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FOREWORD

Over the past three to four years, sustainability (ESG) has been far more prominent in marketing 

communications than it is today. In 2026, AI has taken over that dominate communication position. 

Only the true believers remain: marketing professionals who, with conviction and against the current, 

continue to work passionately on meaningful and sustainable change.

This highly engaged group works tirelessly to bring more sustainable experiences, products and 

services to consumersô attention. So far, with limited effect, because ñpeople do not predominantly 

make sustainable choices, although there is support for them,ò as Milieu Centraal  states in its most 

recent Monitor .

We believe one of the potential solutions lies in making these sustainability -driven marketers more 

effective, as well as activating, inspiring and supporting many more marketers.

For both groups, we have good news.

Marketers who already use advertising for social / sustainable impact face a communication barrier 

between themselves and the consumer. For marketers starting in organisations  in transition, our 

solution can help too in taking their first steps.

The solution? The NCS, or Net Credibility Score. This is a scientifically validated metric (proven in 

Belgium) that measures the effectiveness of impact ( societal and sustainable )  advertising. It was 

developed by Bubka (a B Corp) in collaboration with Ghent University and now brought to the Dutch 

Creative and Media industry.

In this whitepaper, you will learn all about it ð as well as about our NCS research conducted among 

6.000 Dutch consumers and 160 brands & organisations .

Kind regards,

dentsu Social Impact team 

Antoine Mes   

Sustainability Manager dentsu Benelux 

https://www.milieucentraal.nl/professionals/factsheets-en-rapporten/monitor-duurzaam-leven/


INTRODUCTION  
TO NCS

02



5

INTRODUCTION

Social Impact at dentsu

We launched this initiative from within the dentsu Social Impact team ð a group of motivated, 

sustainability - driven thinkers and doers working across all service lines of our organisation . Every day, we focus 

on our own (internal) sustainability efforts while advising colleagues and clients alike.

We have conversations with marketers in a variety of business & industries and believe they can gain more 

inspiration and fulfilment from their work when they use their knowledge and expertise to drive meaningful 

societal change. Our team is not alone: we collaborate with a wide network of social and societal organisations  

and experts. Through this network, we hope to inspire, enable and support them.

Our introduction to Bubka (B Corp)

In 2023, we connected with Wim Vermeulen -  a well - known speaker and author from Antwerp specializing in 

sustainable marketing communication. During this inspiring conversation, he explained the urgency and 

opportunity behind what he calls the ñdemand changeò: stimulating consumer demand for more sustainable 

solutions by making them better known, more attractive and more accessible, so that choosing sustainable and 

socially responsible options becomes effortless for everyone.

His book Speak Up Now! Marketing in Times of Climate Crisis gained widespread attention in podcasts and trade 

media. Alongside it, he introduced an innovative new metric: the Net Credibility Score (NCS). From the 

perspective of the consumer or citizen, it objectively measures how effective a societal or sustainability - focused 

advertising message truly is ð a powerful and highly relevant innovation.

Fast - forward to 2026

We saw an opportunity to energize the marketing and communication sector and help scale the NCS movement. 

At the time of writing, the first Dutch NCS benchmark has been launched, supported by industry organisations  

such as PIM (Platform Innovation in Marketing), bvA (Dutch Advertisers Association), and VIA (the industry 

association for media and advertising). Media partners (Bauer Media Group, JCDecaux, Global, Talpa and Hecht)  

and fellow agencies  Havas Lemz , TheTerrace , Publicis Groupe Netherlands and TBWA  joined the initiative. 

Together with the NCS metric and the underlaying drivers every marketer should have the tools to create 

controlled progress through their impact advertising.

© Dentsu Netherlands BV 2026
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On the terminology we use

As you read through this whitepaper, you will encounter several terms: impact 

communication, sustainable advertising, impact campaigns. These variations are 

used simply to improve readability ð they all refer to the same concept. Impact 

advertising is a form of communication that is wholly or partly aimed at promoting 

ecological or social progress. This also applies to the people you aim to reach. While 

we mostly refer to them as consumers, these terms only tell part of the story. The 

NCS also applies to other roles people fulfil, such as citizens, volunteers, donors, 

and supporters. 

When is something considered impact advertising?

If the message of an advertisement aligns with the intent and/or desired outcomes 

of the 17 United Nations Sustainable Development Goals (SDGs), it falls within our 

definition of impact advertising. In principle, this type of communication is 

medium - agnostic, but for our research we focused on TV and Out - of - Home (OOH) 

executions ð two commonly used advertising channels.

Impact advertising supports (or is part of) what Cambridge University, an authority 

in the field of sustainable marketing, describes as sustainable marketing.

