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About Shelton Group

Subject Matter Experts

» 28 years in business

15 years exclusively focused on creating a market
advantage for organizations working to create a
sustainable future

Recognized Thought Leaders

* 14 years of conducting our own, proprietary Pulse™
trending studies re: US market beliefs and
expectations surrounding sustainability issues

* Featured speaker at 15-20 industry events annually

* 8,000+ subscribers to weekly insights newsletter

* Regularly featured in business press

Solution Providers

* Insight-driven marcomm strategies and communications
that:

Evoke emotion

Change mindsets

Build brands

Sell products

With no greenwashing




Let’s level-set: \What did
consumers expect brands to do for
the environment before Covid-197



6%

of Americans believe that companies
should stand for something other than
making money
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3%

of Americans say that a company’s environmental reputation has a moderate
to very strong impact on their purchase intent

n=2,012
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of Americans can name a specific
brand they’'ve purchased — or not
purchased — because of the

o environmental record of the

/o manufacturer... from 2009 - 2014 it was

%

n=2,012
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These are the brands Americans could name that they purchased m
because of the environmental record of the manufacturer

DavinesOl The Honest Company ENERGY STAR

Purdue Farms

Shea
M L)
Coca-Cola &Bdvrand Jerry’s
Sharp Electronics
Amway greenlife
H20nya
Era Sustainable
Mountain Rose Herbs
Maytag Whole Foods Kirkland’s Home
Arcadia Power SunPower

Cox Communications

Poland Spring
sheaMoisture Mrs. Meyers el Organic Valley Johnson & Johnson e
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Sheltor™

Bottom line: pre-Covid, mainstream
Americans were already changing their
buying behaviors to align their purchases
with their values.

To prepare for an uncertain future, we can
look beyond mainstream consumers to those
on the fringe to give us a glimpse of what’s
coming next.
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What’s Coming Next:
How can brands stay resilient in a
post-Covid world?
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The “fringe” is a small
subset of individuals
who live on the fringes
of society in terms of
their beliefs and
behaviors.

Fringe individuals are
often activist-oriented—
they want to help others
see what they see.
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Many things that are mainstream now were once
new and fringe ideas.

Understanding what is on the fringe helps
companies be prepared for possible futures and turn

what competitors see as threats into opportunities.
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Fringe Methodology
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Intensive, manual social media analysis to
track themes and burgeoning concepts
across a broad variety of social media
platforms including Twitter, Reddit,
Instagram, and general internet blogs

For this study we looked across social
media from March until mid-April 2020

o
o
f
©®
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It's important to note that not all fringe ideas become mainstream — a key m

point in Rogers’ Adoption Curve is that an idea has to cross a chasm in

order to move from the fringe to the mainstream

Scarcity ﬁ Social Proof

The tipping
point
T
h
c Th
The Early C e
Market h Mainstream
. Market
m
Technology
Enthusiasts  Visionaries Pragmatists Conservatives
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Skeptics
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This is considered the tipping point, or the point of m
social proof, where the idea is proven to have value

Scarcity ﬁ Social Proof

The tipping
point
T
h
c Th
The Early C e
Market h Mainstream
: Market
m
Technology
Enthusiasts Visionaries Pragmatists Conservatives Skeptics
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But, again, not all ideas make it across the chasm.
Let’s look at some ideas from some of our

previous work that haven’t been able to make
the jump, yet (thank goodness).
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We’ve learned over the yea
fringe who are serious aboL

s that for those on the
t climate change,

veganism is often a commor

practice.

So we wanted to learn what the fringe had to say

about the future of food and
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protein ...
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We talked with some futurists, and most of them used
language that implied some sort of inevitable meat

cataclysm if protein consumption behaviors go
unchanged
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Some futurists believe the
future of protein
consumption begins with
lab-grown meat cells.

But that ultimately leads

down a slippery slope that

could end in things like “lab- < >
grown celebrity skin cells”

for designer handbags.
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The fringe can get weird ...

So why even look at things
that are so “out there”?
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“Out there” is usually where the next big
shift is looming...
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In 2016, ocean plastic
was just beginning to
bubble up on the
fringe as the poster
child of the anti-plastic
movement
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Now, ocean plastic is a
household topic with
widespread coverage
In mainstream media,
like National Geographic
and the New York Times
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Fringe research ultimately focuses on potential
shifts in culture, which makes it well suited to

study topics related to sustainability, because a
sustainable future will require a culture shift.
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The global pandemic of Covid-19 has caused massive
shifts in thinking and behaviors globally, causing many of

the ideas and actions that were once considered “fringe”
to become prevalent among mainstream Americans




“fringe.”
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At the beginning of
the decade, the topic
of “doomsday
prepping” was
leveraged as reality
entertainment rather
than practical advice
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But now, thanks to
Covid-19, we’re looking
to preppers for advice
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Going “off grid” and
becoming self-sufficient
are looking more
appealing than ever:

There is a renewed interest in solar
panels to have energy separate from
the grid.

