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Climate Counts is a
collaborative effort to
bring consumers and
companies mget/;er in
the fight against global

climate change.

They score the world’s
largest companies on
their climate impact to
spur corporate climate
responsibility and
conscious consump-
tion. Climate Counts
goal is to motivate
deeper awareness among
consumers — that the
issue of climate change
demands their attention,
and that they have the
power to support com-
panies that take climate
change seriously and
avoid those that don.

Climate Counts

As the issue of climate change garners
attention at all levels of society, compa-
nies find themselves in one of two groups:
Visible or Invisible. The first include those
who choose to face the issue dead-on and
show — visibly — their efforts to cut back
on activities that are exacerbating climate
change. The second include those who
hope that while quietly doing nothing they
will remain unnoticed by the hot spotlight
of public scrutiny.

Wood Turner, executive director of Climate
Counts, believes that it is 7oz ok for com-
panies to ignore their impact on society
and the environment. He also believes that
companies working hard to reduce their
overall environmental impact should be
rewarded. The key to forcing companies to
pay greater attention to their impacts on
the environment and society is the con-
sumer.

With support from
Stoneyfield Farms,
Wood launched
Climate Counts, a
non-profit that
would achieve the desired collaboration
between companies and consumers. Since
the first version of the website was launched
in 2007, now almost 150 companies are
scored annually. That represents nearly
3000 of the best known brands on the
planet.
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“We needed a company like 3BL to back us up.
And if we wanted the current conversation to
go public — while its still current — the process
for getting it out there has to be easy and acces-
sible. 3BL allows for this.”
-Wood Turner

The Consumer Voice

At the heart of Climate Counts is a comprehen-
sive ranking system that is intuitive enough for
the casual consumer to understand. The ranking
system evaluates publicly available information
regarding climate related activities of some of
the largest and best known companies around
the world. These companies are scored, ranked
and then presented online in a manner in which
consumers can easily make their own assess-
ments and comparisons.

Equipped with an easy-to-use site with quality
information, Wood knew the key to unleashing
the power of Climate Counts was the consumer
which made awareness a major priority. There are
only a small percentage of people who will go to
the trouble of making green purchasing decisions.
Most people simply don’t know anything about
where they’re shopping and what they’re buy-
ing. If they haven’t heard or can’t visibly perceive
something bad, they’ll feel they’re making the
best decision they can.




The Solution

Climate Counts under-
stood that social media
would be key to building
this widespread aware-
ness. For Wood, social
media offered a means of
engagement that enabled
the collaboration between
consumers and companies
that he was seeking from
the beginning.

YOUR CHOICE. YOUR VOICE.
OUR COMPANY SCORES HELP YOU
VOTE WITH YOUR DOLLARS.

“Too often we see one-way conversations,” says Wood.
“Social media gives folks the opportunity to join in
the conversation.
What’s more
important is that
while consum-
ers are telling the
company, they’re
also telling the
community. The
impact is limit-
less.”

The team at Climate Counts was able to use 3BL Media
to upload, manage, target and distribute their content
as often as they liked. With just a few mouse clicks,
Climate Counts distributed press releases, blogs, videos,
and photos which became part of theCSRfeed and was
received by a global audience. This content was reviewed
by professionals from the media, communications and
financial communities, as well as consumers and other
consumer-influencing websites.

3BL Media offered Wood the right solution to le-
verage the work of Climate Counts within social
media. 3BL Medids extensive reach within social
media _forums enabled Wood to get his message
out to CSR thought leaders, influencers, profes-
sionals and consumers. With 3BL Medias easy

to use proprietary outreach methodologies, Wood
Sfound people who were looking for the informa-
tion and tools Climate Counts had to offer.
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The Result

Is Climate Counts reaching the consumer? You bet.

Using the Climate Counts website, and now their new
iPhone app, consumers are making different choices. And
what’s more, they are using the Climate Counts tools to
make their voices heard. These days, company executives
write Wood to tell them they are receiving emails from
consumers using Climate Counts. These companies are
feeling the pressure and assure Wood that they are trying
to respond. The amazing thing is that it’s not thousands of
emails that are garnering companies attention; just dozens.

“Social media is how small and under-resourced projects
can have a massive impact in a short amount of time.”
With all that Climate Counts was looking to accomplish,
resources were a consistent challenge. Wood says, “We
needed a company like 3BL to back us up. And if we
wanted the current conversation to go
public — while its still current — the process
Jfor getting it out there has to be easy and

accessible. 3BL allows for this.”

Climate Counts believes the consumers voice
is uniquely powerful. Wood’s goal was to give
those consumers better choices, and stronger
voices. By making highly motivated consum-
ers aware and empowering them to speak
out on the issues, Wood believe things will
change faster.

3BL Media has played a strategic role in achieving this
amazing success. “ What I love about 3BL is that they
take the pressure off to make sure the message gets out
there from a credible source,” Wood says. “With 3BL, 1
Jeel like there are legions of people helping us.”

At 3BL Media, we're proud to have been able to play a part
in creating the collaboration between business and con-
sumers that Wood Turner was looking to achieve. We be-
lieve that together, we're having a positive effect on climate
change around the world.



