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‘Urgent, relevant and actionable, this is a book that anyone who does marketing needs to read and take action on.’

Seth Godin, Founding Editor, The Carbon Almanac

‘As Marketers we need to question whether we are part of the problem and if we’re part of the problem, then we should be changing our objectives to become part of the solution. Our objective should be to help consumers engage in more sensible consumption. For those serious about driving a more sustainable future, this book offers Marketers a wealth of practical guidance.’

Philip Kotler, S.C. Johnson & Son Distinguished Professor of International Marketing, Kellogg School of Management, Northwestern University

‘It strikes me that this is a book which serves multiple audiences equally well: both a compelling “Why To” guide for those who need to be inspired and nudged towards taking sustainability action, and an effective “How To” guide for those who have already figured out their “Why”.

‘For Marketers who are already convinced of the importance of sustainability and who want help and advice on how to play their part in the transformation of their businesses and achievement of SDGs, this book acts as a highly actionable how-to guide – clarity on both strategic and tactical opportunities for making real and rapid progress for their business and for wider society. For these enlightened Marketers, this is a perfect desktop companion, and will become as well-thumbed as my Thesaurus was back in my early copywriting days! It’s the kind of book that should come with a pack of those post-it page markers, because people will want to mark up their copies for easily finding key chapters again and again.

‘For marketers who are less enlightened, reading this book cover to cover will help them understand the challenge and the opportunity sustainability brings them and their businesses, and enable them to find their “Why”. And once they’ve found their why, the book then provides them with a compendium of strategies and actions to help them discover their how.’

Caroline Taylor OBE, Former CMO, IBM Global Markets

‘An inspiring and practical tour de force, lighting the path to the future of the marketing profession. Essential reading for all Marketers.’

James Perry, Co-Chairman of COOK, Co-Founder of B Corp movement in the UK

‘Each one of these 101 ways Marketing Can Save The Planet is spot on. This book is a must-read for Marketers and everyone who knows that sustainability is a communications challenge.’

Solitaire Townsend, Chief Solutionist & Co-Founder of Futerra

‘Can Marketing Save the Planet? stands as a testament to the lucidity and clarity of Gemma and Michelle’s writing. Rather than attempting to entirely reinvent the wheel of marketing, they’ve skilfully re-envisioned it through a sustainable lens. Their insights are universally applicable, catering to Marketers in companies of all sizes across various sectors. Moreover, with its comprehensive nature – leaving no stone unturned – and packed with over 300 actionable insights, this book is undeniably the most practical and indispensable guide for anyone venturing into sustainable marketing. Hats off to Gemma and Michelle for delivering such a groundbreaking resource!’

Wim Vermeulen, Director of Strategy and Sustainability at Bubka (BCorp), author, and documentary maker

‘An engaging and inspiring guide for experienced marketing practitioners, those just starting out, or small businesses wanting to align their marketing and sustainability ambitions, this book helps you navigate the maze of information and plan a practical, purpose-driven pathway. It covers a wide range of topics: from carbon footprints to the circular economy, from carrot or stick to collaboration, from customer insights to changing behaviours.

‘Building on their experience and passion for sustainability and marketing, Michelle and Gemma share insights from a wide range of leading thinkers, all underpinned with accessible research and reports. The result is an easily digestible compendium of bite-size chapters, each with actionable takeaways and useful resources – highly recommended!’

Catherine Weetman FRSA FIEMA, host of the Circular Economy podcast and author of A Circular Economy Handbook: How to Build a More Resilient, Competitive and Sustainable Business

‘In a world where environmental concerns are paramount, this book is a beacon of hope, showing how marketing, when wielded responsibly, can be a powerful driver of a more sustainable and eco-friendly future. Can Marketing Save the Planet? is not just a book; it is a roadmap towards a greener and more sustainable world. A must-read for anyone who believes in the power of communication and branding to drive positive change.’

Jaideep Prabhu, Professor of Marketing, Cambridge Judge Business School

‘Marketing can, and must, save the planet. For any Marketer wondering where on earth to start, this book is a deeply practical, meticulously researched gloves-off guide on how to do it. With core terms and concepts explained, inspiring case studies, and practical actions to take at the end of each chapter, you’ll finish the book feeling fully equipped to play your role in helping solve humanity’s most pressing problem.’ 

Tessa Clarke, Co-founder & CEO, Olio, the local sharing app

‘A powerful and inspirational read from two leaders of sustainability knowledge specifically aimed at a global marketing profession. From the introduction and reading the Sustainable Marketer Manifesto you will be hooked and inspired to read on and learn how as a Marketer, you play a pivotal role in helping to tackle the climate crises. It’s full of easy to understand knowledge and practical action plans to implement in your organization. Can Marketing Save the Planet? It’s a resounding YES after reading this book.’

Asif Choudry, FCIM, Chartered Marketer, Sales and Marketing Director, Resource

‘This brilliant book doesn’t shy away from the daunting task at hand, but it left me inspired that change is possible. Planet positive can be profit positive, and marketing leaders ought to be the driving force behind this movement.’

Gavin Sheppard, Chief Executive, Pinwheel 

‘A book packed with useful resources and references. It’s authoritative with practical actions to take!’

Adam Bastock, Small99


‘The authors of Can Marketing Save the Planet? have covered everything that anyone working in marketing, could possibly want to know about ethical and sustainable marketing – from net zero, to employee engagement, education, and learning, ESGs, CSR, greenwashing, working with activists, innovation, green websites, to use of language…and so much more! It’s a hugely comprehensive book, with a core message to help marketers drive sustainability and change – inside and out. The book is packed with the latest learnings, case examples and trends. If you are in marketing or in business, this book will become your best read and your best friend.’

Sangeeta Waldron, Founder, Serendipity PR & Media, and author

‘If you are looking for an illuminating guide on navigating the landscape of sustainable marketing, this is the gem you need. Packed with helpful tips and tools, it enables marketers to take actionable steps to turn challenges into opportunities. Relevant case studies will inspire Marketers to learn from successful models and foster the collaborative mindset which is so crucial to the success of achieving a sustainable future.’

Jackie Marshall, Head of Brand and Public Engagement, Fair Trade UK

‘Michelle and Gemma have turned around their lives and careers in response to what they have learned about the climate emergency. And now they are making their hard won lessons easily available to all of us who might follow. Their action-packed new book offers us a practical pathway to lean into our most pressing challenges, future-proof our businesses and thrive by doing something more meaningful with our marketing. I cannot recommend it highly enough.’ 

Paul Skinner, author of The Purpose Upgrade and Founder of MarketingKind

‘From the passionate change agents to those just dipping their toes in the water of marketing for climate good, this book gives practical advice and tips for everyone on how to challenge and reform a marketing system to save the planet. Essential reading for anyone who believes in a values-based approach to communications and is keen on leaving a world behind for the next generation.’

Sophie Howe, the first Future Generations Commissioner for Wales 

‘Uber comprehensive, thoroughly thought-provoking, unbelievably relevant and ultimately actionable. I highly recommend this game-changer in modern marketing strategy... and yes, armed with this insight, “Marketing CAN save the planet”!’

Sarah Walker-Smith, CEO Ampa & Shakespeare Martineau

‘In my opinion, the #1 problem in climate change is storytelling. We need to be telling the right stories to the right people. We’re getting better at it, but there’s still a lot of work to be done. If you don’t think marketing is a climate job, pick up this book and think again!’ 

Zach Stein, Co-Founder, Carbon Collective

‘Wherever you are in your organization’s sustainability journey, Can Marketing Save the Planet? is an essential repository of information, knowledge and resources for actionable climate impact. For internal communicators looking to add strategic value, it has everything you need to engage and inspire internal stakeholders, for a more agile transition to Net Zero business.’

Cat Barnard, Director, Working the Future

‘Michelle and Gemma have distilled a wealth of experience and information into a perfect balance of provocations and practical resources. An Action-orientated guide to help marketers reimagine the role of marketing as the world transitions to a more regenerative and net zero future. It’s a book you can refer to again and again.’ 

Laura Wade, Global Head of Sustainability Strategy, essencemediacom

‘Reimagining marketing’s role, this book champions it as a dynamic force for good. With concise and insightful standalone sections, it offers actionable insights guiding Marketers to practices for a thriving world.’

Dr. Mark Bloomfield, Founder of Transformation Tour, Founder of Turbulence, Fellow at Cambridge Judge Business School 

‘This book is a useful, in-depth, yet practical guide – for using marketing and Marketers’ influence as a force for good – good for the organization(s), communities, societies and economies that marketers work with, live in and depend on.’

Slavina Dimitrova, Founder of Slavina Marketing 

‘A call to arms that is bringing empowerment, hope and optimism encouraging its readers to mobilize and become part of the solution. I strongly believe the Climate Emergency has a communication issue – marketing has the ability to help connect us to solutions and speak to people where it really matters, to their hearts.’ 

Hannah Cox, The Better Business Network

‘Much has been written on sustainability in the last decade, but very little of relevance for marketing professionals. This new book covers huge amounts of ground for marketing teams, often on the backfoot when it comes to ESG conversations. From Circular Economy to Carbon Footprint, from Greenwashing to Degrowth, every topic is covered in a succinct and digestible fashion. The final section on Measurements and KPIs is of extraordinary value. Carbon budgets are suddenly much easier to understand. If you work in marketing and you want to know precisely what is happening in sustainability right now, then this is the quickest route to knowledge.’

Paul Foulkes-Arellano, Founder, Circuthon Consulting

‘A great walk along the pathway of change to a sustainable future. Highlighting how credible marketing can provide an essential lever for change and signposting vital resources.’

Illana Adamson, BCS (Hons), IEMA, CEO Be Better (board advisor, thought leader, C-Suite sustainability coach)

‘Positive intentions need to be matched with practical actions. A devoutly pragmatic handbook for Marketers at all stages of their career – to better understand the role they play and how to move faster and in the right direction. The answer to the question in the title? Absolutely yes, with this book to help.’

Sophie Devonshire, CEO of The Marketing Society and author of Superfast: Lead at Speed; co-author, LoveWork





Gemma – For my own sanity and to Zali, Heidi, Orla, Zuzu, India and Tabitha – this one’s for you ladies, may your futures be bright.

Michelle – To buffaloes, bears, beautiful daughters, beloved friendships, new beginnings and to whatever comes next.




[image: Bloomsbury%20NY-L-ND-S_US.eps]





Contents

Introduction

PART 1: SITUATION ANALYSIS

1 Earth as a stakeholder

2 UN Sustainable Development Goals – the blueprint for the future

3 The Paris Agreement – a global problem

4 IPCC – it’s all there in the science

5 Regulation and the changing landscape – determining what you do

6 Greenwashing – know the regulation

7 B Corp and the rise of social impact organizations

8 The need for systemic change

9 Purpose – beyond the words

10 Values – the need for change

11 Circular economy – driving innovation and opportunity

12 Circular economy – reducing waste

13 Cost savings – behind the growth

14 A new customer journey

15 Gen Z – the largest generation in history

16 Eco anxiety – it’s real and growing

PART 2: OBJECTIVES AND GOALS

17 Transparency and trust – the foundation of your sustainable agenda

18 The role of business in driving a more sustainable future

19 Brand reputation and sustainability go hand in hand

20 Sustainability Reports – their role and relevance

21 Sustainable development plans – stop looking for shortcuts

22 Carbon footprint – a new organizational priority

23 Net Zero – an absolute priority

24 Carbon footprint – it starts with you

25 Carbon footprint – working as industries is vital

26 Carbon reduction and offsetting – levers and effectiveness

27 Making sustainability a role for every employee

28 Customers – one of your most critical stakeholders

29 Employees – one of your most critical stakeholders

30 The important shift from transactional to long-term relationships

31 Green products without reducing consumption is just substitution

32 The move from making normal things seem green, to making green things seem normal

33 Brainprint – time for a change

34 Doing more with less – yes, you read that correctly

35 Regenerative business – beyond sustainability

PART 3: STRATEGY

36 Incorporating SDGs – bring the blueprint for a better world into your strategy

37 Sustainability – a core part of organizational strategy, not a nice to have

38 Sustainable leadership – the importance of buy-in and support

39 Purpose washing – how to avoid it and where to start

40 Green jobs – everyone will have a green job, one way or another

41 New skillsets – reskill to progress your sustainable development

42 Carbon literacy – a core skill

43 Race to Zero – what you need to know

44 Changing behaviours is key – but are you considering attitudes?

45 Degrowth, demarketing – a better way of doing and communicating

46 Working together v competing – collaborative advantage

47 Convenience trumps sustainability – does that make sustainability inconvenient?

48 Telling a different story – the current one is killing us (literally)

49 The power of effective communication

50 The evolution of advertising agencies – what could that look like?

51 Strategic partnerships come in all different shapes and sizes

52 Working with NGOs – if you’re serious about sustainability

53 Working with activists

54 The intention-action gap – is it real? How to close it

55 The value of social marketing

56 The sharing economy – a business opportunity

57 Innovation – the key to a more sustainable future

58 Can you really serve both the good and the bad?

59 Supply chain partners – why they matter

60 Starting with waste – make reducing waste a priority

61 The importance of education and continual learning

PART 4: TACTICS

62 Internal collaboration (employees) – an absolute must

63 External collaboration – bringing your customers with you

64 Rethinking the 7 Ps through a Sustainable Marketing lens

65 Sustainable investing – do you consider your options?

66 Industries working together to reduce negative impacts have a stronger voice

67 SMEs – small but mighty

68 Advertising – it’s time to take responsibility for people and planet

69 The role of content – and how to use it effectively

70 The importance of the words and language we use

71 Meeting your audience where they are

72 Carrot v stick / nudging v telling

73 Word of mouth – online and offline (they both matter)

74 Social media – how to share your sustainability story

75 Emails – mind over matter

76 Greener websites – make your ‘www.’ more sustainable

77 Greening your digital spend

78 Digital carbon footprint – the GHG emitter we don’t consider

79 Tapping into green influencers to help drive sustainable action

80 Sustainable events – making them greener from idea to execution

81 Retention – wrapping a service around what you do

82 Subscription – how to drive engagement with a sustainable lens

83 Leasing – a more sustainable approach for business

84 Refill and prefill – an opportunity to drive loyalty

85 Repair – how to drive engagement

86 Return and recycle – definitely NOT the answer – must do better

87 Packaging – what to consider

88 Eco labelling . . . confusion or clarity?

89 Cross-industry collaboration – a collective opportunity

PART 5: MEASUREMENTS AND KPIs

90 A common framework – why we need a global approach

91 ESG and beyond – why Marketers need to know

92 Corporate Social Responsibility (CSR) – what does good act like?

93 Measuring your marketing impact

94 New KPIs – selling feeling good over products

95 Carbon budgets – what this means for Marketers

96 Some science: the carbon balance – and a reminder that nature is our biggest ally

97 Carbon calculators – measuring so you can manage

98 Well-being and happiness leads us naturally to a more sustainable way of life

99 Your personal well-being – how are you going to take care of yourself?

100 The tribal wisdom of the Dakota Indians

101 Commit to using your skills as a force for good

With love and thanks

Index




Introduction

Can Marketing Save the Planet? It’s a big question, and one we have been exploring for the past few years, both on our podcast, posing the question to our guests, and in the work we do championing education and awareness around Sustainable Marketing – what it means and how it can be mobilized across the marketing profession.

What’s interesting about exploring sustainability and the role marketing plays is that the more you learn, the more you want to learn. It’s the trajectory we’ve been on since the publication of Sustainable Marketing: How to Drive Profits with Purpose, in January 2021 – learning, listening, researching, reading, connecting, writing, sharing, talking, lecturing, discussing, developing professional educational resources, problem-solving, training, repurposing and rethinking academic models and generally totally changing our life direction and immersing ourselves in the endeavour, supporting practical understanding and implementation aligned with marketing, using its skills, creativity and influence as a force for good.

We believe that Marketers have a significant role to play when it comes to promoting and driving sustainability. Sitting at the heart of brand, communications, stakeholders and product development, the marketing profession can no longer ignore its impact on the environment. In an age of growing authenticity and demand from people for more transparency, it is more important than ever for brands and businesses to communicate their responsible and sustainable practices, stand up for things they are passionate about and, importantly, follow through on the promises they make.

Sustainable Marketing isn’t about totally reinventing marketing, but rather about rethinking all guises of marketing through a responsible lens. Sustainable Marketing typically has two fundamental operations. We refer to this as the inside outside.

So, what do we mean by that?


The inside

Sustainable Marketing sits within the heart of the business, communicating and aligning organizational purpose, values and brand across the entire value chain of a business. It involves collaborating and communicating with many different people within the organization and cascading key narratives throughout to ensure that the messages and brand narrative running through the organization or exiting the organization to reach the outside world, through any method or channel – campaigns, conversation, products, services, etc – are all on brand, clear, consistent and aligned.



The outside

Sustainable Marketing has a keen curiosity about the dynamic landscape within which the business/brand operates. It seeks to understand the changing needs, desires, actions and opinions of customers, competitors, partners – keeping pace with innovation, insights, sentiment, data and opinion, then bringing those findings back into the business to support and inform strategic direction.

Some may say . . . ah, but that’s nothing new, this has always been marketing’s role. And we would agree: purpose, values and brand – strategy – communication. Hence our learning models, frameworks and ideology when bringing Sustainable Marketing to life all take us back to what marketing should be all about – but so often isn’t.

There’s no denying the landscape in which we all operate has changed significantly; stakeholder demands and desires have changed. The world has changed and continues to change. And whilst at the time of writing, people are fully feeling the impact of the ‘cost of living crisis’ – it’s worth noting that for long-term security, bold and long-term solutions need to be embedded into our thinking and action. There is no denying that our local and global economic systems are inextricably linked to climate change. It’s estimated that the cost of inaction of unchecked climate change for the global economy is estimated to be about $178 trillion. As we reiterate, time and time again, throughout this book – we can’t ignore the interconnectedness of climate inaction and the global economy [1]. Therefore, the world doesn’t need more Marketers focused on getting results by getting people to buy more, and to acquire more stuff they do not need, without any consideration of the wider costs. Current marketing metrics and measures of success have led to unprecedented levels of waste, behaviours that are harmful to both people and planet, and mindsets filled with unconscious purchasing behaviours and an over-reliance on convenience.

What the world needs now is educated and aware Marketers, who are committed to reshaping our thoughts and consumption, sparking and driving innovation and having the courage to tap into the enormous commercial opportunity that operating through a more responsible lens can bring. To reiterate . . . Marketers using their skills, creativity and influence as a force for good.



In a few words

What is Sustainable Marketing? It’s marketing – but through a responsible lens, designed to meet the needs of the changing landscape and public opinion to better serve people and planet as well as profit. It’s championing Marketers to feel great, proud and meaningful about the work they do.

As we’ll touch on throughout this book, there’s no denying that marketing in its many guises has played a significant role in some of the biggest challenges we now need to rethink, particularly when it comes to responsible production and consumption, behaviour change, transparency, systems change and authentic and trusted communication. And while marketing has been and continues to be a significant part of the problem, there’s an exciting and incredible opportunity for marketing to become a significant part of the solution.



But, where to start?

To answer that question, and indeed many others, is exactly why we have written this book.

Within the following pages, you’ll find 101 key areas designed to educate, support and motivate you. This book is really a practical handbook, a Sustainable Marketing toolkit. It’s designed to be practical and useful and, importantly, to mobilize you to take action and drive impact.

From a framework perspective, we haven’t invented a new one – after all, strategy is strategy – so you’ll notice that we’ve broken the 101 key areas across a typical strategic framework. And while the book is designed for the reader to dip in and out of, we still felt it was important to align it with our training and education methodology.
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Illustration 1.0

Situation Analysis – where are we now? We start in Part 1 by supporting you with research and analysis showcasing many aspects of the changing landscape where business and Marketers operate, building a grounded awareness and education – across the entire framework, always contextualizing why this matters to Marketers.

In Part 2, we move into Objectives and Goals, diving into the practicalities of wider organizational goals and targets around sustainability, considering the breadth of what that may look like – Net Zero, decarbonization, carbon budgets, well-being, circularity, growth and degrowth, and legislation alignment, to name but a few areas to explore.

Then, in Part 3, we’re on to Strategy, the how you’re going to get there. What’s the plan? In this section, we’ll cover leadership, accountability, stakeholder engagement, purpose value creation, collaboration, partnerships, innovations, product development, systems, resourcing, supply chains – there’s plenty to consider.

Next, in Part 4, we move to Tactics – the practicalities of implementation, the how you’re really going to get there – diving into the detail, the priorities, the action plans, resource allocation, mobilization, process, platforms, channels, accountability cycles, messages, campaigns and communication.

And then last but certainly not least, the metrics that matter: Measurement and KPIs (key performance indicators) that align with sustainability, people, planet and profit, considering all stakeholders.

This simple overview doesn’t do justice to the range of information you’re about to explore.

Each of the 101 ways stands alone as a short chapter and is structured to provide you with an overview of what it is, why it matters in the context of marketing and where to start. At the end of each chapter, you’ll find we ask you to consider three actions – see this as us encouraging and inspiring you to build out your own plans to take action and drive impact.

As we talk about each topic, we will try as much as possible, and where relevant and appropriate, to provide you with practical examples and case studies – and where concepts build further in the book, and interconnect, we’ll reference those too. However, given that there’s so much for us to cover in supporting you with a robust understanding of the many moving and interconnected parts around sustainability and the important role business, and, therefore, marketing plays in driving a necessary transition, each chapter also includes a section called Useful resources to explore. Together with all the references, there’s a lot of additional signposting (and literally hundreds of useful links) – and to make these all easily accessible for you, we’ve housed all links centrally for you on our website, where you’ll be able to click away through to exactly what you need. Visit our site: www.canmarketingsavetheplanet.com/links

As we said, we’re on a mission to give you everything you need to use your skills, creativity and influence as a force for good.

As stated in the closing paragraph of our previous work, Sustainable Marketing: How to Drive Profits with Purpose:


There is no one better placed to effect change, align with and influence customers and drive hope for a better, more sustainable future, than an ‘educated and aware’ responsible Marketer.



That view still stands. And to inspire you from the outset, here’s our Sustainable Marketer Manifesto – our version of a Hippocratic Oath for Marketers:


	 
I commit to using my marketing skills as a force for good acting responsibly with full transparency and honesty when it comes to messaging, communication and creative. My role is to communicate with clarity the truth of a brand or organization I am responsible to ‘market’, rather than sharing the best ‘version of the truth’ – which could be misconstrued as misleading (greenwashing/purpose-washing/mislabelling) and most certainly doesn’t align with transparency and honesty.

	 
I commit to continuous education around the climate crisis, ethical and Sustainable Marketing using these critical areas as a lens through which to operate. My responsibility is to educate myself and commit to continually staying curious and alert, so that I can create meaningful and innovative solutions and share knowledge to meet the needs of stakeholders, while wholly respecting the planet.

	 
I commit to working across the business to support, address, and courageously call out and challenge any areas where more progress in these critical areas is needed and isn’t being addressed. My responsibility is to educate others so that collectively we can create meaningful and innovative solutions and shared knowledge to meet the needs of stakeholders, while wholly respecting the planet – and to courageously scrutinize and challenge plans, products, campaigns, agency/supplier relationships and communications that I consider fall outside of my Sustainable Marketer manifesto.



If you’ve picked up this book, it’s likely that you agree with our Manifesto – and so we urge you to join the ever-increasing network of Marketers who have so far committed to use marketing as a force for good. After all, as you’ll uncover while you continue through these pages, we really are all in this together. And it’s only together that we can drive collective and significant change.

Over to you . . .

Michelle and Gemma
www.canmarketingsavetheplanet.com

Useful resources to explore


	Butler, G., Carvill, M. and Evans, G. (2021) Sustainable Marketing: How to Drive Profits with Purpose. London: Bloomsbury.

	Can Marketing Save the Planet? podcast. Available at: https://www.canmarketingsavetheplanet.com/podcasts (Accessed 5 May 2023)

	Sustainable Marketer Manifesto. Available at: https://www.canmarketingsavetheplanet.com/manifesto (Accessed 5 May 2023)
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PART 1

SITUATION ANALYSIS








1. Earth as a stakeholder


What it is

Planet Earth is our most important and valuable stakeholder. When we look at its role within the stakeholder chain, some have described it as the holding company, and when you think about it, it really is. Earth is our biggest producer and supplier, and it also plays the role of regulator when it comes to climate. If we are to create new systems, new ways of working and living, then we have to place Planet Earth at the centre of our thinking. Earth provides us with energy, food, shelter, fresh water, medicine and materials.
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Why it matters

Looking at the current landscape, money (profit) is at the centre of the majority of our systems and the key driver for business, but this is not sustainable, we can no longer make money at any cost. Sir David Attenborough quoted Kenneth Boulding when he spoke at the Royal Geographical Society in 2013 saying: ‘Anyone who thinks that you can have infinite growth on a planet with finite resources is either a madman or an economist.’ The results of our current ways, the mass production and consumption, unmanageable levels of waste, and all the other related impacts humanity inflicts on the planet, with little to no thought, has got us to where we are today and resulted in the climate emergency we all face. This is not about ‘saving the planet’: the planet will eventually regenerate and thrive once again, but humanity will not. Now is the time to act as we find ourselves in one of the most important decades of our existence (see Chapter 58).



Where to start

Business has to start making decisions based only on creating shared and regenerative value across every part of their operations, including taking responsibility for the end of life of their products and services. And, as we discuss repeatedly with our podcast guests, we can achieve this only through co-creation and collaboration on a global scale.

But where can we start – as businesses, as Marketers, as any function? Wim Vermeulen, Director of Strategy and Sustainability at Bubka, and author of Speak up Now! Marketing in Times of Climate Crisis, suggests we ‘put the planet in the room’. Wim goes on to say, ‘when you have meetings, at the end of the meeting when you have your decisions and next steps, ask the planet what it thinks’[1]. This may sound a bit off the wall, but as Wim elaborates, if someone believes the planet wouldn’t agree, it’s important to have a discussion and explore why. This simple action is great for a number of reasons: it positions Earth as a key stakeholder, it brings the planet into the conversation and it can be highly effective in getting us to think differently, have conversations we might not otherwise have, and unlock new potential opportunities for our organizations.

Faith in Nature, maker of natural beauty products, announced in September 2022 that they were making Nature a director of their business, recognizing ‘the legal Rights of Nature within our structures’[2]. They even created an open-source guide on how other businesses can do the same. ‘By making Nature a director of our company, we hope to make better informed decisions around topics that impact it. And let’s face it, everything does. That’s why this matters.’ Their journey is unlocking new ways of thinking, helping them make more informed and responsible decisions both in their everyday work but also in how new systems work.

There are plenty of examples of industries where making Earth a key stakeholder is both more sustainable and highly beneficial to business. Renewable energy in the form of wind and solar; alternatives to plastic using seaweed and plants; and attempts to make fashion more sustainable through innovative fruit-based leathers and utilizing food waste. These are all examples that came from seeing the opportunities – the opportunities that develop by asking, ‘What would the planet think?’.

Progressive organizations who place protecting the planet at the heart of their purpose, and take sustainability seriously, know it has a positive impact across more than just the bottom line. People want to work for them. They build diverse employee networks and inclusive cultures, and with that comes new and more creative ways of thinking. They build trust and with that comes a solid brand reputation which attracts customers.

As you navigate your way through this book, you will see how important Planet Earth is to our survival and understand how making it a key stakeholder gives us the opportunity to thrive and create a more sustainable future for ourselves. This goes beyond business: we need to consider Earth in relation to where we live and how we behave, sustainable cities, society and world leaders all have to consider the planet. Whether it’s our carbon footprints, our food systems, how we move around or the weather, Earth plays the biggest and most important role: a compromised planet will be one with no people. The good news is, we can still change the course we are on.



Three actions to consider


	1)  At the end of the next meeting, ask the question: What would Earth think?

	2)  Download the Faith in Nature guide (via the website) and take the lead in writing the business case for making Earth or Nature a Director where you work.

	3)  Look at what others in your industry are doing in relation to their sustainable agendas and create an industry-wide view.






Useful resources to explore


	Project Drawdown – Setting the Stage. Available at: www.youtube.com/watch?v=qT_O2F5zgXc [Accessed 7 May 2023]

	Protecting Our Planet Starts with You. Ten simple choices for a healthier planet. Available at: www.oceanservice.noaa.gov/ocean/earthday.html [Accessed 7 May 2023]

	A useful model for mapping out where your organization is and across what area.

	The 4 Pillars of Sustainability EXPLAINED – Simone Nulli Rinalducci. Available at: www.sustainability-success.com/four-pillars-of-sustainability/ [Accessed 7 May 2023]
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2: UN Sustainable Development Goals – the blueprint for the future


What it is

The UN Sustainable Development Goals (UN SDGs) are a set of 17 goals adopted by all United Nations Member States in 2015. Based on years of development, they share a blueprint for life on Earth which aims to end poverty, improve health and education, reduce inequality and spur economic growth. They also encompass strategies to tackle climate change and preserve our oceans and forests. It’s fair to say, the UN SDGs consider Earth a key stakeholder.



Why it matters

Having knowledge of the UN SDGs is important not only for global leaders and governments, but also for business and individuals. They are designed in such a way that they can be used as a source of knowledge for what is happening on important topics at a global level. They can also be used by industries and organizations as a jumping-off point to align with and build up their sustainability agenda goals and measure and report progress against them. And because they are adopted by all UN member states, the more that businesses use these as a map at a local level, the greater the progress collectively as we drive towards common goals.



Where to start

Not all goals will be relevant to your business, so while it’s good to have an overall knowledge of them all, you will find that some align to your business and/or your role more than others. Nike, for example, have aligned themselves to Goal 12: Responsible Consumption and Production. As a sportswear manufacturer, they need to be continuously looking at how they reduce impacts in the market. Huawei aligns itself to Goal 9: Industry, Innovation and Infrastructure, focusing on digital inequality. LEGO has aligned to Goal 4: Quality Education, promoting play through education partnerships and worldwide projects[1].

Each of the UN SDGs contain an overview of the goal, targets and indicators and progress and information, clearly showing us ‘how to reduce our environmental impact and influence how we can inhibit greater social inclusion, equality and diversity within the workplace’[2].

When it comes to business and more specifically the role of marketing, we could argue that there are clear contenders for our focus – Goals 11: Sustainable Cities and Communities, and 12: Responsible Production and Consumption. As we discuss in Chapter 33, marketing has shaped our brainprint and played a significant role in driving consumption levels through creating greater demand. Marketers also influence society not only in terms of what we purchase, but also how we live, how we travel, what we eat and generally how we behave (pre- and post-engagement). Oliver Bealby-Wright, Sustainable Consumption Specialist at Consumers International, described Goal 12 as ‘a bit of an orphan’ in among the UN SDGs. He explained to us on our podcast interview ‘that it was the least well-funded and doesn’t have the metrics tracking and policy initiatives that the rest of the UN SDGs have.’ However, he also noted that Goal 12 shouldn’t be underestimated, and as a result of the work they have been doing, Consumers International believe transparency is one of the keys to making progress. Oliver explained that they had been ‘looking at e-commerce as one of the potential triggers of a radical shift in the way that consumers receive information, and the way which transparency is communicated. By working with policy makers, they want to create a toolkit [policy makers] can use to act across areas to improve transparency on the information around sustainability that consumers receive. This sits right in marketing’s remit’[3].

