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Sustainability has been top of the agenda for several years now
and the eﬀects of the ongoing Covid-19 pandemic have served to
further underscore its importance.
Sustainability is ever-evolving and transcends categories,
geographies and generations. As our knowledge grows, consumer
concerns shift and industry conventions are challenged, the task
of communicating sustainability is also evolving at pace.
At the same time, a more expansive understanding of
sustainability has emerged: one that encompasses not only
environmental impact, but social responsibility, inclusivity and
equality. Consumers literate in topics such as the circular
economy and biodiversity increasingly dismiss the vague and
intangible as “greenwashing”.
While some brands are only just embarking upon their
sustainability journey, activist brands have been boldly leading
the charge for change. Wherever you might sit on the spectrum,
understanding how to eﬀectively communicate your sustainability
credentials is essential.
In this report, we draw on our wealth of experience working with
leading brands & retailers across the luxury, fashion, beauty and
automotive categories to identify the 5 guiding principles for
crafting sustainability communications that cut through.
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1. Craft an ownable
narrative
Gone are the days when a brand’s sustainability commitments were confined to pages of a CSR
report. Today, brands must craft sustainability stories that resonate on a deeper level. The bestin-class find an ownable emotional angle, getting to the heart of what is timely and relevant to
consumers - no mean feat when ethics and sentiment are ever-evolving.

UOMA BEAUTY - BEAUTIFUL UPRISING
The launch campaign for dynamic indie beauty
brand, UOMA Beauty, shone a light on the untold
story of Afropolitan Beauty, a radically inclusive
beauty culture that had never before been
championed on the global stage.
Narrated by UOMA’s founder, Sharon Chuter, and set
in her native Nigeria, we collaborated with talent of
African origin to create a bold and unapologetic
manifesto film that rejects homogenised beauty
standards in favour of celebrating individuality &
embracing one’s cultural identity.

S E P H O R A - T H E U N L I M I T E D P OW E R O F
BEAUTY
Sephora’s campaign explores the changing beauty
norms to underscore the brand’s commitment to
diversity and inclusivity. Rather than listing out the
retailer’s pledges and initiatives, the campaign tells
the story of a woman's relationship with her reflection
and beauty throughout the ages.
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1. Craft an ownable
narrative
B U C H E R E R - C E RT I F I E D P R E - OW N E D
Spring worked with the leading Swiss watch &
jewellery retailer on a cross-channel campaign to
promote its new certified pre-owned business.
Through primary research, we were able to
dimensionalise our understanding of the relationship
people have with a CPO watch.
This inspired our campaign: “Yours, to be continued” a narrative that gives the sense of buying into an ongoing story, subtly underscoring the role transactions
like these play in contributing to the circular economy
within watchmaking. It also appeals on an emotional
level, tapping into the individual memories and
dreams associated with the luxury good.

V O L Z H E N K A C AV I A R
Spring partnered with Volzhenka Caviar to bring to life
the unique story of how the family-owned business is and always has been - “wild at heart”.
Sharing unprecedented insight into the sustainable
production methods and practices that give Volzhenka
Caviar its distinctive wild taste: from milking, which
dispenses with the need to kill the fish, to the company’s
commitment to releasing more than 140 million fish back
into the Caspian Sea to date.
Highlighting Volzhenka’s centuries-old commitment to
protecting the biodiversity and circularity of the
Astrakhan sturgeon, as one of the only producers to keep
their fish in natural flowing waters: promoting healthier
fish, a better quality of life and cultivating the brand’s
uniquely wild calibre of caviar.

5 PRINCIPLES FOR CRAFTING COMPELLING SUSTAINABILITY COMMUNICATIONS

2. Keep it simple
& honest
Don’t over-estimate the eco-literacy of your audience or overwhelm with jargon that distracts
from the truth. Over-complicated and technical sustainability statements can alienate
consumers and – at worst - give rise to suspicion of green-washing. 86% of Americans believe
transparency from businesses is more important than ever before and 73% of consumers are
willing to pay more for products that guarantee total transparency (Sprout Social, 2018). In
short, it’s okay brands to be on a journey, the imperative is that they are honest about what they
have achieved to date and what they have yet to do.