Definition of Cambridge University: ñSustainable marketing is therefore about far 

more than marketing sustainability. Marketing shapes business and society, and 

sustainable marketing accepts and embraces accountability for doing so. In order to 

get to a truly sustainable marketing paradigm, we need creative leaders who can 

blend existing expertise with fresh mindsets, new skills, scientific understanding, 

and a deeper sense of connection to society and nature.ò

Bubka ð inventor of the NCS ð defines impact communication as follows:

ñImpact communication is a communication approach designed to drive meaningful 

change, influence behavior and/or demonstrate organisational  impact. Using the 17 

Sustainable Development Goals (SDGs) as an analytical framework, we ensure 

comprehensive coverage across social, environmental, and economic dimensions.ò

Examples of impact communication:

KEY DEFINITIONS

Food companies providing 
free food to people in need

Government communication 
promoting responsible behavior

Banks protecting consumers 
against phishing

Animal -welfare organisations 
campaigning against 

mistreatment

Charities addressing issues 
related to poverty

Retailers encouraging consumers 
to buy or exchange second -hand 

products more often

© Dentsu Netherlands BV 2026
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Brand

Consideration

Consumer Motivation

Credibility of Communication

57 %

30 %

6 driver model of credibility

CREDIBILITY

Why credibility matters

Building brand consideration requires consistent messaging over time. We marketers are 

familiar with this and are therefore continuously evaluating campaign results. Impact 

advertising works differently and therefore needs to be measured differently. 

It is valuable to understand this fundamental difference, before or diving deeper into the 

optimization of campaigns. Impact communication, often blends commercial and societal 

messaging ð and that can create confusion, because businesses have no track record of 

creating positive impact. This confusion tends to manifest as a lack of credibility. The 

same applies, albeit to a lesser extent, to purely societal communication by NGOôs, 

charities, governments or any other impact maker.

Acknowledging this credibility gap, means a change in how we create, measure and 

optimize campaigns. See credibility as a new lens to look through. Our research shows 

that Credibility of communication is highly influential: it drives consumer motivation by  

57% and brand consideration by 30%!

One size doesnôt fit all.

You may wonder: isnôt effectiveness already being measured? Indeed it is. One form of 

effectiveness measurement is brand tracking. A brand tracker measures how consumers 

perceive and associate a brand ð often focusing on brand awareness and brand 

consideration. Sustainability associations are also frequently included. However, a brand 

tracker tells you how the consumer views the brand, but not how that credibility was 

formed over time. It acts as a compass, but not as a route planner.

From short - term value to long - term impact

In the short term, credibility creates value by increasing brand consideration

and motivating people to choose your products or solutions. In the long term, it helps 

stimulate demand for more sustainable products, services and experiences. When this 

shift endures, credibility becomes a source of lasting value for brands, for people, and 

for society. Credibility is therefore not a ñsoftò value, but a measurable source of impact.

The credibility impact model:

© Dentsu Netherlands BV 2026
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THE FUNDAMENTAL INSIGHT

Businesses have no 
track record of creating 

positive impact

Consumers are hearing 
non -commercial 

(different) stories from 
brands

Their response 
system is out of 

sync

1 2 3

Brands face a "credibility gapñ:

These challenges are also experienced by institutions, governmental bodies, charities and NGOs.

8© Dentsu Netherlands BV 2026
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ñThe Net Credibility Score (NCS) is a 

scientifically validated index that 

measures the perceived credibility of 

impact communication among 

consumers and serves as a 

benchmark for the impact of 

campaigns on consumer motivation 

and brand consideration.ò

Definition of the NCS: 

Is the NCS positive? 

Congrats, you are on to something! Use the driver model for higher positive 

impact

NCS = %  -  %

% consumers/citizens that strongly disagree and 
somewhat disagree with your message%

% consumers/citizens that strongly agree and 
somewhat agree with your message

%

Calculating the NCS is easy:

MEASURING CREDIBILITY

© Dentsu Netherlands BV 2026
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FROM SCORE TO INSIGHT

In - depth insights

While the NCS expresses the 

effectiveness of an execution in a single 

score, it doesnôt immediately reveal if 

the score is high or low compared with 

others. To learn something, marketers 

might also want to know why that score 

is high or low. This is where the deeper 

application of the NCS comes in.

The NCS score is the outcome of a set of 

interconnected drivers. These drivers 

explain the underlying reasons:

Å Why do people believe the message, 

somewhat or not?

Å What aspects contribute to skepticism 

or trust?

Å Which driver is the most influential?

If you want to understand the 

effectiveness of an impact advertising 

message, you measure it using the NCS. 

An NCS Scorecard provides additional 

insights to the NCS and explains the 

relativity of the score compared to the 

market, benchmark, SDGôs or any other 

datapoint.

Scientific foundation

The Net Credibility Score (NCS) and its 

underlying insights are rooted in Belgian 

scientific research conducted by Bubka, 

a certified B Corp, in close collaboration 

with Ghent University. From the outset, 

the ambition was clear: to build a 

credibility metric that is not only 

practically relevant for marketers, but 

also methodologically rigorous and 

scientifically sound. To ensure this level 

of robustness, both the research 

methodology and its findings were 

subjected to independent peer review by 

communication scientists. 

This process culminated in the 

publication of the scientific paper on 

Frontiers, one of the worldôs leading 

open - access scientific publishing 

platforms. Publication on Frontiers 

marks an important milestone, as it 

confirms that the research meets 

internationally recognized academic 

standards. The article has generated 

significant global attention and is within 

the top 5% of articles engaged on the 

platform, enabling our message to 

spread to every continent. This level of 

engagement is a strong signal that the 

academic community recognizes the 

growing relevance of credibility as a 

foundational concept in responsible and 

impact - driven advertising.

10

View paper
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THE SIX DRIVERS OF 
CREDIBILITY

Clarity
Is the message clear, concrete and easy to understand?