By utilizing our marketing skillset, we have an opportunity to improve transparency and awareness as well as what we communicate externally. We are the connective tissue between the organization and the external environment we operate in, so through sharing insights across our industries and bringing back data into our organizations, we can also make a difference internally, which can lead to the development of more sustainable products and services and the reshaping of more societally healthy behaviours. This will enable a greater contribution to UN SDGs 11 and 12, and also go some way to determining the much-needed metrics and tracking for Goal 12.

Three actions to consider


	1)  Explore the UN Sustainable Development goals and think about which goals your organization and industry align with.

	2)  Take a deeper dive into Goals 11 and 12 – how do you and your organization contribute?

	3)  What can you do as a Marketer to improve your organizational sustainability communications?





Useful resources to explore


	‘5 Ways to Implement the SDGs in Your Organization.’ Available at: www.impactreporting.co.uk/implement-sdgs/ [Accessed 7 May 2023]

	‘SDG ACTION MANAGER: Helping all businesses take action for the Sustainable Development Goals.’ This great assessment tool from B Corp is available at: www.bcorporation.net/en-us/programs-and-tools/sdg-action-manager/ [Accessed 7 May 2023]

	‘Most companies align with SDGs – but more to do on assessing progress.’ Available at: www.globalreporting.org/news/news-center/most-companies-align-with-sdgs-but-more-to-do-on-assessing-progress/ [Accessed 7 May 2023]

	Support the Goals – join the movement. For information and support – supportthegoals.org

	RIBA’s Sustainable Outcomes Guide (2019). This is a great example of a breakdown of the 17 goals, alignment with what fits for architects, and a demonstration of the principles. Available at: https://www.architecture.com/knowledge-and-resources/resources-landing-page/sustainable-outcomes-guide#available-resources [Accessed 7 May 2023]

	Listen to how Wales as a country has legally committed to achieving 7 goals aligned with the UN SDGs – Can Marketing Save the Planet Podcast, Episode 60.
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3: The Paris Agreement – a global problem


What it is

Let’s start with a bit of background. You’d have to have been living under a rock to have missed news headlines and conversations and debate across social media around climate change discussions and COPs.

COP stands for Conference of the Parties, a global annual convention, where country leaders from around the globe commit to meet as an international community and decision-making body to decide on a fair allocation of responsibility for addressing climate change. The COP considers what needs to be done, who needs to lead in emissions reduction and transitions to new forms of energy production, and compensation plans for those already feeling the impact of climate change.

COPs are held under the United Nations Framework Convention on Climate Change (UNFCCC), which was established in 1992 at the Rio Earth Summit. Following that Summit, in 1997, the Kyoto Protocol was adopted, but it didn’t come into force until February 2005[1]. Without getting too complex and to be sure we don’t lose sight of the topic, the Kyoto Protocol operationalized the UNFCCC by committing industrialized countries to limit and reduce greenhouse gas emissions (GHG), aligned with agreed targets. The Kyoto Protocol set binding emission reduction targets for 37 industrialized countries and set rigorous monitoring, review and verification systems to ensure transparency and hold parties to account. However, that didn’t incorporate commitment and actions from all parties.

At COP21 in Paris on 15 December 2015, led by the formidable Christiana Figueres, then Executive Secretary of the UNFCCC, and author and co-host of the brilliant Outrage + Optimism podcast, the historic Paris Agreement was agreed. It came into force in November 2016 and today, 194 parties (countries) have joined the Paris Agreement – a legally binding international treaty put in place as a guide for all participating nations. Its purpose, as set out by the United Nations[2], is as follows:


	 substantially reduce global greenhouse gas emissions to limit the global temperature increase in this century to 2˚C while pursuing efforts to limit the increase even further to 1.5˚C;

	 review countries’ commitments every five years;

	 provide financing to developing countries to mitigate climate change, strengthen resilience and enhance abilities to adapt to climate impacts.



The Paris Agreement provides a durable framework guiding the global effort for decades to come. It marks the beginning of a shift towards a Net Zero emissions world. Implementation of the Paris Agreement is also essential for the achievement of the UN Sustainable Development Goals, which we’ll discuss further in Chapter 36. And while the Agreement was enforced in 2016, operational details aligned with practical implementation of the Paris Agreement were agreed in 2018 at COP24, in what is called the Paris Rulebook – from an implementation perspective, it’s useful to note that the Paris Rulebook wasn’t finalized until November 2021 at COP26.

The Paris Agreement works on a five-year cycle of climate action commitments. Every five years, each country is expected to submit an updated national climate action plan – known as the Nationally Determined Contribution, or NDC.

As part of their NDCs, as outlined in the timeline in Illustration 1.2, countries communicate actions to reduce their greenhouse gas emissions in order to reach the goals of the Paris Agreement. Countries also communicate the actions they will take to build resilience to adapt to the impacts of rising temperatures.

[image: ]

Illustration 1.2: The Paris Agreement Towards Net Zero starting with the 2018 Paris Rulebook through to 2050. Source: World Resources Institute – ‘Enhancing NDCs’ working paper.



Why it matters


‘It’s now or never, if we want to limit global warming to 1.5°C (2.7°F),’ – ‘Without immediate and deep emissions reductions across all sectors, it will be impossible.’ IPCC Working Group III Co-Chair, Jim Skea [3]

Let’s face it, ignorance can be bliss when it comes to climate change, and we don’t want to create too much drama, but it’s critical that we all understand the important role we all play regarding the impact we all make.

Business plays a significant role when it comes to GHG emissions. Fossil fuel use is the primary source of CO2, and according to the EPA.gov Global Greenhouse Emissions Data and IPCC, industry accounts for 65 per cent[4]. As we explore in Chapters 23 and 43, many of the world’s largest organizations recognize the urgent need to reduce impact, and initiatives such as Race to Zero have involved thousands of large organizations pledging to reach Net Zero as soon as possible – and by 2050 at the latest.



Where to start

Understanding starts with education. You don’t have to be an expert on climate or read the Paris Climate Agreement from cover to cover, but you should know that it exists and what its key goals and objectives are as they ultimately impact humanity.

From a marketing perspective, it’s important you understand the decarbonization targets of your organization, its intentions, plans and activities, so that you can be aligned with your communications, brand narrative and impact.



Three actions to consider


	1) Read up on the articles and links we’ve shared within this chapter. Familiarize yourself with the Paris Agreement and Net Zero (Chapters 3 and 23).

	2 ) Find out where your organization sits with regard to Net Zero plans. Are they part of Race to Zero (Chapter 43)? What do decarbonization plans look like? Have they started to consider their impact and calculated their Scope 1, Scope 2 and Scope 3 emissions calculations and decided on carbon crunching levers? (For more on Scopes, see Chapter 26.) If not, how can you help start the conversation?

	3)  Review any communications or narrative your organization has in place around Net Zero: your website, annual reports, sustainability, or Net Zero plans. Familiarize yourself and, where relevant, meet with and talk to those driving the initiatives so you can better understand the position.





Useful resources to explore


	Outrage + Optimism podcast: https://www.outrageandoptimism.org/


	Figueres, C. and Rivett-Carnac, T. (2020) The Future We Choose: Surviving the Climate Crisis. London: Manilla Press.
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4: IPCC – it’s all there in the science


What it is

The Intergovernmental Panel on Climate Change (IPCC) is an intergovernmental body of the United Nations. It has the role of advancing scientific knowledge about climate change caused by human activities. The IPCC ‘provides regular assessments of the scientific basis of climate change, its impacts and future risks, and options for adaptation and mitigation’[1]. The IPCC Report is produced through a science-driven process and rigorous peer review to ensure it cannot be politically motivated. However, the report isn’t created by scientists, for scientists; it contains information that is relevant to everyone on the planet. At over 3,000 pages, it does not make light reading, but the Summary for Policymakers Headline Statement is digestible, and there are plenty of websites and articles to be found which explain key points. For anyone who wants to drive positive change, it should be on your radar.



Why it matters

The IPCC Report is important for a number of reasons. First and foremost is the most recent report at the time of writing: AR6 Climate Change 2022: Mitigation of Climate Change, described as a ‘Code Red for humanity’ by the UN Secretary-General António Guterres. The foreword made clear:


	 The need to attract the ‘urgent attention of both policymakers and the general public.’

	 The fact that ‘Climate change is a long-term challenge, but the need for urgent action now is clear’[2].



Other key points were raised:


	 Future vulnerability of ecosystems to climate change will be strongly influenced by the past, present and future development of human society, including from overall unsustainable consumption and production, and increasing demographic pressures, as well as persistent unsustainable use and management of land, ocean, and water[3].

	 Changes in lifestyles, human behaviour and preferences can have a significant impact on adaptation implementation, demand and hence emissions and decision-making around climate action[4].



While these points raise the urgent need for everyone’s attention, the fact is that society and unsustainable consumption and production strongly influence climate change. And are inextricably linked with the role and impact of marketing – a call for us to address our lifestyles, behaviours and preferences.



Where to start

In this section we are focusing on an analysis of where are we now, and we strongly believe there is a critical role for business and marketing, to consider and better understand the changing landscape. We have to make sustainability and climate, relevant, understandable and comparable. The IPCC Report states ‘ways to enhance climate literacy and foster behavioural change include access to education and information, programmes involving the performing and visual arts, storytelling, training workshops, participatory three-dimensional modelling, climate services and community-based monitoring’[5].

As Marketers we are perfectly placed to educate, inform and tell stories, but if we are all using different terms, we are effectively creating a barrier to progress, because we are causing confusion – and in some cases deliberately misleading people. This means that ultimately reasonable comparisons cannot be made, on products or on where organizations are at on their sustainability journeys.

So, how can you tackle this? Well, the IPCC has a glossary (link below), which lists all the terms as defined by science. When we interviewed Wim Vermeulen, strategist and author of Speak Up Now! Marketing in Times of Climate Crisis, and asked: How do we address the multiple different terms in and around sustainability which are muddying the waters and slowing progress? He replied: ‘Stop inventing. Everything has been defined by scientists. It’s all outlined in the IPCC Report, that’s the bible, use it. It’s already difficult enough to explain to a consumer that you are climate neutral, so if we’re going to use ten different terms to say the same thing, nobody will understand it’[6].

Not having a clear understanding of the current landscape, the science, the collective targets and the terminology, is irresponsible and can hamper progress. When people don’t have clarity or there’s too much jargon and terminology, they become overwhelmed, losing trust and disengaging.

Sustainability reports, progress updates, your purpose and agendas risk losing credibility, and with that can come potential damage to brand reputation. The operating environment is changing around us driven by the sustainability challenges we face, but our role as communicators is to ensure that what we are saying is clear and that we’re coming from a place of accuracy and alignment – a place where we can then ‘enhance climate literacy and foster necessary behavioural change’[7].



Three actions to consider


	1)  Review your organization’s sustainable agenda and communications – what terms are you currently using which could be misleading? Refer to the IPCC glossary by way of adjusting and streamlining your language.

	2)  Look at the terms your industry/competitors are using. Is there opportunity to take the lead in setting and agreeing key terms across your industry/sector to ensure customers understand and can come on the journey with you? Perhaps liaise with an industry body or membership institution.

	3)  Get your own house in order. Don’t forget to educate your colleagues: internal communication enables consistency and collaboration and speeds up progress.






Useful resources to explore


	The IPCC Glossary is a brilliant resource for ensuring the terms you are using are valid. You could even make a point that you are using only terms defined by scientists. Available at: www.ipcc.ch/sr15/chapter/glossary/


	For more information on the IPCC Report, specifically in relation to Marketers, visit: www.wearefuterra.com/thinks/people-power-and-the-ipcc [Accessed 7 May 2023]

	Misleading claims demonstrate the need for us to stick to the defined terms and set clear expectations on how we communicate, to ensure we meet urgent targets. The following examples have been compiled by Carbonmarketwatch.org: https://carbonmarketwatch.org/2022/02/07/coming-soon-top-corporations-use-misleading-climate-pledges-to-greenwash-image-new-report/ [Accessed 7 May 2023]
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5: Regulation and the changing landscape – determining what you do


What it is

Business plays a significant role in solving the critical challenges we face in the world today. As the urgency surrounding the climate crisis increases, new targets and regulations for businesses have come into place. No doubt more will continue to be enforced to support businesses operating more responsibly, transparently and within planetary boundaries.

Regulations that enforce more sustainable endeavours already exist and are often sector-, size- and country-specific. For example, in April 2022, the UK became the first G20 country to enshrine in law mandatory climate-related financial disclosures, aligned with the Task Force on Climate-Related Financial Disclosures (TFCD). This affected over 1,300 of the largest UK registered companies, enforcing them to disclose information in a clear and consistent way[1].

There are disclosures and regulations in place which already hold producers responsible for waste generated by the products they sell, such as plastic packaging, electrical goods and manufacturing. At the time of writing, the Independent[2] showcases a study supporting the idea that a regulation for ‘responsible production’ should be enforced on the fossil fuel industry. It suggests a carbon takeback obligation ensuring the fossil fuel industry cleans up after its activities and products without government subsidies. Whether this comes to legal fruition, time will tell, but some regulation already exists and the business case for more is evolving in line with 2050 Net Zero targets.

There’s also mounting pressure on the Built Environment, a sector responsible for almost 40 per cent of global greenhouse gas emissions. The 2022 annual report of the Global Alliance for Buildings and Construction (GlobalABC) found that emissions and energy demand have increased beyond pre-pandemic peaks – and without intervention the sector is not on track to achieve 2050 Net Zero targets[3]. The good news is that the percentage of construction companies joining Race to Zero has doubled in just one year (between COP26 and COP27), with organizations committing to halving emissions by 2030 across Scopes 1, 2 and 3.

We touch on Race to Zero briefly in Chapter 43, but it is a United Nations-backed global campaign, which brings together non-state actors – including companies, cities, regions, financial and educational institutions – to take significant and urgent action to half global emissions by 2030 and achieve Net Zero no later than 2050. At the time of writing, included are: 52 regions, 1,103 cities, 7,126 companies, 1,103 educational institutions, 541 financial institutions, over 3,000 hospitals, 60 healthcare institutions and 24 ‘other’ institutions. And while it’s not a legally binding treaty, those signing up to Race to Zero have to meet stringent criteria and accountability[4].

When it comes to accountability, we were surprised to discover when writing Sustainable Marketing: How to Drive Profits with Purpose that there wasn’t a globally consistent and transparent reporting framework for organizations to disclose their sustainability efforts. In June 2023, the International Sustainability Standards Board (ISSB) released the finalized versions of the first global standards for sustainability and climate-related disclosures. Businesses will need to be ready to report on both financial reporting and sustainability reporting in 2024 [5].

In terms of Scopes 1, 2 and 3 (previously mentioned, but see also Chapter 26), these are the three categories for mandatory greenhouse gas (GHG) reporting in the UK.


	 Scope 1: Direct GHG emissions. Referring to the GHG produced as a direct result of the organization’s actions – for example, fuel combustion and the use of the company’s own vehicles.

	 Scope 2: Indirect GHG emissions. Referring to the GHG it produces indirectly, such as electricity or energy it buys in for heating and cooling buildings.

	 Scope 3: All other emissions associated not just with the organization itself but across the entire value and supply chain. These include emissions associated when buying products from suppliers and emissions from products when in use by customers. For example, a technology retailer which sells a laptop to a customer is then responsible for the energy used to charge that laptop, and the emissions resulting from its disposal at the end of its life. Needless to say, the majority of GHG emissions for most organizations are found in Scope 3. In fact, for many businesses, Scope 3 emissions account for more than 70 per cent of their carbon footprint[6].



Another key area where more regulation and policy is likely to be enforced is around food waste. Globally, a third of all food produced for human consumption is lost or wasted. According to the UNEP Food Waste Index 2021, around 931 million tonnes of food waste was generated in 2019, 61 per cent of which came from households, 26 per cent from food service and 13 per cent from retail. In the EU, nearly 57 million tonnes of food waste, with an estimated market value of €130 billion, is wasted. At the same time, 36.2 million people can’t afford a quality meal every second day[7]. And with the current cost of living crisis taking hold around the globe, those gloomy figures are only likely to be sharply accelerated.

Wasting food is not only an ethical and economic issue, it also impacts significant resources related to farming, land management and other natural and increasingly limited resources. The EU is committed to meeting the UN’s Sustainable Development Goal Target 12.3, to half per capita global food waste at the retail and consumer level by 2030 and reduce food losses along the food production and supply chains. And in this endeavour, it’s likely we’ll see more regulation and pressure on producers and retailers.



Why it matters

As a Marketer you may not necessarily get involved with setting or even administering regulation across the organization, but it’s important that you’re educated and aware of what is happening in the landscape where you operate. Dependent on the sector you’re in, there may be regulation you need to adhere to – and this may have implications for communications, messaging or indeed product innovation and development.



Where to start

We’ve given you some pointers to explore with the references contained within this chapter. However, these chapters are short, and as with any aspect around sustainability there are complexities and nuances. Do your homework: speak to teams responsible for regulation and protocol about what’s happening in your sector so that you can get a deeper understanding of where you’re at from a regulatory perspective.



Three actions to consider:


	1)  Find out what your organization is doing around decarbonization and ask to read any Scope 1, 2 and 3 emissions reports.

	2)  Do some research around regulation in your sector. Is there regulation that’s looming or being prepared and which could impact your work? Find out what’s being done and consider any implications.

	3)  Perhaps Race to Zero is something that your organization could commit to? Do some research and, if relevant, build a case and discuss with the leadership team.





Useful resources to explore


	Edie.net is generally a wonderfully useful sustainability resource and has a range of useful guides. We urge you to check out ‘The complete guide to understanding Scope 1, 2 and 3 Emissions’. Available at: https://www.edie.net/partner-content/the-complete-guide-to-understanding-scope-1-2-and-3-emissions/ [Accessed 7 May 2023]
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6: Greenwashing – know the regulation


What it is

In this chapter we’re zooming in specifically on the regulation related to greenwashing – the practice of making misleading environmental claims.

As Marketers and brand managers have become increasingly savvy to people’s concerns around the environment, environmental claims have become commonplace. However, without any regulation or guidance, green claims have become a little like the Wild West, with many misleading eco claims being made by brands and organizations. The UK Competition and Markets Authority (CMA), together with the European Commission and led by the International Consumer Protection Enforcement Network (ICPEN), undertook research that identified: in 42 per cent of cases, claims were suspected of being exaggerated, false or deceptive; in 37 per cent of cases, claims included vague and general terms such as eco-friendly or sustainable, with no substantiation; in 59 per cent of cases, there was no easily accessible evidence to support the claim; and in more than 50 per cent of cases, the company could not provide sufficient information for consumers to assess the accuracy of the ‘green’ claim[1].

To help businesses understand how to comply with existing consumer protection law, the CMA launched The Green Claims Code[2], which explains how specific conduct can contravene consumer protection law, and how they can avoid breaking the law. The CMA works closely with other regulatory bodies such as Trading Standards and the Advertising Standards Authority (ASA).

And while the Green Claims Code is championing shifts in the UK, other consumer protection bodies around the world are also taking action. The Netherlands Authority for Consumers & Markets (ACM) is investigating 170 of the largest local businesses, including 70 fashion brands, and in September 2022 it was reported in Apparel Insider that in Amsterdam, H&M and Decathlon had agreed to adjust or no longer make sustainability claims[3]. ‘The pair will also pay €400,000 and €500,000 respectively to “sustainability causes” to avoid further sanctions by the Netherlands Authority for Consumers and Markets (ACM).’ In the US, the Federal Trade Commission (FTC) in 2022 also reviewed and updated its Green Guides[4].

At the time of writing, March 2023, the European Commission have proposed a new law outlining new criteria to stop companies from making misleading claims about the environmental merits of their products and services, finding that 53 per cent of green claims give vague, misleading or unfounded information, 40 per cent of claims have no supporting evidence, and 50 per cent of green labels offer weak or non-existent verification[5]. And in May 2023, stricter enforcements came into place on use of terms such as ‘carbon neutral’ amid concerns over offsetting. The ASA will take action against firms that tell people they can buy their products without making global heating or nature loss worse by virtue of purchasing offsets [6]. This is a fast-moving area, with changes seemingly happening weekly – and so Marketers need to stay alert to the pace of change.

The ASA will take action against firms that tell people they can buy their products without making global heating or nature loss worse by virtue of purchasing offsets [6].
 
In the UK, under the new Digital Markets, Competition and Consumer Bill, [7] the CMA would have direct enforcement powers to impose directions and fines without having to go through the courts. Even though green claims aren’t explicitly stated in the bill (which at the time of writing is expected to be passed in 2023), it covers, ‘behaviour likely to cause the average consumer to take a “transactional decision” that they would not have otherwise taken, for example, through misleading actions or omissions.’
 
The fines imposed are as follows:


	 up to £300,000, or 10 per cent of a business’s annual turnover (whichever is higher), for breaching consumer laws;

	up to 5 per cent of a business’s annual global turnover, with an additional daily penalty of 5 per cent of daily turnover during non-compliance, for failing to comply with a direction.


 


Why it matters

As is evidenced from above, where businesses don’t comply with consumer protection law, the consumer protection agencies such as the ACM or CMA, and other bodies such as Trading Standards services or sector regulators, may bring court proceedings. The UK’s Advertising Standards Authority (ASA) can also take action for misleading green claims which appear in advertising. For organizations as sizeable as H&M and Decathlon, the fines outlined above may seem rather pitiful, but if your claim is found to be in breach of consumer protection law, you can be forced to make changes to your claim or make a payment of redress to any consumers that may have been harmed by the breach. 

In October 2022, in a landmark ruling, the ASA banned two advertisements by HSBC after greenwashing complaints were raised by Adfree Cities, who had filed similar complaints against Barclays and Standard Chartered that appeared on Facebook in 2022. The ASA banned the ads because they did not mention its financing of fossil fuel projects and links to deforestation[8].

Now, imagine if this was an investigation by the CMA, and what 10 per cent of worldwide annual turnover would look like for HSBC! And in a podcast interview with Laura Brett, VP BBB National Program’s National Advertising Division, discussing green claims legislation in the US, she advised that many investigations are raised by competitors and class action suits from individuals. [9]



Where to start

The Green Claims Code Checklist[10] outlines the following:

When making a green claim, a business should be able to answer ‘yes’ or agree to each of the following statements:


	1) The claim is accurate and clear for all to understand

	2) There’s up-to-date, credible evidence to show that the green claim is true

	3) The claim clearly tells the whole story of a product or service; or relates to one part of the product or service without misleading people about the other parts or the overall impact on the environment

	4) The claim doesn’t contain partially correct or incorrect aspects or conditions that apply

	5) Where general claims (eco-friendly, green or sustainable for example) are being made, the claim reflects the whole life cycle of the brand, product, business or service and is justified by the evidence

	6) If conditions (or caveats) apply to the claim, they’re clearly set out and can be understood by all

	7) The claim won’t mislead customers or other suppliers


	8) The claim doesn’t exaggerate its positive environmental impact, or contain anything untrue – whether clearly stated or implied

	9) Durability or disposability information is clearly explained and labelled

	10) The claim doesn’t miss out or hide information about the environmental impact that people need to make informed choices

	11) Information that really can’t fit into the claim can be easily accessed by customers in another way (QR code, website, etc.)

	12) Features or benefits that are necessary standard features or legal requirements of that product or service type, aren’t claimed as environmental benefits

	13) If a comparison is being used, the basis of it is fair and accurate, and is clear for all to understand.



From a practical perspective, a good starting point is learning more about any green claims you are making. One action is to get relevant team members together to discuss what they know and don’t know about the regulations, guidance and legalities. Undertake an audit of where you are making any claims and whether you’re aware, comfortable and confident that your green claims are substantiated and in line with the checklist in this chapter.

[image: ]

On our podcast, we interviewed Cecilia Parker Aranha, Director of Consumer Protection at the CMA. To leave you with her wise words: ‘Don’t make a claim you can’t substantiate – sustainability should always be the driver, not the fact that you can make a claim about it.’

What’s important to mention from that interview, is that the guidelines are a steer to support organizations to have the confidence to talk about the progress and work they are doing around sustainability. Many organizations, without such steer and clear guidance, stay quiet around the progress they are making – often referred to as ‘greenhushing’. With clarity and clear guidance, organizations can be confident in the language, communication, claims and information they are sharing.



Three actions to consider


	1) Familiarize yourself with the Green Claims Code and consider who you need to liaise with across the value chain to ensure that you can substantiate any claims you make.

	2) Run through the Green Claims Audit and create an action plan, including the development of a green marketing communications framework that aligns with your organization and can be cascaded to the relevant team so there is alignment. (See the ICC resource below as a useful starting point).


	3) Explore the territories where you operate around the world, then research what the guidance and regulation is around responsible marketing communications, to ensure you’re not stepping into hot water when it comes to greenwash.





Useful resources to explore


	Can Marketing Save the Planet? Podcast, Episode 28.

	‘Green Claims Code: What you need to know’ (Jan 2022) . A webinar we led for the Chartered Institute of Marketing, with open access for members and non-members. Available at: https://www.cim.co.uk/content-hub/webinar/green-claims-code-what-you-need-to-know/ [Accessed 7 May 2023]

	‘ICC Framework for Responsible Environmental Marketing Communications.’ We like this a lot – a really comprehensive and detailed guide that is useful for creating your own framework. Available at: https://iccwbo.org/publication/icc-framework-for-responsible-environmental-marketing-communications-2 [Accessed 7 May 2023]

	The Ecolabel Index will help you avoid confusion. At the latest count there are 456 ‘eco labels’ – check whether any labels you’re using are legitimate and won’t get you into hot water from a greenwashing perspective. Available at: https://www.ecolabelindex.com/ecolabels/ [Accessed 7 May 2023]
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7: B Corp and the rise of social impact organizations


What it is

Let’s start this chapter considering the ‘purpose of business’.

There’s a brilliant article ‘What’s a Business For?’[1], written for Harvard Business Review by the eminent author and organizational change expert Charles Handy. It was written over two decades ago (December 2002), but as you’ll uncover if you read that article, it’s as relevant today, if not more so.

At one point, Charles Handy summarizes:


The purpose of a business, in other words, is not to make a profit, full stop. It is to make a profit so that the business can do something more or better. That ‘something’ becomes the real justification for the business. Owners know this. Investors needn’t care.



This article, and many other works we’ve read around capitalism, shine a light on the need for businesses to use their resource and impact for more than simply driving profit.

And that leads us to what’s referred to as the 3 Ps or the triple bottom line. Effectively a business concept where organizations commit to considering and measuring not only their financial performance, as expected via a traditional bottom line, but also giving equal level of importance to consider and measure their social and environmental impact.

The 3 Ps relate to profit, people and planet:


	 Profit – a focus on success via financial performance.

	 People – a focus on the business’s societal impact and commitment to people.

	 Planet – a focus on making a positive impact on the planet.



For some organizations, and indeed Marketers, adopting a triple bottom line may seem challenging in a world that still emphasizes profit over purpose and where marketing is driving profit at any cost. However, the B Corp movement (short for Benefit Corporation) is a network of organizations that have decided to be organizationally and legally committed to balancing people and planet alongside profit.



The B Corp movement

Founded in 2006, the movement currently has over 7,000 certified B Corporations in more than 80 countries and over 150 industries. Organizations that achieve certification differ considerably in size and structure. Sizeable B Corps include Patagonia, Natura and Ben & Jerry’s, as well as territories and divisions within enterprises such as Danone and Unilever, through to social impact enterprises such as Who Gives a Crap, COOK, Elvis & Kresse, Too Good to Go, Giki and Tony’s Chocolonely. The growing list of certified B Corps is extensive, and we mention these social impact organizations simply because we’ve interviewed some of them on our Podcast – Episodes 2, 13, 29, 34 and 39 respectively. Episode 2 [2] with COOK founder James Perry, ‘Why B Corp is the Race to the Top’, is particularly useful for understanding more about the role of B Corps, B Labs and indeed the rigour and requirements to both certify and retain certification.

B Corps not only change the legal structure of their business to have legal accountability to balance the triple bottom line, they also commit to meeting the highest standards of verified social and environmental performance and public transparency through a B Corp rating which can be reviewed at any time via the B Corp website. They also sign the B Corp Declaration of Interdependence [3]:


The B Corp Declaration of Interdependence

We envision a global economy that uses business as a force for good. This economy is comprised of a new type of corporation – the B Corporation – which is purpose-driven and creates benefit for all stakeholders, not just shareholders. As B Corporations and leaders of this emerging economy, we believe:


That we must be the change we seek in the world.

That all business ought to be conducted as if people and place matter.

That, through their products, practices, and profits, businesses should aspire to do no harm and benefit all.

To do so requires that we act with the understanding that we are each dependent upon another and thus responsible for each other and future generations.





Why it matters

As awareness grows around the global challenges we face, including climate change, responsible consumption, food security, unprecedented levels of waste and the cost of living, so attitudes related to who people buy from, how things are created and the overall impact on people and planet are constantly evolving. We’ll discuss these further in future chapters.

People want to make better choices, and research indicates that customers want a better understanding of how their purchases can help contribute to social responsibility[4]. However, while appetite is growing, it’s increasingly difficult for people to understand who or what to trust.

The B Corp certification therefore offers people a better understanding of the rigour and commitment of an organization – and from a communication and brand perspective, offers a clear narrative for Marketers to align with in order to showcase the dedication and commitment to act as a force for good.



Where to start

The B Impact Assessment is a useful starting point[5]. There’s a snapshot version and a more in-depth version. Both offer organizations and Marketers a free and confidential force for good business gap analysis tool, enabling you to assess where you are right now, what’s missing and where you need to focus. Regardless of whether you intend to go through the rigorous process of applying for B Corp certification, the B Impact Assessment can be a useful starting point in supporting businesses and Marketers in developing cohesive planning.



Three actions to consider


	1) Is your organization considering impact to people and planet as part of your measures of success, alongside measuring profit?


	2 )Review the B Impact Assessment tool – consider where your organization is strong and what more they could be doing?

	3) Take some time to review the podcasts we suggest that focus on driving social impact. What takeaways resonate and how can you get involved and implement more social impact within your own organization or marketing practice?





