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SEGMENTING THE AUDIENCE – A FRAMEWORK
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THE BEHAVIOUR CHANGE JOURNEY

“it’s got nothing to do with us”
Mass communication 
to build awareness

UNAWARE

“interesting to see what Forster are doing”AWARE

Behaviour change interventions 
that address the barriers and 
use motivators

“we need to think about what we can do to tackle climate changeINTERESTED

“we have published our own net zero targets and our plan for 
achieving them”

Personalised communication to 
build a relationship and 
encourage ongoing 
involvement

PARTICIPATING

“We’re part of a movement of organisations aiming for net zero –
we want to see all organisations join us to do the same”

SUPPORTING
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ENGAGING STAFF, CLIENTS AND THE COMMUNITY
All seems too 

complicated and 
difficult to put in place

It’s easy for a 
business like yours

We ‘ll get undercut 
by competitors

Why are Forster 
talking to me 
about this?

Worried will be 
seen as “green”

Not concerned 
about our 

approach– don’t 
need to change

No immediate 
benefit to cutting 

carbon 

Don’t believe I can 
make a difference

The future is 
someone else’s 

problem

Don’t understand 
the difference it 

makes

Don’t think about 
it as part of what 

we do

It’s part of  
‘unconscious’ 
daily routine

Ignorant about the 
cost of being 

unssustainable

Offer examples and 
tools

Guidance, 
procurement

Sell the benefits in every day

Take the lead

Create peer pressure and 
support,make aspirational, 

incentivise

Ensure ‘why now’ is clear
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CREATING A FOCUS

Motivating – built on 
clear co-benefits and 
tackles barriers 

Distinctive – easy to 
recall, simple to 
understand, memorable 
and brand associated

True – authentic and fits 
with brand profile and 
ethos
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FINDING THE CORE INSIGHT

The Goldilocks Principle Save now, save later Stronger together

Time well spent Clever v stupid Sell the benefits

Do your bit Precious resource



OUR CALL TO ACTION
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Let’s champion climate positive



We chose to go beyond the emissions we 

produced to include our whole value chain 

and our wider community. 

It was greeted with cheers by many – and we 

are delighted that it has helped others to think 

differently about what they can do to address 

the climate emergency.

It was also met with gasps from a few in the 

PR and marketing industry, with some feeling 

we were being “too risky” by including our 

clients in our plans. 

A year on, with the impact of the Covid-19 

pandemic continuing to grow, we know with 

more certainty than ever that it is those who 

choose to do nothing who are risking everything. 

Even as we tackle the complexities of achieving 

our goals, our ambitions have grown and we 

want to take new action to ensure adaptation 

and mitigation measures support social justice 

and drive equality.

We are taking direct action over the things 

we can control and seeking to inspire change 

more broadly, so as before we are publishing 

our plan for others to see and use where helpful. 

We also want to learn and welcome the 

opportunity to talk and share. 2021 is about 

everyone choosing to lead by example.
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We carefully considered the 

GHG Protocols for Scope 1, 2 and 

3 emissions and explored how we 

can best accelerate change as a 

sustainability communications agency.

We recognised that we have a small 

carbon footprint as a business but significant 

leverage as a purchaser and a supplier.

Our Climate Positive Plan is built around 

our behaviour change expertise, strength 

as a UK B Corp, and partnership with 

progressive organisations. We are using 

all aspects of our business to encourage 

and inspire action.

As a result, our Plan focuses on ourselves, 

our clients and our community, each with 

different elements that we must address 

to become climate positive. 

We can control some of these directly 

and others we can influence. But they 

are all important.

https://compareyourfootprint.com/difference-scope-1-2-3-emissions
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Accelerate the 

process of reducing 

the carbon emissions 

and by March 2022, 

all our suppliers will 

be committed to 

achieving net zero.

Inspire and support 

our clients to tackle 

the climate emergency 

and by April 2023, all 

our clients will have 

publicly committed to 

cut their emissions.

Drive action with our 

team, our partners, 

and others around 

us – learning and 

sharing, talking 

and debating, 

campaigning and 

celebrating together.
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Carbon emissions we can directly control through 

purchasing decisions and changes to operation 

and behaviour.

Carbon emissions we can seek to influence through 

awareness, education, inspiration and creation of a 

movement for change.

Our office

– Energy

– Waste

– Supplies (eg food, paper, furniture)

Business travel

Services

– What we do

– Who we work with

Finances

– Our bank

– Our investments

Our team

– How they travel to work

– Home working

– Lifestyle choices

Our clients

– Their action to achieving net zero and beyond

Our community

– Where we work 

– B Corps across the world

– The communications industry
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– Electricity – using 100% renewable 

energy in the office which is measured 

and offset 

– Waste – recycling and minimising our 

office waste, measuring and offsetting 

everything we use

– Business travel – minimising travel 

outside London, incentivising walking 

and cycling, and measuring and offsetting 

travel that takes place

– ISO14001 since 2010

– Founding UK B Corp in 2015

– Carbon Transparency Report 

published in 2019 and 2020

– Part of Business Declares in 2019

– Offsetting through B Corp Climate Care

– Incentivising our team to travel by 

bike or foot to and from our offices 

and client meetings

– Used recycled materials to furnish 

our new offices
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– Became a meat and dairy free office

– Published our second carbon transparency 

report and 2019-20 impact report

– Issued a new supplier screening 

questionnaire to track commitments 

to cutting carbon emissions

– Supported our team with cutting emissions 

while working at home

– Evolved our practices to become 

paper-free

– Shared our Climate Positive Plan 

with clients

– Extended our sustainable travel 

programme to include client travel 

to meetings

– Started to track our client pledges 

around carbon action

– Extended our client portfolio to include 

more organisations offering direct 

response to the climate emergency

– Worked with our landlord, The Loom, 

to develop a sustainability framework

– Supported Whitechapel Mission as they 

responded to increased need driven by 

the Covid-19 pandemic

– Shared best practice and insights 

through webinars, articles and one-to-one 

conversations to inspire action across the 

business and charity sector

– Joined SME Climate Hub
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Updating our carbon footprint to include Scope 3 emissions and creating a new benchmark for reduction, including reducing offsetting

Identifying how to measure and track carbon emissions while working at home

Working with our suppliers so our purchasing supports organisations who have made a net-zero pledge by March 2022

Recording our clients’ climate pledges and helping them to accelerate action wherever possible

Supporting everyone in our team to become active advocates for climate action

Maximising the momentum around this landmark event, using all our voices and connections

Driving action in partnership with our landlords, the B Corp community and as part of the UN Race to Zero



Climate Positive Plan – January 2020

Forster impact report 2019-20

Forster carbon disclosure report 2020

https://s16652.pcdn.co/wp-content/uploads/sites/18/2020/01/Forster-Climate-Positive-Plan-January-2020.pdf
https://s16652.pcdn.co/wp-content/uploads/sites/18/2020/12/Forster-impact-report-19-20.pdf
https://s16652.pcdn.co/wp-content/uploads/sites/18/2020/12/Forster-Client-Disclosure-Report-201920.pdf

