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HOW COMMUNICATION CAN HELP 

US SHAPE THE FUTURE WE WANT 

TO SEE

Simona Azzolini 



THE TASK

FRAMING FOR 

HEARTS & 

MINDS

SOLUTIONS & 

STORYTELLING
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How to sell awesome 
products

THE TASK



MY CAREER DILEMMA
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SELL 

MORE 

STUFF

SAVE 

THE 

PLANET
&
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SELL 

LESS 

STUFF

SELL 

BETTER 

STUFF
&



KEEP DEGENERATING

More climate change

More plastic pollution

More water shortages

More air pollution

More social division

More poverty

START REGENERATING

Stable climate

Less pollution

Plentiful water

Clean air

Social harmony

Living incomes

Our choice



THINGS ARE 
MOVING
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Thousands of studies say that consumers want to buy sustainable 
products and live a more sustainable life. 

Source: The Economist Intelligence Unit, 2022, images: Business News Daily
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https://f.hubspotusercontent20.net/hubfs/4783129/An%20EcoWakening_Measuring%20awareness,%20engagement%20and%20action%20for%20nature_FINAL_MAY%202021%20(1).pdf?__hstc=130722960.ecb206528da823f5ba86141aa6e8eac6.1642377481532.1642377481532.1642377481532.1&__hssc=130722960.1.1642377481533&__hsfp=2719519617&hsCtaTracking=96a022a5-8be1-44ee-82fc-ced6164b8590%7C0c8892b7-4e13-464f-9b50-75e692c189ef
https://www.businessnewsdaily.com/15087-consumers-want-sustainable-products.html
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Sustainability is raising within the ranks and is now included in 
consumers’ choices…and consumers’ decision not to buy a brand.

Source: The Economist Intelligence Unit, 2022, images: Business News Daily

said they cared the most about 

the quality of a product when 

choosing a product to buy

said they cared the most about 

the price of a product when 

choosing a product to buy

health and 

safety

environmental 

impact

https://f.hubspotusercontent20.net/hubfs/4783129/An%20EcoWakening_Measuring%20awareness,%20engagement%20and%20action%20for%20nature_FINAL_MAY%202021%20(1).pdf?__hstc=130722960.ecb206528da823f5ba86141aa6e8eac6.1642377481532.1642377481532.1642377481532.1&__hssc=130722960.1.1642377481533&__hsfp=2719519617&hsCtaTracking=96a022a5-8be1-44ee-82fc-ced6164b8590%7C0c8892b7-4e13-464f-9b50-75e692c189ef
https://www.businessnewsdaily.com/15087-consumers-want-sustainable-products.html
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New studies are showing that the change in attitudes can be 
translated into actual purchase.

Retail sales growth (US, CAGR 2010-22, %)

PRODUCT WITHOUT ESG-RELATED CLAIMS

+1.7 %

PRODUCT WITH ESG-RELATED CLAIMS

Products that make 

environmental, social, and 

governance-related claims 

have achieved 

disproportionate growth

Source: Nielsen IQ – McKinsey, 2023

https://nielseniq.com/global/en/insights/report/2023/consumers-care-about-sustainability-and-back-it-up-with-their-wallets/


AWESOME, 
RIGHT?
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The need to inspire 
belief and audiences 
we need to reach

FRAMING FOR 
HEARTS & 
MINDS



15Source: Futerra, 2018

88% 
of consumers would like brands to 

help them lead a sustainable 
lifestyle

Consumers  believe that 

living more sustainably will 

make their lives better (not 

worse) —and they want 

brands’ help
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Today, we face a culture crisis–
not just a climate crisis

of young people think 
the world is doomed.

Source: Lancet Planetary Health 2021

56%



WHAT WE NEED TO 

DO
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We need a plot twist



OUR MIND



DISTANCE
DOOM
DISSONANCE
DENIAL
IDENTITY
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5 
main 
psychological 
barriers
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TO THISFROM THIS



Fear & Terror Anger & Rage Grief Confusion

Guilt

Pride

Apathy Frustration Defiance

Hostility Boredom Mistrust Exhaustion



WHO ARE WE 

TALKING TO?



Safety

Security

Saving

Success

Esteem

Fun

VisibilityEthics   

Exploration   

Innovation   

Activism

Source: Pat Dade, Cultural Dynamics

http://www.cultdyn.co.uk/valuesmodes2.html


Green 

Pioneer

55%

Brick 

Settler
10%

Gold 

Prospector

35%

Source: Futerra, Sustainable Lifestyles Survey May 2020

YOUR MIX?



LET’s SEE WHAT IT 

MEANS



On average, the Nest Learning  
Thermostat saves 10-12% on heating. 
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The key ingredients 
to drive change

SOLUTIONS & 
STORYTELLING



WHO DOES IT WELL



#1 
selling car 

in Europe
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$2B
Brand in 10 

years



+ 54% 
growth year on 
year
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CENTER ON 

BENEFIT



[ ]

Insight: 

Center on

benefits

How can we sell the 

benefits harder and 

stronger than the 

problem? 
FUNCTIONAL EMOTIONAL SOCIAL



[ ]
Sell function

Example: 
Seventh Gen Concentrate

People might not all 

be eco-minded so 

think about what else 

might appeal – we 

need buyers, not 

acolytes
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Example: 
Ikea Accidental Environmentalist

[ ]
Inject joy

Champion more 

humour, fun, and joy 

into a field historically 

(and currently) filled 

with messages of fear 

and despair?

 



44



Example: 
Stanley cup

Show virtue

Make sustainability a 

status symbol and 

accept and celebrate 

green living being 

something people 

notice

[ ]



THANK YOU
Mexico City

Arbol 45, San Angel

Ciudad de Mexico 01000

London

39 Tabernacle Street

London EC2A 4AA

New York

30 East 23rd St, 8th Floor

New York 10010

THANK YOU

©Futerra 2022 



TO CONCLUDE…
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We need 

better 

products
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And 

better 

stories 
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