Urgency
Is it clear why action is needed now? 

Shared Value
Does the message align with what people themselves consider 
important?

Appeal
Is it clear what the added value is for the audience? Does the 
message resonate on an emotional, functional or social level?  

Commitment
Does the brand demonstrate that it is genuinely dedicated to the 
stated goal ð and how does the audience feel this?

Honesty
Is the message transparent, realistic, and supported by evidence?

As illustrated in the visual, the Net Credibility Score is built around six 

interconnected drivers that together explain how credible impact communication is 

perceived. 

These drivers -  Honesty, Commitment, Appeal, Shared Value, Urgency and Clarity -  

do not operate in isolation. 

Rather, they reinforce one another and jointly determine whether an impact 

message is trusted, believed and acted upon. 

In chapter 5, we take a deeper look at each driver and how to use it effectively.

Drivers are interdependent:

© Dentsu Netherlands BV 2026
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Nuances

We measure at execution level. Some organisations  operate across multiple categories 

or industries, meaning credibility can vary per execution and per industry. The 

medium also influences results.

We see that NCS scores are generally higher for pure TV executions than for static 

Out - of - Home. This can be explained by the richer communication possibilities of TV 

compared to static OOH. Digital Out - of - Home moves closer to TV in that regard. Both 

media types offer significant value, but their effectiveness depends on creative 

choices, campaign strategy, reach objectives and budget considerations.

The Dutch NCS Benchmark

By now, you are familiar with the NCS and its underlying drivers. But how does the score 

of your campaign or execution compare to those of (anonymous) others? That is where 

the benchmarking, utilizing the NCS drivers, is used, but there is moreéalongside the 

NCS measurements, we also conducted consumer research. This chapter covers both.

The Benchmark: Context is king

A metric means nothing without context. As noted earlier, the NCS allows for 

optimization. Even more insightful is comparing them with the benchmark average, your 

industry, or the best - scoring SDG. The benchmark contains respondent data directly 

linked to an individual execution of an organisation .

The Dutch NCS benchmark consists of 200 advertisements from 160 different 

organisations , measured among a representative sample of 6,000 Dutch consumers. The 

selection includes executions that appeared in public space (Out - of - Home) or on TV 

between January 2024 and March 2025. The benchmark covers campaigns from major 

brands and government bodies, as well as from smaller NGOs, impact scale - ups, B Corps 

and charities.

Industry Classification

To maintain comparability with Bubkaôs original Belgian research, the advertisements 

have been categorized into the following industries: Consumer durables, Non - profit & 

public sector, Housing & construction, Retail, Energy, Banking & insurance, Telecom & 

media, Food & beverages, Household & personal products and Automotive & mobility.

All executions included in the benchmark align with one or more SDGs in terms of 

message or intent. When constructing the benchmark, we ensured that all 17 SDGs were 

represented. This was not straightforward in practice ð not every SDG receives equal 

advertising attention. The relative distribution of SDGs (in %) compared to the total 

selection is shown in the accompanying chart.

11,3
3,9

26,8

1,9 3 2,4

14,2

5,8

17,9
21,9 20,5

58,4

41,9

3,6

12,7 12
6,7

(%) SDGs related of all campaigns

NCS BENCHMARK OVERVIEW

© Dentsu Netherlands BV 2026
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15%

THE AVERAGE NCS SCORE

Our benchmark research shows that the average Net Credibility Score (NCS) across 
all campaigns is 15%. In concrete terms, this means that only 15% more 
respondents found the evaluated advertisements credible rather than not credible. 
This outcome is like the results observed in Belgium a few years earlier.

The score is composed of:
Å 42.2% (36,4% + 5,8%) of respondents who found the advertisements credible or 

very credible
Å 27.2% (8,6% + 18,6%) who found them hardly or not credible at all

The neutral group (respondents without a clear opinion) is excluded from this 
calculation and represents 30.6% of the total.

8,6%

18,6%

30,7%

36,4%

5,8%

Not at all Not Neutral Agree Very

CREDIBILITY OF DUTCH IMPACT COMMUNICATION (%)

The average NCS in NL of 200 ads isé

42,2% (credible) -  27,2% (not credible)

© Dentsu Netherlands BV 2026
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In the run - up to this publication, we spoke with many marketers and communication 

professionals about the NCS. The enthusiasm for it has been ï and still is ï considerable. 

However, there is also, an expected, reluctance for organisations  to speak open and 

candidly about their inspiration, motives and advertising. 

However, there are several organizations (in the Top 20) who have been fully 

transparent sharing their inspiration, motives and advertising strategy. We would like to 

publicly congratulate and recognize them for their partnership and involvement. 

Our thanks and congratulations go to: Gamma, Justdiggitt , Renewi , Ekoplaza  and Tefal. 

The winner of the first edition of the NCS benchmark has been secured by: Marktplaats  

( Adevinta ).

Work still to be done

What we have observed in these conversations is that many organisations  are still 

searching. Assumption would dictate brands that previously communicated publicly 

about sustainability and social themes to continue doing so. Nothing could be further 

from the truth. In some cases, a campaign appears to have been launched under 

pressure from a CSO, after which marketers would rather forget the commercial 

altogether. The sense of pride was absent.