Useful resources to explore


	You’ll find a range of B Corp Case Studies here – organizations that have committed to B Corporation status, and the journey they’ve undergone. https://bcorporation.eu/resources/case-studies/ [Accessed 7 May 2023]

	The Better Business Act. While it may not be relevant or realistic for all organizations to become B Corps, The Better Business Act (a UK initiative) is driving for a change in company legislation to support all businesses to consider people and planet alongside profit. This may be something your organization could join and support the campaign to drive meaningful and collective impact. Available at: https://betterbusinessact.org/ [Accessed 7 May 2023]
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8: The need for systemic change


What it is

Like systems, sustainability is a complex set of interconnected but independent elements that need to work together to deliver well-being for all. As we often say, no one government, no one country, person or business can solve the sustainability challenge independently. We have to collaborate. The challenge we face sits across so much of the environment in which we operate, that in order to really make long-term changes which deliver the sustainable future we need, we have to look at the systems connecting them.



Why it matters

Sustainability isn’t something that can be fixed quickly with short-term thinking and sticking plasters. Over the last three to five years, we have continued to see sustainability strategies and operations being developed and implemented at local levels (we do need to pick up the pace), but more recently there has been a notable increase in pressure on governments and business to acknowledge and take responsibility for the impact of loss and damage in developing nations.

The need for systemic change is simple. The current ways are not working, the balance of power and of fairness has tipped. Systemic change is needed to deliver solutions which benefit all stakeholders, and hold us all to account. The current capitalist system has long placed profit as the only priority, where just a few (shareholders) benefit with little to no accountability. The result is the existential crisis people and planet now face.

Energy, transport, food, fashion and agriculture are industries that derive incredibly high levels of profits from polluting the planet, but are seemingly able to avoid being held to account for their actions. This is because the systems in part allow it. Our social, economic, education and political systems need reviewing, a different purpose applied and then necessary policies and regulation which support them cascaded, perhaps enforced and accounted for. Sustainability isn’t just about the environment, it is about delivering well-being for all, and another critical part of that goal is our social norms and behaviours.

Cue marketing.



Where to start

Systemic solutions will require fundamental difficult change, and in many cases these take time to settle and embed. This can often lead to uncomfortable conversations with stakeholders unwilling to support. However, think back to Chapters 2 and 3, where we talk about the need to align and incorporate the UN SDGs and Paris Climate Agreement into business and highlight the country of Wales with its legal commitments to goals, as this can drive and support systemic change.

Marketing is well placed to promote a positive vision for the future: brand activities, social and purpose-led marketing can shape better habits and positive norms. (We’ll talk about this later in more detail in the ‘Strategy’ and ‘Tactics’ sections, parts 3 and 4). For now, to bring to life with an example, let’s look at Tony’s Chocolonely, an organization whose purpose and work are contributing to systemic change in the cocoa industry. Ben Greensmith, UK and Ireland Country Manager, talked us through this shift on the podcast. Ben explained the current system works like this: ‘the big chocolate brands control the price of cocoa, which leads to huge structural problems for the famers who do not get paid enough, which in turn leads to 1.6 million children who work illegally, with approximately 30,000 of those children kept as slaves because the farmers cannot afford to pay for labourers’[1]. Tony’s have demonstrated that you can make delicious tasting chocolate sustainably, profitably and fairly, with a distribution model that doesn’t force the need for child labour. Even when incidents of child labour were found, Tony’s were transparent, called it out and spoke about it in their annual Fair Report (see chapter 17 for more detail). Tony’s mission is a great example of an organization that has applied systemic thinking and solutions. You can read more about their mission via www.tonyschocolonely.com, where they talk about ‘Tony’s 5 Sourcing Principles for slave-free cocoa’ and remind us that ‘Everyone needs to contribute!’. Ben explained that more needs to be done to raise awareness of the issues. Only 11 per cent of people buy Tony’s chocolate because of its mission; the majority buy it for the taste. A great choice, but it doesn’t help to change the system, as other chocolate brands aren’t being sustainable, fair or accountable. The objective is to get people to base their purchasing decisions beyond the product or service.

As Marketers, we need to be communicating and engaging audiences in such a way that we speak to people’s sense of justice and shared humanity. To do this, we need to use our communication skills and bring everyone on the journey with us, making them part of the solution. It’s time for Marketers to move away from just focusing on functional transactions and move towards building longer-term relationships. This is a huge and far more meaningful opportunity for Marketers, and business.

In looking at what we need to do to drive systemic change, we should consider the role of partnerships with organizations, non-governmental organizations and charities, but also community-based partnerships. The only way we can successfully change behaviours and practices is to change how we engage, thinking about language, cultural references and education so that our goals and the how we do it truly resonates.

On the podcast (see link below), we interviewed Dr Alex Mifsud about System Thinking and Interconnectedness. This is her advice to all Marketers: ‘Get out of your comfort zone – educate yourself to raise your head above the parapet and understand the wider issues and the interconnectedness – because once you see things . . . you can’t unsee them.’



Three actions to consider


	1) Does your organization measure social impact?

	2) Could you be working with community-based partners? Think about how they could help in developing new ways to communicate, educational programmes, behavioural change and engagement techniques.

	3) Look at what other industries and organizations are doing to drive systemic change. What can you learn from them? Could you build the case for your organization to be part of the bigger change?






Useful resources to explore

The following organizations are taking on and driving systemic change through education and behaviours.


	Lucky Saint – www.luckysaint.co. Through their alcohol-free beer, they are normalizing not drinking alcohol, which has a detrimental effect on so many. They are also championing better mental health: https://beertoday.co.uk/2021/11/15/lucky-saint-mental-health/ [Accessed 7 May 2023]

	Too Good to Go – www.toogoodtogo.co.uk. Taking on the global issue that is food waste, raising awareness, educating and shaping new behaviours. [Accessed 7 May 2023]

	Who Gives a Crap – https://uk.whogivesacrap.org/ About 2.4 billion people don’t have access to a toilet. Who Gives a Crap is building systems to help prevent deaths from contaminated water. [Accessed 7 May 2023]

	Unilever – https://www.unilever.com/planet-and-society/health-and-wellbeing/handwashing-for-life/ – Their Sustainable Living Plan, working through Lifebuoy’s Social Mission programmes, continues to encourage people to wash their hands, shaping healthier, sustainable behaviours aligned to SDG 6. [Accessed 7 May 2023]

	Can Marketing Save the Planet? Podcast, Episode 16.
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9: Purpose – beyond the words


What it is

Where to start with such an extensive topic as purpose? There are multiple shelves filled with works already created relating to purpose, and we’ve shared a number of useful references throughout this chapter for you. In the context of this book – and aligned with this section, Situation Analysis – we’re setting the scene, and posing perspective and questions to bring context and understanding of where purpose fits with marketing.

When we talk about purpose as part of the training and education work we do, we start with the big naval-gazing question:


	1) What it is that your business brings to the world?



And follow up with the more brutal:


	2) Would the world be a better place if your organization didn’t exist?



Thought-provoking and potentially uncomfortable questions to ponder. See also a useful article by McKinsey: ‘The 5Ps of Purpose’[1].

When writing Sustainable Marketing: How to Drive Profits with Purpose we did a lot of research into the theoretical aspects of purpose, and since that time, we’ve had the opportunity to dive into conversations away from the why and into the how, exploring the practicalities of purpose as a lived experience.



Why it matters

As key stakeholders start to lean into shared values, and an increasing number of studies (references below) report appetite for engagement with purpose-driven products, brands and organizations, there’s been a marked increase in organizations keen to showcase their position. In a podcast interview, Thomas Kolster, post-purpose preacher and author of The Hero Trap, explained: ‘not so long ago, it was difficult to find purpose-driven companies. However, now, every organization is pitching themselves as a purpose-driven organization, every brand pitching itself as a messiah. It’s clear that a lot of brands and organizations have become confused and bewildered in this space and have lost their way about the role they want to play in people’s lives, purpose statements have become way too broad’[2].

And as Thomas notes, the challenge here is that brands and organizations have got caught in the trap of being the hero, without truly understanding what matters to their audience and how they can create genuine shared value and bring their customers along them with. Regardless of intent and purpose campaign messaging, the critical question at a grass roots level for the customer is: Which of these brands has actually driven positive change in my life?

Disingenuous or over-sensationalized claims, which can be seen as purpose washing and greenwashing (as discussed in Chapters 6, 9 and 39), lead to trust and reputation issues, a point that has been hotly debated within the marketing and advertising profession. In an article for Marketing Week, ‘Brands Take Note: The Purpose of Purpose is Purpose’[3], Mark Ritson shares examples of brands and organizations where purpose has inspired successful marketing campaigns when aligned strategically as the ‘offspring of a corporate purpose rather than the progenitor of one’.

While being a purpose-driven organization focused on ‘people, planet as well as profit’ has become the zeitgeist, it’s important for organizations and Marketers to understand that making purpose-driven claims can be very different to genuinely being purpose-driven. For example BrewDog, while championing their purpose to support saving the planet, were exposed by an open letter from employees detailing a highly toxic working environment[4].

Another brilliant thinker around purpose that we’ve been fortunate to interview is Paul Skinner, author of The Purpose Upgrade: Change Your Business to Save the World. Change the World to Save your Business. Paul challenges us to all reconsider how we think about purpose. Purpose is often referred to as a North Star, a fixed, singular constant, underpinning all that an organization does. However, Paul argues that there is no single-end fixed point when it comes to purpose, and that to achieve our greatest success we must instead ‘cultivate a purpose which responds to society’s changing needs, is created with and through our external as well as internal stakeholders and integrates many layers of goals and aspirations in a living wholeness through an evolving nexus of reciprocal benefits’. What Paul’s championing is the idea that purpose is far from fixed, but rather adaptive, agile and continually evolving, just as businesses need to continue to adapt and evolve, to meet the changing needs and landscape.



Where to start

Where to start will depend on where you are right now. It may be that purpose is firmly embedded, cascaded throughout the organization and entwined with culture. In the article, ‘What is the Purpose of Your Purpose?’[5], the authors share research that throws a light on the key moving parts that need to be considered when defining and reviewing purpose. Purpose is used in three senses, with each one explored in more detail around a pragmatic five-step process ensuring purpose fulfils its strategic role. In a world of purpose confusion, we think it’s a robust and inclusive model to start with.

As a Marketer, you may not think it’s your position to challenge the organization at a strategic level to consider or reconsider the role they play in the world. However, as communicators of brand campaigns and narrative, Marketers are responsible for ensuring your organization or brand is walking the talk.

It’s worth keeping in mind the closing words of Ritson’s article, which relates back to the title of the article: The purpose of purpose is purpose. As in the case of Patagonia, the pursuit of purpose may not drive revenue and profitability; instead that pursuit may come with significant sacrifice and cost for it to be truly purposeful. As he asks: ‘Why do Marketers [and we would add businesses] make the naïve assumption that you can have your purpose cake and be paid for eating it too?’



Three actions to consider


	1) Consider the role of key stakeholders when it comes to purpose. How can you make your customers the heroes, bringing them with you so that they too can drive positive impact?

	2) Review how purpose is communicated both internally and externally. Sense-check that you are genuinely communicating what you are doing so that you can’t be challenged for purpose-washing.

	3) Meet your audiences where they are at when it comes to purpose alignment. Do some research, find out what purpose means to key stakeholders. Explore any research you have, when was the last time you involved them in the conversation?






Useful resources to explore


	Skinner, P. (2022) The Purpose Upgrade, London: Little, Brown.

	Kantar (2018) ‘Purpose 2020: The journey towards purpose-led growth.’ Available at: https://www.kantar.com/Inspiration/Brands/The-Journey-Towards-Purpose-Led-Growth [Accessed 8 May 2023]

	Havas ‘Meaningful Brands Report 2021’. Available at: https://www.havasgroup.com/press_release/havas-meaningful-brands-report-2021-finds-we-are-entering-the-age-of-cynicism/ [Accessed 8 May 2023]
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10: Values – the need for change


What it is

We will talk a lot about behaviours throughout this book, but an important key to shaping, changing and making them last is to look at what underpins them: values. Values serve as a guide to our behaviours, and are driven by beliefs that motivate or influence us to act in a particular way.

Values aren’t fixed; in fact, they are relatively abstract and trans-situational. You could probably liken the climate to values[1]: ‘the long-term pattern of weather in a particular area’ – and our behaviours to the weather ‘can change from hour to hour, day to day, month to month or even from year to year.’

Values are also inextricably linked to purpose. As Alan Williams, Director of Service Brand Global and co-author of The Values Economy, describes it, ‘Purpose and values are best friends, a bit like Laurel and Hardy – you take one away and it’s just not as effective. Purpose is the why you exist – values are how you are going to go about what you want to achieve’[2].



Why it matters

The challenges we face around sustainability and climate need to be supported by universal values. Truth, right conduct, love, peace and non-violence are all human values required to meet the UN SDGs, creating the right cultures in the communities we live in and the organizations we work for. Living the values and believing that what they’re doing is making a difference, driving long-term change for the better.

We have seen a number of shifts over the last five years, one being what Gartner referred to in a 2022 report as ‘the great reflection’[3], by which people’s desires have, since the pandemic, shifted. They now want to work for organizations aligned to their values. While price is still a factor, people are making decisions to engage with brands based on more than just financial reasons and convenience. The rise of social impact organizations and B Corp Certification are repositioning and setting the standards for why organizations exist and how they operate.



Where to start

Values exist on a personal, organizational and global level, they are enablers to driving a more sustainable future. In his book The Values Economy and on our podcast, Alan Williams talks about the three Cs being driving factors of the values economy:


	 Choice – people are now making choices based on what’s important and what they believe in as opposed to rational or financial grounds.

	 Communication – the internet and social platforms allow us to communicate with people on a global stage. We have a far greater reach and can access more information than ever before.

	 Control – organizations used to broadcast messages and hope people would listen. Now organizations are, what others say they are. Brands to a degree are effectively co-owned by different stakeholders.




But what is the role of marketing when it comes to values? Well, as the custodians of brand, we have the responsibility of protecting our brand’s reputation, building trust, communicating our organizational values and ensuring we are doing what we say we are. When it comes to sustainability this has never been so important. Organizations must not fall foul of purpose-washing or greenwashing. We have an enormous opportunity as Marketers, an opportunity to accelerate progress, to tell a new story, a story that informs and educates. The time to tell authentic stories is now, both internally and externally. But we also need to be brave and courageous. If your organization is not living its values, are you prepared to speak up and not give your voice to something that doesn’t align to your values? As Alan Williams puts it: ‘As a Marketer, would you rather be the master of persuasion or the master of authenticity?’ You may be thinking you want to be the master of both – and therein lies the opportunity to use marketing as a force for good.



Three actions to consider


	1) Get involved in World Values Day – more info at www.worldvaluesday.com


	2) Look at your organizational purpose and values – do they match what your organization is doing? Are they used as a decision-making lens?

	3) Are your organizational values well communicated? Can you take the lead and create an internal community, work with HR or internal comms and ensure everyone is aware of the values and how to live by them?





Useful resources to explore


	The Schwartz Values Theory

	The 10 Values Types and How They Motivate Behavioral Change – Tom Karl, October 2020. www.r1learning.com/blog/2020/whataremyvaluesandhowdotheymotivatebehavior


	It’s important to be clear on the differences – The Relationship Between Beliefs, Values, Attitudes and Behaviours. Mohan Kumar – Jun 2022. https://owlcation.com/social-sciences/Teaching-and-Assessing-Attitudes


	Models and frameworks to measure social impact – How to Measure Social Impact: 8 Best Practices, Natalya DeRobertis-Theye, Feb 2021. https://blog.submittable.com/measure-social-impact/
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11: Circular economy – driving innovation and opportunity


What it is

Google ‘what is the circular economy’ and you’ll get a multitude of results all of which are informative, but for the purpose of this chapter, we’ll use this one: ‘A circular economy is part of the solution to our global climate emergency – one in which products, services and systems are designed to maximize their value and minimize waste. It’s an all-encompassing approach to life and business, where everything has value and nothing is wasted. In simple terms, it can be explained as “make, use, remake” as opposed to “make, use, dispose”.’[1]



Why it matters

The circular economy matters and can contribute in so many ways when it comes to reducing carbon emissions, behavioural change, more efficient manufacturing, slowing the use of resources, reduction of waste, systems thinking, innovation . . . the list goes on. The opportunities are endless. At a time when we all too often look to technology for solutions, the circular economy allows for human behaviour and technology to both play critical roles, and both they must.

Technology sits at the heart of areas such as remanufacturing whereby once used products are put through a process to produce them back to an ‘as-new’ state for reuse. Refurbishing is another area whereby through innovation and technology we are able to take products and their components, repair them, rebuild them and clean them up so they can go back into distribution and be used again. The difference between remanufacturing and refurbishing is in the process, the rigour and the standards that sit behind it. ‘Remanufactured products should not be understood as “used,” “refurbished,” “repaired” or “reused.” Instead, we talk about the process of recovering, disassembling, repairing and cleaning components for resale at the same quality, performance and specifications of a brand-new product.’[2]

Then we have human behaviours; the circular economy doesn’t work without people getting involved, engagement by society is core to it succeeding. Our behaviours play a huge role in the circular economy. Taking things to get repaired instead of throwing them away and buying new ones, repurposing what we have to use in other ways, or choosing to buy second hand (reusing) instead of new are all fundamentally better for the environment. And, the opportunity for business is huge, both in terms of cost savings and revenue. ‘In 2022, the global market value of secondhand and resale apparel was estimated to be worth 177 billion U.S. dollars. This value is projected to rise rapidly in the coming years, almost doubling in size from 2022 to 2027, reaching a value of 351 billion dollars.’ [3]



Where to start

The opportunity to bring the circular economy to life and the innovation and opportunities it offers are incredibly valuable, not least to the planet, its natural resources and the biodiversity and ecosystems which are under threat and which we cannot afford to lose. For Marketers it moves the narrative away from just features and price, and gives us the opportunity to tell a different story, a more meaningful story which goes beyond the products and services. A story which changes how people do things, and aims to make it the norm both for business and society.

As well as new stories, circular products, services, processes and behaviours open up more opportunities for creating engaged communities. The sharing economy is fast growing, something we’ll talk about later in Chapter 56.

As we’ll reiterate throughout this book, Marketers operate as the connective tissue between the organizations and brands we champion and the outside landscape our stakeholders occupy. Our role is to fully understand the needs of our stakeholders, glean insights and understand the changing landscape where we operate. As Marketers we can collect meaningful data and insights based on the behavioural changes and extended engagement, which in turn can be used to drive even more innovation, inform design and evolve usage, all leading to continuous evolution and increased acquisition and retention.

As well as driving innovation and opportunity across industries, business and society, it also drives huge opportunity for Marketers in their roles, both creatively and operationally. When we interviewed Catherine Weetman, host of The Circular Economy Podcast and founder of ReThink Global, she explained, ‘marketing can be a fundamental driver in how people change the way they consume.’ She also made the point that the circular economy can ‘make people feel part of the brand and part of the product. This generates customer loyalty and encourages them to tell all their friends and colleagues. And, word of mouth marketing is not only much more powerful, but cheaper than using Google, Facebook and the others’[3].



Three actions to consider


	1) Have you considered the circular economy? Is there opportunity to do so both from the technological and behavioural perspective? Is there an opportunity to build a circular solution into your products and services which will be a positive addition to the market? 

	2) Can you involve your customer in a circular solution?

	3) Have you considered how your customers are engaging now versus how they may want to engage in the future?





Useful Resources to Explore


	Examples and case studies by topic from the Ellen MacArthur Foundation www.ellenmacarthurfoundation.org/topics/circular-economy-introduction/examples


	Take a look at this article by Lombard Odier where they break out the circular economy into 10 steps – https://www.lombardodier.com/contents/corporate-news/responsible-capital/2020/september/the-10-steps-to-a-circular-econo.html


	Packed with useful resources and insights. RETHiNK Global www.rethinkglobal.info/
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12: Circular economy – reducing waste


What it is

Continuing from the previous chapter on the circular economy and how it can drive innovation and opportunities, we will now explore its role in reducing waste. Recapping on some of the Rs – reduce, reuse, repair, refurbish, remanufacture and repurpose – these are all elements which help us to reduce waste through the circular economy models and slow down our excessive impact on the finite resources of Planet Earth (our most important stakeholder).



Why it matters

The levels of waste we create have long been unsustainable and the impact this has on people and planet is incredibly damaging. For the planet, reducing waste means we reduce carbon emissions, conserve resources, save energy through being more efficient, reduce water and cut air pollution caused by landfills and the burning of waste.

For society and business, reducing waste means we become more aware and efficient in what we consume, asking ourselves: Do I really need this? Does it have to be new? This more conscious questioning is useful in two ways; not only does it prevent waste, but it can also save us money. When it comes to waste, the need to address the demand-side impacts are just as important as the supply-side impacts, which doesn’t necessarily fit well when marketing is positioned as a key driver of demand. However, who said that demand had to be fulfilled by new things?

Via the podcast we interviewed Steve Haskew, Head of Sustainability and Client Engagement at Circular Computing, who gave us a staggering figure in relation to supply-side impacts of new laptops: ‘for every laptop made it is incredibly water intensive, 190,000 litres of water is used to make one laptop from extraction to sitting on your desk’. Steve went on to explain that in most cases, ‘Our demand for new IT is not driven by a real need. The result is excessive pollution and e-waste.’

When we talk e-waste, we mean items such as phones, microwaves, lightbulbs, fridges, washing machines, kettles, toasters and laptops. It is reported that 57.4 million tonnes of e-waste was disposed of in 2021[1]. (According to our calculations, that is just under 5,700 Eiffel Towers or approximately 8.2 million African elephants1
). At the time of writing, the figures also stated that there were over 347 million tonnes of unrecycled e-waste on Earth (over 35,000 Eiffel Towers, or 49.5 million African elephants). How is this sustainable or acceptable in any way?

If we place more importance and focus on reducing waste, then this can lead to a reduction in production of new products, keep products in circulation for longer and unlock greater efficiencies in the reuse and recirculation of ‘waste’. All this means a reduction in carbon emissions, which is a win for everyone and everything. It will mean fewer adverse weather events across the world causing physical, emotional and financial damage to communities, and will of course protect wildlife, all of which play a critical role on Earth and quite frankly have as much right as we humans to be here.



Where to start

So, how can marketing help to reduce waste, when we are the demand generators, often labelled as the growth- and consumption-driving engine of organizations? This takes us back to the innovation and opportunities described in the previous chapter: we must be aware that firstly the issues exist and secondly that the landscape where we operate is changing, and focus on new ways of doing things. This results in reducing waste through efficiencies and/or coming up with innovative ways of turning waste into something else (circularity) and asking critical and commercial questions about how waste can build capital, and/or collaboration and new partnership opportunities, creating healthier, more sustainable societal behaviours.

There are countless examples of organizations who are turning ‘waste’ (and therefore reducing it) into successful and thriving businesses of all sizes.


	 Vinted, eBay, thredUP are all online marketplaces for buying, selling and exchanging new or secondhand, preloved items. And let’s not forget the pacesetters here, the mighty charity shops.

	 Back Market and Swappa sell refurbished electronics, and many corporates also have refurbished sections on their websites.

	 Olio, Too Good to Go and Imperfect Foods are all providing solutions to food waste, and increasingly other items, through rescuing, sharing and redistributing food.

	 Close the Loop, an Australian organization, recovers old printer cartridges and soft plastics and turns them into materials used in roads.



There is no shortage of ways in which the circular economy enables opportunities. As Marketers we need to be banging the drum, raising awareness of these opportunities and getting people to engage. We also need to get a bit brave and be prepared to have uncomfortable conversations: if our organizations are responsible for high levels of waste and are doing nothing about it, or only the bare minimum to address it, then we need to speak up and talk about possible solutions. Instead of presenting the issue, we need to present the business case for change, leading with ideas and solutions. This goes back to situation analysis and to starting with the end in mind analysis, and, when it comes to reducing waste, answering the important questions:


	 Who are we as a brand, organization?

	 What is our purpose?

	 What are our competitors doing?

	 What societal behaviours are changing?

	 Does the circular economy offer the opportunity to innovate, or collaborate?

	 What’s our current brand narrative and communication strategy?





Three actions to consider


	1) Have you ever thought about the end of life or your products or services? Is there the opportunity to build circularity into your business?

	2) Do you and your colleagues proactively look for ways to reduce waste in your everyday behaviours – single-use/disposable items, buying secondhand or refurbished rather than new, using rental or subscription services? If so, have a discussion about why you do it and how it makes you feel; you’ll be surprised at what ideas it might spark.


	3) Look up and explore some of the organizations mentioned in this chapter and see what they’re doing. Be inspired by others.





Useful resources to explore

These are not so much resources as organizations you may want to check out, which are making waste into a business that’s good for people, planet and profit:


	Odd Coffee – repackaging rejected and surplus coffee – www.oddcoffeeco.com/


	Wonky Veg – rescuing wonky veg and delivering it to your door – www.wonkyvegboxes.co.uk/


	Olio – all about the sharing economy – www.olioex.com/


	Whirli – toy swap subscription – www.whirli.com/






Note


	1. The Eiffel Tower weighs 10,100 tonnes – 57,400,000 divided by 10,100 = 5,690. A large male African Elephant can weigh 7 tonnes. 57,400,000 divided by 7 = 8,224,285
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13: Cost savings – behind the growth


What it is

When an organization considers making any changes, there’s naturally a conversation about impact to the business from a cost perspective. For organizations that started out with social impact at the heart of strategy (think Who Gives a Crap, Tony’s Chocolonely), it’s clear they’ve organized themselves from the get-go to consider embedding sustainability across business processes. However, for the majority of organizations, a focus on sustainability signifies doing things differently to how they currently do things and that means . . . change. Dependent on size, scale, sector and starting point, embedding sustainability could require significant change management, shifting infrastructure, reimagining manufacturing and operational processes, and introducing programmes to develop skills, culture and people. This is both disruption and innovation – and equates to considerable financial investment.

The financial investment associated with sustainability can be viewed as a barrier to growth, a cumbersome endeavour that is going to hinder and cost the business.

Cutting costs is a well-worn tactic used to drive profitability. However, it’s often a tactic that’s short-lived, and cutting muscle can hamper necessary innovation, productivity and growth, creating a false economy. Contrary to popular belief, sustainability is leading to new and often surprising drivers of profitability – streamlining and creating efficiencies across organizations, optimizing waste, transitioning resources and smartening-up business processes, which far from hindering a business, are realizing healthy returns on sustainability investment.



Why it matters

Financial and planetary value are not mutually exclusive. A recent study by EY found that companies acting on sustainability returned more value than they expected across five sources: financial, customer, employee, societal and planetary[1]. Companies taking decisive climate action do not just create more value for the planet; as a by-product they capture more financial value for themselves on measures such as revenue growth and earnings – with 69 per cent stating that the financial value from sustainability initiatives exceeded expectations.

As the EY research highlights, and as we’ll explore in Chapter 62, there are significant costs to businesses associated with disconnected employees, and significant opportunities to drive value by engaging employees and customers along the sustainability journey.

Throughout this book, you’ll find mentions of efficiencies and cost savings associated with supply chain, transport, energy transition, innovation in packaging and the introduction of different ways of doing things. For example, The Body Shop rolled out 810 refill stations across 34 countries in 2021 and 2022. The brand reported saving 120,000 plastic bottles in the first year and also delivering an incremental 34 per cent growth for stores with refill stations, with 15 per cent repeat purchase rates, appealing to more consciously minded younger customers; 49 per cent were under the age of 35. Research and insights have led them not only to continue their focus on recycled packaging, but also to reduce unnecessary secondary packaging, reducing resources, weight, freight and, ultimately, costs. From a brand perspective, The Body Shop currently holds the highest share of voice in online conversations around refill[2].

A growing awareness of climate change and sustainability provides more opportunity for brands to align, diversify and grow. For example, Unilever aims to sell €1 billion worth of plant-based meat and dairy alternatives by 2027. And CEMEX has found greater demand than they expected for its low-carbon concrete in emerging markets[1].

By putting climate and sustainability in the heart of business strategy, the EY study found that those pacesetting organizations leading on sustainability were 2.4 times more likely to report higher than expected financial value than observer companies.

The message coming through from a growing body of research is that very simply, what’s good for the planet and people, is good for business.



Where to start

From a marketing perspective, who your audience is will depend on your starting point. For example, if your organization isn’t yet making the progress you think it needs to be and is missing opportunity with key stakeholders, you may have identified that competitors are making good ground and are now trying to build a business case for sustainability. In that case, understanding the very real cost saving opportunities of improving systems and processes, reducing waste, innovating, changing operations, etc. to drive profitability, is going to be necessary to make a compelling proposition towards sustainability. Statistics, data, research and examples from this book should also help you with building that proposition if you’re in need to convince mode.

If your organization has already committed to and is making progress with sustainability and has Net Zero plans in place, then getting a good understanding of all the benefits to the business are critical. When it comes to bringing your audiences along the journey with you, this plays into the brand story and the value creation this generates for employees, customer, community and planet. Of course, keeping your eyes and ears open to what others are doing, the changing needs and desires of our audiences, and new innovations and opportunity, then driving that intelligence back into the business is also incumbent on Marketers.



Three actions to consider


	1) Check in with where your business sits with regard to sustainability. Is the viewpoint that it’s a weighty, costly, burdensome task?

	2) Research what’s going on in your sector. Who are the pacesetters, what are they doing? Spot the opportunities for your business to be improving their value – in terms not only of financial profitability, but also of balancing value to employees, customers, communities and planet.

	3) Build a deck and present to the leadership the business case and very real benefits and opportunities that exist. Work with team members across the value chain to explore and show the impact that’s possible and why it’s urgent for all organizations to build sustainability and climate action into the heart of strategy. Good not only for business but for people and planet too.






Useful resources to explore


	Mentioning this again, Paul Skinner’s book, The Purpose Upgrade, showcases a number of great case studies of how organizations that are focusing on sustainability are, as a by-product of doing good, reaping financial returns and growth. https://www.purposeupgrade.com/


	Review the Return on Sustainability Investment (ROSI™) Methodology, a framework by NYU Stern. https://www.stern.nyu.edu/experience-stern/about/departments-centers-initiatives/centers-of-research/center-sustainable-business/research/return-sustainability-investment-rosi
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14: A new customer journey


What it is

The customer journey has long been part of a Marketer’s toolkit. It provides a view of awareness, research, consideration, purchase and support at various touchpoints, whether in-store, online, through marketing collateral, social media or around specific actions such as emails, phone calls or renewals/cancellations.

But have you yet considered what the customer journey looks like in a Net Zero world, and how that would impact our role as Marketers? Let’s take a look at some of the considerations, challenges and opportunities when creating a sustainable customer journey, one that doesn’t have hitting the purchase button as the only objective, at any cost.



Why it matters

Knowing what your customers and potential customers are doing (and why) is a critical part of any Marketer’s role, so is this any different when viewed through a sustainable lens? Well, we’d argue that yes, it is. Given that we need to reduce our unhealthy relationship with consumption, asking a different set of questions can often lead to new ways of thinking and actions.

