FROM INFLUENCER TO CULTURAL CATALYST:
THE POWER OF CULTURE IN BUILDING A THRIVING FUTURE
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NOW WITH CUSTOMIZABLE
WILD CARDS!
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#2: M (o | ke TOP 20 HIGH-IMPACT CLIMATE ACTIONS FOR HOUSEHOLDS AND INDIVIDUALS
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Insulation (18.5)

Public Transit (15.4) LED Lighting (15.7)
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TE DIBIASKY DR. OGLETHORPE
PhD Astronomy Student Helps Defend the Planet. Also Defends the
& White Wine Enthusiast Reputation of Store-bought Apple Pie.



#3: Add Up To
Something Bigger
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Imagine a Future We Can All Thrive In
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Make It Normal
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thought leaders can
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83% of consumers think TikTok &
Instagram are good places to get
advice about how to live sustainably

It hig - 76% of Creators want to mention
’ sustainability more
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