BUMP INTO BRUM

Possible with Media Bounty and ACT Climate Labs
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Execution Results

* Used shared cultural cues to increase the relatability and relevance of the campaign.

e Centred on direct quotes from four Handsworth residents, and featured local staples, such as
Soho Road, Handsworth Park, and the number 74 bus.

e Used recyclable formats to reduce impact. 40% uplift in people tCO2e for this campaign
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