More often than not, Marketers have used their skills and the tools in their toolkit to make the customer journey as friction-free as possible, with the aim of getting the consumer to the point of purchase as quickly as possible. It’s all about likes, shares and comments on social, as few clicks as possible on the website, and then cue the sweeteners: buy now pay later; guest checkout; free shipping; free returns; discount codes; BOGOF; the list goes on. A transactional relationship in many cases (depending on the product, obviously) has become business as usual.

Unfortunately, this has shaped the overconsumption behaviours of need it, have it, want it, which we see in society today and which lie behind unsustainable levels of waste.

A customer journey with a sustainable lens placed over it can, as we say, often lead to new ways of thinking and opportunity – and we think this is really exciting for Marketers.



Where to start

There are a number of things to consider. Firstly, customer journeys differ from one industry to the next and sustainability can come higher or lower on the priority list as a reason to engage. According to the Boston Consulting Group, ‘Consumers are most engaged on sustainability topics for things they buy often, such as food, drinks and personal items. They are least engaged with sustainability in the banking and insurance industry’[1]. That said, the spotlight has more recently been placed on those banks who invest in and support fossil fuel companies, and this has at least raised awareness of the importance of sustainable investment and finance, giving ethical banks such as Triodos, Monzo and QIB a platform on which to continue to bang that drum.

Other considerations are demographics, including age, gender and income level. Claims have been made that women are more receptive to green products and advertising[2]. However, this is generally due to the fact that women do the weekly food shop and are therefore arguably more exposed to the breadth of options. And, the challenge and argument that sustainability is only for the wealthy due to the premiums attached to green products is at odds with a number of studies, including one commissioned by Oxfam and based on research carried out by the Institute for European Environmental Policy (IEEP) and the Stockholm Environment Institute (SEI)[3], which revealed that the wealthy have disproportionately higher carbon footprints (up to 30 times higher). Sustainability is ultimately about doing more with less, so there is a big opportunity there to appeal to a broad audience.

One thing hasn’t changed – and that is, the majority of people still want it all. ‘Greener’ products and services have just been added to the list as opposed to replacing anything. This is where the role of marketing using its powers for good comes in; we have to think about how we educate, raise awareness and shape new behaviours. We cannot continue to sell both products that harm and products that help, it’s counterproductive.

IBM’s report ‘Consumers want it all’[4] gives some strong insights into the challenges and opportunities of engaging people with sustainable shopping. As well as the usual factors of price, quality and features, the report highlights that people want:


	 Better understanding of the health and wellness benefits of the product;

	 Better understanding of how a purchase can help contribute to social responsibility;

	 More information on how to re-use, return, or recycle the product after use;

	 More information of where products are sourced, produced, and manufactured;

	 Greater selection of sustainable products.



Reread that list and look at the language: it is all about educating, informing and telling a different story. ‘Better understanding’, ‘more information’, ‘how’ and ‘where’. The opportunity if we look beyond the products and services and build communities and make them part of the solution is critical to evolving values and shaping new healthier and more sustainable customer journeys. We’ll go into more detail on each of the above throughout parts 3 and 4 of the book.



Three actions to consider


	1) Is your current sustainability messaging consistent across all your customer journey touchpoints? Map out your sustainable customer journeys and do a gap analysis.

	2) Talk about where your products are sourced, produced and manufactured – but only if it is relevant. Do not lead with this message because it will not resonate with most people. It is a strong message but not the lead in many cases.

	3) Do your own research into the end of life of your products – do you know where they go? If they are part of a take/make waste model, is there an opportunity to bring in circularity? 





Useful resources to explore


	Deloitte – ‘How consumers are embracing sustainability’. www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-consumer.html


	A whole new way to clothe your children that’s packed with variety all in a sustainable journey with The Little Loop. www.thelittleloop.com/


	Lush – always informing and educating, and bringing their customers with them as part of the solution. https://weare.lush.com/create-a-cosmetic-revolution-to-save-the-planet/
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15: Gen Z – the largest generation in history


What it is

Let’s start with some clarity: who do we mean when we refer to Gen Z? Sometimes referred to as Zoomers, they are the generation that comes after Millennials (otherwise known as Gen Y). Gen Zs are individuals born between the years 1995 to 2015 (it’s worth noting that some research differs by a year, 1995 or 1996, so we’re sharing the broadest range). Gen Zs are reported to be the first generation of digital citizens, surpassing Millennials and Boomers as the digital market leaders. 99 per cent of Gen Zs either own a smartphone or have access to one and 73 per cent use their mobile devices to mainly chat and text, with 85 per cent using social media to learn about new products[1].

Aside from their digital habits, they’re more racially and ethnically diverse than any previous generation and are on track to be the most well-educated generation to date. When it comes to purpose and values, they are progressive, concerned with social justice and equality, and have a rising consciousness and concern about the planet they occupy and love to stand for something other than profits. Aligned with their consumption preferences, 68 per cent state that they have a responsibility to make the world a better place for the next generations, with over half the Gen Z population opting for responsible and eco-friendly businesses and brands[1].



Why it matters

In 2020 Pew Research reported that Gen Z have become the largest generation on the planet, accounting for 32 per cent of the global population[2]. According to Kantar research, there are over 1.2 billion Gen Z teenagers and adults globally[3]. Their annual spending power is estimated at $323 billion in the United States alone, and given that over 70 per cent of Gen Z-ers say they influence family decisions on buying furniture, household goods, food and beverages[4], that spending power trajectory is only heading north. Estimations showcase that by 2025 Gen Z will account for 85 million of all consumers[2].

Often referred to as Generation Green, both Gen Z and Gen Y demonstrate environmentally and socially conscious behaviour. The Deloitte annual survey asked Gen Zs and Millennials their top 5 concerns, and while cost of living leads, this is closely followed in both groups by climate change – above unemployment, mental health and debt[5].

From a marketing and business perspective, this fast growing and influential group, [we’ve just said that. . .] are deeply concerned about the state of the world, and keen to balance the challenge of their everyday lives with their desire to drive societal care. With rising spending power and digital capability and information access, they are leading on their values, with ethical and eco-friendly choices and behaviours, such as thrifting and circularity, becoming a new status symbol and an expression of their identity.

In Japan a study revealed that young people are walking the talk when it comes to sustainability, with a willingness to trade better pay for working in a more sustainable-minded company[6]. In an earlier study[7], key findings showcased that:


	64  per cent would consider a company’s social and environmental commitments when deciding where to work;

	64  per cent won’t take a job if a company doesn’t have strong corporate social responsibility (CSR) values;


	83 per cent would be more loyal to a company that helps them contribute to social and environmental issues (v 70 per cent US average);

	88  per cent say their job is more fulfilling when they are provided opportunities to make a positive impact on social and environmental issues.



Another key consideration for employees around the breadth of sustainability aligns with health and well-being. It’s notable that a study by McKinsey details that 55 per cent of 18–24-year-olds report having received a diagnosis and/or treatment for a mental illness[8].



Where to start

From a marketing perspective it’s critical to know your audience. The landscape where we operate is changing and, as is evident in this chapter, so too are the preferences and motivations of the people we may need to influence and engage with. While there is a lot of data and analysis contained herein about the behaviours of Gen Z, these are often global or segmented studies. The key is to find out what’s happening within your own landscape. Are your products and services aligned with the aspirations of this audience? Have you undertaken your own research into how they think and feel about your purpose and value proposition? Are you meeting your audiences where they are at with regard to shared value? Remember, 77 per cent of people purchase from brands and organizations that share their values – so are you doing the work to align? We interviewed Solitaire Townsend, Chief Solutionist at Futerra, whose research showcased that 88 per cent of consumers want brands to help them live sustainably[9].

It’s clear that purpose, sustainability and standing for something is not only aligned with being the product or service of choice, but also increasingly important in the war for upcoming talent and for productive employee engagement.



Three actions to consider


	1) Review your customer profiles – what percentage are currently Gen Z and how is this likely to change?

	2) Undertake some form of research across your Gen Z audience. Whether quantitative or qualitative, get a viewpoint on what matters to them and how those insights can support you in better understanding how to communicate and translate purpose and sustainability in an engaging way.

	3) When considering sustainability, keep in mind how the insights you learn can support other functions of the business. Share the insights around mental health and well-being with your people team to ensure that enough is being done to support and engage young people coming into the workplace.





Useful resources to explore


	Discussion with MarketingKind members around Gen Z – so much packed into this interview, well worth a watch. https://www.marketingkind.org/gatherings/youre-marketingkind-close-attitude-behaviour-gap-with-sally-donohoe?trk=public_post_comment-text
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16: Eco anxiety – it’s real and growing


What it is

Anxiety is defined as ‘the mind and body’s reaction to stressful, dangerous, or unfamiliar situations. It’s the sense of uneasiness, distress, or dread you feel before a significant event’[1]. Eco anxiety is anxiety caused by the societal challenges we are facing around climate and the environment. The biggest scientific study yet on the subject, which was carried out in 2021 by Elizabeth Marks and Caroline Hickman from the University of Bath, found: ‘Respondents were worried about climate change (59 per cent very or extremely worried, 84 per cent at least moderately worried). Over 50 per cent felt sad, anxious, angry, powerless, helpless, and guilty. Over 45 per cent said their feelings about climate change negatively affected their daily life and functioning, and many reported a high number of negative thoughts about climate change’[2].



Why it matters

So, why does eco anxiety matter, and not just in the younger generations, but for anyone? From a societal perspective like many of the current challenges (climate crisis, cost of living crisis, health crisis), the issue is something that does not stay contained, but often leads to other issues which themselves have a knock-on effect. As more people experience eco anxiety, mental health and well-being is impacted, which leads to increased pressure on the already strained systems, such as the education and healthcare systems. All this requires additional cost and resources which are not freely available.

From an individual perspective, the study by Marks and Hickman revealed that across the global respondents, 39 per cent were hesitant to have children, due to the uncertainty of the future of humanity, and believed that not having children helped towards reducing emissions. Eco anxiety may not be recognized as a medical condition, but it is real and we need to acknowledge and understand it.



Where to start

Marks and Hickman explained, ‘factors known to protect against mental health problems include psychosocial resources, coping skills, and “agency” to address and mitigate stressors. In the context of climate anxiety this would relate to having one’s feelings and views heard, validated, respected, and acted upon, particularly by those in positions of power and upon whom we are dependent, accompanied by collective pro-environmental actions.’

We interviewed Rob Harrison-Plastow, co-founder of Time Agency and behind the podcast (and soon to be book) How to Be Happy at the End of the World. He talked to us about having ‘the courage to stare down the truth, see the good and make it grow.’ He reminds us that ‘everything is completely interconnected – we’re not separate from nature, we are nature.’ Of the challenge, Rob asks, ‘How can we go from being a type one species to being a type two species, how can we start thinking longer term, and understand that we are completely enmeshed and embedded in natural systems?’[3]

As Marketers, we have the skills as communicators to help drive change and ease the growing wave of eco anxiety through the stories we tell. As Rob explains, ‘when we talk about community, social construction and modelling behaviours, go back to persuasion, and look at the importance of social proof and influencer marketing. They are all based on the understanding that human psychology is socially constructed. Marketers have skills and tools to sell products, based on how brains, people and behaviours work. So, tell different stories, create new communities.’

We know the operating landscape has changed and we need to adapt and cut through the noise with different stories and build new communities which empower people to drive change. Marketers can create cultures within the organizations where they work, to see their role and responsibility is giving back to people and planet. Organizations ignoring the need to change are taking a risk that the generations feeling deep eco anxiety will turn their backs on them.

We’ll close this chapter with the advice Rob gives to others about moving forward from eco anxiety: ‘Look after yourself, be kind to yourself, take time to reflect, be critical, be open, be curious, get outside, walk in nature, look at a tree or a lake or field and know it as yourself. Rekindle that awe and reverence in your life for just the sheer scale and beauty that is the universe as you go through all these huge challenging times then, you’ll be super boosted and empowered in ways you cannot imagine.’



Three actions to consider


	1) Are you worried about the future? Speak to your colleagues and find out how they are feeling; it can help to support each other.

	2) Is your organization doing enough, are your feelings and views heard, validated, respected, and acted upon? How can you turn your view into action?

	3) Take a moment to read Rob’s The 72 Lessons Climate Change & Eco-Anxiety Have Taught Me About Life. https://howtobehappyworld.substack.com/p/the-72-lessons-climate-change-and






Useful resources to explore


	TED Talk about eco-anxiety and the evidence – www.ted.com/talks/amanda_rebel_eco_anxiety


	The sustain project – support group: www.uea.ac.uk/climate-of-change/eco-anxiety


	www.norfolkandwaveneymind.org.uk/getdoc/7cc49d53-642f-4161-b2b6-392ca8dd53c1/sustain-project


	Useful article and framework from HBR – www.hbr.org/2018/02/how-to-make-sustainability-every-employees-responsibility
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PART 2

OBJECTIVES AND GOALS







17: Transparency and trust – the foundation of your sustainable agenda


What it is

Transparency and trust are inextricably linked. By being transparent and sharing plans, showcasing actions, progress and outcomes, trust is established. It’s a simple formula of consistently walking the talk and doing what you say. And of course, trust is critical for business success. The PWC Annual Global CEO Survey found that 4,400 CEOs from 89 countries identified the single most important predictor of a company’s past and future financial performance was . . . trust[1]. Trust is everything.

According to the 2022 Edelman Trust Barometer (a long-standing index measuring trust across business sectors, governments and the public), ‘distrust is now society’s default emotion’[2]. Indeed, the irony isn’t lost on us when we cite the Edelman Trust Barometer, given that Edelman themselves recently faced trust issues and external pressure to stop working with fossil fuel companies[3]. As you’ll hear us say: ‘Words cast magical spells’, and the media and public are watching closely to sense-check whether the actions of organizations and brands authentically align.

The Edelman Trust Barometer reports the growing expectation that businesses should be solving wider societal ills, including climate change – and as discussed in Chapters, 7, 9, 18 and 19, people are becoming increasingly attuned with purpose-led organizations and sustainability efforts, and there are increasing expectations for businesses to do better.



Why it matters

When it comes to the sustainable agenda of an organization, transparency keeps organizations accountable to critical stakeholders – employees, customers, partners, suppliers and investors – whether formally through mandatory or self-assessment frameworks such as ESG (Environmental, Social and Governance – which we’ll discuss further in Chapter 91). It does so by demonstrating the continuous progress and impact you are making or mitigating. Such commitment to a level of openness is a key driver of the sustainable agenda, driving change and, importantly, results.

And of course, levels of transparency stretch further than the corporate sustainable agenda, plans, timelines and progress, to include information and data around the life cycle of products, extraction through to distribution and end of life. As outlined in Chapter 28, there’s opportunity to ensure clear lines of transparent information to support customers with making better choices at point of sale – again, supporting them in making trusted choices.

Research by Sprout Social found that 86 per cent of Americans viewed transparency in business as ‘more important than ever before’[4]. Similarly, 86 per cent of respondents said they would be more likely, even after a bad experience, to give a business with a good history of transparency a second chance. On top of that, 89 per cent said they think a business would regain their trust if it’s been completely transparent about a mistake. While this research was in relation to social media, the basis of the findings, their reasonings and principles are still sound and applicable.

Transparency, even when things aren’t perfect, can further embed not only trust but also loyalty and empathy. A great example of this was personified in 2022 when Tony’s Chocolonely clearly identified in their annual Fair Report that they had found 1,701 cases of child labour in their supply chains on farms from West Africa and the Ivory Coast, and that the cases were up from those reported the previous year where they had identified 387 cases of illegal child labour (of which, once aware, they were able to remediate 221 cases) [5]. This admission made headlines in The Sunday Times[6], but the company continued to be transparent, as can be seen in the public response to The Sunday Times[7], outlining details and insisting that such discoveries are indeed positive, because once identified, something can be done. In other words, such discoveries prompt change.

This demonstration of a company calling itself out publicly showcases a commitment to both transparency and accountability.



Where to start

When it comes to all forms of greenwashing, whether aligned with your sustainability agenda, purpose or the credentials of your products or services, stakeholders are increasingly questioning the integrity of organizations and brands.

As Cecilia Parker Aranha, Director of Consumer Protection at the CMA, advised us: ‘The focus on sustainability should be the main driver – the driver shouldn’t be that you can make a claim about it.’ (See Useful resources to explore).

As John Grant advised us, on our podcast, transparency and trust isn’t gained by posturing the truth, and telling a version of the truth, but simply about organizations asking themselves: ‘Are we doing the decent thing?’ A powerful question.

When it comes to your sustainability agenda, however it’s aligned – with ESG, CSR, UN SDGs, social impact or other – the key concept is pretty simple: are you doing the right thing for your business, employees, customers, suppliers, partners, investors and, last but most certainly not least, the planet? (We explore this further in Chapters 90, 91, 92 and 93.



Three actions to consider


	1) Tune in to the podcasts outlined in Useful resources to explore.

	2) Review your Sustainability Report – is it as transparent as it could be? Could you be using transparency to drive more accountability to build more trusted relationships with key stakeholders?

	3) Where you know things aren’t perfect, is there opportunity to talk about it to engage your stakeholders?





Useful resources to explore

•Tune in to the following Can Marketing Save the Planet? podcasts:


	Episode 39: Ben Greensmith, UK and Ireland Country Manager at Tony’s Chocolonely.

	Episode 9: Part 1 and Part 2 – John Grant.

	Episode 28: Cecilia Parker Aranha from the CMA.
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18: The role of business in driving a more sustainable future


What it is

The role of business has remained pretty much the same over the years – providing the goods and services that people need or want – and this can remain the role of business. What needs to change, and with a high degree of urgency, are the objectives and goals of business. As we have already said and will keep saying, businesses have placed far too much focus on profit, to the detriment of people and planet.

Business has become a large part of the problem. Its negative impact on the planet has been fuelled by greed, but now the need for balance and giving back beyond the products and services is a necessity. Businesses are under increasing pressure to lead the way in driving a more sustainable future, and with that comes the opportunity to make bold commitments and establish these new ways, objectives and goals.



Why it matters

As we face the negative impact of our sustained actions causing irreversible changes to the planet and indeed people, the environmental crisis has become too high a risk to ignore. This has forced governments, business and society to have to look at the effects in natural systems and societies globally.

Trust and expectations in society continues to shift (negatively) and the erosion of trust in governments and world leaders to provide solutions is causing people to look elsewhere for answers. Business has become a focal point, and it should take responsibility and a proactive role. After all, business is a significant contributor of emissions and pollution (land, air and sea) and has until now seemingly dodged any accountability despite decades of warning.

We refer to sustainability as an opportunity because that is exactly what it is, and those already on that journey are seeing the benefits. However, there are many organizations who haven’t started or who are deliberately stalling. IBM provides a detailed breakdown of sustainability in business, and add: ‘to safeguard our planet and our future, companies need to drive decarbonization, meet environmental regulatory requirements and compliance deadlines, and improve resource consumption. Those paving the way in sustainable business practices are embracing new business models to win customers, increase brand loyalty, and uncover new opportunities to lower costs’[1].

One thing is for sure, we are not moving at the scale and pace we require to hit some of the most important targets that humanity has ever faced.



Where to start

Where is your organization on its sustainability journey? Ask questions, start conversations.

Are sustainability related targets being set? If not, why not? If they are, are they being cascaded through the organization?

Does everyone have clarity on the commitments? Is progress being made and is that progress shared?

What do we need to know? Think back to the previous section, Situation Analysis. We discussed how the operating environment has changed. UN SDGs, Climate Agreement, Regulation, Purpose, Customer Journeys – all these shape organizational objectives and goals.

We’ll be exploring in more detail subjects such as Carbon Literacy (Chapter 42), Net Zero and decarbonization (Chapters 22, 23 and 26) and what they mean for your organizations and indeed your roles. Understanding Scope 1, 2 and 3 emissions[2] isn’t a nice to have; it’s becoming a requirement[3]. These bring new objectives and goals which must be factored in.

In this book, we discuss frameworks such as Corporate Social Responsibility (CSR) and Environment, Social, Governance (ESG) (Chapters 91 and 92) and movements like B Corp (Chapter 7). The Better Business Act and One Percent for the Planet are also setting new standards, and objectives for what good business acts like. These are how and what we need to make progress on and which we need to communicate effectively.

Objectives and goals with sustainability built in affect everyone both personally and professionally, and as such deserve everyone’s attention and participation.



Three actions to consider


	1) Look outside at the bigger picture for how you can make a positive impact in, or for, your industry. Broader external knowledge is a much-needed foundation on which to build.

	2) Review your current goals and objectives as a function; do your objectives support a sustainable agenda? Carbon footprint, waste, communications, behaviour change, circularity – are they present/aligning?

	3) As well as B Corp, explore The Better Business Act and One Percent for the Planet.

	   www.betterbusinessact.org/

	   www.onepercentfortheplanet.org/





Useful resources to explore


	Have a look at some other organizations’ sustainability pages and reports to get an understanding of the goals and objectives, what are they focusing on and aligning to? How are they communicating?


	The Body Shop – www.thebodyshop.com/en-gb/about-us/brand-values/sustainability/sustainability-commitments/a/a00063


	Marks & Spencer – https://corporate.marksandspencer.com/sustainability


	IKEA – https://www.ikea.com/global/en/our-business/people-planet/sustainability-report-highlights/


	Crystal Doors – www.crystaldoors.co.uk/carbon-neutral/sustainable-development-goals/
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19: Brand reputation and sustainability go hand in hand


What it is

If there is one thing we’ve learned since immersing ourselves in all things sustainable, it’s that there is no 100 per cent way of being sustainable. There are impacts associated with everyone and pretty much everything. The key, however, is knowing where our impacts are and taking responsibility for them. We can’t just keep doing what we’re doing with little to no accountability for the consequences; it’s all about balance, understanding and making educated and informed decisions, thinking long term and taking into consideration the wider impacts we have beyond our own horizons, then doing something about them.

Building and maintaining a good brand reputation is central to the success and longevity of any organization. But with the shift in power across the stakeholder chain and information about brands being more accessible than ever, reputation is far more vulnerable. There has also been a shift in what can impact your brand both positively and negatively as we experience more adverse weather events, and an increasing number of societal challenges across the world, in both developing and developed countries (perhaps we should say over-developed). Whether they recognize it or not, a greater proportion of society are now feeling the impacts of the environmental crisis.



Why it matters

When it comes to brand reputation, where you are on the sustainability journey now matters. It matters to customers when considering whether or not to engage, it matters to employees when it comes to wanting to work for you, and it matters to other organizations, NGOs and charities when it comes to collaborations and partnerships. It matters on every level. Brand reputation is now inherently linked to sustainability, and as Marketers, we need to take responsibility for how sustainability is communicated both internally and externally.

Education and awareness of the changing operating landscape is important, and in the case of sustainability and brand reputation, having the right knowledge is key: you need to be able to support and backup what you are communicating. It is no longer taken care of with a CSR report, tree planting or marketing labels using words like ‘eco-friendly’ or ‘ocean bound plastic’. There is far more rigour.



Where to start

Internally, a good place to start is to get a clear understanding of where your organization is now.

Starting or progressing on any sustainability journey requires commitment, transparency and effort. To move the dial takes a solid strategy with actionable objectives and goals. Organizations need to take into consideration:


	 Their Scope 1, 2, 3 emissions (further explained in Chapters 5 and 26) associated with the business (remember – calculate, reduce, offset).

	 Where they source their materials both in terms of ethical sourcing and labour.


	Who their supply chain partners are – are they sourcing and manufacturing responsibly?

	 The complete lifecycle of products and services.

	 Regeneration – can they give back more than they take?

	 A robust internal engagement programme to ensure sustainability becomes part of the organizational culture.



If your goals and objectives internally are structured and well informed, this will go a long way to shaping your external communications. Important factors that can have an effect on your brand reputation and demonstrate your commitment are:


	 Transparency and ongoing sharing of information – transparency builds trust, so it’s important to share the positive and negative impacts. And regular sharing of information in a consistent format allows your audience to compare and see if progress is being made.

	 Accreditation or associations – consider who you are working with, and what might help support your sustainable development. We’ve talked about movements such as B Corp, One Percent for the Planet and the Better Business Act, but there are others, such as Cruelty Free International and Fairtrade for example. These associations not only support your organization, they help build trust.

	 Think back to Chapter 6 on greenwashing, and look at how you can ensure your messaging is clear, unambiguous, and informative. Ensure all touchpoints are consistent and provide all the information needed. Be transparent, and if you have any doubts, have a conversation.



It will become increasingly more difficult to talk about sustainability from an uninformed and self-regulated perspective as mandatory reporting, regulation on what we do and say, and stakeholder awareness continues to increase.



Three actions to consider


	1) Take the internal checklist and see where your organization is today.

	2) Review the audit you undertook from Chapter 6 on greenwashing – are you being transparent and does your organization ensure stakeholders can make fair year on year comparisons?

	3) If you work with trusted partners or hold any accreditations, do you communicate them? Do you talk about them in such a way that your audience understand why they are important?





Useful resources to explore

Examples of organizations who are considered sustainable and those that are not.


	 www.sustainablebusinessforum.com/1020/3-most-and-least-sustainable-businesses/


	How Sustainability Increases Brand Value:

	 https://greenbusinessbureau.com/business-function/marketing-sales/sustainable-branding/


	5 Ways to Build Your Company’s Reputation for Sustainability:
 https://us.anteagroup.com/news-events/blog/5-ways-build-your-companys-reputation-sustainability









20: Sustainability Reports – their role and relevance


What it is

A sustainability report is a centralized means of communicating and disclosing – voluntarily or in some circumstances on a mandatory basis – the progress and performance of an organization’s sustainability strategy or agenda.

Often organized around ESG (Environmental, Social and Governance), sustainability reports showcase non-financial performance information to interested internal and external parties. Throughout this chapter we’ll refer to Sustainability Report (or Reporting), but the name is interchangeable with ESG Report or Social Impact Report.

At the time of writing, there wasn’t a mandatory, standard format for sustainability reporting and non-financial disclosures. However, as referred to in Chapters 5 and 90, it’s likely that there will be more standardization coming in 2024[1].



Why it matters

While sustainability reporting isn’t new, there is growing interest from stakeholders to better understand how organizations are behaving. There is a significant increase in reporting, but as is highlighted by an article, ‘Overselling Sustainability Reporting’, in Harvard Business Review, both measurement and reporting are often non-standard, incomplete, imprecise, misleading and ‘not a proxy for progress – exaggerating gains, and distracting from the very real need for changes in mindsets, regulation and corporate behaviour’[2]. The research outlines that over the 20-year period of increased reporting, carbon emissions have continued to rise, environmental damage has accelerated and social inequity has increased. Sustainability Reporting needs to be transparent and authentic, not a version of the truth, but a truthful report of progress. Again, something Marketers need to be aware of in light of greenwashing and brand reputation.


‘The real danger is when politicians and CEOs are making it look like real action is happening when in fact almost nothing is being done.’



— Greta Thunberg

It’s clear that Sustainability Reporting isn’t a silver bullet to progress, but the famous Drucker saying ‘If you can’t measure it, you can’t manage it’[3] reminds us that Sustainability Reporting does provide organizations with metrics on which to base improvement. And of course, reporting provides organizations of all shapes and sizes the opportunity to publicly document commitment to stakeholders. Avery & Brown, the regenerative marketing agency, published their first Sustainability Impact Report in February 2023, which includes:


	 The journey so far

	 The crisis we’re facing

	 What can businesses do?

	 Our planet (Environmental)

	 Our people (Social)


	Our place (Governance)

	 A little about us and our work

	 Looking to the future



You can view their report and a range of Sustainability Reports via The Impact Reporting Archive (see Useful resources to explore).



Where to start

The technicalities and requirements within the Sustainability Report are likely to be aligned with overarching business objectives – and dependent on sector, size, etc, there may be mandatory aspects that have to be included. Therefore, we’re not asking you to start from the technicalities of what goes into your report. Rather, we suggest that you consider the purpose of the report from a marketing perspective, thinking about how the information is used and cascaded in a purposeful way.

If your organization has a Sustainability Report, the first question to ask is, who is the report for and what is its purpose? Dependent on regulatory requirements, reports may be technically heavy – for example, a focus on tech data for investors rather than how the impact aligns with customers. Due to the nature of the technicalities, reports can often be lengthy and littered with jargon that resonates with some but means nothing to others.

If your sustainability report is considering your position and progress to multiple stakeholders, is everything clumped together – or is it segmented to offer the best methods of communicating to each segment?

Another consideration is: who creates the report? Did marketing or any communication professionals have any input? Is it designed as an analysis or as a communication resource?

The final consideration is how the report is being brought to life and mobilized to key audiences. Sustainability Reports often take several months to compile, audit (sometimes by third parties) and design – only then, in many cases, to be added to the organization’s website (in more of a tick-box exercise than a significant piece of brand positioning), without any aligned communication to bring awareness of its existence and importance.

From our discussions with Marketers, they have not usually been part of any communication campaigns around Sustainability Reporting and often, the report isn’t cascaded internally for feedback prior to being published!



Three actions to consider


	1) Review your Sustainability Report from a marketing perspective – consider the questions in the section above, ‘Where to start’. Discuss where the communication can be improved.

	2) Create a campaign to mobilize and engage key audiences. Are there aspects that can be pulled out and used as brand communications to showcase progress and commitment?

	3) Is there scope to break the report into segments? Gauging feedback to ensure it makes sense and translates the right message to the right people.






Useful resources to explore


	The Impact Reporting Archive is a relatively new resource, providing a platform for organizations to share their Sustainability / Impact Reports in a central repository: https://impact-reporting.com/reports/page/2/ You can add your report there too.

	Can Marketing Save the Planet? Podcast, Episode 08.
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21: Sustainable development plans – stop looking for shortcuts


What it is

When looking at sustainability strategies and development plans, it’s important to acknowledge that there are going to be grey areas. As with many things in life, and as you’ll see as you navigate your way through this book, nothing is black and white, which is why education is so important. Sustainability can be very subjective, but it’s not about doing without or having to stop everything, it’s about balance. The scales have long been tipped on the side of overproduction, overconsumption, unsustainable levels of waste, profit over people and planet, and growing over thriving. The need it, want it, have it culture has driven less considered choices and actions because of the lack of accountability associated with what we do. You could argue that in today’s fast-paced world we haven’t had to think about it (some would call it wilful ignorance).



Why it matters

There is a lot to do and as the impact of climate change starts to be felt more broadly across the world, business has been forced to put it on the agenda. Unfortunately, a low-level approach which many have adopted is to start producing green products alongside their current products. Examples of this practice are abundant; just look at pretty much any industry. Adding to consumer choice not only increases our environmental impacts, it causes confusion and further fuels consumption. Then there is the issue of substitution over reduction. Think electric cars: while they may be better for the environment than petrol/diesel cars, driving the sales of them without addressing the core issues of overconsumption, how we travel, and the infrastructures required to manage the end of life of both the traditional car and the electric cars is only kicking the can down the road.