Brands with beautifully produced commercials and strong NPS scores often choose not to 

follow up, because the business gave these campaigns less priority. There are also cases 

where the endresult  disappointed or triggered socially undesirable reactions.

Our conclusion is that there is still considerable work to be done to secure a structural 

place for sustainability on the marketerôs agenda. According to some, not communicating 

about progress ï also known as greenhushing ï remains the safer option.

This does not apply to B Corps, NGOs and impact scale - ups. Communicating about 

impact is their bread and butter. However, there is a strong tendency among them to 

avoid being associated with commerce. Impact comes first, and there is also an

BENCHMARK INSIGHTS

1 Marktplaats

expectation of inherent credibility. It is therefore disappointing that this credibility is 

not always experienced as such by mainstream consumers.

Here too, there remains significant room for improvement.

4 Gamma

7 Justdiggit

8 Renewi

13 Ekoplaza

15 Tefal

1 Marktplaats

4 Gamma

7 Just Digg it

8 Renewi

13 Ekoplaza

15 Tefal

© Dentsu Netherlands BV 2026
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MARKTPLAATS.NL

Adevintaôs ñToysò campaign, is the best- scoring 

campaign of the 200 campaigns tested. This is 

reflected in its scores on the different drivers, with the 

highest ratings on Honesty, Commitment, and Clarity, 

and high scores on Appeal and Shared Value. This 

campaign dramatically outperforms the benchmark. 

The NCS is highest among  the Conscious, scoring 10 

points higher than among  the Committed.

47

80

36

70

The Unconcerned The Conscious The Lapsed The Committed

NCS PER SEGMENT

55
60

51 50

8

63

18
25

10
1

-17 -5

NS Honesty NS

Commitment

NS Appeal NS Shared

Value

NS Urgency NS Clarity

NCS PER DRIVER

Marktplaats.nl Benchmark

67
NCS

View TV spot

© Dentsu Netherlands BV 2026
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National Benchmark Marktplaats.nl

MARKTPLAATS.NL CREATED AN IMPRESSIVE COMPETITIVE ADVANTAGE BEING HIGHLY CREDIBLE

© Dentsu Netherlands BV 2026
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Key insights:

Å In general, there is much room for improvement. After introduction 4 years ago, the Belgium NCS  benchmark 

went up from 15% to 29%. 

Å Commercial brands occupy both the top and the bottom of the ranking. In line with the six drivers of 

sustainable impact, it appears that how these drivers are applied has a greater effect than large budgets, high 

frequency or the use of TV.

Å NGOs perform relatively well on average. Even the lowest - scoring organisation  in this group still achieves a 

net positive result of +8. The highest - performing foundation ranks at number 5.

Å EU and government communication ranges from reasonably strong performance (position 43) to very weak 

performance (position 186). There is clearly work to be done when serious, informative advertising is not 

trusted by the very citizens it aims to reach.

Å B Corps are regarded as frontrunners and role models. The top - performing B Corp ranks at number 33. 

Encouragingly, consumers generally endorse the claim of sustainable leadership. That said, there are B Corps 

that are perceived as more untrustworthy than trustworthy. The lowest ranking B Corp appears at number 

194.

Å What applies to B Corps also applies, to a greater or lesser extent, to impact start - ups and scale - ups. The 

highest - ranking organisation  in this group is at number 26, while the lowest ranks at number 185.

Other valuable insights:

Å B Corps generally score above average

Å The top 10 consists of 3 not - for - profit organisations  (NGOs) and 7 for - profit organisations

Å The highest - ranking Out - of - Home execution appears at number 7 (+54)

Å Positions 149 and 150 are classified as neutral (both FMCG)

Å High - scoring TV commercials are occasionally adapted into poorly performing OOH executions, and vice versa

Waaraan kan de NCS bijdragen?| Bend the Trend

WHAT STOOD OUT IN THE BENCHMARK

18© Dentsu Netherlands BV 2026
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CONSUMER INSIGHTS

In addition to the NCS benchmark, we conducted in - depth consumer research 

among the same representative group of 6,000 Dutch respondents. This 

research was carried out prior to the benchmark measurements and provides 

essential context for interpreting the NCS results. Respondents were asked 

detailed questions about their attitudes towards sustainability and societal 

change, as well as their perceptions of sustainability - related communication.

The insights presented in the following sections address four key questions: 

Å how people view sustainability and social change, 

Å who they expect to lead this transition, 

Å wh at barriers they experience when trying to live more sustainably, 

Å and what role they believe companies and brands should play in supporting 

them. 

Together, these insights help explain the broader mindset in which impact 

advertising operates ð and why credibility is such a critical condition for 

effectiveness.

20© Dentsu Netherlands BV 2026
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`

1. We identify four segments based on attitudes towards 

and approaches to sustainability. The largest group, 

The Conscious  (61%), is open to living more 

sustainably. This group is essential for creating the 

ónorm shiftô towards a sustainable society. To motivate 

them to take action, they need accessible, practical 

solutions ð sustainability is not their primary driver. 

Therefore, start with the concrete benefit for them : 

is the product healthier, tastier, more enjoyable, more 

and does it contribute to a better world? (1,2)

2. Acknowledge ñsustainability fatigueò. For the group 

that has disengaged (7%), it is important to 

demonstrate that the transition towards sustainability 

is continuing. Share positive stories about progress 

and tangible results to provide perspective and hope. 

