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Message from Editorial Team

A/ ARVY-ERMEAD / AKVY

Ett (meaning ‘one’ in Swedish, a leading SDGs country) is Japan'’s first SDGs awareness-raising
magazine that is distributed in schools to promote sustainable consumption. Its name is derived
from the idea that all the people on earth are one team and think seriously about this era together.
It was launched to achieve the Ministry of the Environment’s goal: “changing consumer behavior”.
The awareness of the Sustainable Development Goals (SDGs) and sustainability has spread rapidly,
and it has been reported that over 80% of the population is now aware of it, and many companies
are rushing to enter the sustainability market. But in reality, the consumption of their products is not
increasing.

We are here to solve this problem.

Forever Green (Peace for Earth Executive Committee), a nonprofit organization, has developed a
clear strategy to reduce CO2 emissions through the purchase of sustainable products, and Ett, the
sustainability awareness-raising magazine, is to help change this situation.

Changing Consumer Mindsets: We are launching this magazine to get mothers who are not
interested in sustainability to become purchasers.

Until now, our messages regarding the environment have been sent to society at large, but from
now on we will be targeting mothers. We will continue to aim to create a world where people can

enjoy working on sustainability as an expression of love and affection. We appreciate your support.

Ett Editorial Team




First issue | It will be distributed to all mothers living in Setagaya Ward, Tokyo

Ett, Japan’s first and only sustainability awareness-raising magazine, will be
distributed 100% by hand to children in 106 kindergartens, elementary and
junior high schools throughout Setagaya Ward, Tokyo, as a “magazine for
parents and children to read together”.

Ett is the fruit of Forever Green’s powerful planning ability, coverage skill,
human network, and know-how in the fight against global warming.

8 kindergartens: about 400 children

61 elementary schools: about 38,000 children
29 junior high schools: about 12,000 children
Total: about 50,000 children

https://www.city.setagaya.lg.jp/mokuji’kodomo/004/001/001/d00005769.html

SETAGAYA https://www.city.setagaya.lg.jp/mokuiji/kusei/010/005/004/d00005805_d/fil/RSshougakkoujidougakyuu. pdf
WEB site https://www.city.setagaya.lg.jp/mokuiji/kusei/010/005/004/d00005805_d/fil/RSchuugakkouseitogakyuu. pdf
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About mothers in Setagaya Ward, Tokyo

sAnnual Income: Average annual income is 6.55 million yen.
Ranked 5th among 66 cities, towns, and villages in Tokyo.

* This is 1.52 million yen more than the national average annual income.
* Many executives and employees of well-known companies tend to live in areas with

hi%h average annual income.
* Besides profit from labor, there is also much profit from asset management, etc., as

in the case of Minato and Shibuya Wards.

m Area data: No. 1 in luxury residential area ranking.
26 luxury residential areas exist along the Tokyu Oimachi and Denentoshi lines.
Seijo, Todoroki, Kaminoge, Okusawa, Kuhonbutsu, Yoga, Denenchofu, etc.

In the Seijo area, Meisho Elementary School is one of the most popular public
schools.
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Women in their 20s to 40s with children in kindergarten
through junior high school—the age group we are
targeting for this project—live in Setagaya Ward more
than any other regions in terms of demographics such

as gender and generation, and these people are highly
influential.




Advertorial Project (1) | Introducing sustainable businesses by making it into a story.
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We will report on sustainable businesses and
share them as a story for parents and
children to enjoy reading together.

Introducing Sustainable Businesses
We will introduce sustainability through the

businesses in an easy-to-understand manner. By
exploring the background of how these businesses
were born and their cultural appeal, we will tell

people how they can contribute to society.

Options

We will calculate and present the CO, emission
reductions, and visualize CO, emissions by
comparing them with the amount of CO,
absorbed by forests, etc.




Advertorial Project (2): Introducing the Passionate Thoughts of the Leaders of the Era

Telling stories that make people dream about what kind of adult parents ¥ oo e dhus il
. o % B
they want their children to become. 7

. . . . A

Provide parents with a repertoire of stories. 7 2
Vo
g K
I
Introduction of Sustainable Business Creators £ A
By conveying a captivating portrait of persons who have created sustainable businesses, i (‘5
we offer an exciting moment that makes children think, “| want to be that person, too!” }E irf

rg

We will provide stories that parents can tell their children about what motivated creators
to start sustainable businesses in this era of sustainable development.
Composition: Interview, Photographs, P1 to 2

Introduction of Sustainable Businesses (Brands)

If parents cannot understand what exactly a sustainable business is, they cannot talk
about it with their children. We will provide parents with the opportunity to explain it in
a simple and easy-to-understand manner.

Composition: Interview, business introduction diagram or photo, P1 to 2




Advertorial Project (3) | Conveying Dynamic Social Changes

7

By conveying dynamic changes that are occurring in companies now and
the speed at which these changes are occurring, we will show how radical
(rapid, innovative) the current era is and the intensity of the waves of
change, and provide parents with a repertoire of stories to tell their
children.

