Decarbonising Brands
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Carbon Footprint and Consumers

Consumers still want to buy green despite the economic climate, with 62% of
consumers saying environmental concerns influence their purchasing decisions.

Two thirds (66%) say 1 tos important to
companies, with one in seven (14%) saying they have decided not to buy from a
company based on their environmental reputation.

Almost a quarterdonotbuybased on a companyos et hic

* Figures quoted from Carbon Trust Research
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Carbon Footprint and Consumers

A staggering 70% of consumers do not feel they can clearly identify which
companies are environmentally responsible.

With 59% sceptical about environmental claims companies make, 44% would
like more information on what companies actually do to be environmentally
responsible.

The least popular factor to judge whether a company is behaving in an
environmentally responsible manner is what advertising tells them (6%).

Brands must interact with consumers and demonstrate their green credentials

to create and sustain loyalty, influence purchasing and deliver sales through
positive marketing.

* Figures quoted from Carbon Trust Research
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with greener brands
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Introduction

Be Seen. Be Green. Unique, electric powered recycling Hedgehogs, with huge
panels on four sides for grabbing attention. Capture audiences in all directions
and utilise positive brand association with interactive eco-marketing.

Electric, Interactive, Stand Out marketing.
Benefits Include:

Recycling unit draws in audience
Approved by Westminster Council
2 Side panels for livery

1 Tapered back panel for livery
Bluetooth Enabled

Eco-friendly, CO2 neutral
Creatively aesthetic

Free online tracking
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aEverybody loved the Nestle Pure Life little vans! The
campaign, entirely mans ed’by Seymour Green, was a
complete success and Weat exposure to the
recycling message we w o convey. We would definitely
recommend Seymour Green and consider them for our
future campaigns. o

Alice Costes,
Marketing Manager, Nestle Waters




Utilisation

Bringing recycling to consumers, carbon neutral Hedgehogs are the first recycling
Initiative to utilise electric vehicles. Audiences simply place bottles and cans iIn
ports either side of the vehicles. Designed to be fully branded for clients,
hedgehogs make it your recycling campaign.

Use the power of interactive recycling for your brand...

A Advertising A Festivals
A Promotion A National
A Events A Sampling
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National Campaigns

Our hedgehogs candot trav
we use carbon neutral transportation to move
them throughout the UK.

We can attend events, openings, campaigns or
just be there to help clean up.

Each hedgehog can be tracked to give peace of
mind to the client and keep consumers
informed about where they can recycle.

No matter what the occasion, our hedgehogs
are ready.
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London Campaigns

Hedgehogs live in Hyde Park, and are just minutes from the West End and the
City.

Already used by the City Of London council to promote the Clean City Awards
2010, hedgehogs have authorisation to tootle along Westminster where many
other forms of advertising are prohibited.
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London Campaigns

Hedgehogs welcome tube passengers out of key underground stations between 7
and 10, targeting key ABC1 audiences during commuter hours.

They then travel the West End, Kensington, Chelsea, the City and Westminster
between 10 and 12 to carry brands to the masses, before parking to meet lunchtime
audiences between 12 and 3 for further recycling.

Back on the road between 3 and 5, they
commuters between 5 and 7 before heading home to Hyde Park.

12 hours of impact, and interaction, compared to the quieter times on the tube and
always at the heart of consumers as opposed to buses.

Prices available on request.
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London Campaigns

2 Week Campaign.| Underground Stations Onthe Lunch and
(between 7am¢ 10am Streets | recycling
and 5pmg 7pm)

Platinum ¢ Bank Bond StreetCovent 2 weekly footfall 10¢ 12 Stoppingfor

10 Hedgehogs Garden Green Park of 13.9 million and the lunch
Holborn Knightsbridge, 3¢5 crowd
Leicester Squaréxford between 12
CircusPiccadilly Circus and 3.
Tottenham Court Road.

West End, &nsington Bond StreetHigh St. Provide access tc 10¢ 12 Stopping for

and Chelseg KensingtonKnightsbridge, shoppers that and the lunch

10 Hedgehogs Marble ArchNotting Hill account for 65% 3¢5 crowd
Gate,Oxford CircusSloane of retail between 12
Square South Ken, expenditure in and 3.
Tottenham Court Road, London.

Westfield.

* When the underground peak periods is over, and advertising returns diminish, hedgehogs take out to the
shopping audiences on the street, interacting throughouttheday. That 6 s 12 hours of pri
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Nestle used 10 hedgehdgéto _
promote Pure Life water for the
London Marathon weekend.



London Campaigns

2 Week Campaign.| Underground Stations Onthe Lunch and
(between 7am¢ 10am Streets | recycling
and 5pmg 7pm)

Oxford Streetg Bond StreetMarble Arch, 2 weekly footfall 10¢ 12 Stoppingfor

8 Hedgehogs Oxford CircusTottenham of 6.6 million. and the lunch
Court Road. Only36 roadside 3¢5 crowd

Six sheets on between 12
Oxford Street and 3.
itself.

Oxford Streetg Bond StreetMarble Arch, In 2007, more 10¢ 12 Stopping for

4 Hedgehogs Oxford CircusTottenham than £5.5 billion and the lunch
Court Road. pound spenton 3¢5 crowd

this street alone between 12
and 3.

* Engage with consumers when theyore on the high st
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