Individuals are turning to urban
gardening and farming out of fear of
future food shortages.

Gain a sustainable advantage.



But it doesn’t stop there.

Before the pandemic, fringe consumers were
advocating for reform in the travel industry, saying
we had to drastically reduce air travel to aid the

fight against climate change.
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In 2019, the possibility
of a “flight free” 2020
seemed far-fetched

Gain a sustainable advantage.
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But in just a few weeks, we've
drastically cut air travel

Gain a sustainable advantage.



And default virtual meetings, m

which were once an aspiration —

— are our new daily reality.
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However, a key aspect of fringe research is
tracking the underlying ideas that cross over,
not just the quirky behaviors. There are two
underlying ideas that will impact how brands
remain resilient and thrive in the future.
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Our societal “System” will (and needs to) fall.
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“The System” is flawed.

(the government system, economic system, world order, “the man,” etc.)

While fringe individuals have criticized the flawed system for a
while, Covid-19 helped expose the flaws to mainstream individuals
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Because of Covid-19, this fringe idea of distrusting the m
system has taken hold in mainstream individuals

* Mainstream consumers are beginning to
see the fragility of the system.

* The lack of universal healthcare provided by
the state is in complete opposition to a
system prepared for stopping a pandemic.

 The stimulus package stipend has been met
with backlash for being out of touch with the
needs of the American people and for
favoring businesses.

* This disconnect between the ruling powers

and the people is heavily reminiscent of the
culture that preceded the French Revolution.
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Mainstream consumers are also starting to see that “big m
business” comes before individuals in times of crisis

« Consumers are outraged that much of
the funding meant for small businesses
went to larger chains before they even
got a shot at it.

« Consumers are paying attention to
which companies are taking the
money instead of giving it back, as
some have done, and they’re planning
to boycott.

“Lobbyists always talk about ‘small businesses’
and ‘family farms’ but the biggest benefits

always go to the biggest campaign
contributors.”
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Some are even beginning to fear for the future of m
Western society, as a whole

 Concerns are arising over
Covid-19 spurring a more
authoritarian government.

* The possibility of actually
needing to flee the US is starting
to be discussed.

“As crazy as this may sound, is there
any credit to the idea of getting out of
the states?”
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And it's making them question capitalism as an m
economic model

 Capitalism’s emphasis on limitless
economic growth is considered
unsustainable by fringe individuals.

* Things like Covid-19 are considered the
result of that—we’re running out of
resources, so we're brushing up against
wildlife more and more, which results in
disease transmission on a massive scale.

* Fringe individuals believe our obsession
with economic measures like GDP has to
end—it doesn’t account for the negative
environmental effects that accompany “If we measure the wrong thing,
those levels of production. we will do the wrong thing.”
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Some believe a full
economic meltdown is
what’s needed to
save the planet—
even to the point that
they would actively
try to spur a

meltdown

“I'm pushing for the
collapse of Capitalism

but not ecological “I'm pushing for the collapse
collapse.” of Capitalism but not

ecological collapse.”
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Some hope that Covid-19 will bring about system-wide reform m
similar to the changes following the bubonic plague

Historians believe the plague
was a catalyst to bring about the
Renaissance—modern
individuals are hoping Covid-19
will spur on the same.

41 sheltongrp.com « 865-524-8385 Gain a sustainable advantage.



The plague acted as a catalyst for a distrust in the m
institutions (or “system”) of the time period

People saw that the church could
not protect them from the
disease—a similar phenomenon
may be happening now with
people losing faith in their
government systems.
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When institutions like the government fail to
lead, a power vacuum opens up.
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As mainstream consumers lose trust in their systems,
a power shift begins to happen—citizens look
elsewhere for:

Information Support Action
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Seeking information through
science and experts.

Gain a sustainable advantage.



Fringe consumers often seek out expert opinions, usuam
from the world of academia

* Scholars are beginning to recognize
that they have an obligation to help
society.

* Fringe individuals openly engage in
conversations with others from their
world to better understand certain
topics.

 Sometimes, the “fringe” consumers
actually end up being the scientists and
the experts, as we see is the case with
many climate scientists.

“‘My ‘hypocrisy angst’ about ‘flying around the planet to
save the planet’ became chronic.”

—Phoebe Barnard,
Affiliate Full Professor-Earth Sciences, University of Washington
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#listentoscience
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As mainstream
consumers grapple
with the power
vacuum, they're also
beginning to turn to
scientists and experts
for information
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Finding support througn
local communities.
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We’re undergoing a
renaissance in our sense of
community and dependence
on more local forms

of support

People are starting to reconnect with
their local communities—engaging in acts
of solidarity and remembering the value
of in-person connection.
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And social distancing has
reminded consumers that
individual actions have an
Impact beyond just
themselves—their actions
affect their communities

51 sheltongrp.com - 865-524-8385

Gain a sustainable advantage.