Introduction of Sustainable Initiatives (Corporate Social
Responsibility: CSR, etc.)

We will show people what kind of sustainable initiatives major companies are taking, and
give them a realistic picture of society by explaining their sustainability policies, how they
incorporate sustainability into their products, and how they are responding to specific

issues such as CO; emissions.
Composition: Interview, business introduction diagram or photos, P1 to 2

Introducing the Thoughts of People in Charge of Sustainable

Businesses

In this era of sustainable development, which will continue to change over the next five
to ten years, what are the thoughts of the people who are in charge of sustainable
businesses?

We provide stories that parents can tell their children.

Composition: Interview, Photographs, P1 to 2
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Back Cover | Used as a Flyer to Attract Customers to Events

Y peace for earthzod

Name

Target
Objectives
Contents

Period
Place
Hosted by

Operated by : Peace for Earth Executive Committee
Sponsored by: Ministry of the Environment

Cooperation

Media partner. ELEMINIST

:SDG Experience Area “Peace for Earth” 2024 Futako-Tamagawa

Partners to Help Mothers Grow

:Millennials, Women, Families, Generation Z

:Climate Crisis and Circular Economy Awareness, Engagement Enhancement

(1) World adventure experience with children
(2) Zero carbon city—Hometown tax donation exhibition
(3) Sustainable collections

(4) Exhibition and introduction of sustainable (decarbonized) products/serviceg
(5) Promotion utilizing our own media to local educational institutions
:March 23 (Sat) to 24 (Sun), 2024

: Tamagawa Takashimaya Arena Salon

:Forever Green, a nonprofit organization

Tokyo Metropolitan Government Bureau of Environment
:CARTA MARKETING FIRM (Dentsu Group), PAL CO., LTD, Yukihana,
Sumapla Inc., Cheer Drive Inc., Forever Green Youth, etc.
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©Peace for Earth Executive Committee

Distribution | Scale of Growth @ Medium-term Target = Whole Tokyo Area

Target : Schools in Setagaya Ward, Tokyo = Mothers in this area. No complicated, . . .. . .
- e 4 o 3 Number of millennials living with children
rigid looks. Instead, an elegant look.

Policy : Awareness-raising activities that lead to sustainable product consumption
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©Peace for Earth Executive Committ
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Outline of Advertising Menu | Advertorials in the Booklet

e

10

Would you like to place an ad in Peace for Earth’s booklet featuring sustainability content?
We will distribute information and reading materials in conjunction with our events, mainly to schools in

Setagaya Ward, Tokyo.
A4 color booklet, one-page ad placement

umber of copies distributed Approx. 50,000 copies

Cost 1.8 million yen (donation/tax included)
Place of distribution Kindergarten, elementary school, junior high school, (high school)

Distribution method 1 Distributed to students in their school classes.

Delivered to schools by bicycle from the package production site,

Distributio ethod 2 : o
& dendn stk with zero CO; emissions!

Distribution period 1 event announcement; before the event; late February to early March 2024

Distribution Period 2 event report; early April to early May 2024 after the event *Tentative

*Includes planning, coverage, photography, design, and printing costs.
*Secondary use of coverage articles is allowed.
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-Sustainable PR Event-

Y peace for carth

Partners to Help Mothers Grow

Operated by: Peace for Earth Executive Committee

Hosted by: Forever Green, a nonprofit organization
www.peacedearth.org



Combination of Our Own Media + Real Events

©Peace for Earth Executive Committee

12

oriented web media.

elementary and junior high schools, and high schools to attract customers
through our unique method. In conjunction with the event, information will
be released and articles will be distributed by Eleminist, a sustainability-

Media Business

Achieve the ideal with four types of consumer communication content.

Create an original free paper and distribute it to nearby kindergartens,

Since 2001, Forever Green has developed much original
awareness-raising content, and the SDGs awareness event “Peace
for Earth” is a collection of this content.

Event Business

Awareness-raising
magazine

PR content to attract customers
From 55,000 people

Partner Web Media 1
million PV/month
https://eleminist.com/

Awareness-raising
area
Company Booths
SDGs Content
*20 booths

Event Area
World Adventure
Hometown Tax Donation
Exhibition, etc.
About 5 booths

Partner: CARTA (Dentsu Group)
www.peacedearth.org

Partner : ELEMINIST

Supported by: Ministry of the
Environment

Partner: CARTA (Dentsu Group)




Purpose | Transformation into a festival that contributes to global warming
prevention! Evolution from conventional awareness-raising events! 13

This project targets households with children in Setagaya Ward and neighboring areas, and contributes to the
promotion of SDGs-oriented cultural understanding, including consideration for global warming.

The definition of sustainability varies and it is not fully understood through school education. We explain it in a way
that is easy to understand even for people with lower education.