If we are to set sustainable objectives, we need to understand why we are setting them; they have to align to the overall objectives and goals of the business. If that means going back to the start, then that is what needs to happen; every action has an impact. Organizations who set out their sustainable agenda in isolation, or who try to reverse-engineer it without taking into account the impacts in all areas, will fail. Each goal needs a reason as to what it’s there to do, be communicated in an authentic and transparent way and then be tracked. So many organizations also don’t talk about the progress being made, but this is so important to maintain momentum and motivation, internally and externally.



Where to start

The Sustainable Marketer’s strategy raises some key questions that need to be asked:


	 What are the wider organizational goals/targets when it comes to sustainability? Carbon reduction? Legislated targets?

	 Do you have clarity on the organizational commitments?

	 Are sustainability targets cascaded throughout the team so that objectives are clearly understood by the whole organization?




Understanding the overarching organizational objectives is a must for Marketers to understand how you can align your activities to deliver against the goals. And marketing also needs to be present as sustainability objectives and goals are discussed.

Since we are the connective tissue to the outside world, it is important we bring the right information back into the organization as part of the core discussions. Sustainable development plans take time, resource and investment. Looking for shortcuts and quick fixes will ultimately be a waste of time, resource and investment – and will delay us in hitting our increasingly urgent societal and environmental targets.



Three actions to consider


	1) Considerations for goals and objectives in relation to the broader picture:

	 •  Set objectives aligned to the main impacts of your industry.

	 •  How will you monitor and measure these?

	2) Objectives internally:

	 •  Know what progress are you measuring.

	 •  Have a plan to communicate your progress.

	3) Stakeholder objectives externally:

	  • What objectives do you need to consider around how you will change/influence customers or society in general?

	 •  Set realistic goals.

	 •  Know how your communities need to change and how you will keep your objectives evolving and progressing.





Useful resources to explore


	A great guide to building a sustainable development plan with important steps and questions to consider. https://supplychain.edf.org/resources/build-a-sustainability-plan-101-set-meaningful-goals/


	A step-by-step guide on building a sustainable development plan for small businesses. www.constellation.com/solutions/for-your-small-business/goals/developing-a-small-businesss-sustainability-plan.html









22: Carbon footprint – a new organizational priority


What it is

The ‘new’ in the chapter title may be more than just a tad jarring. Despite decades of warnings, carbon emissions have continued to increase and claims made by businesses about prioritizing responsibility around their carbon footprints are often contradicted by the very different picture painted by the data and information available.

When we say that carbon footprint should be an organizational priority, that’s because business is responsible either directly or indirectly for the vast majority of greenhouse gas emissions, as shown in the latest snapshot of emissions by sector from the World Resources Institute[1]:




	Energy

	– Electricity and heat – 31.8 per cent

	– Buildings – 6.2 per cent

	– Manufacturing & construction – 12.7 per cent

	– Transport – 14.3 per cent

	– Other – 2.6 per cent

	– Fugitive Emissions – 6.8 per cent

	
Industrial Processes – 6.1 per cent

	Agriculture – 11.6 per cent

	Land Use – 3.3 per cent

	Waste – 3.3 per cent







Why it matters

The climate crisis requires everyone on a global scale to take action, understand their impacts, calculate their emissions, identify priorities and then work out a strategy, with measurable goals and objectives to reduce them. The issue we have, however, is that too many organizations haven’t even started on that journey.

According to figures in 2021, ‘small businesses account for 50 per cent of all carbon emissions put out by UK business, and a third of total UK emissions’. However, a survey conducted by British Business Bank[2] revealed:


	54  per cent said they were not ready to prioritize going carbon neutral.

	35  per cent cited cost as a barrier to reducing emissions and going carbon neutral.

	 And while 94 per cent of small businesses said they had taken at least one action to reduce their emissions, they tended to be low-effort ones, such as installing a smart meter.



The picture for publicly listed organizations isn’t much better: ‘the percentage of companies declaring a net-zero target nearly doubled between 2019 and 2020’[3]. But, ‘as of July 2021, just 10 per cent of the world’s publicly listed companies have aligned with global temperature goals.’

Deloitte’s 2023 CxO Sustainability Report highlighted that ‘61 per cent of CxOs said climate change will have a high/very high impact on their organization’s strategy and operations over the next three years’[5].

Other factors such as the pandemic, health crisis and economic crisis have been blamed for a lack of progress. Irrespective of the reasons behind the slow response, we need to stop focusing only on the short term. The fact remains, not enough is being done, emissions continue to increase and the planet continues to warm.



Where to start

The UN Environment Programme (UNEP) Emissions Gap Report 2022 talks about the need for ‘interrelated barriers and drivers’[4]. Some of these are relevant to business and indeed marketing and can be brought into discussion when looking at goals and objectives and where the organization wants to go. Pages 39 and 40 of the report contain some good guidance which can act as a checklist highlighting relevant areas which should be taken into account when considering transition plans to Net Zero, for example, ‘Norms, culture and behaviour: Once norms and culture that favour low-carbon alternatives are engrained in behaviour, change can take off more rapidly and is harder to reverse’. Other areas noted include innovation, actors (key players and stakeholders), product design and circularity, all of which are important and need to be factored in.

The report is packed with excellent insights and drivers to close the Emissions Gap, and we recommend everyone takes the time to read it.



Three actions to consider


	1) Read the UNEP Emissions Gap Report 2022. Overlaying where your organization is, map out climate objectives and goals which are relevant to your organization.

	2) Go one step further and map out objectives and goals which are relevant to your function.

	3) Consider how you can be a part of the solution, in meeting the goals and objectives as a Marketer.





Useful resources to explore


	World Greenhouse Gas Emissions – www.wri.org/data/world-greenhouse-gas-emissions-2019


	Small businesses and the transition to Net Zero – 2021 – https://www.british-business-bank.co.uk/research/smaller-businesses-and-the-transition-to-net-zero/ 

	Emissions Gap Report 2022 – UNEP – Oct 2022 – www.unep.org/resources/emissions-gap-report-2022
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23: Net Zero – an absolute priority


What it is

Arguably, Net Zero is the most urgent and important target we face. We are releasing more Greenhouse Gas emissions (GHG) into the atmosphere than the planet can cope with: ‘in 1950 the world emitted 6 billion tonnes of CO2. By 1990 this had almost quadrupled, reaching more than 22 billion tonnes. Emissions have continued to grow rapidly; we now emit over 34 billion tonnes each year’[1]. You may want to read that again.

In addition to this we are also destroying, damaging and depleting the very carbon sinks (oceans, plants, trees, soil) which remove carbon dioxide from the air and store it – thus making the cycle even less able to cope. ‘Put simply, Net Zero means cutting greenhouse gas emissions to as close to zero as possible, with any remaining emissions re-absorbed from the atmosphere’[2].

In determining their paths to Net Zero, organizations first need to identify the sources of their GHG emissions and then calculate them. The Greenhouse Gas Protocol provides accounting standards for GHG and categorizes them into three ‘Scopes’, bringing clarity and rigour to the process.

As broken down by the Carbon Trust[3], ‘Scope 1 covers direct emissions from owned or controlled sources. Scope 2 covers indirect emissions from the purchase and use of electricity, steam, heating and cooling. By using the energy, an organization is indirectly responsible for the release of these GHG emissions. Scope 3 includes all other indirect emissions that occur in the upstream and downstream activities of an organization.’

Indirect emissions still need to be accounted for by organizations as they are indirectly responsible for them. This is where Scope 3 becomes increasingly complex (see table below). There is a lot to consider, including supply chains, demand side emissions and waste. This is why who you partner with is so important, as they can help or hinder your ability to meet your commitments.

Once your sources have been identified and calculated, only then can you start to set and commit to decarbonization targets and begin to put in place an action plan which allows you to work towards Net Zero. You’ll see more detail on the sources of Scopes 1, 2 and 3 emissions in Chapter 26, where we’ll look at reduction and offsetting.



Why it matters

The planet is getting warmer. The science has been telling us for decades that global temperatures are rising and now we find ourselves in the position whereby we need to keep global warming to no more than 1.5°C. As set out in the Paris Climate Agreement, emissions need to be reduced by:


	45  per cent by 2030

	 Have reached Net Zero by 2050



If we continue to ignore the warnings and carry on releasing emissions at the rate we are, then the Earth will continue to warm, and with that comes more frequent adverse weather events, droughts, wildfires, flooding. Increased adverse weather events lead to glacier and snow melt, rising sea levels, depleted freshwater supplies and increased risk of disease. Then there’s the threat to global food production; loss of land also means mass displacement and migration of entire populations.

As you can see, this really matters. Net Zero also means business needs to take action and be accountable. They need to calculate their Scope 1, 2, 3 emissions, commit to goals, build strategies on how they will reduce their emissions and impacts by 2030 and 2050 and then take action, measure and report their progress. No simple task!

The good news is, we can do something about this, but we have to take action and we have to start reducing now.



Where to start

When it comes to Net Zero, educating yourself is probably the single most important step you can take. We’ll talk more about Carbon Literacy in Part 3: Strategy. From an individual perspective, understanding your carbon footprint as a person, as a Marketer and as a business is both critical and valuable.

We will explore carbon footprints on all levels in upcoming chapters. But for now, in the context of setting objectives and goals – what are we looking to achieve and where do we want to go? The first step is education. As Seth Godin said when we interviewed him, ‘we need to talk about it, before we can do something about it, but we can’t talk about it, if we don’t understand it’[4].



Three actions to consider


	1) Has your organization started to consider/identify its Scope 1, 2 and 3 emissions? If not, start a conversation and begin the process of finding out how you can go about this. There are organizations and consultants who provide this process as a service. We highly recommend every organization does this sooner rather than later.

	2) For those who have begun the process, ask where the organization is in terms of calculating their emissions. Are goals and targets being discussed and set? What are the decarbonization commitments? What is the plan and how will it be cascaded throughout the organization?

	3) Read The Carbon Almanac – a wonderful book of facts about climate change, presented in a completely engaging and easy to understand way. It’s a truly brilliant piece of work.





Useful resources to explore

For insights, ideas and solutions, explore:


	The Carbon Trust www.carbontrust.com/what-we-do/net-zero


	Project Drawdown – www.drawdown.org/


	The Carbon Map – www.carbonmap.org/






References


	1 CO2 emissions – Hannah Ritchie and Max Roser, 2021. www.ourworldindata.org/co2-emissions


	2 The race to zero emissions, and why the world depends on it. Dec 2020. https://news.un.org/en/story/2020/12/1078612

	3 Briefing: What are Scope 3 emissions? – Carbon Trust website, 2023. https://www.carbontrust.com/our-work-and-impact/guides-reports-and-tools/briefing-what-are-scope-3-emissions


	4 Can Marketing Save the Planet? Podcast, Episode 44.








24: Carbon footprint – it starts with you


What it is

When it comes to saving the planet, we all want to do our bit – right? But what does that look like practically from a personal and professional perspective? Assessing our own carbon footprint is a great starting point. When we talk carbon footprints, we’re referring to the amount of carbon dioxide released into the atmosphere as a result of our activities in our everyday lives. Carbon dioxide (CO2) is one of the key greenhouses gases contributing to climate change.

2020 UK Greenhouse Gas Emissions from the Department for Business, Energy & Industrial Strategy:




	
Transport


	
24 per cent





	
Energy supply


	
24 per cent





	
Business


	
18 per cent





	
Residential


	
16 per cent





	
Agriculture


	
11 per cent





	
Other


	
5 per cent





	
Waste management


	
4 per cent









Why it matters

As illustrated, pretty much everything we do has a carbon impact, even breathing releases carbon dioxide into the atmosphere. However, we can be more mindful of the choices we make. Take our daily commute, something pretty commonplace for most of us. In the UK, the average petrol car produces the equivalent of 180g of CO2 every kilometre. In the US, the average passenger vehicle releases 650g of CO2 every kilometre – generally the larger the car, the higher the emissions[1].

The informative book How Bad Are Bananas? – The Carbon Footprint of Everything by Mike Berners-Lee[2], explains the real impact of things we buy or do day to day. He looks at everything from bananas to our daily e-habits. Inextricably woven into our lives is our dependency on the internet. Collectively, when we consider the trillions of texts, emails and google searches, he estimates it could be as high as 360 million tonnes of CO2. Then there’s the 130 million tonnes of CO2 to store data – just think about that, the scale is mind-blowing.

Marketing has a wide remit when it comes to carbon impact: alongside the CRMs, databases, web pages, digital platforms and emails, there’s also the carbon impact related to the products and services consumed due to our marketing efforts (more on this in Chapter 33 on Brainprint). From an industry perspective, Purpose Disruptors, in their Advertised Emissions Report 2021, outlined that the advertising industry is responsible for more consumption-related emissions than ever before, 208 million tonnes of CO2 – the equivalent of adding an extra 28 per cent to the annual carbon footprint of every single person in the UK[3]. You’ll find a deeper dive around Advertised Emissions in Chapter 68.



Where to start

Understanding where you are right now with your carbon footprint is a critical starting point. To echo the mantra of Giki Zero (one of the carbon calculators we talk about in Chapter 97): ‘Know your number’.

Berners-Lee proposes a 10 tonne lifestyle: 10 tonnes of CO2 per year for each person living in the high-polluting developed world. For the average Australian and American, that signifies a reduction of around two thirds. And as stark a reduction as two-thirds may seem, a 10 tonne lifestyle is still high, especially when the current global average is around 4 tonnes.

Our advice, if you aren’t already measuring your carbon impact, is to get started. In Chapter 97 we give you a tour of the personal and professional carbon calculators that we’ve come across. Once you have a baseline of where you’re starting from, you can make lifestyle changes and reap the associated benefits. For example, choosing to walk or cycle rather than jumping in the car for short journeys not only reduces your carbon footprint but also helps reduce congestion on the roads, supports better air quality and keeps you fitter – which in turn reduces impact on health services. Win, win.

Our ears pricked up when we heard about the work at UniFida, a data organization supporting Marketers and agencies in understanding the carbon impact of their marketing activities. We interviewed their Managing Director, Jo Young, on our podcast, and Jo told us, ‘There are quite a lot of levers to consider when viewing your marketing activity through a carbon reduction lens. If you double your marketing budget, you don’t necessarily get double the sales, because of diminishing returns. However, doubling your marketing budget may quadruple your CO2 emissions.’

And last but certainly not least . . . consider your climate shadow[4]. This ‘shadow’ covers the wider aspects of our behaviours and actions: how we vote, who we work with, who we influence, where we invest and bank, where our pensions sit – effectively the sum of our life’s choices. Never underestimate how small incremental changes collectively creates meaningful impact.



Three actions to consider


	1) Calculate your lifestyle. Giki has some excellent suggestions.

	2) Consider your climate shadow – greening your money is a great place to start (see Make My Money Matter’s link in Useful resources).

	3) Consider the role you play professionally – what role can marketing play in decarbonization plans?





Useful resources to explore


	We’ve designed and deliver Carbon Literacy for Marketers – flexible training programmes certified by the Carbon Literacy Trust designed for marketing and communication professionals that dives into the science – see https://www.canmarketingsavetheplanet.com/carbon-literacy-for-marketers


	Can Marketing Save the Planet? Podcast, Episode 47.

	Make your money matter via Make My Money Matter – we urge you to green your money and pensions – get on board with their campaigns, https://makemymoneymatter.co.uk/
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25: Carbon footprint – working as industries is vital


What it is

The need to focus on the bigger picture is clear, but are we also willing to drop some of our competitive urges and consider working together as industries? Are we thinking big enough in tackling the environmental crisis and the actions needed to reduce emissions? Surely there is strength in numbers; two heads are better than one, the wisdom of the crowd, etc.

A great example of this is AutoTrader. As we know from Chapter 22, transport accounts for 14.3 per cent of global greenhouse gas emissions, and of this 72 per cent comes from road transport[1]. AutoTrader started their journey in 2019 following the first internal Carbon Literacy session. From there they have continued running Carbon Literacy training through their organization and at the start of 2022, they were awarded gold status as a Carbon Literate Organization. However, AutoTrader also decided to take their learning outside and into the automotive industry and co-created the Automotive Carbon Literacy Toolkit. It’s a toolkit which they hope will play an important role in the industry, making ‘an immense impact on global emissions, helping to bring us in line with the zero-carbon targets the science demands of us’[2].



Why it matters

We need to think bigger, take multi-stakeholder action, and shake things up. We cannot keep doing what we’re doing and expect a different result. We need to invest time into coming up with effective strategies, guided by ambitious long-term objectives and goals, and then multiply out our efforts and progress by working together in more ambitious ways. Small actions are great, but collective action is so much more powerful.

As well as the supply side of working together and taking collective action, such as reducing energy consumption, switching to renewable sources and reassessing supply chain choices, it is important that we consider the demand side: how can industries work together, whether that is within the same industry or even cross-industry?



Where to start

We can think about working together as industries in two distinct ways.


	 Organizations working together with the objective of setting themselves goals in a push to collectively reduce the emissions within their given industry and holding each other to account.

	 Industries with lower emissions/less impacts working together to take out or put pressure on those industries with high emissions and negative impacts.



The idea of industries going after other industries came from Gustav Martner, Head of Creative at Greenpeace Nordics. At a product level, said Gustav, ‘campaigns aren’t trying to kick anything out – they’re just saying, you can have us as well.’ Yes, we have plant-based products taking on meat products, but often brands are selling both sides of the argument, not trying to actually remove the high impact options. Gustav then gave the example of transport and asked, ‘Where are the train campaigns aggressively going after the airliners, where are the co-owned car services that are aggressively going after SUVs? Those kind of marketing campaigns are what could justify the industry; if not, why should we have them?’[3] It’s an interesting point to ponder, but one that can easily be argued is too complicated and even counterproductive. While we appreciate this type of approach requires commitment, that’s not a reason not to consider how industries can work together for positive gain. There are plenty of organizations who work together as an industry in preventing change and progress.



Three actions to consider


	1) As a Marketer, think outside your organization to the industry your organization sits in, are you aware of the impact of your industry? Are you aware of the objectives and goals your industry needs to take to reduce emissions?

	2) Are there any partnerships or collaborations that could be formed to help in your efforts to reduce your carbon footprint?

	3) Could you learn from or experiment with anything happening in other industries? Sometimes looking outside of where you work can spark some interesting ideas and conversations. What could you learn from others?





Useful resources to explore


	An interactive roadmap for six key sectors in taking on climate change: www.unep.org/interactive/six-sector-solution-climate-change/


	From Project Drawdown, their solutions by sector: www.drawdown.org/sectors
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26: Carbon reduction and offsetting – levers and effectiveness


What it is

Whoa . . . we know, there’s a lot there right in the title of this chapter. However, we don’t want to bamboozle you with science and detailed explanations –a Google search will provide succinct descriptions. Plus, on our website we have now added many useful resources to our Learning Zone.

We’ve also already discussed carbon, the Paris Agreement and why decarbonization and getting to Net Zero is a priority for business. To reduce carbon, ideally we need to put our foot on the brakes and simply stop pushing it into the atmosphere. However, putting the brakes on within your organization may take considerable effort – dependent on size, scale, structure and processes. And while working on these bigger changes, organizations still need to figure out how to do what they can to reduce and offset their emissions in the meantime.

In this chapter, we’ll give a short overview on Scopes 1, 2 and 3 and look at some of the practical things organizations do, touch on why and how people are using offsetting and explain what, as a Marketer, you need to watch out for.



Scope 1, 2 and 3

As discussed in Chapter 23, in order for organizations to understand their carbon impact, where it comes from and what they can do about it, there are three categories, or Scopes, to consider. And the three Scopes were developed by the most widely used international accounting tool – the Greenhouse Gas (GHG) Protocol[1].

Table 1.1 – Referencing The Carbon Trust[2]




	
Scope 1


	
Scope 2


	
Scope 3





	
Fuel combustion

Company vehicles

Fugitive emissions


	
Purchased electricity, heat and steam


	
Purchased goods and services

Business travel

Employee commuting

Waste disposal

Use of sold products

Transportation and distribution (up- and downstream)

Investments

Leased assets and franchises







As evidenced in Table 1.1, Scope 3 is more complex and wide-ranging, and clearly varies dependent upon sector and size of organization. Most businesses report 70 to 80 per cent of their emissions fall into Scope 3, with some reporting as much as 97 per cent of overall emissions[3]. When it comes to reaching Net Zero targets, these are clearly a priority.



Offsetting

Carbon offsetting in theoretical simplistic terms relates to cancelling out the carbon emissions being pushed into the atmosphere – let’s say by air travel – via a carbon removal scheme – let’s say, planting trees – et voilà, equilibrium is restored. However, sadly, it’s not that simple. There are a range of complexities and challenges with offsetting such as concerns around the validity and impact of offset schemes. As outlined by Friends of the Earth, to be a viable offset project, the carbon must be locked away for thousands of years – something which tree planting or peatland restoration can’t guarantee[4]. In our interview with Adam Bastock, Founder of Small99[5], we discussed how organizations need to move far beyond tree planting. While there’s nothing wrong with carbon offsetting, it can’t be the only thing you do. Businesses need to be doing all they can to reduce carbon within their control and offsetting alongside those activities, and not as a license to continue polluting. We also had the privilege of discussing carbon offsetting with the team from Pinwheel, see Chapter 96 for more.



Why it matters

From a marketing perspective it’s important to understand the ambitions and targets of your organization when it comes to Net Zero and of course, how from a carbon impact your marketing activity aligns (more on that in Chapter 95). From a marketing communications perspective, you’re better positioned to build a transparent and progressive narrative around plans, targets and progress that speaks to your relevant audiences, focused on benefits to them, rather than jargon and data sets that don’t translate. Understanding supports clarity, which supports transparency, which in turn builds trust. When communicating, this builds cultural cohesion internally and supports the brand externally.

When it comes to supply chains and Scope 3, from a communication perspective again, we need to be on greenwash alert – mindful that any green claims founded in our supply-chains, have been sense-checked (as outlined throughout this book, including Chapters 6, 48, 70, 87 and 88). Similarly, when it comes to offsetting narratives, are the schemes we’re aligning with trusted ones? Is there clarity and transparency with what we say we’re doing around commitments to decarbonization, or are there potential blind spots? For example, are we talking about all the good we’re doing by planting trees and investing in biodiversity projects, while at the same time increasing production of carbon-intensive products?



Where to start

We do not expect Marketers to be leading the charge with science-based targets for decarbonization across the organization and complex analysis across the scopes. (That said, Adam’s interview does share some highly practical steps and resources for SMEs, microbusinesses and freelancers on how to get started mapping scopes.) Contextually, as part of the landscape where Marketers operate, it’s important to understand the changing priorities of your organization – their plans, targets and what that means for what and how you communicate progress both internally and externally to key stakeholders.

Examples of some typical targets and levers driving transition may include: reduced consumption, transitioning buildings to 100 per cent renewable energy, switching company vehicles to EV/hybrid, installing EV charging points, reduction of in-person conferences/meetings/events, opting for train travel where possible, policy changes around events and travel, and implementing supply-chain emission reporting. Clearly, each of these examples provides opportunity for the creation of positive narrative to communicate progress.



Three actions to consider


	1) Speak to relevant team members around progress, plans and targets.

	2) Understand what and how progress is being communicated. Is it all jargon? Can you simplify and contextualize?

	3) Find out where offsetting fits into your decarbonization plans. Consider any implications of greenhushing and greenwashing.





Useful resources to explore


	Article from the Guardian – What is Carbon Offsetting and How Does it Work, Harvey, F, 4 May 2021. https://www.theguardian.com/environment/2021/may/04/what-is-carbon-offsetting-and-how-does-it-work
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27: Making sustainability a role for every employee


What it is

As the climate emergency becomes more pressing, sustainability has quickly moved up the corporate agenda. Sustainability skills and roles are in demand, with roles being elevated and being given a seat in the boardroom. However, proportionately, the headcount of sustainability experts within organizations is generally low or, in some organizations, non-existent[1].

To tackle planet-sized complex challenges aligned with business transformation, climate adaption and system and culture shifts, we’re going to need a many hands on deck approach. As sustainability increasingly becomes embedded into the heart of business strategy, rather than being a siloed and small department, the idea of making sustainability a core focus of everyone’s role aligns perfectly.



Why it matters

We’ve outlined the business case for employee engagement (Chapters 40 and 62), showcasing changing attitudes and expectations. Giving people the opportunity to get involved with supporting sustainability objectives, enables them to feel heard and meets the growing appetite from employees and prospective employees to know that their work has a bigger purpose. The other benefit is that sustainability is often siloed, meaning that sustainability roles can often be lonely and challenging ones. (You only have to read the hilarious yet clearly poignant recount of the ‘Chief Sustainability Officer Barbie’ job description[2]. As you’ll see, it resonated with hundreds of sustainability professionals, who commented, laughed – and probably cried a little too).

Let’s remember what Wim Vermeulen, author of Speak Up Now! Marketing in Times of Climate Crisis, told us when we interviewed him on our podcast, ‘Sustainability needs to be embedded into the heart of strategy. When making decisions, we need to “put the planet in the room”’[3]. And of course, such sentiment is not exclusively related to decisions coming out of the boardroom, but relates also to all the micro-decisions being made across all business functions aligned to support wider sustainability objectives.

Rather than the responsibility of driving and delivering sustainability endeavours being the remit of a few, there’s opportunity to galvanize the entire workforce to support sustainability teams and amplify effort, creating a sense of shared cultural responsibility and purpose.



Where to start

Sustainability is all-encompassing, complex, interconnected, fast-moving and inextricably linked to the world where we all operate. From our perspective, the starting point has to be education. That, in fact, is our mantra and now our life purpose – hence why we continue to do what we do and why we’ve written this book. We’re very clear that we do not expect Marketers or all employees to become sustainability experts or climate scientists, but given how pervasive and important and urgent sustainability and the climate crisis is, we do believe that all employees need to understand the basics of what sustainability is, why it matters and how they can play their part.

Education can take a number of guises. Firstly, there’s the important piece of educating employees to clearly understand the organization’s sustainability objectives and plans – without that clarity and understanding, how can they meaningfully align? There’s also the option to embed a deeper level of sustainability education across the organization. For example, Carbon Literacy training can support employees in understanding the science and the role they can play to support carbon reduction plans. As mentioned in Chapters 25 and 62, AutoTrader and the Environment Agency are just two examples where thousands of employees have become Carbon Literate certified, creating a cultural alignment and understanding that is built into employee engagement and onboarding. To certify as Carbon Literate, employees must evidence the impact they can progress, both in their professional role and as part of a group endeavour (Chapter 42). Evidencing such commitments leads to the creation of shared solutions directly aligned with their role – providing a sense of practical ownership and accountability.

Ownership can be empowering; employees get to design solutions that make sense to them, in the context of their role. They are likely to be more familiar and closer to operations and processes, and therefore, able to troubleshoot as they create, designing practical, speedier solutions that can be realistically implemented.

Whether you opt for a formal certified training, such as Carbon Literacy, or you develop tailored training programmes, helping everyone to get on the same page with your plans to better understand the role they can play, is a key starting point.

Alongside education, building in accountability shows employees how seriously sustainability is being taken across the organization: it’s not just a nice to have, it’s expected and part of the culture. Unilever’s 3+1 plan, outlined in Chapter 62, provides a perfect example, aligning involvement and commitments to performance reviews.



Three actions to consider


	1) Review how sustainability strategy, agendas and plans have been shared across the business. Is there clarity across the business among all employees about what it is, why it matters and the role they play?

	2) Design a training programme to be shared to all employees, bringing clarity around your sustainability agenda. Consider bite-size lunchtime learning sessions or as part of onboarding.

	3) Consider how you can get employees on board with education, ownership and accountability. This may include incentivizing them, providing formal certification training to enhance their skills and competence, or developing performance related plans.





Useful resources to explore


	Project Drawdown’s Job Function Guides. These are a set of guides for every role across the business. We encourage you to check these out and see how they can support you with getting other functions on board. Available at: https://www.drawdown.org/programs/drawdown-labs/job-function-action-guides [Accessed 9 May 2023]

	We love this video, again from Project Drawdown, a TED Talk talking about the power of engaging people across the business. Titled: ‘No matter where we work, every job is a climate job now’ https://www.ted.com/talks/jamie_alexander_no_matter_where_we_work_every_job_is_a_climate_job_now


	Climate Solutions at Work – A really useful guide. https://www.drawdown.org/sites/default/files/210920_Drawdown_AtWork_06.pdf
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28: Customers – one of your most critical stakeholders


What it is

Measures of success for business have for decades focused largely on the profits they achieve for those invested in the business – namely, shareholder value. It is based on the idea posited by Milton Freedman back in the 1950s, that the role of business is purely to be a profit machine to drive profits for its shareholders. But it’s just that – an idea. James Perry, Co-Founder of COOK and Chairman of B Lab (the organization that accredits B Corp), explains that there is another idea – in fact, a much older idea – which is being brought to life by progressive organizations and movements such as B Corp. He discussed this with us in the podcast episode ‘Why B Corp is a race to the Top’[1], and also in a short video he created for us, ‘Profit Machine -v- Living System’ (see Useful resources to explore). James reminds us of the idea of business as a Living System, dependent upon and creating value for a wider group of critical stakeholders – customers, employees, investors, suppliers, communities and, of course, the planet.

As Paul Polman and Andrew Winston state in their book, Net Positive: How Courageous Companies Thrive by Giving More than They Take, ‘It’s time to wake up from our fifty-year zombielike obsession with profits. Shareholder value should be a result, not an objective’[2].

The Living System idea, also referred to as Stakeholder Capitalism, is the idea that great businesses create value across the entire stakeholder chain. Individual stakeholders’ interests may differ, but they are critically interconnected. Stakeholder Capitalism is gaining ground – note the growing B Corp movement (Chapter 7) – but changing market forces, the urgent impact and risk of climate change, and deadlines towards Net Zero means investors are also increasingly putting pressure on businesses. With ESG (see Chapter 91), there is demand, either mandatory or expected, for organizations to become more fully human and evidence how purpose is being used as a central decision-making lens, aligning stakeholder interests with operations, commitments, objectives and outcomes – displaying, very transparently, what they are doing to become part of the solution. And investors are getting increasingly serious about this.



‘Putting your company’s purpose at the foundation of your relationships with your stakeholders is critical to long-term success.’ [3]




Larry Fink, CEO BlackRock



Why it matters

We can’t think of any company which exists without customers. Customers are of course people. People, just like you, who are becoming increasingly aware and concerned about the changing landscape. How we live, what we buy, where we work, how we spend our money and time, who we support, how we contribute to driving change and impact and what we want our future lives to look like – such considerations are increasingly moving to the front of our minds.

From a marketing perspective, customers – interchangeably referred to as consumers (though we much prefer the term people or citizens) – have historically been grouped, clustered, analyzed, segmented and surveyed – all so that we Marketers become increasingly more successful at persuading, influencing and compelling them to engage, typically in the pursuit of growth and sales.