(1,2)

3. Segment where relevant by age : younger people are 

more likely to be disengaged or indifferent, while older 

people tend to be more active. Also differentiate by 

gender : men are more often indifferent. There is 

clear potential to engage this group with a relevant 

narrative, representations and examples that align 

with what they value, and that show sustainability has 

much to offer them as well. (3,4)

NEARLY 75% WANT TO MAKE AN EFFORT TO LIVE MORE SUSTAINABLY

19,4

61,2

6,6
12,8

I just live my life and

don't pay much attention
to sustainability.

I try to live more

sustainably and make an
effort now and then.

I used to be more

conscious about
sustainability, but I've

kind of let it go because it

seems less important

now.

I'm strongly convinced

that making things more
sustainable is necessary,
and I actively contribute

to it.

WHICH OPTION BEST REFLECTS YOUR 

PERSONAL APPROACH TO SUSTAINABILTIY? (2)

24%

60%

9%
7%

22%

60%

7%

11%

18%

62%

5%

14%15%

62%

6%

17%

The Unconcerned The Conscious The Lapsed The Committed

ATTITUDE  X  GENERATIONS (3)

GenZ Millennial GenX Babyboomer

19%

61%

7%

13%

THE 
UNCONCERNED

THE CONSCIOUS

THE 
LAPSED

THE 
COMMITTED

23%

57%

7%

13%
15%

65%

6%

13%

The Unconcerned The Conscious The Lapsed The Committed

ATTITUDE  X  GENDER (4)

Male Female

CONSUMER SEGMENTS (1)

KEY TAKE OUTS 
& ACTIONS

22© Dentsu Netherlands BV 2026
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`

1. While the majority (54%) place responsibility for 

sustainability primarily with the government, there 

is also a substantial group (45%) that recognises  

the power of individual action and citizens. This 

offers clear opportunities for activations and 

community building. Collaboration with the many 

existing citizen - led initiatives creates strong 

potential for value exchange. Companies and brands 

can play a facilitating role by supporting initiatives, 

increasing their visibility, and sharing knowledge 

and expertise to jointly accelerate the transition. 

(5,6)

2. Older people (over 50%) see a greater role for 

citizens than younger people (32%). Respond to 

these differences. Enable older generations to 

contribute collectively and ensure they have tools to 

share their actions, inspiring others in turn. For 

younger audiences, consider how initiatives can be 

positioned within a broader perspective ð such as 

international scope or European - level collaboration. 

(7)

3. Companies should demonstrate what they are 

actively doing to make a positive contribution. 

Share transparent (open and honest) stories about 

concrete actions, innovations and partnerships. 

Show that there is more than a pure economic focus 

and involve engaged employees. NGOs can act as 

expert and knowledge partners; for them, 

collaboration with companies offers opportunities to 

increase visibility reaching new audiences towards 

more impact. (6,7)

ALMOST 45% BELIEVE THE TRANSITION CAN BE LED BY CITIZENS
KEY TAKE OUTS 
& ACTIONSWHO SHOULD CHANGE? (5)

Governments and organizations 

should change  (55,6%)

Citizens should change  

(44,4,%)

53,5

44,4
39,4

35,2

18,6

11,4

BEST POSITIONED TO LEAD THE 

TRANSITION (6)

45,6%

50,9%

22,3%

28,9%

11,1%

31,9%

51,9%

42,3%

19,7%

35,7%

10,4%

39,2%

55,7%

36,2%

17,0%

36,5%

11,7%

49,1%

56,6%

33,7%

17,5%

34,9%

12,9%

52,7%

0,0%

10,0%

20,0%

30,0%

40,0%

50,0%

60,0%

The Dutch government The European Union International organizations

such as the United Nations

The business community Associations such as

Greenpeace and other NGOs

We as citizens

BEST POSITIONED TO LEAD THE TRANSITION | GENERATIONS (7)

GenZ Millennial GenX Babyboomer
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`

1. High costs of sustainable offers prevent mainstream 

audience to change their behavior . Meaning that

sustainability alone is not a driver for them . In line 

with the former conclusion the value perception of 

sustainable goods needs to change. What is the

added value other than being better for the planet

or society to be worth the extra investment? This

needs to be very clear (9).

2. 20% says companies are not doing enough (effect 

of greenhushing ?), esp the Lapsed and Conscious . 

In order to lead the transition the Conscious group

is needed . An opportunity for front runners in 

sustainability to share their efforts in a credible and

transparent way. Not like ówe have it all figured outô 

and traditional advertising way but in a humble , 

open communication . With room for interaction , 

longer formats, trustworthy channels , partnerships 

or co - creation and for the long run (10).             

Lack of trust does not seem to be a hurdle which is 

a positive sign . 

