the lands on which we work, our commitment is to
create real and lasting social impact for the people and places where our signs can be
found. There are three pillars of focus for JCDecaux Heart’s social impact activities – to
promote health, reduce environmental impact and enrich urban communities – and we
support at least one major charity partner under each of these every year.
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