LUMENE
Nordic people have a primal relationship with nature:
respecting and preserving its potency and wisdom is
ingrained in their culture. This is the foundation for
Finnish beauty brand Lumene’s approach to
sustainability and is at the forefront of its
communications.
Lumene have been pioneers of the circular economy
in beauty for 20+ years, sourcing the majority of
their potent Nordic ingredients from side-streams of
the food & forest industry that would otherwise
go to waste.
They practise the Finnish tradition of wild-crafting to
produce potent products with natural, vegan and
recyclable credentials.
Lumene are committed to achieving carbon-neutrality
by 2025 and share regular updates on their progress.
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2. Keep it simple
& honest

T H E B O DY S H O P
As part of The Body Shop’s extensive brand refresh in
2020, Spring worked to revisit the brand’s activist &
ethical roots and enhance The Body Shop’s online
oﬀering through a new eCommerce platform,
including an engaging editorial hub.
Reviving the brand’s down-to-earth and spirited tone
of voice, the editorial oﬀers accessible yet impactful
education about the brand’s potent natural products
and ethical practices.

REN SKINCARE
Spring worked with REN Skincare in 2015, a time when
the Clean Skincare category was experiencing rapid
growth and fragmentation.
REN Skincare has been committed to clean since its
establishment in 2000 but 15 years on, the space had
become crowded and confused. Spring worked
closely with the REN team to translate and codify
what clean meant to the brand, and do so in a way
that was relevant to consumers.
REN Skincare has gone on to pioneer a range of
initiatives inspired by its purpose: “Clean to skin, Clean
to planet” - from the beach-cleaning partnership with
the Surfrider Foundation to the innovative 100%
recycled bottle it has developed with TerraCycle.
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3. Partner with people
who share your values
& passion
Working closely with organisations and individuals that are already established in the
sustainability sphere can help brands by providing credentialing, accountability and authenticity.
Crucially, these collaborations don’t simply pay lip service to sustainability - they take action.

BREITLING SURFERS SQUAD X
O U T E R K N OW N
As part of Breitling’s ongoing “Squad on a Mission”
campaign, the leading watchmaker partnered with
members of the surfing elite: American Kelly Slater,
the most successful surfer of all time, and two
brilliantly talented Australian women, Stephanie
Gilmore and Sally Fitzgibbons.
Breitling’s Surfers Squad members reflect the dynamic
values of the brand: action, purpose, and pioneering
spirit. They also share in its commitment to
maintaining clean oceans and beaches.
At the heart of the Surfers’ Squad collaboration is a
partnership with Outerknown, the sustainable apparel
manufacturer co-founded by Kelly Slater.
Together, they introduced the first Outerknown
ECONYL® yarn NATO watch strap collection. The 18
ecologically responsible straps are crafted from
ECONYL® yarn, a material created from regenerated
nylon waste, one source of which is fishing nets from
the world’s oceans.
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3. Partner with people
who share your values
& passion

T I M B E R L A N D - N AT U R E N E E D S H E R O E S
Spring worked with Timberland to create a real and
tangible sustainable movement, powered by people.
We recruited a diverse cast of “Nature Heroes” to serve
as Brand Ambassadors and deliver an urgent and
simple message: Small Actions can make a Big Impact.
The 360° Nature Needs Heroes campaign brings
together a community of open-minded and multigenerational Changemakers including Dominique
Drakeford, an eco-conscious style advocate and
educator, Loyle Carner, a musician with a cause, Alice
Aedy, a photojournalist and green activist, Jack Harries,
a filmmaker for environmental awareness, Jorn
Wemmenhove, a changemaker for human and kind
cities and Yo Yang, an actor and supporter for ecoconscious projects.
Real people who devote their life to building a better
future for the environment and the people who live in
it: taking up a Timberland-led mission to plant 50
million trees by 2025 that consumers are also invited to
play a part in.
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4. Create symbols of
re-evaluation
Symbols of re-evaluation are an impactful way for a brand to cut through a consumer’s
autopilot and demand a reappraisal of both the brand itself and the category in general. As
such, they are particularly powerful when used by brands in categories not commonly known
for their environmental and ethical credentials such as denim and automotive. To succeed,
these symbols must be bold enough to cut through the noise and engaging enough to capture
even the most cynical consumer’s imagination. The best-in-class fete the launch of ongoing
sustainability platforms that brands commit to for the long run vs. a one-off stunt.