3. Government (more details in appendix) needs to

step up in their action or the effectiveness of 

communication around initiatives . Applying the

factors of credibility can help (8,10)

HIGH COST OF SUSTAINABLE LIVING REMAINS THE KEY BARRIER (40%)

KEY TAKE OUTS 
& ACTIONS

10,1

12,3

15,6

17,9

20,1

21,5

40,2

0 10 20 30 40 50

I donôt trust the information about é

It all feels too complicated

I donôt get anything in return

My actions donôt make a difference

Companies arenôt doing enough

The government isnôt doing enough

Sustainable living is too expensive

WHAT STOPS YOU FROM MAKING YOUR 

OWN BEHAVIOR MORE SUSTAINABLE? (8)

0,0%
5,0%

10,0%
15,0%
20,0%
25,0%
30,0%
35,0%
40,0%
45,0%
50,0%

ALL BLOCKERS ALL GENERATIONS (9)

GenZ Millennial GenX Babyboomer

Sustainable living

is too expensive

My actions donôt 

make a difference

The government 

isnôt doing 

enough

Companies arenôt 

doing enough

I don't trust the

information about

sustainability

I donôt get 

anything in return

It all feels too

complicated

The Unconcerned 32 25 16 16 15 36 10

The Conscious 46 17 23 22 9 11 14

The Lapsed 37 29 27 25 18 17 14

The Committed 29 8 18 15 4 5 7

32

25

16 16 15

36

10

46

17

23 22

9
11

14

37

29
27

25

18 17

14

29

8

18

15

4 5
7

ALL BLOCKERS X SEGMENTS (10)

The Unconcerned The Conscious The Lapsed The Committed
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10,6

32,4

39,4

16,4

1,1

Strongly disagree Disagree Neutral Agree Strongly agree

DO YOU CONSIDER COMPANY 

COMMUNICATION CREDIBLE WHEN IT 
ADDRESSES SUSTAINABILITY? (%)

`

1. A strong consensus: companies need to facilitate

people in making more sustainable choices and

communicate about the actions around

sustainability . This a clear sign : Greenhushing is 

slowing the transition . Again a huge opportunity for

businesses to step in.

2. Even half of the group that is unconcerned wants 

companies to help them with living a more 

sustainable life. 

3. In general, c ompanyôscommunication around

sustainability is not considered credible : only 17% 

agrees with the statement. Although 40% is neutral

this offers much room for improvement on creating

positive impact .

THE ROLE OF BRANDS AND THEIR COMMUNICATION

KEY TAKE OUTS 
& ACTIONSWHO SHOULD CHANGE? (5)

They should change  (55,6%) We should change  (44,4,%)

65,5%

34,5%

Ja Neen

DO YOU EXPECT BRANDS TO HELP YOU BUY 

MORE SUSTAINABLY?

46,2%

70,1%

61,9%

74,6%

The Unconcerned The Conscious The Lapsed The Committed

DO YOU EXPECT BRANDS TO HELP YOU 

TO BUY MORE SUSTAINABLY, PER 
GROUP? 

72,4%

24,6%

Ja Neen

IF BRANDS EXPLAINED HOW BUYING 

THEIR PRODUCTS SUPPORTS 
SUSTAINABILITY, WOULD YOU BE MORE 

LIKELY TO CHOOSE THEM?

No

28

Yes

Yes No
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USING THE NCS EFFECTIVELY

Because the NCS has just been released, many high - scoring campaigns were 

created without consciously applying the model. In hindsight, these campaigns 

intuitively did the right things. The real challenge now is to understand why they 

worked. Moving from unconscious competence to conscious competence is a crucial 

next step for the industry. 

By making these intuitive choices explicit, marketers gain the ability to apply them 

more deliberately and consistently. We hope this framework encourages marketers 

to reflect on their experiences and to share their learnings, so that collective 

knowledge can accelerate the effectiveness and credibility of impact advertising.

Ultimately, the goal is for marketers, communication professionals, and the creative 

industry working alongside them to adopt the NCS at scale, enabling the collection 

of cases and knowledge that can then be shared with every impact maker.

Returning to the purpose of this chapter: as mentioned earlier, the NCS provides a 

proven method for steering the credibility of impact communication. An NCS score 

indicates the overall effectiveness, while an NCS scorecard provides deeper insight. 

This comprehensive (paid) report offers specific explanations and improvement 

opportunities relating to the six credibility drivers for your advertisement.

Below, we outline how to get started with the NCS in the most effective way.

Begin with a baseline measurement to determine the current credibility of your 

impact campaign. This will not only give you the overall score but also the 

individual scores for the six credibility drivers. It is considered a baseline 

measurement if this is your organisationôs first NCS scorecard (an in - depth report 

on the (rel.) credibility of your campaign)

Ideally, this is done through a post - analysis of your most recent sustainability 

execution. If you are fortunate, your campaign may already have been included in 

the 200 executions tested in our NCS benchmark. In that case, the results are 

immediately available, and no new research panel needs to be recruited. Check 

with your creative or media agency, dentsu, or Bubka to see whether your 

campaign was included in the benchmark.

Banking & insurance

Telecom & media

Food & beverages

Household & personal products

Automotive & mobility

Consumer durables

Non-profit & public sector

Housing & construction

Retail

Energy

© Dentsu Netherlands BV 2026



31

NCS IN CREATIVE WORK

Future campaigns can also be tested on the NCS before production and distribution. 

The advantage is that this will likely help you use your budget much more 

effectively. Such a test focuses on evaluating the storyline, narrative, and creative 

concept materials for the campaign under development.

