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_ ..OUR DIRT IS GOOD BRAND
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WE SELL 97%
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_.OUR SOCIETY AND PLANET ARE UNDER THREAT
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AND THE SITUATION IS GETTING WORSE
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ECO ANXIETY IN YOUNG PEOPLE IS TRENDING GLOBALLY

LEXPRESS - :
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dépressils ? .
SLEEP AND HAVING BAD DREAMS OVER Gen Z: poorer and more depressed than
any before them
CLIMATE CHANGE, STUDY FINDS

Ecoansicdad: a los nifios les preocupa la crisis climdtica
\ Lily Cole: Turning eco-anxiety into action

e Banbpagteon Post Mogaers
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Generation 7, Children as young as 10 suffering from

‘climate anxiety’
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How To Talk To Your Kids About Climate Change Cultur‘e Of fear pumped into SChOOI
fom— | | And Reduce Eco Anxiety How school children are coping educatlon

7% Of UK Kids ‘Kept Awake At Night’ By Climate Anxiety with 'eco-anxiety’ as they worry
VR Gttt R | o liniisgint Bl ‘Eco-anxiety’ growing among climate kids ‘
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YOUNG PEOPLE WANT TO ACT, BUT THEY LACK THE
.. SKILLS, KNOWLEDGE AND CONFIDENCE TO DO SO
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THEY WANT TO ACT ON THEIR COMPASSION
AND GET STUCK INTO THINGS
THAT MATTER TO THEM




. YOUNG PEOPLE FEEL ALONE IN THEIR EFFORTS

CHILDREN ARE BORN BUT THEY FEEL OTHER
COMPASSIONATE PEOPLE DON'T CARE

They care deeply about the planet They don’t think others share

; g = < - and other people and want to act their compassionate values
| ' - on their concerns

B | care about the&‘. We call this the
BVirenment, equality, $pcial ' VALUES-PERCEPTION GAP

_ i:e, plastic pollution etc.
= butother people don’t
O seemtocare. &
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| feel worried because | think
the environment and nature
and forests will just
disappear altogether, so
you've only got pets.”

Huge, age 7 11,
UK participant

“Your friends might not really
want to hang out with you.
They're not going to invite you
to go on a trip to McDonalds if
you're on about how you
don’t like plastic.”

Anna, UK participant
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NG PEOPLE, THEY FEAI
ARING

"Youl Just reclly want to fit in
when you‘re at school, you don‘t

want to make a fuss

Jasita, UK participant

Sophie, UK participant

“It's like another battle. |
You're battling the problem, |
like climate change, but |
you're also battling people
that disagree or look down
on you. It's hard.
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. - " POWERUP
HE WORLD'S YOUNG
CHANGEMAKERSTO

GET DIRTY FOR GOOD

DUR BRAND POINT OF VIEW:
When children get out and take action,
alongside others, it has a positive impact
on their wellbeing, their communities
and the planet.
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A MULTI CHANNEL PROGRAMME DESIGNED
-.TO CLOSE THE VALUES PERCEPTION GAP

SCHOOLS
PROGRAMME

% DIRTs GOOD
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www.natgeokids.com/uk/dirtisgoodacademy

LEACUE




CHALLENGE. '

-, HOW CAN WE MAKE DIRT IS GOOD FAMOUS
'FORBEING A CHANGE CATALYST?

Dirt Is Good embraces “real-change”. In 2020, t| Unilever elaunched our liquid detergent products to include higher levels of
PCR (post consumer recycled) plastic, made our bottles 100% recyclable and improved the biodegradability of our
formulations. By doing this at scale, and in tandem with our powerful ‘brand do’ programme to power up the world's
changemakers to get dirty for good, we hope to motivate and mobilise “real change” throughout the detergent industry.

How can Dirt Is Good be recognised as a catalyst for change, leveraging our Brand Purpose programme, to tap into wider
cultural conversations around youth empowerment and ultimately drive fame outside of the traditional laundry

moment?
H Consider our brand’s touchpoints, how can we use these (and others we have not yet considered) to

raise awareness and educate parents on the values perception gap, highlight the benefits that taking
action can have on young people’'s mental health and become better role models for young people?

. What are the tensions facing parents that we can both dramatise and help resolve?
. How can we drive engagement?
. What parallels can we learn from other brands? Please share examples of brands that
have managed extend their brand beyond their core product offering?
. What partnerships could we consider and why?
. How can we leverage our packs and additional touchpoints to engage parents?
. How can we measure/attribute compassion at home?
a What communications, assets and for activation ideas could we develop to help Dirt Is Good r]
drive fame and bring its purpose to life in and around the home? -

. What channels should we consider to raise awareness and drive engagement?
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https://www.youtube.com/watch?v=LKFqfxKf8_w

.JUDGING CRITERIA

« COMMUNICATION EFFECTIVENESS:
Communication ideas and assets that are
scalable across different media channels and
can generate conversation and debate.

+ CHANNEL INNOVATION & RATIONALE:
Channel ideas that are directly linked to
encouraging collective action.

* BRAND AFFINITY: A campaign that is on brand
and demonstrates how our purpose is relevant

to parents and the wider current societal
context.
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. - JIMPORTANT INSTRUCTIONS
Please form a group of three to solve the case.
On initial round, you will share the solution to us in the link provided.

If you are a successful teamto present to Unilever Jury members, you will be invited to 2" round to be held in
your respective country in Jan/Feb 2022. During the eventyou will have 10 min to present your solution/
Presentationthat you have submitted.

You can share creative materials for the jury to showcase your idea (banners, posters, Point-of-sale material).

If you are champions to your respective country round, you will be invited to 3" Regional Round planned for 15t
week of March 2022. Five countries across East Europe will participate for the Regional championship. You will
have 8 Min to present the case to Unilever East Europe Leaders

If you are the Regional Champion, you will move to final round in Global Unilever Future Leaders League to
be held in June/July 2022
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