As climate change and associated economic crisis become more visible and tangible, people expect businesses to make a stand about important societal issues and they in turn are taking more responsibility in the role they play. The Kantar, Sustainability Sector Index Report identifies that 97 per cent of people say they want to live a sustainable lifestyle[4]. And the same study identifies that people want companies to help them tackle waste, with 47 per cent stating they have stopped buying certain products and services because of the impact on the environment and society. In a recent study from Deloitte the adoption of sustainable lifestyles is on the rise[5]. The research cites examples of behaviour change and an increased sense of responsibility and citizenship; 64 per cent of customers limit their consumption of single-use plastic, 53 per cent have repaired an item rather than replacing it, 40 per cent have bought secondhand or refurbished goods. However, while there is appetite from customers, there’s also a continuous theme that there are barriers for customers to adopting more sustainable lifestyles – increased prices, not enough information, confusion, uncertainty about who and what to trust – and we’ll address some of these in future Chapters (30, 32, 47, 49, 54, 70, 71).

A study from Purpose Disruptors, titled The Good Life 2030, set out to understand what people really want for their 2030 future[6]. They highlight:


	 Citizens envision a shift towards a slower life with greater balance between work and leisure.

	 Citizens imagine a life where work isn’t the priority area of progress.

	 Citizens envision a shift towards greater contentment with what they have already, less focus on buying more unnecessary things, and time to simply exist.

	 Citizens envision a shift towards greater purpose, putting more energy towards passion projects, hobbies and development areas on their own terms.

	 Citizens envision a shift towards more embedded relationships and stronger support networks. The imagery respondents used is consistent in showing togetherness, and the words community and close-knit feature commonly.



Keeping pace with the changing desires and needs of our audiences – where they’re at in terms of hearts and minds, their vision and viewpoints, so that we can design solutions that align, attract and compel – is what marketing has always been about. The increased sense of responsibility and citizenship evident from the research findings cited, signals opportunity for organizations and Marketers to innovate and get creative, bringing to life solutions that truly connect. The opportunity is not to simply sell more stuff but to work with our customers to co-create, collaborate and drive more meaningful engagement and genuine shared value.



Where to start

While there is an increasing body of research around customer appetite towards more sustainable endeavours and responsible citizenship, meeting your own audiences where they are at starts with understanding their views and opinions. You may start with undertaking some new research or finding out what insights your organization already has with regard to the viewpoints of your key stakeholders.

Another factor to consider is your own sustainability frameworks. For example, if your organization has embarked on an ESG journey, what does that mean for customers? How are the views and visions of these key stakeholders being brought into the planning and programmes?



Three actions to consider


	1) Review any current frameworks ESG/CSR – what are the implications for customers?

	2) Find out what insights your organization has around customer sentiment, views and visions, and how these are evolving.

	3) Ensure that questions around climate and sustainability are built into any customer insight research – ensuring you are keeping pace with the changing needs, views and hearts and minds of your key stakeholders.





Useful resources to explore


	James Perry – video (see canmarketingsavetheplanet.com/links)

	To move your thinking from purely thinking about people as consumers or customers, we suggest the book, Citizens by Jon Alexander. Deeply thought provoking and highly recommended. https://www.jonalexander.net/


	Tune in to our conversation with Jon – Can Marketing Save the Planet? Podcast, Episode 54. 
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29: Employees – one of your most critical stakeholders


What it is

In Chapter 1 we discussed ‘Earth as a Stakeholder’ – and following on from the previous chapter, so too are employees. In the same way that a company can’t exist without customers, employees can make or break an organization.

There have been an increasing number of studies over the past few years, looking at the impact of sustainability and associated preferences and choices of employees. In 2016, the Cone Communications Employee Engagement Study[1] outlined:


	 
93 per cent want to work for a company that cares about them as an individual;

	 
51 per cent won’t work for a company that doesn’t have strong social and environmental commitments;

	 
74 per cent say their job is more fulfilling when they are provided opportunities to make a positive impact at work.



In 2020, an employee engagement study by Peakon, analyzed 14 million survey comments and identified that sustainability had become an employee expectation in the current workforce and that one in ten would take a pay cut to work at a more sustainable company[2]. It also outlined that 53 per cent would work harder if they felt they were making a difference to others.



Why it matters

More recently, a KPMG study found that 46 per cent of people want the company they work for to demonstrate a commitment to ESG, with 25–34-year-olds most likely to value an ESG commitment from their employer (55 per cent) and those aged 18–24, a close second at 51 per cent[3]. The study reminded us that by 2025 75 per cent of the working population will be millennials. And that 64 per cent would reject working in certain industries for ethical reasons. Across all respondents, 20 per cent had turned down a job offer because the organization’s ESG strategy did not meet their expectations – a term coined as ‘climate quitting’. Further, 82 per cent placed importance on sharing their values and purpose with the organization they work with – this value purpose alignment rising to 92 per cent of all 18–24-year-olds.

When it comes to connecting shared values and purpose with employees, there’s clearly a significant business case for doing so, including significant cost savings. Gallup’s State of the Global Workplace report states that only 21 per cent of employees are engaged at work[4]. That’s a huge amount of disengaged employees, globally. And that level of disengagement has a huge cost to organizations. In his book The Purpose Upgrade, Paul Skinner shares that disengaged employees cost US businesses alone between $400 and $500 billion dollars per year[5]. (We also touch on this in our podcast episode with Paul.)



Where to start

Consider your own sustainability frameworks. For example, if your organization has embarked on an ESG journey, what does that mean for employees? How are these key stakeholders being brought into the planning and programmes? Understanding what matters to your employees is a great starting point in getting them on board. So, again, this may mean doing some research into what’s required, or assessing employee insights surveys and ensuring you’re asking questions around sustainability – so you can learn and engage the team.

When we interviewed Richard Hagan of Crystal Doors[6], a true champion for leadership driving sustainability, he told us that the majority of ideas and programmes which have made a significant difference to his business, came from consultation with his team – leading to a pipeline of projects and an engaged and involved team.

Getting clarity on where you are in this endeavour, what’s happening and what’s possible is a great starting point. We’ll be spending more time on examples and practicalities in future chapters around Internal and External engagement (Chapters 62 and 63) – so be sure to check those for inspiration and ideas too.

Three actions to consider


	1) Review any current frameworks – ESG, CSR. What are the implications for employees?

	2) Speak to team members about employee engagement programmes and how you can build a narrative that supports employer brand and talent acquisition and retention.

	3) Ensure that sustainability aspects are built into any employee insight research – ensuring you are keeping pace with the changing needs, views and hearts and minds of your key stakeholders.





Useful resources to explore


	The Purpose Upgrade – Does Marketing Need a Purpose Upgrade?

	Can Marketing Save the Planet? Podcast, Episode 52, (Part 1 and Part 2).
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30: The important shift from transactional to long-term relationships


What it is

With the rise of digital, e-commerce and social media came a shift in consumer shopping behaviours. The accessibility, ease and speed with which pretty much anything can be purchased created the need it, want it, have it behaviours we see today. Marketers focused on how quickly we could get consumers to the purchase button, whether through the least number of clicks or, using things like free shipping, next day delivery or buy now pay later. It became about volume (transactions) over value (relationships) and the rise of industries like fast fashion boomed. And while there may be an argument that these tactics do keep consumers coming back, it’s not for the service or quality; there is very little shared value. Transactional strategy solely focuses on selling as much as possible and at any cost to our biggest stakeholder.



Why it matters

The environmental impact is absolutely at the heart of why we need to shift the weight of our focus from transactional to long-term relationships. We cannot keep depleting the planet of its resources – something has to change and how we sell is a key part of that. Some refer to this as shifting the focus from selling more, to selling better. We’ll also discuss the concept of degrowth and demarketing in Chapter 45.

Other reasons why it matters is because of changing values in society. As we discussed in Chapter 15, Gen Z are a relatively young buying group, but they are the largest consumer group in history. And it’s not just Gen Z, data shows that ‘Sustainability is top of mind. Half of consumers say they’re willing to pay a premium for sustainability’[1]. But, be warned, ‘there continues to be an intention-action gap, as fewer than 1 in 3 consumers say sustainable products made up more than half of their last purchase.’ This is due to, in many cases, price premiums which are not always justified. We’ll discuss the intention-action gap in Chapter 54.

As with every long-term relationship, there has to be shared value, and sustainability lends itself to that because it is for the benefit of people, planet and profit. Aligning to sustainability can lead to loyalty, and from strong retention comes better engagement and a more invested audience. This then brings with it valuable learnings on both sides, which can be highly beneficial from an innovation and proposition perspective. As we immerse ourselves in sustainability, we naturally develop more sustainable behaviours ourselves both professionally and personally.



Where to start

The shift from understanding what people want, to understanding what they care about and focusing in on that is an important one. ‘Purpose-driven consumers, who choose products and brands based on how well they align to their values, now represent the largest segment (44 per cent) of consumers.’[2] For too long it has felt very one-sided with business pumping out product after product, in the name of choice. But we don’t need an endless abundance of choice. Now we have to focus on shared value, the customer experience and making people feel like they are doing good and being part of the solution. If you make people feel good, they want to be a part of it.

Seth Godin, entrepreneur and writer, talked about the opportunity for Marketers to change how we award status and affiliation, suggesting, ‘instead of awarding people for having “stuff” we award status and affiliation to people who are working with you to change the system.’ He goes on to talk about the possibility if business aligned to driving a more sustainable future. He said, ‘I think the possibility is for businesses to take the relationship they have worked so hard to have with consumers (not just to be generic providers of stuff), but to have a personality and build connection and use that to lead and not industrialize our way to oblivion.’ On the subject of demarketing, Seth explains that ultimately we need to sell more, ‘affiliation, more status, more community and more connection to people in exchange for less convenience and less bling’[3].

As custodians of brand and reputation, Marketers need to think more strategically about the objectives and goals that come from aligning with sustainability and value. We’ll go into more detail in the strategy and tactics sections, but goals beyond the features and run rates of your products and services are critical to a successful sustainable development plan. As a brand, you can become a trusted source of knowledge, with consumers engaging because they learn what they need to do and why. You are also helping them uphold personal values and they may even become advocates on a much deeper level.

However, beware of the greedy price premiums. And as we’ll talk about in later Chapters (54 and 72), you don’t have to lead with sustainability, and in some cases it’s better not to.



Three actions to consider


	1) Review your objectives and goals when it comes to your customers. What are they? Do you focus on transactions or long-term relationships?

	2) What do you do today to retain customers? Does it work, how can you improve it?

	3) What shared value models could you adopt which become new goals? How could you as a Marketer communicate these?





Useful resources to explore

Ideas from organizations who focus on long-term relationships:


	Patagonia – The Worn Wear program – https://wornwear.patagonia.com/ – Buy less, repair more.

	Grove Collaborative – vetted brands / sustainable products subscription delivery. www.grove.co/g/how-grove-works/ – they do the research for you.

	Wild Deodorant – www.wearewild.com/ – refill model

	Waitrose – www.waitrose.com/ecom/my-waitrose/benefits/free-tea-or-coffee – self-service free coffee for customers. Reusable cups only. Waitrose also have a B Corp section in stores.
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31: Green products without reducing consumption is just substitution


What it is

As businesses and brands strive to do better with their sustainability endeavours, this inevitably leads to the development and sale of greener products and services. In reality, the greenest product is the one you don’t buy, but when it comes to a continued focus on driving growth and profitability while balancing consumer expectations and environmental concerns, developing green propositions has become big business.

According to Marketwatch, the global green marketing market size was valued at US$ 49250.7 million in 2021 and is expected to expand at a growth rate of 3.58 per cent, reaching US$ 60811.48 million by 2027[1]. And according to NYU Stern’s Sustainable Market Share Index™, products marketed as sustainable grew 7.1 times faster than conventionally marketed products and 3.8 times faster than the consumer packaged goods market[2]. Evidence indeed that green products and services are in demand.



Why it matters

If you undertook a full lifecycle assessment of a green product, considering all the typical stages of its life – design, raw material extraction, material production, part production, manufacturing and assembly, practical use and final disposal – you’d find that a greener ambition may mean environmental benefits, but will still have environmental impact. There’s also a potential darker shadow to consider too, referred to as the direct green rebound effect. Studies show that popular demand for green products can actually increase the product’s market size to one larger than the original not-so-green product. Research also shows that this can lead to an increase of not-so-sustainable behaviours too, such as increasing the frequency rate of product usage. A study by Stanford University details how the owner of an SUV opts for a hybrid greener version of their old car, the narrative being that opting for the more efficient, greener car will reduce consumption and emissions, given that the owner drives a fixed number of miles every year. However, evidence shows that, with a renewed sense of driving a more environmentally friendly car, the driver actually drives more miles, countering any environmental benefit[3]. In a similar study, researchers found that people use more paper when they can evidence that they are recycling, and use more of a product such as mouthwash, glass cleaner or hand sanitizer, when it is a sustainable one[4]. And when it came to car sharing schemes, they found the schemes encouraged people who would ordinarily have taken alternative modes of greener transport, such as cycling or trains, to instead travel by car, increasing rather than reducing emissions overall.



Where to start

Assuming that making products green is the solution is clearly not as straightforward as it may at first seem. While green products may have a lesser environmental footprint from a production perspective, they still have one – and indeed as studies evidence, they may even drive impact up beyond that of the not-so-green option by increasing market demand and unsustainable levels of product use.

From a production perspective, there’s opportunity for businesses to undertake lifecycle assessments to fully understand where opportunities lie to improve efficiencies, change business models, improve business processes and systems to drive more sustainable products. From a marketing perspective, as outlined in Chapter 54, there’s a considerable education and behaviour change piece to support the elimination of negative habits and the creation of positive ones, particularly when it comes to finding ways to reduce the direct rebound effect.

Marketers have the opportunity to continuously educate and nudge audiences to make better choices, sometimes by simply taking away choice. For example, researchers in Germany discovered that when green electricity was set as the default option in residential buildings, 94 per cent of people stuck with it[4]. In the same study, drinks that no longer came with plastic straws forced customers to explicitly have to request one, which led to a significant reduction and cost saving. Removing options, setting defaults as business as usual can very quickly start to create new habits. For example, supermarkets don’t need to supply plastic carrier bags, customers could be incentivized to bring their own, use empty boxes, or even donate one of the many plastic bags hanging around the home into a central ‘used bag drop’, free for all, tapping into the resharing economy. Coffee shops don’t need to supply cups – and there are a growing number of schemes rewarding customers for using their own cup, one study reporting a saving of approximately £100 per annum earned by the customer for taking advantage of associated reward discount schemes[5]. Another option is for Marketers to provide alternative products or solutions – Consumers International’s GrEenCommerce project focuses on empowering consumers to make sustainable choices online easier and more attractive[6]. Another idea is to engage customers with circular behaviour, giving them a role to return products to be repaired or bring back their empties.

This array of tactics provides Marketers with the opportunity to engage customers to play a role in the sustainability journey, change behaviours and create better consumption habits.



Three actions to consider


	1) Get familiar with the concept of Lifecycle Assessments (LCAs). Understand the LCA of your own products/services.

	2) Consider where you’re making claims about products being greener considering the direct rebound effect – can you measure whether you’re driving the right behaviours?

	3) Where can you do better at involving customers to make better choices and more sustainable behaviour change?





Useful resources to explore


	Everyone should watch this video… The Lifecycle of a T-Shirt, https://www.youtube.com/watch?v=BiSYoeqb_VY


	Consumers International and the World Economic Forum recent report – The State of Sustainability Information which assesses the critical trends and trade-offs in sustainability information provision and emerging policy solutions.

	 https://www.consumersinternational.org/media/451292/the-state-of-sustainability-information.pdf


	Explore green claims with Oliver Bealby-Wright of Consumers International – Can Marketing Save the Planet? Podcast, Episode 51.

	Great podcast by Lily Cole, interviewing Christiana Figueres which discusses the challenge with substitution. https://www.lilycole.com/podcast-episodes/christiana-figueres-on-female-leadership
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32: The move from making normal things seem green, to making green things seem normal


What it is

When it comes to organizations building their sustainable agenda, setting out their sustainable development plans and making commitments, there is a lot to consider. One of the issues we face with sustainability is the size and complexity of the issue, and this can often lead to feeling overwhelmed and a sense that the level of change required is at such a scale that either it can’t be done or that, thanks to opposition, it won’t be done. So, the default is to take what is already there and try and make it seem more sustainable, adding a green option to tick the box.

John Grant, author of Greener Marketing, talked about how working with organizations led him to his own formula: ‘it’s not about making normal things seem green, it’s about making green things seem normal’[1]. He went on to explain how, ‘if you’re willing to be disruptively innovative, if you’re willing for instance to ask people to share cars rather than own one, then that creates a tension which you can market into. It’s something that you can sustain over time and lead a real point of difference.’ John raises an interesting point: when setting sustainability objectives and goals which align strategically with the overall objectives, we really do need to be looking at what we want to achieve and where we want to go – and not at what we already have and how we make it fit.



Why it matters

Unless there are significant and fundamental changes in how we live and how we do business, we will fail to meet the macro-level objectives and goals as set out by the UN SDGs and the Paris Climate agreement, which will have catastrophic impacts on humanity.

Organizations that are already thinking more broadly and longer term about what they want to achieve and where they want to go, making sustainability a core part of their strategic agendas, are putting themselves in a much stronger position to operate in the future both in relation to themselves as a business and as part of creating more sustainable markets in which to operate. As part of the Green Deal, the European Commission is looking at ‘making sustainable products the norm so as to boost Europe’s resource independence’[2] as part of the Circular Economy Plan. The Commission is proposing:


	 New rules to make almost all physical goods on the EU market more friendly to the environment, circular, and energy efficient throughout their whole lifecycle from the design phase through to daily use, repurposing and end-of-life.

	 A new strategy to make textiles more durable, repairable, reusable and recyclable, to tackle fast fashion, textile waste and the destruction of unsold textiles, and ensure their production takes place in full respect of social rights.

	 Boosting the internal market for construction products and ensuring that the regulatory framework in place is fit for making the built environment deliver on the sustainability and climate objectives.

	 New rules to empower consumers in the green transition so that consumers are better informed about the environmental sustainability of products and better protected against greenwashing.




As we mentioned in Chapter 5, there is a lot of focus internationally on standardizing sustainability-related disclosures: ‘the International Financial Reporting Standards Foundation, an accounting standards body based in London, launched the ISSB to develop sustainability reporting standards’[3]. While there is a lot of work still to be done, this is a move which will hopefully reduce the use of multiple frameworks and enable comparisons and a clearer view on whether progress is being made.



Where to start

Significant changes such as those discussed all point to the social norming of sustainability and the need to ‘make green things normal’. Don’t, however, confuse this with simply selling more green stuff. This is an important factor in driving change across and within business, and for Marketers it presents an opportunity to really think about how we can be innovative, look at what the business wants to achieve and where it wants to go.

Another important element is how to communicate what the end goals are in a way that excites and motivates everyone in the organization. Only by doing that can we align our activity and work to our goals and targets. All too often we approach them as an alternative option or as something we have to do. If you can’t communicate your sustainable agenda, and where you want to go with passion and authenticity internally, then you’ll struggle to take that message externally.



Three actions to consider


	1) Have a team meeting – either within marketing or cross-functionally, and discuss where you are now and where you want to go, adding insight and knowledge of the landscape you are operating in and what others are doing.

	2) Look at your sustainable agenda (if you have one) – is it communicated in a way that makes it relevant and normal?

	3) Do your objectives and goals consider the actions and behaviours they essentially aim to create? – i.e. ensuring less waste, creating healthier and sustainable behaviours, reducing the reliance on natural resources.





Useful resources to explore


	Back in 2012 the Guardian wrote about how to make sustainable living easy, normal and fun – https://www.theguardian.com/sustainable-business/sustainable-living-easy-normal-fun


	5 Steps to cut through internally – https://www.ey.com/en_uk/sustainability/five-ways-to-make-sustainability-more-simple-in-your-organization


	Changing the conditions influencing behaviours, financial interventions, and regulatory measures. https://academic.oup.com/bioscience/article/63/3/164/228159?login=false
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33: Brainprint – time for a change


What it is

Away from carbon footprints, when we talk about brainprint, we’re considering broader, deeper and more culturally embedded collective behaviours.

The Cambridge Institute for Sustainability Leadership (CISL) defines brainprint as ‘the psychological, sociological and cultural impacts that brand, marketing and creative strategies and decisions have on long-term wellbeing for all’[1].

From a marketing perspective, it is true that our footprint is important and we need to be as responsible as we can, but when driving creativity and story through various media to shape lifestyles and choices, it’s likely that brainprint, the environmental impact of our messages, is significantly bigger and more impactful than our footprints.



Why it matters

When it comes to driving psychological, sociological and cultural shifts, marketing and behavioural change has a big role to play. As outlined in Part 1, marketing focused on growth at any cost has got us into the mess we’re in – irresponsible communications, hyper-consumption tactics and greenwashing, to name a few.

The Intergovernmental Panel for Climate Change (IPCC) report outlines that collectively we could rapidly reduce the planet’s greenhouse gas emissions by 5 per cent simply by making lifestyle changes – eating less meat, using less electricity, finding alternative means of travel[2].

While the science confirms that lifestyle changes collectively support a speedier transition to Net Zero, the importance of storytelling and narrative should not be underestimated. To quote the report: ‘Narratives enable people to imagine and make sense of the future through processes of interpretation, understanding, communication and social interaction.’ The IPCC report urges Marketers to use their skills to support the amplification of messages and their reach to prompt lifestyle changes. As Solitaire Townsend, Chief Solutionist at Futerra, told us: ‘they’ve given Marketers a very clear job to do’[3].

Solitaire shared: ‘Marketing, communications and creativity is one of the industries that is going to make the transition to a low carbon economy faster and more efficient. All we have to do is change our minds! We need to pivot marketing’s brainprint toward a positive influence on worldviews, identities, lifestyles, social norms, cultures and societies if we desire to achieve a sustainable future with sustainable growth for businesses, where we all thrive.’

Wim Vermeulen, Director of Strategy and Sustainability at Bubka, agrees. On our podcast, Wim talks of minimizing casualties[4]:


The most effective approach is to expedite the shift towards a sustainable, climate-friendly society. We know that the current pace of transition is too slow, and the longer it takes, the more casualties it will cause. In this decisive decade, every decision we – Marketers and advertising people – make either slows down or accelerates the transition. To get back on track, it is imperative to make choices that accelerate the transition without exception. We cannot negotiate with the forces of nature. Climate scientists have defined our role and quantified our contribution. It is important to focus all our efforts on it and make it the guiding principle for all decisions going forward, without further debate. But it takes courage, a strong belief in one’s positive impact, lots of energy and persuasive power[5].



And, of course, let’s not underplay people power alignment. Solitaire told us she’s been contacted by hundreds if not thousands of Marketers looking to do better, wanting to put their skills, talent and creativity to positive use on work that makes them proud. As we say throughout this book, there is significant opportunity to galvanize the workforce and drive positive change through a sense of shared purpose and values alignment.



Where to start

From a decarbonization perspective – as outlined in Chapter 68: Advertising and Chapter 43: Race to Zero – transparency is required. If your clients are part of Race to Zero, or have decarbonization targets, they will expect to see both your own plans and client disclosure reports, to better understand where your revenue is coming from – as this plays into their Scope 3 supply chain analysis (see Chapter 23) – and also the podcast episode with Simon Dawes, of The Environment Agency [6].

From a storytelling perspective, when it comes to brand, purpose and positioning, now is the time to assess the narrative and brainprint you are sending out into the world. Are you encouraging positive behaviour? Educating your audiences and making them aware of their role? Are you practically encouraging them to stop, think, reconsider, change their behaviour, or try alternative solutions? Remember that famous advertisement from Patagonia: ‘Don’t buy this jacket’.

There is consensus from many people we have talked to that there is now a need for Marketers to make a choice. Solitaire tells us: ‘You can’t bet two ways – as an industry we can go from seriously being part of the problem to leading the solution. We’re the final piece of the machine slotting into the climate movement, speeding up solutions. But we cannot be doing that whilst we’re also serving the destruction. We can’t do both. And that tension is growing every day.’



Three actions to consider


	1) Assess how you can help write a better narrative to support a brainprint that serves the behaviour changes needed. Which way will you bet?

	2) Review your marketing campaigns. Consider imagery messaging and call to actions through a brainprint lens – what could change?

	3) Research and review how others are changing narrative – what can you learn, borrow and activate?





Useful resources to explore


	Brainprint through play: the UN partnering with video game companies to teach environmental impact and drive education and shifts through gaming. https://abcnews-go-com.cdn.ampproject.org/c/s/abcnews.go.com/amp/Business/video-game-companies-steps-tackle-environmental-issues/story?id=83943001


	An ‘oldie’ but a goody. An article about the media measuring its Brainprint from 2010. https://www.theguardian.com/sustainability/media-cr-sustainability-brainprint
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34: Doing more with less – yes, you read that correctly


What it is

The concept of doing more with less has many different meanings and opportunities associated with it, but for the purpose of this chapter, and to keep it very much relevant to Marketers, we’re going to look at it through the lens of UN Sustainable Development Goal 12 – Responsible Consumption and Production. When we first came across this goal, we thought it stood out as one that aligned to the marketing profession, and the one for which we can take responsibility.

When we spoke to Oliver Bealby-Wright (see Chapter 2), he pointed out that Goal 12 was ‘the least well-funded’ of the 17 Goals and lacking in ‘metrics tracking and policy initiatives’. However, the opportunity for business and indeed Marketers to take the lead in shaping and meeting this goal is significant. Just selecting some of the targets and indicators below show where focus is needed, for the full list, we’d encourage you to go to the UN website (see link in references) and see targets and indicators for all UN SDGs[1]:


	12 .1 – Implement the 10-Year Framework of Programmes on Sustainable Consumption and Production Patterns with all countries taking action, with developed countries taking the lead, taking into account the development and capabilities of developing countries.

	12 .2 – By 2030, achieve sustainable management and efficient use of natural resources.

	12 .6 – Encourage companies to adopt sustainable practices and integrate sustainability information into reporting cycles.

	12 .8 – By 2030, ensure that people everywhere have the relevant information and awareness for sustainable development and lifestyles in harmony with nature.





Why it matters

Earth Overshoot Day for 2023 was 27 July and for those who have never heard of the concept, it marks the day when ‘humanity has used all the biological resources that Earth regenerates during the entire year’[2]. It is a day we should mark in our calendars each year so we can consider our actions.

Goal 12 clearly sets out the eight points we need to consider in relation to production and consumption. And, as we discuss throughout this book, many of the solutions and opportunities to begin making progress already exist today, and there are organizations out there championing this. We know we need to stop taking from Earth’s natural resources without giving back, we know we have to change our unhealthy relationship with consumption, and we know that we have to reduce waste and take responsibility for it.

All that equates to doing more with less.



Where to start

Reviewing and understanding the above points are a good place to start. Point 1 refers to a 10-year framework. We consistently talk about the need for broader, longer-term thinking in relation to achieving a more sustainable future. The need to consider the entire lifecycle from source and producer through to consumer and end of life is something Marketers have to start doing. This will naturally start to filter down and spark ideas and solutions against other points, such as sustainable management of resources, reduction of waste and adoption of sustainable practices.

Consider ‘circularity’ packaging and ways of engaging with people which aren’t solely around the purchase of a new item every time. We’ll explore models such as refill, reuse and repair in more detail throughout Part 4: Tactics. Point 12.8 is especially pertinent to Marketers: ‘ensure that people everywhere have the relevant information and awareness for sustainable development and lifestyles.’ As communicators, it is our role to inform and share what we do and why we do it. The difference moving forward is the broader remit falling to Marketers to be agents of change. We have to shape different behaviours and lifestyles. Dr Alex Mifsud, Consultant and Senior Lecturer in Education for Sustainable Development, spoke to us on the podcast[3] and raised an interesting point. We live in a culture of immediate gratification and, as Dr Alex explained, ‘from a monetary, financial consumption pattern, not even our bank balance is a barrier to our spending, as we have access to quick finance. We want something, we’ll have it, and with e-commerce we order something in the morning we receive it on our doorstep.’ Alex goes on to explain how new generations coming through have these consumer mindsets ingrained, although they are also exposed to messaging around the environmental crisis. She talks about the need for transformative and experiential learning, involving people and making them part of the process. We’ll discuss how marketing can be a driver for this in more detail in parts 3 and 4.



Three actions to consider


	1) Listen to the full podcast episode with Dr Alex Mifsud – see link in the references.

	2) Review Goal 12 and research what you need to do to start meeting this goal – make it your mission to cascade this goal throughout your organization. Use points 12.1–12.8 to set objectives and goals (both long term and short term).

	3) Broaden your own knowledge on consumption and waste, then have a conversation with other functions in your organization such as operations and see what they are doing.





Useful resources to explore


	Explore the Ecological Footprint Explorer open data platform. https://data.footprintnetwork.org/#/


	Calculate your own ecological footprint. www.footprintcalculator.org/home/en


	The SDG12 Hub – https://sdg12hub.org/


	Look at how other organizations are approaching and setting out goals against SDG no.12

	 https://about.nike.com/en/newsroom/resources/sustainable-development-goals-sdgs


	 www.danone.com/impact/un-sustainable-developement-goals/sdg12-responsible-consumption-and-production.html


	 https://www.johnlewispartnership.co.uk/content/dam/cws/pdfs/Juniper/ethics-and-sustainability/Progress-Report-2022/Circularity-and-Waste.pdf
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35: Regenerative business – beyond sustainability


What it is

Just when you think you’re starting to get a grasp on sustainability, something else comes along. Sustainability is shifting all the time, but that’s what makes it so interesting and the opportunities so exciting.

So, what is a regenerative business and how does it compare to a sustainable business? In a nutshell, a regenerative business is one that gives back more to the planet and society than it takes. A sustainable business is one which looks to reduce consumption and limit its impacts on the planet and society. Given the complexity of the challenge businesses face today, there are two steps to consider. The first positive step is for organizations to transition to become sustainable businesses, reducing their impacts and understanding all that is required to meet necessary targets. Then, rather than leave it at that, comes the second step: creating the roadmap which supports and encourages a continuous path to becoming a truly regenerative business.



Why it matters

If we focus only on sustainable business as the long-term solution, we won’t meet the targets we need to meet on climate change, as we will continue to deplete non-renewable resources and risk not progressing on the UN SDGs in our efforts for equality and eradication of poverty, clean water and sanitation and good health and well-being for all. Why? Because, while we’re focused on getting our houses in order and tackling the practicalities of transitioning to become a sustainable business, we aren’t necessarily thinking about how we give back.

The term regenerative describes processes that restore, renew or revitalize. Again, this introduces system thinking again, and how we need to think about the whole system, how we regenerate forests and oceans, and how we integrate with nature and the carbon cycle.