A new lens

A standard creative and/or media briefing does not provide enough information to 

optimise  the credibility of your campaign. To do this effectively, you need insights 

into the scores of the six credibility drivers and how they interrelate. In addition, 

you must carefully consider how each driver can be substantiated with evidence. 

The NCS model therefore provides a new lens through which to develop and review 

creative work. It requires deeper analysis, more data and stronger proof to achieve 

meaningful optimisation . It may also mean consulting with other organisations  to 

better substantiate your claims. This will take some practice, but it is likely to pay 

off. 

How does the NCS relate to anti - greenwashing guidelines? The simple answer: The 

NCS incorporates the ACMôs five rules of thumb.  

Honesty |  0,380

Commitment | 0,253

Appeal | 0,172

Shared Value | 0,069

Urgency | 0,060

Clarity | 0,041 

THE SIX DETERMINANTS OF IMPACT COMMUNICATION 
CREDIBILITY AND THEIR WEIGHTS

Honesty

Commitment

Appeal

Shared Value

Commitment

Honesty

The six determinants of impact communication credibility and their weights
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DRIVERS ACROSS 
INDUSTRIES

This relates to the relative importance of the 

drivers. Not every industry scores equally well on 

every aspect, and the importance of the six 

drivers varies per category ð as shown to the 

right. It is important to discuss these insights, 

and the reasons behind them, with the 

integrated campaign team.

These insights are a first and give us a new 

context which wasnôt possible before. Good 

performing organizations and brand are currently 

unconsciously competent. Especially on the 

individual drivers the differences per category 

are large. These insights and additional context 

helps to become consciously competent.

Once you have formulated your insights in a 

briefing, the most effective approach is to brief 

creative and media teams together. In addition, 

for impact campaigns it is even more important 

to align creative work with channel selection ð 

not every channel has the same communication 

power, usage moment or available formats.

-40

-20

0

20

40

60

80

National Benchmark Best scoring impact
campaign

Household & Personal
Products

Energy Telecom & Media Food & Beverages Automotive & Mobility

SCORING NCS DRIVERS FOR DIFFERENT INDUSTRIES

NS Honesty NS Commitment NS Appeal NS Shared Value NS Urgency NS Clarity

32,6%

27,7%

22,0%

29,5%

21,0%

30,7% 31,8%

21,5%

26,7%
30,0%

35,4%

39,6%

51,0%

42,0%

46,3%

37,8% 38,6%

47,5%

43,0%

37,2%

2,8%

11,9%

29,0%

12,5%

25,3%

7,0% 6,8%

26,1%

16,3%

7,2%

Automotive &

Mobility

Banking &

Insurance

Consumer

Durables

Energy Housing &

Construction

Food &

Beverages

Household &

Personal

Products

Non-profit &

Public Sector

Retail Telecom & Media

THE NCS PER INDUSTRY

(% POSITIVE OR NEGATIVE AND RESULTING NCS)

%NEG %POS NCS
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THE SIX DRIVERS EXPLAINED

What do the six drivers mean ð and how 

do you optimise  them?

Because products and industries differ, there is 

no one - size - fits - all answer. Think of it as a 

creative challenge. Below, we provide general 

guidelines for each driver that marketers, 

communication specialists and creative teams 

can apply.

Honesty

Is the message transparent, realistic, and 

supported by evidence?

Be transparent and factual. For every brand ð 

especially those in transition ð sustainability 

efforts are snapshots in time and may involve 

uncertainties. Keep the message realistic. 

Substantiate every claim; this prevents 

scepticism  and shows that nothing is being 

hidden.

Do not exaggerate. Promise only what you can 

deliver ð or better yet, only what has already 

been achieved.

Be transparent about your approach. Openness 

about measurement methods and challenges 

increases credibility. Also consult the ACMôs 

anti - greenwashing guidelines ; experts have 

published widely on this, so plenty of valuable 

information is available.

Commitment

Does the brand demonstrate that it is 

genuinely dedicated to the stated goal ð and 

how does the audience feel this?

Commitment scores the highest across all 

industries. We tend to respond positively to 

organizations that visibly put their heart and 

soul into their efforts.

Emotional resonance matters, but enthusiasm 

must be legitimate. A certain level of 

consistency over time is also important.

Walk the walk, not just talk. If your 

organisation  is in the early stages of transition, 

wait until the first tangible results are there. 

Clearly demonstrate how you are involved in 

the issue. If the connection feels accidental, 

the audience will not see the logic ð and 

without that logic, credibility suffers. Make 

clear that this is not a one - off marketing 

campaign.

Avoid greenhushing. Dare to highlight your 

positive contribution and articulate its meaning 

(without bragging). This helps people feel that 

the brand genuinely cares about the goal.
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Shared Value

Does the message align with what people 

themselves consider important?

As an impact maker, you may have an excellent 

sustainable solution ð but if the wider population 

does not value the same things, it becomes difficult 

to grow. To reach a tipping point, you need scale. 

This means translating your sustainable solution 

into a shared consumer value.

Know what drives your audience. Conduct research 

or use existing insights about your target groups, 

and connect your message to their values and 

interests. A useful tool is the Elements of Value  

framework described by Harvard Business Review in 

2016 (subscription required, but the pyramid and 

explanations can also be found elsewhere).