Tamagawa Takashimaya Arena Salon

Department stores are one of the cultural sources in Japan. By
creating a lively space, we can attract people’s interest by making S
them think, “What is it? Maybe I'll just drop by.” We create a e

space that looks fun. iy

Information dissemination from Japan's premier luxury residential
area will help it grow as a source of sustainability culture!

Making the global warming/sustainability/ethics awareness-raising
event a “festival” will change the impression of the activity, and
allow the dissemination of a powerful messagel!

Making the activity entertaining = Creating an exciting place!

www.peacedearth.org




Composed of Our Original “Hands-on” Content
14

The event is composed of hands-on activities with an emphasis on communication. We take a different stance from
that of knowledge education. We provide opportunities for people to become interested in sustainability by “seeing,
touching, and feeling”.

4 ™\ pportunity, ®

] B_Premium Hometown ¢ gustainable Kickstarter,
A_Main Content: Hands-on StYle Tax Donation Exhibition - Create a p|ace

Collection
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1) Food: Love 2) Education & “What's

Sweets Experience going on inside the
heads of elite university
students?” : Food

sampling experience for

people’s
hearts

Motivate

take action

.

A special Hometown Tax  E x h i b i ti on

a local revitalization Donation Exhibition was ' Decarbonizing Mom’s SUSTAINABLE
project led by university held by participation of K't';hen' ITOO f Exh;]k?ltlc)ln DEVELOPMENT
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www.peacedearth.org




Exhibition Booth | You can

reserve the location of your booth by looking at the venue map.

15

Booth lot 1

Booth fee: 200,000 yen
e One table
e 2 chairs
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Booth lot 2

Booth fee: 200,000 yen
Hands-on content provider

T—-AEE2
w1,800xD1,800

Necessary fixtures and

fittings to be coordinated

www.peacedearth.org
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SDGs Hands-On Area "Peace for Earth" Sponsorship Request

16

Would you like to help boost sustainability, decarbonization, and global warming prevention
activities?

Would you like to support people who are committed to fighting climate change issues?
Would you like to achieve a 60% reduction in CO, emissions, as decided by the G7 summit?

Your support and cooperation are essential to make this event a success and to allow it to continue
in the future.

We would be grateful for your sponsorship, from individuals to corporations.

Your sponsorship money will be used to cover the cost of the venue, printed materials, etc.

1 unit: 10,000 yen

10 units :No different exposure from stall holders (introduction with the logo will be placed on the flyer, only. No exhibit)
5 units :Logo on flyer and website

2 units :Company name placed on flyer and website in typed letters

Common: Posters that will be an extended version of the flyer will be displayed at the venue (sizes may vary).

www.peacedearth.org




History of Peace for Earth | Held six times in the past

17

The event'’s social significance was recognized and the event was once held at
Japan'’s best tourist destination

For the first time ever, an event was
held at Hachiko-mae Square'

We started challenging ourselves to
hold a new type of awareness-raising
event in Kawasaki in 2020!

ple, who were

very close to tl

| consumers, sent

<Participants> NISSAN,Enr
the University of Tokyo

‘amamoto of
arth Japan
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Introducing sustainability to generation Z from a fashion perspective

What is your impression of sustainability and SDGs? We made a
major change of the image of sustainability to a sparkling and
kawaii (cute) vision, so thatmillennials, students, and women would

E-Z 72=7-&

feel like participating in the fashion town of Shibuya.

_ Re Produce

o . Sustainability exhibition at the MODI pop-up
store. We bppehlefl to sustainable fashion as
the world's most advanced fashion
Modi's big vision screen.
WA P E SRR 500,000

from

*The crossing traffic:
600,000 pedestrians/week

<Participants> DNP, Shimamura Music,
Corporation, and others

Sanei

We value local community-friendly events.
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Reaching consumers who are advanced in sustainability at Ginza Mitsukoshi
A variety of companies, including LIXIL, participated in “Ginza Sustainable Collections” held at
Mitsukoshi, Ginza, Tokyo. ALVARK Tokyo cheerleaders performed a storytelling session for the first-
grade SDGs students. The collaboration with ALVARK Tokyo's SDGs activities will be the start of a new
SDGs initiative that goes beyond the boundaries of conventional SDGs activities.




Contact Us | Media Guide October-December 2023 Edition o

Bank Transfer Account Details : Mizuho Bank Kameido brunch175 1388922

Peace for Earth Executive Committee Operated by

Peace for Earth Executive Committee Secretariat, Forever Green, a non-profit organization;
Attn: Ito

https://www.peacedearth.org

Changing the world through communication—Forever Green is a nonprofit
organization addressing climate change and global warming.

Add_6-23-4 2F Jingumae Shibuya-ku Tokyo JAPAN

Phone : +81(0)50-3702-0982

eMail : info@forever-green.jp

URL : www.forever-green.jp

www.peacedearth.org

18
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