Back in 2013, Herbert Girardet, co-founder and former director of programmes of the World Future Council, stated: ‘Creating a circular rather than a linear urban metabolism – giving plant nutrients back to nature, storing carbon in soils and forests, reviving urban agriculture, powering human settlements efficiently by renewable energy, reconnecting cities to the regional hinterland – these measures are the basis for creating viable new urban economies which are so badly needed in this time of financial and economic crisis.’[1].

A decade on, and we still aren’t listening and taking the actions needed. The messaging around sustainability has to change. We have to be thinking bigger picture and focus on the breadth of the opportunity, or we’ll never bridge that gap to restoring, renewing and revitalizing – or, as Girardet puts it, ‘regenerative development is as much about an honest give or take between humans and nature.’



Where to start

As Russ Avery, CEO of Avery & Brown, a regenerative Sustainable Marketing agency, explained on our podcast, ‘we have to start by focusing on emission reduction. Reduce your emissions and do it properly, so calculate, reduce, offset. Calculate your [organization’s] carbon footprint, do all you can to reduce it, and any other environmental impacts and then offset any remaining or unavoidable emissions’[2].

Russ goes on to explain that we need to ensure we are held to account. For his own business he talks about how they are going through their Planet Mark Certification, ‘a sustainability certification for every type of organization and for real estate. Our certification recognizes continuous improvement, encourages action and builds an empowered community of like-minded individuals who make a world of difference’[3].

Russ talks about the importance of investing in nature-based solutions and how it’s a great way to draw down more carbon from the atmosphere. Russ suggests organizations look to ‘support their wildlife trusts. Imagine if every business within a given area did that, imagine the work they could do, or they can support a national or international rewilding organization. Rewilding has so many knock-on effects, these natural climate solutions benefit society in other ways, like improving the air and water quality and producing more food. Business can put their money where their mouth is and support any initiative they want to.’

Beyond a sustainable business is a regenerative business. If you’re on the path to sustainability, it makes sense from the outset to keep at the front of your mind the question, How can we be more regenerative and give back more than we take?



Three actions to consider


	1) Listen to the full episode with Russ Avery for more excellent practical advice (see link below).

	2) Explore examples of regenerative organizations:

	 Patagonia – arguably the most famous regenerative fashion brand – https://www.patagonia.com/actionworks/campaigns/start-small-go-big-give-back/


	 Conscious travel – driving regenerative tourism – www.theconscioustravelshop.com/what-is-positive-tourism/


	 Grounded – working on regenerative agriculture – www.grounded.co.za/





	3) Look up your local wildlife trusts or rewilding organization and find out how your business can offer support. Build an internal communication plan to educate your colleagues and spread the word to other businesses in the area.





Useful resources to explore


	Planet Mark – sustainability certification for every type of organization and for real estate. www.planetmark.com


	Visit Avery & Brown, www.averyandbrown.com/ and download their ‘Regenerative Mind Map’ in the OUTPOST section.
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STRATEGY








36: Incorporating SDGs – bring the blueprint for a better world into your strategy


What it is

In Chapter 2 we introduced the United Nations’ Sustainable Development Goals (UN SDGs or SDGs as we’ll refer to them in this chapter) and how they are a blueprint for a more sustainable future. We also touched on how they can also be used as a foundation on which organizations can base and build up their sustainability agendas, set goals, measure and report progress against them. While there is still a lot of work to be done when it comes to raising awareness and knowledge of the SDGs, data shows that it is increasing, according to the SDGs Progress Report 2022: ‘The low level of awareness of the SDGs among middle management and employees has long been an issue, but this has improved by nearly 40%, reaching approximately 80%. The SDGs are finally being recognised and understood internally within companies and organisations’[1]. Organizations are aligning them with their strategies and building in plans which incorporate them. Some organizations incorporate them into current strategies, while others set specific goals against them as well as measure and manage their contribution to them. The SDG Compass[2] is an informative guide which presents five steps that assist organizations to align to the SDGs, and covers areas such as:


	 understanding the SDGs;

	 defining priorities;

	 goal setting;

	 integrating sustainability;

	 reporting.





Why it matters

The future of business and society is at risk and will not exist without sustainable markets. The time has come to set aside constant competition and rivalry at any cost, and work collaboratively. Governments, NGOs and organizations have to cooperate and work together to rebuild public trust and create a better, more inclusive and sustainable business model. Without people there is no business. We know the risks are high and the challenge complex, so what about the opportunities?

From a financial perspective, The Better Business, Better World report published in 2017 stated, ‘the SDGs are anticipated to generate “at least US$12 trillion worth of market opportunities and almost 380 million jobs created by 2030”’[3]. The opportunity for innovative new products and services which support a more sustainable future is vast. This means the SDGs are also becoming a fast-growing priority for investors, who are looking ahead and understanding their role in driving the business case for business to change. ‘There is a strong business case for investing in opportunities aligned with the SDGs, including helping investors secure stable returns, better represent the values of their clients and offer sustainable financial products that differentiate them in the marketplace.’[4]

For society, the SDGs aim to make business a better place to be part of, with a focus on gender equality, decent work and human rights, and less corruption. We need to remind ourselves that sustainability is about delivering well-being for all beyond financial gain.



Where to start

Organizations approach how they align the SDGs into their strategies in a number of ways. The Hilton Group has a broad approach: they focus on 11 of the SDGs across different parts/segments of the business such as water, waste, communities, careers, policies and partnerships[5]. Each area has goals and sub-targets aligned to them, and within their sustainability reports they highlight the actions they have taken and whether they are on track or making progress.

LEGO’s approach focuses on two specific goals, SDG 4: Quality Education and SDG 12: Responsible Consumption and Production. As LEGO explain, ‘We divide our work into three cross-organisational impact areas – Children, Environment and People – each with their own distinct set of commitments and activities. We track our progress in each impact area and this report follows the same structure.’[6] LEGO have a clearly defined framework across three areas, allowing for specific vertical objectives and focus, such as their Learning Through Play programmes and initiatives. Their commitment to responsible consumption and production allows them to cover their supply chains from both a materials and an emissions perspective. You could argue that their objectives crossover into more SDGs, but this structure works on the basis that it has very specific objectives and targets which potentially make measuring, tracking and reporting easier.

RIBA (the Royal Institute of British Architects) recognizes that architects as a profession have a significant role in shaping communities and society. They have taken a collaborative approach, working with their membership to incorporate the SDGs into the architectural practice, ‘encouraging discussion and debate about ethical issues and stimulating the sharing of information and ideas within the construction industry’[7]. This approach has led architects to consider what they can do to support the goals and be part of driving change as part of the RIBA 2030 Challenge.



Three actions to consider


	1) Review the sustainability pages/reports of organizations. How do they incorporate the SDGs? How do they present them, what language do they use?

	2) Does your organization incorporate the SDGs? If not, how do others in your industry approach this?

	3) Speak to different stakeholders and the leadership team, discuss the different approaches you could adopt aligning with the UN SDGs.





Useful resources to explore


	‘A Decade of Action’ 2021 explores the findings of the second survey of UK RIBA Members, showing that the architectural profession is knowledgeable about sustainable development and committed to leading the necessary transformation. https://www.architecture.com/knowledge-and-resources/resources-landing-page/a-decade-of-action-riba-members-and-the-sustainable-development-goals
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37: 
Sustainability – a core part of organizational strategy, not a 

nice to have




What it is

As a sense of collective responsibility builds, sustainability is increasingly becoming a business necessity.

Embedding sustainability into the heart of organizational strategy provides organizations with the opportunity to achieve competitive and collaborative advantage and sustain a profitable business. This can be done via frameworks such as ESG or CSR, building out programmes and outlining steps to ensure planned activities are budgeted for, resourced effectively, measured and accountable.

Sustainability strategy stretches beyond climate action to consider human rights issues, fair working conditions, pollution, racial injustice, gender equality, responsible production, pollution and the depletion of natural resources etc. (just a few of which are aligned with the UN SDGs). However, it is important to understand the need for climate solutions. Mark Carney, the former governor of the Bank of England and current United Nations Special Envoy on Climate Action and Finance, has said: ‘Companies, and those who invest in them and lend to them, and who are part of the solution, will be rewarded. Those who are lagging behind and are still part of the problem will be punished.’ … ‘Companies that don’t adapt will go bankrupt without question.’[1]

Yet, while collective pressures mount, there are many businesses still dragging their feet when it comes to embedding sustainability into the heart of strategy. There are a number of bodies of research outlining the need for more organizations to get on board. As outlined in illustration 1.4 by HFS Datapoint, 80 per cent of organizations don’t have the plan they need for sustainability[2].

[image: ]
Illustration 1.3

And as summarized by Paul Polman and Andrew Winston in the brilliant book Net Positive: How Courageous Companies Thrive by Giving More Than They Take’ (see Useful resources to explore): ‘Today’s boards are unprepared for the rising expectation of the outside world. They have shockingly limited knowledge of ESG issues. A study from the NYU Stern Centre for Sustainable Business reviewed the bios of 1180 fortune 100 Directors. While 29 per cent had some relevant ESG experience, it was almost entirely in the S (social) category. Only five directors across all 100 companies had climate knowledge. In reality, few boards represent the world around them, most don’t know what ESG means, and very few can tie it to strategy or long-term value creation. They are grossly out of touch.’

And in another study by The World Economic Forum, while 90 per cent of executives think sustainability is important, only 60 per cent of companies have a sustainability strategy[3].



Why it matters

As we’ve talked about in Parts 1 and 2, and discuss here too, there are many forces signalling to businesses that it’s high time to take sustainability seriously. Increased investor pressure, the threat of new regulations, standardization of sustainability reporting, shifts in stakeholder perceptions and attitudes – not to mention the significant opportunity aligned with the fact that sustainability is good for business, and that increasingly, sustainable companies are some of the most profitable[4].

There’s significant growth, profitability and wider societal well-being and opportunity to be realized by embedding sustainability firmly into strategic endeavour. In the words of Michael Porter, Professor at Harvard Business School, leading strategy academic and creator of the acclaimed Five Forces Model, ‘business and society need each other.’ In a BBC Global Business interview, he discusses how businesses and society have been pitted against each other for far too long, and that businesses need to think very differently about how to create profit and economic value[5]. ‘Company profits are up, but people are suffering.’ He talks about the concept of creating shared value; forecasting that economic value which creates societal value will be the biggest driver of innovation and growth opportunities for business for the next 10 or 20 years. He notes that social entrepreneurs are already rising to meet deep human needs, which businesses too focused on conventional needs have missed and will continue to miss if they don’t realize the vast opportunities.



Where to start

Our hope is that by the time you finish this book, you’ll be building the business case and championing the need to embed sustainability firmly as a part of strategy. Sustainability is fast becoming a core competence for business survival, and beyond managing risk this provides enormous opportunity to create more value – for both business and society. In his address to COP26, David Attenborough refers to an exciting new industrial revolution, powered by innovations that serve people and planet – clearly business has a significant role to play[6].

A PWC article, Sustainability and Strategy[7], outlines a five-point guide summarized here, which may be useful as a starting point:


	Take stock of your stakeholders: identify easy groups and determine which aspects of your business are the most important to each.

	Lead with purpose: having done the stocktake, define purpose, set related goals, and lead accordingly.


	Develop and report metrics: develop consistent and controlled policies for quantifying and reporting.

	Activities: incentivize employees through participating in setting the company’s goals and by connecting aspects of compensation to achieve them [as Unilever did with their 3+1 plan outlined in Chapter 62].

	Re-evaluate: periodically assess whether the metrics continue to resonate with stakeholders.



Our ‘Inwards, Upwards, Outwards’ model, in Useful resources to explore, raises a number of pertinent and very similar questions to drive action towards strategic embedment too.



Three actions to consider


	1) If the organization has a sustainability strategy, consider how marketing aligns, from both an activity and KPI perspective. If the business has decarbonization targets (see Chapter 95), then marketing too needs to work within the boundaries of those targets.

	2) Review whether the organization considered key stakeholder insights when developing strategy.

	3) If sustainability isn’t part of organizational strategy, build a business case to urgently champion getting this on the boardroom agenda.





Useful resources to explore


	Great research and findings in this report from EY, Nov 2022 – ‘How can slowing climate change accelerate your financial performance. https://www.ey.com/en_gl/sustainability/how-can-slowing-climate-change-accelerate-your-financial-performance


	Take inspiration from a pace setter, Natura’s strategic approach to sustainability. https://www.naturaeco.com/sustainability-vision-2030/


	Net Positive – How courageous companies thrive by giving more than they take, Harvard Business Review Press, Paul Polman and Andrew Winston, https://www.amazon.co.uk/Net-Positive-Courageous-Companies-Thrive/dp/1647821304


	Review and action the ‘Inwards, Upwards, Outwards’ model on Can Marketing Save the Planet? – https://www.canmarketingsavetheplanet.com/sustainable-marketer-action-plan
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38: Sustainable leadership – the importance of buy-in and support


What it is

Everyone has a role in sustainability, and sustainability is in everyone’s role. Sustainable leadership comes in many forms; it doesn’t necessarily sit exclusively at the ‘top’, the C-suite or senior team. Sustainable leadership can come from an expert, a specific function or even passionate individuals. What is important, however, is that those in leadership positions are keen to work participatively and collaboratively to ensure a cohesive strategy is developed, agreed and collaboratively implemented, with the right measurement and reporting behind it.



Why it matters

As has hopefully become clear from Part 1, we have reached a point where we have to make significant changes and adopt a responsible approach to how we live and do business, taking into consideration the wider impact of our actions on society and the environment.

Let’s look at buy-in first. In order to buy into something, you need to understand it. Understanding the sustainability landscape is a critical part for leaders if they are to commit to making sustainability a core part of their organizational strategies. Understanding brings with it discussion, debate and the ability to make informed decisions. A big challenge is that knowledge levels are often low, with the assumption that focusing on people and planet comes at the cost of profit. No one is saying business cannot make a profit – of course business has to make profit – but there are two differences. First, the shift from making profit at any cost; and second, where that profit is distributed. As Sarah Walker-Smith, CEO of Shakespeare Martineau, explains: ‘Sustainability is a commercial imperative. If you bring sustainability and purpose into how you lead your organization, and indeed how business works more holistically, I think we will have more sustainable, profitable businesses. Sustainability works on two levels, it’s about the sustainability of my business alongside the sustainability of the planet, society and everything else we hold dear.’ The need to take a longer-term view is critical. ‘If businesses get good at this, then it’s in everybody’s better interest, markets will be more effective, we’ll have more affluence and hopefully we’ll have fewer environmental problems which cause huge costs for business.’[1]

Next is support, which comes after buy-in and is something that needs to be ongoing and consistent. You can’t buy into a strategy and then not support its implementation and execution, or it will fail. Support comes in many forms and has many advantages – and leaders have an important role to play:


	 Creating opportunities for key stakeholders to come together to share their ideas on what needs to be done to create a shared vision.

	 Using their voices to inform and influence at a greater level on regulation, policy and across their industry.


	Opening up networks which can lead to greater opportunities for partnerships, innovation and collaboration – all of which can benefit the triple bottom line.

	 Building trust and a culture which motivates employees to engage and want to do their best work.

	 Ensuring commitments are upheld and achieved.

	 Recognizing that their role as facilitators is critical.



Paul Polman, former CEO of Unilever and author of Net Positive: How Courageous Companies Thrive by Giving More Than They Take, is a great example of sustainable leadership and how buy-in achieves success. Over a decade ago, in 2011, Polman gave his views on sustainability and how he saw the Unilever Sustainable Living Plan as a key driver of success[2]. From this interview came six key takeaways:


	Ask the right question – from my world to our world.

	Think long term.

	Accept that no business is an island – create new networks.

	Embed sustainability into the business – accept this is a journey of cultural transformation.

	Don’t wait for the pull, push sustainability out to consumers.

	Change the system.



On his website, Paul states that leaders are accelerators to driving a better future and that we need to create more of them through Responsible Management Education and bringing young people to the table.

Without leadership buy-in and support, we cannot achieve our goals.



Where to start

Marketing is an important function in supporting and driving sustainable transformation in any organization by its cross-functional nature and engagement with many of the key stakeholders, and by being the eyes and ears of the business. Marketers can provide so many of the critical insights into the challenges and opportunities we face in relation to the changing operating landscape and the wants and needs of the stakeholders. Taking this and communicating it effectively back into the business is a first step in building the knowledge and confidence of the leadership and encouraging buy-in on the need for sustainable transformation.

Then, there is the communication of the strategy. Effective communication gets everyone involved and makes them part of the strategy. Marketing can bring the action plan to life and, by providing ongoing communication on its progress, allow for bigger, longer-term objectives to remain a point of focus.



Three actions to consider

As per the Sustainable Leadership Action Plan (see Illustration 1.4), think about where you are on your journey and select three areas to commit to, and consider what you can do to start driving action.
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Illustration 1.4

Useful resources to explore


	Can Marketing Save the Planet? Podcast, Episode 3.

	Part 1 of the Sustainable Leaders’ Series on the Sustainable Leadership Model. www.sustainableleaders.eu/model-part1/


	Sustainable Leadership – what it is – www.sustainableleaders.eu/the-6cs-of-sustainable-leadership/


	Explore Paul Polman’s website – www.paulpolman.com/
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39: Purpose washing – how to avoid it and where to start


What it is

Standing for something bigger than the products, services and transactions a business creates for and with audiences, has always been the basis for values alignment. Think of brands such as Dove, and organizations such as Patagonia (and many of the social impact companies we’ve interviewed; Tony’s Chocolonely, Too Good to Go, Olio, Elvis and Kresse, Fairtrade, to name a few). As stakeholder expectations have shifted to become increasingly concerned about the stand business takes in tackling wider societal issues, we’ve seen a surge of purpose-led campaigns, organizations and products.

And as we’ve outlined in Chapters 9, 11, 12 and 13, good business is good for business, and so there’s little surprise that businesses are keen to become more purpose-driven.

The challenge of course is that in the urgency and renewed desire to stand for something, some organizations have got ahead of themselves, putting a purpose story and marketing tactics ahead of embedding purpose into the heart of strategic plans and actions. Being purpose-led requires a commitment to think beyond products, services and transactions to audiences and impacts. Where purpose is purely campaign-focused, with little alignment to organizational strategy and values, this can be perceived as inauthentic purpose washing. In other words, positioning a version of being socially conscious and purpose led, but not truly living it.



Why it matters

A study from Harvard Business Review looked at how activating purpose drives successful business outcomes and company transformation – but only when purpose is truly embedded at the centre of company strategy. Their study outlines that purpose plays two important strategic roles:


	Helping companies to redefine the playing field – thinking about the whole business ecosystem, where connected interests and relationships among multiple stakeholders create more opportunities by diversifying and extending where there is natural fit to solve wider contextual issues. They cite, for example, Mars Petcare and Purina, where Mars Petcare’s purpose of serving the health of pets moved beyond food choices into veterinary services;

	Reshaping the value proposition, responding to trends, building on trust and focusing on pain points[1].





Why it matters

Starting with purpose as a marketing endeavour can lead to an important question: Where’s the line between a compelling and meaningful brand promise and purpose washing? A study by Korn Ferry, interviewed 30 founders, CEOs and senior executives at companies with purpose at the heart of strategy[2]. They identified the key insight that ‘although these brands and purpose-driven organizations are celebrated for their external imagery, customer engagement and positive impact in the world, their commitments to people and purpose inside their companies, engaged employees, customer-oriented cultures and strong financial results, is what fuels success.’

From a practical perspective, the findings show:


	 CEOs or front-line managers embrace purpose-guided leadership and decision-making.

	 The idea that people matter most and investing in them is what drives growth.

	 That people bring their whole selves to work – the corporate culture is reflective of human communities.

	 A pervasive commitment to purpose can be seen in every part of the organization – purpose is practiced and enabled in all roles and departments.



Clearly, rather than a marketing tactic, purpose-driven organizations need to look at commitments across their entire business systems. Strategies, people development and culture need to be considered through the lens of purpose. It’s a dangerous risk to pursue purpose via marketing messaging when other areas of the business are not aligned or are overtly damaging.

Purpose washing can seriously back-fire, jeopardizing reputation and damaging trust. McDonald’s launch of its McPlant meat-free range was criticized due to the lack of a clear link to its sustainability plan. And in the case of the well-discussed Gillette campaign ‘The Best Men Can Be’, which sought to effect positive change and turned out to be highly controversial and negatively impacted brand and sales, the sentiment must stretch beyond creating an ad, strapline and driving marketing behaviours, to instead be more embedded within company strategy and culture[3].



Where to start

Making purpose a strategic business endeavour rather than a marketing endeavour is key. While storytelling is so aligned with marketing, starting with a story that isn’t fully embedded into strategy and supported in all the ways mentioned throughout this chapter is risky.

For organizations leading with purpose as their raison d’être, or those reversing into purpose, it’s in everyone’s interest to eradicate purpose washing and retain the integrity aligned with meaningful wider social purpose.

Coro Strandberg, working with the Social Purpose Institute, has created a Social Purpose Assessment Tool[4], a scorecard that assesses 25 different considerations across the organization (including governance and leadership, culture and operations, customers and business ecosystems), with the aim of ending purpose washing forever. It’s a useful and in-depth gap analysis resource, measuring how committed organizations are to their purpose and revealing gaps and vulnerabilities.

Another practical starting point is The Purpose Upgrade, a step-by-step process provided in the final chapter of Paul Skinner’s book of the same title[5]. Paul shares detail of how to prepare for, scope out and organize a Purpose Upgrade, as well as walking through all the components.



Three actions to consider


	1) Review how purpose is positioned within the organization. Is it embedded into the heart of strategy?

	2) Check purpose-aligned messaging and campaigns. Are you doing what you say?

	3) Run through the Social Purpose Assessment and identify gaps and make a plan to address any that could jeopardize brand/reputation.






Useful resources to explore


	Purpose Power Index™, Breakthrough study measuring how consumers really think and feel about brand purpose. https://www.purposepowerindex.com/
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40: Green jobs – everyone will have a green job, one way or another


What it is

Green jobs used to be jobs associated with quite specific industries and areas such as environmental scientists, agriculture, forestry and fisheries. But as we move forward, and the challenge we face grows ever larger, there has been an evolution and broadening of what is a green job. It is no longer specific to an industry or job role.

In the first instance, the climate crisis by its very nature has seen new green industries introduced. As pressure grows on governments and business to decarbonize, renewable energy, electric transport and energy efficiency jobs have grown. It has been estimated that, ‘By 2030, there could be 694,000 green jobs in the low-carbon and renewable energy sector across England, rising to more than 1.18m by 2050. There’s enormous potential for green growth’[1].

The other shift taking place is outside those of green energy and transport sectors where we are seeing the demand and creation of green jobs in industries which weren’t traditionally associated with being green. These include finance, with green investment becoming an important focus as we move away from high-impact industries deemed investment risks. Fashion is seeing a rise in green jobs in an attempt to clean up the industry: ‘knowledge of sustainable fashion and pollution prevention is increasingly popular among salespeople, designers and stylists’[2]. And technology is another area where green jobs are showing up as we look towards this space to help us lower emissions and impact, meet decarbonization targets and drive a more sustainable future.

With the scale of devastation on biodiversity, an increase in demand in jobs in nature conservation is also highly likely as we take on the critical fight to restore ecosystems and prevent further loss and damage. The need to build meaningful strategies around loss and damage at international, national and local levels by governments and business is now urgent.

It is estimated that globally ‘24 million jobs worldwide could be created by the green economy by 2030’[3].



Why it matters

Green jobs matter because we all have a common goal and objective which must be worked towards. We need people to work in the green energy and transport sectors because they align with mitigation strategies which exist to move us all to low carbon lifestyles. Green jobs in all industries are important because there is a growing need for broader knowledge outside of the scope of what has been expected; the operating landscape has and is continuing to change.

Business needs to look at what it currently does, what structures are in place and what jobs they have – and consider strategies which look forward on a much longer-term basis. Where are their impacts and which areas of sustainability and the environment do they relate to? Do the job roles they have meet the needs of their current or future sustainability agendas? Without this forward thinking and planning, some organizations and indeed entire industries risk going out of business in the future.

We need jobs which support sustainable transformation, and a mindset change that everyone’s job is a green job – even if the title isn’t explicit and no matter what the industry, organization or function. New sustainability roles (which are green jobs) are being created and recruited for at scale and pace now – Sustainability Directors, Climate Change Officers, Head of Strategy and Sustainability and ESG Coordinators, to name but a few. Some roles are being created, while others have evolved or expanded. Whatever an organization’s approach, there is a strategic requirement to build structures which align and support the new operating environment.



Where to start

So what about marketing? Marketers, like those designers and stylists in the fashion industry, need to increase their knowledge of the climate and environmental crisis. This places Marketers in a great position, giving them an opportunity to take their strategic, brand and communication skills into green sectors and organizations. This makes their roles green jobs, and them green Marketers (not to be confused with marketing green things).

If you consider the role of those Marketers who work in product development and product marketing roles, and bring in the circular economy, the green evolution of those jobs can only go in one direction as the circular economy becomes business as usual and part of our everyday lives.

There are suggestions that new marketing roles may be created, and that organizations may need to ‘rethink their marketing teams from the ground up, identifying new ecosystemic and synergetic opportunities while trying to figure out how and where new roles such as the symbiosis marketing manager and the ethical signaling manager would fit in’[4]. While some may choose to go down this route, we believe that creating roles will take time to bed in and get traction, and that it will be more impactful and progressive to invest in upskilling and educating current Marketers (more on that in the next chapter) on what is happening around them and ensure they are fully aligned to the organization’s sustainable agenda.



Three actions to consider


	1) Read up on the green industries, roles and sectors out there and familiarize yourself with the green job market.

	2) Does your organization have green jobs yet? If not, does it need to plan for them, or does the need lie in upskilling and developing your current functions and teams?

	3) As a Marketer, if you are looking to do more Sustainable Marketing, consider upskilling and leading change within your organization, or moving into one of the new green sectors and driving change from there.





Useful resources to explore


	Expert report: every UK job has the potential to be green – https://www.gov.uk/government/news/expert-report-every-uk-job-has-the-potential-to-be-green


	The Green Job Barometer – https://www.pwc.co.uk/who-we-are/our-purpose/building-trust-in-the-climate-transition/supporting-a-fair-transition/green-jobs-barometer.html


	Why are green jobs important? – https://www.bigissue.com/news/employment/what-are-green-jobs-why-are-they-so-important/
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41: New skillsets – reskill to progress your sustainable development


What it is

In Chapter 27, we noted that sustainability skills and roles are in demand and discussed how they are being elevated and given a seat in the boardroom. There is an opportunity for people to get involved with supporting sustainability objectives. People are central to any organizational strategy – and when looking at the how you get there, skills are an obvious area to review.

With fundamental changes to the operating landscape and the challenges of deep-rooted systemic change and large-scale cultural shifts needed to really build more sustainable ways of living and working, skillsets also need to be looked at in a new way. The World Economic Forum’s Future of Jobs Report[1] highlighted:


	 The share of core skills that will change by 2025 is 40 per cent, and 50 per cent of all employees will need reskilling (up 4 per cent).

	 Critical thinking and problem-solving top the list of skills employers believe will grow in prominence in the next five years.

	 Newly emerging skills will be required in self-management such as active learning, resilience, stress tolerance and flexibility.





Why it matters

The role of business has to change, we know that, and so it makes sense that such fundamental change brings a requirement for us all to reskill or upskill. The Future of Jobs segments the type of skills under problem-solving, self-management, working with people and technology use and development, with most skills falling under problem-solving. Again, this makes sense given the unprecedented number of social and environmental challenges we are facing.

Critical thinking and problem-solving in areas such as the circular economy allow us to rethink products and services. We hear a lot about innovation in sustainability, and Lisa Merrick-Lawless, co-founder of Purpose Disruptors, articulated her views on this brilliantly on the Can Marketing Save the Planet? podcast[2]. When talking about third-horizon thinking Lisa described it as ‘parachuting yourself over to 2030, thinking about what is needed and then looking backwards.’ This is exactly the type of critical thinking we need to drive such huge changes. Analytical thinking, innovation and complex problem-solving are skills we need to be looking for in people and then honing their abilities, while providing them with a working environment and culture that nurtures and supports it.

For business leaders, it is no longer about leading through just a performance lens. Leadership and social influence now need to be a focus: reskilling and upskilling is critical as society, communities and individuals look towards business to be a catalyst for change. Measuring social impact and what an organization gives back to people and planet are new KPIs (well, not new, they have just been forgotten along the way). The skillsets of leaders are going to evolve as they will need to understand the newly emerging skills in self-management, such as active learning, resilience, stress tolerance and flexibility, both for themselves and for the people they lead. They also need to be thinking long-term as they build out organizational strategies.



Where to start

Investing in people and developing them is a strong strategy, not only because it involves being part of the solution, but also because it leads to a solid people strategy. Attracting and retaining talent will become only more difficult as the sustainability challenge continues to unravel. We know people want to work for organizations who have robust development plans and take the issue seriously.

For Marketers, creativity, originality and initiative are all skills that sit within the marketing remit. However, we have become so used to just driving consumption and growth, that we often don’t have time to use these skills, and many have lost the ability to think more broadly or longer term. The opportunity to take back these skills, start being more creative and introduce new and original initiatives which lead to large-scale behavioural change or ways to reduce carbon footprints should be exciting.

One thing is certain, we all need to upskill in resilience, stress tolerance and flexibility, because change has to happen, and it’s not going to be easy. If we have the right skills, then we at least have the capability needed to try.



Three actions to consider


	1) Review your current skillsets. What do you think needs reskilling and what do you need upskilling in?

	2) Speak to your Chief People Officer, Chief Marketing Officer, or leadership team and show them the segments skills are grouped under:


	 Problem-solving

	  Self-management

	  Working with people

	  Technology use and development



Raise awareness so they can build in a skills review and plan ahead to ensure the organization has the right skills in the business and that they are balanced as needed.



	3) Consider how you and your marketing team can best reskill/upskill – this can take the form of formal Carbon Literacy training for example (see Chapter 42), or be more informal through self-learning, such as recommended reading and podcasts which inform and educate.





Useful resources to explore


	As well as reskilling in your professional life, you can also take steps to reskill in your personal life and use your skills as a Marketer to influence friends and family. https://www.organicauthority.com/live-grow/29-reskilling-techniques-to-bring-more-self-sustainability-to-your-life


	A great report from Deloitte with a toolkit on how to activate green skills in organizations – https://www2.deloitte.com/content/dam/Deloitte/uk/Documents/consultancy/deloitte-uk-a-blueprint-for-green-workforce-transformation.pdf
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42: Carbon literacy – a core skill


What it is

Carbon Literacy is a ‘term used to describe an awareness of climate change, and the climate impacts of mankind’s everyday actions’[1]. It gives people awareness of ‘the carbon costs and impacts of everyday activities and the ability and motivation to reduce emissions, on an individual, community and organizational basis.’

