
INTRODUCTION 
 





The Audience we’re aiming to engage:  

THE MILLENNIAL GENERATION 

1.8Bn strong, the millennial generation (aged 18-34) will 

be 75% of the world’s workforce by 2025. They are the 

generation about to inherit our workplaces, communities 

and cities. They’re looking for a different way of doing 

things, but don’t always feel they have the power to affect 

change, or feel they have to trade off doing good and 

feeling good.  
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I like shopping for new things that excite me. 

I trust global brands to act in the best 

interests of society. 

I believe we need to consume less to 

preserve the environment for future 

generations. 

I encourage others to buy from socially and 

environmentally responsible companies. 

KEY SEGMENT: THE ASPIRATIONALS 

Source: The Aspirationals (Globescan/BBMG, June 2014) 



Jan 2014: catalyzed by 

discussions  

in Davos, 5 multinational 

companies decide to launch a 

media platform aimed at 

changing the conversation about 

sustainable living: making it 

accessible and desirable. 

Over the subsequent months 

more than 30 of the world’s 

leading companies sign up as 

partners. 

The Story So Far… 

Collectively launches in October  

2014, in USA & UK. With very 

little paid media support so far,  

Collectively has achieved  

>80m online impressions and   

1.4m unique visitors to our .org   



Millennials 
The generation about to inherit our 

workplaces, communities and cities. They’re 

looking for a different way of doing things, 

but don’t always feel they have the power to 

affect change, or feel they have to trade off 

doing good and feeling good. 

Global Brands 
Everyone agrees big business must take a 

lead. But they they don’t have enough big 

ideas to engage their consumers in 

demand-led change; and simply aren't 

trusted - on their own - to act in the best 

interests of society.* 

Changemakers 
NGOs and social entrepreneurs. They have 

big, disruptive ideas and command trust, but 

struggle to make change happen at scale. 

*Only 1% believe that global businesses act in the best interest of society (Globescan Radar 2015, 22 countries, Net Trust score) 

Collectively’s Role: 

We forge connection 

between people with 

ideas, and people 

who can scale them 

up – because 

together we can 

achieve more, faster. 

The Barrier to Overcome: Lack of Connection 



WHAT WE DO: Inspiration and Collective Action 

 

OUR GOALS 
• To engage a wide ‘aspirational millennial’ audience – 

making sustainable living as much a part of millennial 

culture as the latest music, food or art 

• To give our audience opportunities to get involved in 

ways they find exciting and rewarding, using the power 

of the crowd to make sustainable living a reality 

• To open up a rich, dynamic dialogue between 

audience and partners to promote understanding and 

trust 
 

HOW WE DO IT 

• Go in through ‘passion points’ – food, fashion, tech, 

gender, travel, sport, etc. 

• Avoid use of tired or technocratic language 

• Find hooks in current affairs and celebrity/influencer 

engagement 
 

 



Celebrities and audience 

 



WHAT WE DO: Insight and Collaborative Innovation 

 

OUR GOALS 

• Help our partners deeply understand the 

intersection between what millennials want and 

what the world needs. Explore the barriers, and 

triggers, for sustainable lifestyles and 

consumption 

• Make connections between people and 

organisations to forge new collaborations – 

leading to the launch of disruptive activations, 

campaigns, products and services  
 

HOW WE DO IT 

• Bring together insight from our media platform 

and from our partners 

• Host events to share insights and opportunities, 

align around common goals and forge new 

collaborations 

• Develop co-branded activations to create impact 

in the world; in areas such as sustainable 

fashion, renewables, food waste and beyond 
 

 

 



 

 





 



 



 



 



 



 



 



 



 



THANK YOU 

 

 