R E P L AY - R E - U S E D
Spring worked with the leading Italian denim
brand to create a campaign to launch its Re-Used
collection, a range of unisex products crafted
from eco-raw materials and a mix of reused or
recycled fibres.
The approach consists of recovering waste cotton
fibres lost in the spinning process and using it in the
new production cycle – thus creating CCS-certified
cotton. The recycled polyester is created from reused
PET bottles or other certified waste. Following a
careful process of collection, selection, washing and
sterilising, the caps and labels are removed and the
bottles are crushed into pellets which are respun into
new fibre elements.
A powerful symbol of re-evaluation in the traditionally
unsustainable denim category, Re-Used by Replay
gives denim a new life with a campaign showcasing
the collection’s environmental credentials and
desirable silhouettes.
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4. Create symbols of
re-evaluation
H Y U N DA I R E : ST Y L E
Hyundai’s Re:Style programme introduced an unlikely
collaboration between the automotive and fashion
industries, providing an innovative take on showcasing
sustainability credentials.
Whilst 90% of materials from the car scrapping process
are up-cycled or recycled, 10% still end up in landfill.
Seeing an opportunity to connect with a broader audience
of millennial consumers, the program explores new
creative uses for these waste materials, while demanding
a fresh look at Hyundai’s sustainability commitments.
Following a successful brand-run pilot in 2019, Spring was
tasked with elevating and expanding the program on a
global scale. Spring engaged a diverse group of six
conscious fashion designers - Richard Quinn, Public
School, Rosie Assoulin, Alighieri Jewellery, pushBUTTON
and E.L.V. DENIM - to recreate their signature pieces using
these up-cycled raw materials. The collection is not only a
symbol of re-evaluation changing perceptions of Hyundai,
but also challenges the preconception that clothing can’t
be both sustainable and desirable.
Available online at Selfridges, and in-store as part the
store’s Project Earth campaign, with all proceeds going to
the British Fashion Council’s Institute of Positive Fashion,
the unique limited collection presented up-cycled fashion
not just as a conceptual experiment, but as a sustainable,
commercially viable endeavour with a purpose.
A COVID-19 safe mix of IGTV live and intimate IRL
designer events, as well as influencer partnerships,
drove global conversation around the collection and their
unique origins.
Hyundai Re:Style was a great success, with a 250M global
reach, 31.8M social engagements and press accolades
including, “Hyundai Motor is solidifying its position as a
world-leading sustainable lifestyle brand.” – Elle.com
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5. Take a stand as an
activist brand
Nearly two-thirds (63%) of consumers globally prefer to purchase products and services from
companies that stand for a purpose that reflects their own values and beliefs, and will actively
avoid companies that don’t. (Accenture, 2018) While this serves as a compelling commercial
incentive for brands, the journey towards activist status takes long-term commitment, tangible
action, unfaltering honesty and a great deal of bravery. Brands that take a stand often start at
the product level, pioneering ethical and sustainable practices that challenge the category
status quo. As they build credibility, they create a platform to speak to issues and causes more
broadly, ultimately becoming a cultural activist in their own right.

PATA G O N I A
Patagonia has long been an environmentally
conscious and innovative brand. Key to its success has
been the ability to evolve its initiatives and
communications to ensure it stays relevant.
In 2011 it debuted the iconic Black Friday “Don’t Buy
This Jacket” campaign that encouraged people not to
indulge their rampant consumerism. This was
complemented by free reparation services in all its
stores. Today, the brand’s message is “Buy Less,
Demand More”, a call to arms to revolutionise the
ethical and environmental standards of the clothing
industry. Its “Worn Wear” platform supports the resale
of second-hand Patagonia gear.
In 2018, the brand cemented its activist status with a
new purpose-driven mission: “Patagonia is in business
to save our home planet.” In recent years it has gone
far beyond product, using its platform to take - not
only a stance - but legal action against the antienvironmental policies of the Trump administration.
The brand’s activism has created cultural currency
that has translated into commercial success: sales
quadrupled over the past decade and in 2019 it was
reported to have surpassed $1 billion.
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5 principles for crafting compelling
sustainability communications

1

Craft an ownable narrative

2

Keep it simple & honest

3

Partner with people who share your values and passion

4

Create symbols of re-evaluation

5

Take a stand as an activist brand
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Spring are offering a complimentary
consultation with one of our Experts
to discuss how you can create more
compelling sustainability
communications for your brand
To book your consultation, please contact
Anna.Gereg@springstudios.com