Frame sustainability in universal values. Present 

your objective in a way no one can disagree with. 

For example, instead of positioning a green - energy 

campaign purely around carbon reduction, frame it 

as ñclean air in your neighbourhood ò ð something 

everyone cares about.

Speak the audienceôs language. Adapt your 

tone - of - voice and examples to their everyday world. 

Use relatable situations, places, or metaphors that 

reflect their lived reality. Jens van Weeleôs work  on 

ñtransition languageò offers excellent practical 

guidance for this.

Appeal

Is it clear what the added value is for the audience? 

Does the message resonate on an emotional, 

functional or social level?

Make the message attractive and relevant to the 

audience. What appeals most strongly depends on 

the target group. For example, the large 

ñConsciousò group (61%) has a heightened price 

sensitivity when it comes to sustainable products 

and services.

Emphasise  the benefit for the audience. 

Communicate what the message offers them 

emotionally, functionally, or socially. For instance, 

instead of saying ñYou should save energy,ò say 

ñWould you like to lower your energy bill?ò ð 

framing the goal as personally relevant and 

appealing.

Use storytelling and emotion. Ensure the core 

message resonates. Tell a short, human - centered 

story that illustrates the impact.

Visuals and tone. Support the appeal with 

appropriate imagery and tone - of - voice. Keep the 

tone positive and inspiring.

THE SIX DRIVERS EXPLAINED
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THE SIX DRIVERS EXPLAINED

Urgency

Make it clear why action is needed now ð and 

always offer a sense of agency.

Explain why immediate action is necessary, but 

ensure the audience also understands what they can 

do. Urgency is a sensitive topic: for the critical 

mass, it can trigger resistance. How strongly 

urgency is felt depends on the industry and on how 

relevant the topic is to the target audience. For 

NGOs, urgency is often easier to incorporate into 

their communication strategy than it is for 

mainstream consumer brands.

Create a sense of urgency without causing paralysis.

Communicate why action is urgent ð e.g. ñClimate 

change wonôt waitò or ñEvery day, 100 new patients 

are addedò ð but avoid leaving the audience feeling 

powerless.

Provide a concrete call to action.

Pair urgency with a clear next step for the receiver. 

Pessimism is contagious, but so is optimism. Ensure 

your urgency message is accompanied by a hopeful 

invitation to contribute immediately.

Emphasise  the momentum.

If there is a relevant current event or deadline, use 

it. A clear time factor strengthens urgency ð but 

make sure the deadline motivates rather than 

discourages.

Clarity

Keep the message clear, concrete and easy to 

understand.

Although Clarity is a relatively small factor, it cannot 

be overstated: for every NCS driver, simplicity is 

more effective than adding detail or complexity. 

More information can easily become 

counterproductive.

Avoid jargon, vague terms and use simple language.

Use clear language that anyone ð your 

grandmother, your neighbour  ð would immediately 

understand ( check B1 ). Buzzwords like ñcircular 

ecosystemò or generic phrases like ñsustainable 

productò communicate very little.

Keep the message concise and to the point.

Focus on a single core message per execution.

Check for comprehension.

Test your concept with someone outside the project 

(a colleague or acquaintance). A clear message not 

only improves understanding, but also strengthens 

credibility ð people trust communication more when 

it is straightforward and honest.
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If you have taken our insights into account and developed your first 

campaign, the question then becomes: Whatôs next?

As with any campaign, it is advisable to conduct an evaluation. A 

post - NCS analysis is ideal for this. By mapping credibility, and combining 

these findings with brand consideration and sales results, you can 

determine the overall contribution of your efforts. In this way, data and 

insights are transformed into knowledge ð and ultimately into both 

sustainable and financial impact.

Tip: Because the NCS is new for every stakeholder in the chain, we 

recommend evaluating the process and execution together with all 

involved partners. This strengthens collaboration and leads to better 

outcomes in the future.

Ultimately, the evaluation should answer two key questions:

Å What is the impact of the current campaign materials?

Å Where should the focus lie to structurally achieve greater sustainable 

and financial impact?

Keep evaluating at a rhythm that fits your organisation .

WHATôS NEXT?
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Sustainability communication operates in a fundamentally different reality than it did 

a decade ago. Expectations are higher, and people are more critical than ever. In this 

context, good intentions and polished storytelling are no longer enough. Impact 

communication must earn credibility ð and it must be able to prove it.

What this means

Our research is clear: credibility is a decisive driver of effectiveness. It explains both 

consumer motivation and brand consideration, making it a measurable source of real 

value rather than a soft principle. The Dutch benchmark shows that many campaigns 

still fall short ð but also that high credibility is achievable across sectors, formats 

and budgets when the right choices are made.

The six drivers of credibility provide practical guidance for doing so. They 

demonstrate that effective impact communication requires clarity, relevance, honesty 

and commitment over time. 

Above all, they show that the large majority of people are willing to take steps 

towards a more sustainable and social future ð if they are supported with credible, 

realistic and meaningful communication.

The Net Credibility Score offers a shared framework to learn, compare and improve. 

Used consistently, it enables marketers (unregard less where they work) to move 

beyond intention and towards lasting impact, turning credibility into a strategic 

advantage for brands, people and society alike.

CONCLUSION
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