Demanding action from
business.
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Seen as a side effect of
capitalism, modern multinational
corporations wield external
influence that rivals that of full-
scale nations.

This creates the belief that these
corporations have a duty to take

care of their employees as if they
were citizens of that company.
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The reality is that businesses can act and protect m
consumers more effectively than their government

* During Hurricane Katrina, Walmart was
able to provide quicker aid to victims than
government response teams.

* As governments failed to provide
adequate testing for Covid-19, Amazon
stepped in to provide individuals with home
tests.

 Large manufacturers like Ford and GM
have filled gaps in protection equipment
manufacturing.

* Social media platforms Facebook and
Twitter have stepped in to control the
spread of misinformation about the virus
and to allow brands to take the lead on
communicating.
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Businesses will be forever judged by how they treat m
their employees during the pandemic

* In the future companies will have to
answer to how they protected their
employees during Covid-19.

* Employee treatment is increasingly
important to younger generations.
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Putting employees
first not only creates
employee loyalty but
also consumer loyalty

“My friend works for Home Depot. | ...
hated Home Depot. Now | am a big
fan.”

“If someone took care of me like that, |
don’t care if | was sweeping floors for
them. | would be loyal for life.”

Gain a sustainable advantage.



The reverse is also true—neglecting employee m
health is detrimental to brand reputation
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As distrust in the overall government and
economic system grows among mainstream
individuals, it becomes crucial for a business
to set itself apart from those systems—now is
the time to show that you are different.
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-HOW can brands stay resilient in a
nost-Covid world?
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The shift in consumer faith caused by Covid-19

puts us in a unique position to tackle climate
change next ...

But only if we choose the right path out of this

Gain a sustainable advantage.



We try to return to
“business as usual”
after this is over, losing

crucial social
momentum needed for
tackling climate change
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Businesses embrace
the responsibility
consumers have given
them to tackle large-
scale issues like
climate change




Here’s why you should choose Option 2:

't makes your business
resilient

Gain a sustainable advantage.



Consumers are watching how you respond to the m
pandemic, and they’re going to do the same for climate
change—your behavior affects their behavior
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When you set yourself apart from
the overall system by doing what'’s
right, it's a power play in the minds
of consumers—you gain their trust
and their loyalty

Several large chains faced backlash for
accepting PPP loan money meant for small
businesses. Shake Shack made their power
play by returning the money they received.
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The brand

well are th

s that are weathering the pa
e onhes setting themselves a

getting involved ...

ndemic

nart by

But not all involvement is created equal.
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Donating small
aid that takes
advantage of
losses already
incurred due to

the pandemic
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Donating small
aid that takes
advantage of

losses already
incurred due to

the pandemic
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Donating small
aid that takes
advantage of
losses already
incurred due to

the pandemic
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These 4 tiers of “winning” responses to the pandemic

Donating small
aid that takes
advantage of
losses already
incurred due to
the pandemic
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These 4 tiers of “winning” responses to the pandemic m
mirror the levels of response needed for other wide-scale issues, like climate change

Look like you’re
helping when, in
reality, you could
be doing more

(and yes, consumers know the
difference)

Donating small
aid that takes
advantage of
losses already
incurred due to
the pandemic
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But citizens aren’t the only ones who want you

to act—investors also think you're a safer bet
when you're involved as well.
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ESG funds are weathering
the pandemic better than

their non-ESG counterparts.

Involvement is resiliency.
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Key Takeaways and Next Steps
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Key takeaways for how Covid-19 is changing culture m
and what you can do

The centers of power are shifting

- People are losing faith in their government’s ability to take care of them—and are putting that faith into
experts/science, their communities, and you (business).

 Businesses are in a better position to act on a crisis than governments AND have a
responsibility to do so

- You have a responsibility to take care of your people first and foremost, and your brand reputation will
be forever marked by your actions today.

e Culturally, we are in a better position to tackle climate change more than ever

- Covid-19 has shown us why experts are who we should be listening to, and our renewed sense of
community reminds us how our actions go beyond just ourselves.

 Being involved makes you resilient

- Investors want you to be involved—ESG funds ultimately weather downturns better than non-ESG
counterparts.
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So what do you do?
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Get involved on the front lines
of the problem
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Get off the political sidelines to
participate in system-level change
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Be transparent and show you truly have
skin in the game
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Above all else, take care of your people
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Shelton Group is the nation’s leading marketing communications firm
focused exclusively on sustainability. If you're trying to build a brand
around corporate responsibility and sustainability — or sell products
that minimize environmental impact — we understand your marketing
challenges like no one else. Give us a call. We exist to help
organizations like yours gain a market advantage.

| 865.524.8385
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