We discussed carbon footprints across various chapters in the objectives and goals section, from the fact that everything has a footprint through to how it’s rising up organizational agendas. We looked at the increasing greenhouse gases emissions, the activities that emit them and how the choices we make and our behaviours both personally and professionally are key to reducing them as we move forward.

Carbon Literacy allows individuals, employees and educators to use the Carbon Literacy Project’s unique framework to enable learning and, more importantly, doing, which leads to everyone being able to take actions and be part of the solution. Be part collectively of something that is incredibly powerful.



Why it matters

Carbon Literacy is a skill, and has been described by some as a much-needed core skill as we move forward, much like relationship building, listening and communication. As Phil Korbel, co-founder of The Carbon Literacy Project, explained on the podcast[2], ‘carbon literacy and its roll-out is about creating a large-scale cultural shift, so that everyone has a meaningful carbon instinct. An instinctive rule of thumb about what a meaningful, impactful climate action is, and more to the point, they are motivated to do it.’ A critical point there is that we need a large-scale, cultural shift. We need to be thinking and focusing on long-term transformational change.

As we are required to do more to tackle the increasingly urgent climate crisis, Carbon Literacy is what underpins all of the various elements. It builds knowledge around climate change, looking at the science, the greenhouse effect and the data that reveals the reality and path we are on. Carbon Literacy talks about how human activity is accelerating the crisis and shows us the results in a way that is relatable. And to many of us the crisis is becoming more apparent and visible in our everyday lives: an increase in adverse weather events, rising sea levels and melting glaciers. The knock-on effect impacts food supply and costs, increasing migration through displacement, and destroying ecosystems and reducing biodiversity. Everything is linked, and this is why Carbon Literacy is so important.

Carbon Literacy very much aligns with what Marketers do, in that its role drives awareness and sparks conversation, whether that be with family, friends or at work. Carbon Literacy aims to change behaviours and influence choices through more informed decisions. Like marketing, Carbon Literacy training tells a story – the story of climate in a way that connects people, builds meaningful communities and drives change.



Where to start

If your organization has a sustainable agenda, look into building the business case for change.

Carbon Literacy is hugely beneficial because it is very practical training, focusing on the application of what is learned. It requires learners to come up with and commit to the actions they are going to take, from both a personal perspective in their role and from a group or community perspective within their organization. This makes it a strong addition to any sustainable development plan and also enables actions to be set against the strategy, answering the question: How are we going to get there?.

Carbon Literacy works with both the public sector and private sector. Pre-accredited training toolkits are available (see the Carbon Literacy website for more details), and organizations can adapt these to their own business specialism. These include a slide deck and a detailed trainer manual, enabling someone who has climate knowledge and training experience to roll out Carbon Literacy internally at pace.

The faster we spread the knowledge and understanding of what is happening and what we are required to do, the faster we can talk about climate change with confidence, which leads to collaboration, real solutions and, most importantly, action.



Three actions to consider


	1) Listen to the podcast with Phil Korbel for more information and understanding.

	2) Review the various toolkits and other information on the Carbon Literacy Project website to see what your organization’s options are.

	3) Build the business case for Carbon Literacy for your organization.





Useful resources to explore


	Toolkits – https://carbonliteracy.com/toolkits/


	Can Marketing Save the Planet? offers training in Carbon Literacy for Marketers.

	What is Carbon Literacy and why does it matter? – https://blogs.ed.ac.uk/sustainability/2020/what-is-carbon-literacy-and-why-does-it-matter/


	Keep up to date with what is happening within Carbon Literacy – https://carbonliteracy.com/blog/
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43: Race to Zero – what you need to know


What it is

The UN-supported Race to Zero global campaign was launched at the UNSG’s Climate Action Summit 2019. It is the largest alliance of non-state actors committing to achieving Net Zero emissions before 2050, and is designed to bring together leaders and secure support from businesses. Already, in excess of 8,000 organizations have joined the campaign. Other participants include cities, regions and investors, all working towards common goals around a zero carbon recovery.

Preventing the future threats we currently face, the Race to Zero campaign objectives are clear. We must:


	 move to a decarbonized economy;

	 create decent jobs;

	 unlock opportunities for inclusive, sustainable growth.



To join the campaign, there are four steps:
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Illustration 1.5



Why it matters

The Paris Climate Agreement has provided a solid framework, but countries and their governments have to strengthen their commitments and ensure they start delivering at the pace and scale required to hit targets. Now, we know they cannot do this alone – the size of the challenge requires collaboration and mobilization en masse – and this is where organizations and other stakeholders have now signed up and joined the Race to Zero, setting Net Zero targets to work towards.

As Solitaire Townsend, co-founder and Chief Solutionist at Futerra, explained when she came on the Can Marketing Save the Planet? podcast, ‘a Net Zero target is, you will reduce your absolute emissions by 90–95 per cent by 2050, and by 50 per cent by 2030 across three Scopes – 1, 2 and 3’[2]. Solitaire went on to discuss advertised emissions (emissions which come from sales generated by advertising) for the creative industry and the need for client disclosure reports as we move forward. As more organizations join the Race to Zero and commit to targets, they are going to need to ensure their entire value chains are doing what they need to be doing in relation to decarbonization and hitting their targets, otherwise stakeholders could negatively impact on the progress others can make.

When it comes to client disclosure reports, Solitaire recommends any agencies who are unsure of what to do or how their reports might look to ‘do them internally first as if you were going to publish it, then take a look at it, see how you feel about it; does it reveal anything you feel uncomfortable about? Then think about what you would do about anything that is uncomfortable before you are actually asked to publish it.’ Solitaire knows from experience that the requirement towards public disclosure is coming and it’s moving quickly.



Where to start

With any marketing campaign, there are set criteria to follow – and the Race to Zero is no different.


	1) Firstly, you need a target and a plan.

	2) Next – launch your campaign.

	3) Ensure you have a way of tracking and measuring progress.

	4) Decide how you will communicate your progress throughout your stakeholder chain.

	5) Be accountable at all stages.



As per stage 4, your annual progress against your targets will be published on a public platform: ‘Race to Zero members report through their Partner initiatives and are required to disclose on an annual basis’[3].

A great place to start is to download and read the progress reports; the link for the 2022 progress report is in the references below.



Three actions to consider


	1) Look at the progress report as a Marketer and note the use of language, tone and messaging. This could be particularly useful in planning how your organization communicates their climate targets and actions, both internally and externally, keeping a consistent tone and format. A consistent approach, which is understandable and allows for comparisons and progress to be judged, will build engagement and trust due to its authenticity and transparency.

	2) If your organization is a small business, review the SME Climate Hub which has information, toolkits and guidance on Race to Zero, including how to set your strategy.

	3) If you are an agency, follow Solitaire’s advice and try producing a client disclosure report. Review it and check for any areas which may draw criticism or need further review or escalation internally. And listen to the full podcast episode for more insights.





Useful resources to explore


	The 1.5˚C Business Playbook ‘provides guidelines to set a climate strategy and move to action. The Playbook highlights key actions to reduce emissions in your business and throughout your value chain, integrate climate in your business strategy and contribute to climate action in society.’ https://exponentialroadmap.org/business-playbook/ 


	Race to Zero Campaign Criteria https://climatechampions.unfccc.int/the-race-to-zero-strengthens-and-clarifies-campaign-criteria/


	General information and latest news. https://unfccc.int/climate-action/race-to-zero-campaign#Minimum-criteria-required-for-participation-in-the-Race-to-Zero-campaign
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44: Changing behaviours is key – but are you considering attitudes?


What it is

Attitudes towards sustainability are shifting in line with more people personally feeling the effects. We are all witnessing an increase in adverse weather events, and many of us are being impacted by the cost of living crisis and experiencing poor mental health and well-being. A study by Kantar revealed over half (55 per cent) of the respondents had been personally impacted in some way[1].

Changing attitudes is an important first step in the process to changing behaviours in the long term. Attitudes are the way we feel about someone or something and our behaviours are the actions we then take in response. Behaviours can be naturally occurring, learned, habitual, or in some cases forced (we’ll explore these in more detail in part 4 of the book). But how we feel is the biggest driver in whether we actually do something, and also determines whether we keep doing it.

Overconsumption, how we travel, what we eat and how we spend our leisure time are behavioural areas where we can make better choices, but our attitudes are the deeper underlying barrier. Kantar’s report reveals there are many reasons why people aren’t willing to change their lifestyles. These range from people thinking they are already doing enough through to the practicalities of affordability and the belief that the threat of the climate crisis is overestimated. Some people simply don’t have the headspace to want to even want to think about it.



Why it matters

How people feel and behave should be a core contributor to shaping organizational strategy because it plays a critical role in how you are going to achieve progress. During strong periods of economic growth over the last 50 years, changing behaviours in relation to sustainability was extremely difficult. Business wasn’t focused on sustainability at all and, in society, at one end of the scale we had activists taking extreme measures to raise awareness of the dangers with the hope of shocking society into taking action, and at the other end, the climate deniers spreading misinformation in order to raise doubt and prevent action being taken. However, things are changing. The middle ground, the majority of society, are becoming increasingly aware, because they are experiencing challenges first-hand.

While we are seeing numerous reports showcasing evidence that suggests many of us are focusing our intentions to make better choices, it seems that attitudes, and how we actually feel, are not changing in line to affect behaviour change at scale and for the longer term.

From a business perspective, more needs to be done. Currently:


	 There is too much information and a lack of effective communication; this causes confusion and erodes trust. People simply don’t know how they feel or what to do.

	 Organizations are attaching price premiums to sustainable options, making them less accessible and creating an affordability issue.

	 There is not enough information to explain why that choice is a better one, which creates a barrier to collective action.

	 Sustainable options are often positioned as a compromise or inconvenience or even a lesser product.


	Continuing to offer both unsustainable and sustainable options gives the impression that it doesn’t really matter if you don’t choose the more sustainable option.



Fortunately, green behaviours are starting to be adopted. These include:


	 Reducing energy consumption and ensuring sources are from renewables.

	 Choosing public transport, cycling, or walking over driving.

	 Making your own products v purchasing them from an organization (skincare and clothing).

	 Reducing or cutting out meat in favour of plant-based options.

	 Deliberately looking for products with lower environmental impacts as reasons to buy.

	 Anything related to the circular economy – recycling, repairing, refilling and reusing.



While these behaviours are growing, in reality we have to move to scale and at pace. This goes back to the point raised in Chapter 32 by John Green about ‘making green things seem normal’. We need to stop labelling them as green and nibbling round the edges with small incremental changes and instead focus on strategic, transformational change, at scale.



Three actions to consider


	1) Consider how your current propositions are presented. Are you creating barriers? Making choices easy and appealing? Bristol transformed attitudes to plant-based dishes with simple steps such as putting vegan options at the top of menus and talking about them as they would any other option. They also created community forums to share reviews and experiences. This resulted in Bristol becoming the vegan capital of the world (see Useful resources to explore for more).

	2) Don’t lead with sustainability as the lead reason to change a behaviour. Behavioural nudges can be far more effective. Focus on things like financial savings, health benefits or time savings. Make people feel that better choices aren’t hard work.

	3) Remove unsustainable options altogether. If business doesn’t, it’s likely that regulation will. The EU, UK and Australia have all announced the move to ban various single-use items such as coffee cups, cutlery and cotton buds in 2023. Take the lead; waiting for bans only makes people feel more resistant to change, as they feel like they are losing something or being controlled.





Useful resources to explore

Reports on what consumers want and sustainable behaviours:


	 •https://www.ibm.com/downloads/cas/YZYLMLEV


	 •https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-consumer.html


	 •https://kantar.turtl.co/story/public-journal-04/page/2


	Explore how Bristol became a vegan hotspot:



https://www.bristolpost.co.uk/whats-on/whats-on-news/vegan-vegetarian-restaurants-bristol-best-60123

https://www.bristolpost.co.uk/news/bristol-news/bristol-loves-vegan-city-food-3131036


	These 19 principles for making plant-based dishes more appealing can be applied to any products or services.



https://gfi.org/resource/promoting-plant-based-items-on-menus/
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45: Degrowth, demarketing – a better way of doing and communicating


What it is

Where to start on this one? The degrowth v growth debate is complex and in constant flux. It involves economic systems, gross domestic product (GDP), capitalism, political infrastructures and more. We’ve supplied a number of useful resources and references so you can dive deeper. For this book, we’ll keep it aligned with marketing.

Marketing plays a critical role in supporting the growth objectives of business. Whether extending into new territories or product lines, diversification, sales growth, awareness, reach, demand generation and conversion – meeting growth targets has been a longstanding measure of successful marketing.

Talking about degrowth – or, as Philip Kotler termed it when speaking to us on our podcast[1], demarketing and deconsumption – can feel somewhat alien. The idea of Marketers not aligning with a focus on growth, and no longer persuading, influencing and storytelling to encourage people to get, eat, travel and desire more stuff, seems to contradict the marketing narrative. As Marketers, if we’re not driving growth, what do we use marketing for? If marketing aligns with organizational objectives, then wider commercial objectives also need to shift away from purely growth factors. And therein lies the rub.

From an economic perspective, the idea of continuing to exploit growth at any cost has become hotly debated in recent years as many have awoken to the realities and impacts of collectively exhausting planetary resources and harming the increasingly delicate ecosystems that support our very existence. Of course, degrowth isn’t a new concept; the challenge with endless economic growth was highly debated over 50 years ago. In 1972, under the name Limits to Growth (LTG), an MIT study explored the consequences of interactions between growth, Earth and human systems. The LTG report warned that without significant changes in consumption, ‘the most probable result will be a rather sudden and uncontrollable decline in both population and industrial capacity.’ Tragically, a new paper shows we’re right on schedule[2]. Action is required.

Jason Hickel, an economic anthropologist and thought leader around the concept of Degrowth, has written a powerful book, Less Is More: How Degrowth will Save the World[3]. He concludes that, ‘Degrowth begins as a process of taking less. But in the end, it opens up whole vistas of possibility. It moves us from scarcity to abundance, from extraction to regeneration, from dominion to reciprocity, and from loneliness and separation to connection with a world that’s fizzing with life.’

In an opinion piece for BFF Digital, Kotler was asked: ‘What is the alternative to nonstop capitalism?’ He replied, ‘Degrowth, namely growing our economy and population at a slower rate, is one answer’[4].



Why it matters

Kotler talked on our podcast about a tension, a potential marketing divide. On one side the de-Marketers, who want to stop doing marketing as we’ve known it and instead drive responsible behaviour change, aligned with deconsumption – and on the other side, the growth Marketers, who continue to focus on growth as we currently know it. He told us, ‘As a marketing field – are we part of the problem? And if we’re part of the problem, then we should be changing our objectives to become part of the solution. Our objectives should be deconsumption or more sensible consumption. To this end, marketing has to undergo an identity crisis – and really understand what it’s all about.’

In the BFF article, Kotler continues the narrative around the new consciousness of less is more, stating that it won’t come from commercial Marketers, but it might come from social Marketers, those using marketing to drive responsible behaviour and lifestyles. We’ll explore this in more detail in Chapter 55.

This too plays into the findings from the Purpose Disruptors’ Good Life 2030 study (see Useful resources). When we interviewed the founders – Lisa Merrick, Jonathan Wise and Rob McFaul – for the second time in January 2023, they concluded that what a Good Life 2030 looks like relates not to having more stuff, but to having more time[5]. Time to enjoy nature, build connections and community, play and nurture well-being and creativity. Time, connection, well-being and community are aspects echoed by both Hickel and Kotler. And indeed, in our podcast interview with Jon Alexander, author of Citizens: Why the Key To Fixing Everything is All of Us, he too talked about how marketing needs to back off, and give people space to reconnect in ways that are more meaningful[6].



Where to start

As Marketers we have the opportunity to get creative and do more with less (see Chapter 34). As we explore, circularity has a big role to play in reduction, reducing waste and unnecessary resource. Perhaps the tension isn’t so much about whether Marketers side with degrowth or growth, but rather, about whether Marketers understand the wider opportunities available to them in focusing on what matters to the hearts and minds of the audiences they want to serve. And rather than seeing deconsumption as a negative, seeing it as a creative, innovative and exciting opportunity. As we explore in so many instances throughout this book, sustainable endeavours offer significant opportunities for Marketers to rethink irresponsible and unconscious consumption, and instead to meet people where they are at, providing more meaningful solutions and supporting more responsible behaviour change.

In the words of Kotler, ‘The challenge is to promote well-being, equity and sustainability as our guideposts in moving toward more sensible growth. Our aim is to embrace a more sustainable and equitable path of growth. We need to lead leaner, happier, healthier and more satisfying lives.’

Fellow Marketers . . . we couldn’t agree more.



Three actions to consider


	1) Immerse yourself in the Degrowth v Growth debate. Review the resources we’ve shared.

	2) Discuss the concept with team members. Where are the opportunities to move towards sensible slower growth, balancing the opportunity for leaner, happier, healthier lives?

	3) Review your comms and promotions. Are you pushing irresponsible consumption? Is there a way to engage audiences with less and achieve more?






Useful resources to explore


	Good Life 2030 – https://www.purposedisruptors.org/good-life-2030-2


	A series of #Degrowth LinkedIn articles from Samantha Taylor, Founder of The Good Factory, talking about the practicalities of Degrowth and what we can all do and consider. https://www.linkedin.com/posts/samantha-taylor-pd_degrowth-sustainability-sustainablebusiness-activity-7035873883987566592-PU-o


	A live recording of a great debate, ‘How to Save the Planet: Degrowth -v- Green Growth’ featuring, Professor Jason Hickel, Professor Sam Fankhauser, moderated by Kate Raworth. https://www.thealternative.org.uk/dailyalternative/2022/9/11/kate-raworth-jason-hickel-and-samuel-fankhauser-debate-on-degrowth-versus-green-growth


	Another article that aligns so well… ‘What if Climate Change Meant not Doom – But Abundance’, opinion article by Rebecca Solnit, March 2023, The Washington Post. https://www.washingtonpost.com/opinions/2023/03/15/rebecca-solnit-climate-change-wealth-abundance/


	Beyond Growth a New Path for a Sustainable Future – https://www.shoutoutuk.org/2023/04/12/beyond-growth-a-new-path-for-a-sustainable-future/
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46: Working together v competing – collaborative advantage


What it is

In Part 1, we have outlined how the landscape that business and Marketers operate within is shifting, and fast. It’s incumbent on Marketers to keep pace with shifts – and of course, staying alert to what’s happening in our landscape is nothing new. It’s a marketing remit to stay alert to competitor activity – keeping abreast of innovations, product development, services, pricing, campaigns and promotional tactics. As a practitioner it’s prudent to stay informed about what’s happening in the competitive landscape, so you not only learn what’s working or not working, perhaps borrowing and adapting ideas, but also uncover insights and opportunity gaps that may steer points of differentiation, USPs (unique selling propositions) and compelling value propositions – all in the pursuit of sustained competitive advantage.

Business and the marketing landscape has grown accustomed to staying ahead of the competition, and we’ve witnessed many rival big brand battles. Think the Coke v Pepsi challenge[1] – PepsiCo, Inc v The Coca-Cola Company, two powerhouses controlling the bulk of carbonated drinks.

Striving for competitive advantage is familiar territory. Indeed we were recently giving a talk at an agency gathering and discussed the role marketing can play in cascading sustainability across the value chain. One panel member commented on how leading on sustainability, purpose and values alignment could lead to competitive advantage. And yes, a quick Google search will indeed provide you with many credible articles showcasing how leading on sustainability can drive competitive advantage. However, our response to that comment was to invite some bigger thinking, and to consider not just how shifts and changes can serve the individual organization but rather, given the urgency to transition to Net Zero and drive more sustainable endeavours, how facilitating collective action could bring about collaborative advantage – where everyone wins.

Rosemary Beth Kantar describes collaborative advantage: ‘in a global economy, a well-developed ability to create and sustain fruitful collaborations gives companies a significant competitive leg up. Business alliances are living systems, evolving progressively in their possibilities’[2]. While published almost two decades ago, the sentiment chimes as relevant today as it did then.



Why it matters

When it comes to solving complex, interconnected and sizeable global challenges, such as Net Zero, climate justice and systems change, where one organization is facing the same problem as another, then fruitful collaborations are a progressive way forward. The Paris Agreement is a collaboration – no one country, organization, government or actor can organize and orchestrate such mammoth tasks alone. Collective action is required, for both momentum and speed.

The Consumer Goods Forum (www.consumergoodsforum.com), a global collective across 70 countries of more than 400 consumer goods companies, brings many fierce rivals to work collectively on industry-wide challenges with initiatives such as the Sustainable Supply Chain Initiative, International Food Waste Coalition and Plastic Waste Coalition, creating solutions for all, collaborative advantage and collective momentum to drive policy change, harmonization and standardization and, of course, to speed up progress[3]. Unilever recognize that plastic pollution is too big for them to solve alone and are working alongside more than 70 other businesses to call for a legally binding UN treaty based on a circular economy approach to tackle plastic pollution on a global scale[4].

While working with external partners enables organizations to achieve more, it is also possible to bring about collaborative advantage within their organizations too. Many organizations operate in silos, and so getting divisions with different skills, opinions and ideas to collaborate can drive innovation, solutions, momentum and the speed to tackle complex organizational challenges. At the same time, collaboration can be invaluable, not only for creating shared value but also for aligning people with organizational purpose, strategy and objectives.



Where to start

In his book Collaborative Advantage: How Collaboration Beats Competition as a Strategy for Success [5], Paul Skinner shares his Outside In framework, which involves five steps:


	Find common purpose – identify what it is that you can enable to be done better collaboratively.

	Create opportunities – design useful and interesting ways for people to engage.

	Engage participation – define the rules of the game, with clarity and context.

	Iterate and accelerate – engage early adopters and use their influence to extend reach.

	Build partnerships – identify partners who can help you get there faster than you can alone.



We like the simplicity and clarity his framework provides. It works both externally, considering wider collaborations with the outside world, and internally within your organization.

The United Nations SDG Goal 17 is Partnership for the Goals. This may be the last goal, but it is a critical one – partnerships and collaboration are fundamental to the success of building well-being for all.



Three actions to consider


	1) Are your competitors/partners/customers going through the same challenge? Who do you need to speak to explore this?

	2) Where is there scope for collaborating and joining forces with those outside your organization to create bigger impact and momentum?

	3) What shared value, opportunity, momentum can you create by bringing together different divisions internally to work collaboratively?






Useful resources to explore


	We like this from Modoto – Why Collaborative Advantage Matters. https://www.modoto.co.uk/why-collaborative-advantage-matters/


	Mindtools – How to collaborate successfully – https://www.mindtools.com/ayt0s3r/how-to-collaborate-successfully
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47: Convenience trumps sustainability – does that make sustainability inconvenient?


What it is

Marketing has made a career out of selling convenience. Want it, need it, have it is a given and anything less is seen as inconvenient. The strategic marketing model made up of the 4 Cs (Customer Value, Cost, Convenience and Communication) replaces the 4 Ps and describes convenience as ‘similar to place, but has expanded from the usual brick-and-mortar store. It also puts importance on the ease of purchasing the item, finding information, and even installing the product if there is such a need’[1]. Convenience is defined as simply ‘being easy’[2], and is intrinsically woven into our lives and marketed to us daily. Things that save us time, are based on location and distance, offer breadth of choice and – the big one – require minimum effort from us.



Why it matters

So many human behaviours have become so deeply rooted to convenience that even the burning need to create a more sustainable future and the consequences that come from not doing so aren’t urgent enough for business and societies in overdeveloped countries to address due to the potential inconvenience. And it’s not just the inconvenience from a consumer, sales perspective; internally within business there is also resistance and reluctance. Many organizations look at re-engineering systems and behaviours as too costly, too time-consuming or just too complex to think about. It distracts from business as usual. The point that is continually missed, though, is that we don’t have a choice. The only thing that has made sustainability inconvenient is the fact we have wasted so much time ignoring the warnings in our ongoing quest for convenience.

While many organizations talk about embedding sustainability into the core of their strategies, most end up just bolting it on or creating a department to look after it. Doing this takes away the importance and the message that everyone needs to know about it and have a role in delivering it. If an organization approaches sustainability through a lens of inconvenience internally, then how can they convince customers and other key stakeholders externally that it’s a priority and the right (better) thing to do?

An example of how many organizations are bolting on sustainability and making it inconvenient is through the over-exaggerated premiums placed on products. Wim Vermeulen explained on our podcast that ‘in 2021, in Europe, 48 per cent of products launched were climate-friendly, but then, if you look at pricing across industries and products, the average premium for a climate-friendly product is 75–85 per cent, so that’s now a choice’[3]. While the want to make profit drives these type of behaviours, the more cynical could argue it’s also a deliberate move to position sustainability as expensive and therefore inconvenient. If demand is stifled, then organizations won’t be forced to make big costly changes to their operations, and can continue to play around the edges as many have been doing for decades. Unfortunately there is a flaw in this strategy: it makes the inevitable changes ahead even more complicated and costly in the long run.



Where to start

Marketers already have the skills to do things differently, but again it all comes back to positioning. If we’re going up against convenience, then the experience and how it makes you feel should be the focus. Take Patagonia’s Worn Wear initiative whereby customers who purchase their clothing can choose either to fix a damaged or worn item themselves or send it back to be repaired. For the majority it’s far easier to just order something new when something breaks. However, over time and through an ongoing compelling story which Patagonia calls a partnership with its customers, they have successfully engaged people and persuaded them to do something they wouldn’t have normally done. Providing repair guides and videos for people to use as well as a service whereby they can get items repaired for free, Patagonia provide a sense of achievement over convenience, and the rewards are better for the environment.

Too Good to Go, the food rescue app, has also been very successful in changing attitudes towards food waste, getting people to ‘rescue magic bags of surplus, unsold food’. Partnering with cafés, restaurants, hotels, shops and manufacturers, they have used convenience to do good through enabling people to buy bags of food which hasn’t ‘sold in time’ for a great price (the hook). Too Good to Go is focused on getting the processes right (appealing to partners) and making the experience simple and fun for customers (as you don’t know what you’re going to get). They have built in convenience, but the big rewards are the experience and how it makes you feel – and again, it’s better for the environment.

These examples, alongside the many other organizations that deliver incredible social impact and sustainability, demonstrate that it is far from inconvenient. They show the multiple different benefits and emotions it can bring and at the same time help towards solving collective issues.



Three actions to consider


	1) Depending on your industry, is there an opportunity to create more of an experience and lead with how it makes people feel? Are there partnerships which could be considered? Sharing economy platforms which could be utilized?

	2) Consider current behaviours of your target audiences, can the circular economy help to build a different way of engaging?

	3) Explore the language and positioning of other successful organizations. What can you learn/take away?





Useful resources to explore

Read the following articles for more insight:


	 https://www.openmarketsinstitute.org/publications/the-tyranny-of-convenience


	 https://medium.com/the-ascent/how-our-obsession-with-convenience-is-killing-the-planet-1e172082fc7d


	Too Good to Go – https://toogoodtogo.co.uk/en-gb/consumer


	Patagonia – Worn Wear initiative – https://eu.patagonia.com/gb/en/wornwear/
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48: Telling a different story – the current one is killing us (literally)


What it is

The concept of consumerism as it has become today, for those living in overdeveloped countries, was fuelled in the United States in 1955 by Victor Lebow, a retail analyst who made the following statement, ‘Our enormously productive economy demands that we make consumption our way of life, that we convert the buying and use of goods into rituals, that we seek our spiritual satisfaction, our ego satisfaction, in consumption. We need things consumed, burned up, replaced and discarded at an ever-accelerating rate’[1] .

And so the story began. Consumerism has gone on to become a – the – core part of society and the stories driving it link to our values, emotions, status and identity – not always in a good and healthy way. In the book One-Dimensional Man, the author Herbert Marcuse describes overdeveloped societies as ‘awash in consumer solutions that are meant to solve one’s problems, and as such, provide market solutions for what are actually political, cultural, and social problems’[2].



Why it matters

Herein lies the societal people part of the issue, and why our current narrative has to change. We can’t consume our way out of the problem. Buying stuff isn’t going to address the problems with the economy, mental health, loss of communities and disconnection. In fact, it is very much part of the reason they exist. There is no getting away from it: we need systemic change.

Another consideration is the environmental part of the issue, the destruction and use of finite natural resources to make ‘stuff’ with no consideration for the problems it will bring – and has brought and which we are witnessing now. The stories Marketers and business have focused on are that we need to own stuff to be happy, yet these products and services and the waste left behind is killing the planet – a terrifying reality that isn’t part of the story. The story only focuses on how ‘stuff’ enriches lives, makes people feel better, look better, run faster, smell nicer, makes life easier. We could go on and on and on, so let’s stop it there and focus on what we need to do about it.



Where to start

Marketers need to start telling stories which mean something. We have reached a point where, as discussed in Chapter 10, we need to look at our values and question why we exist. As a society we are very disconnected from each other, we have become very cut off from the wider things going on around us, which is ironic given the 24/7 instant access we have to information. Current stories tell us only what they want us to know and are largely based on driving consumption.

We talk a lot in the work we do about authentic narrative which involves stories that educate and provide context around the story of why the organization exists. However, many organizations have lost sight of their why and talk about it only when they need to, such as in their annual sustainability report, or if they have a new green product to sell.

Stories need a new remit and a new set of goals. Remits and goals which build communities, provoke people to care about each other and help to improve health, education and sustainability. Creating stories people want to share because they add real value to people.

The rise of the digital world has created lots of noise and short attention spans. Bite-size messages, highlights and clickbait about products and services fill our feeds and we miss a lot of important and meaningful information. It’s like we’ve lost our natural sense of curiosity.

We have to pause as Marketers and look at our stories:


	 Are they coming from a more meaningful place? Do they have a real and truthful base?

	 Do they educate and inform more broadly in order to help society gain a deeper understanding of who they are and what is going on around them?

	 Do they prove/demonstrate the organizational commitment to a better, more sustainable world?

	 Do the facts and actions align? Are they consistent and ongoing? Are you doing what you say and saying what you do?

	 Do they bring people together so they can be part of the solution?

	 Do they motivate everyone they reach to want to do something that benefits people and planet?

	 Do they make those who engage with your organization want to be part of your purpose?



There are many organizations who are telling a different story. Kresse Wesling is co-founder of Elvis & Kresse, a luxury and sustainable brand that focuses on three things: rescuing materials, transforming them into beautiful products and donating 50 per cent of profits to charities. On our podcast [3], Kresse explains that Elvis & Kresse has ‘grown almost without effort, and it’s not because we’re geniuses at marketing, we do something good and we tell people about what we do. We have grown almost exclusively down to goodwill and the market for this kind of product and business is growing because people want to know, who made my clothes?, where did it come from?.’ Kresse goes on to say, ‘the truth is the truth, the product is the product and the story is the result of that.’



Three actions to consider


	1) Review the list of questions above and consider the opportunities you can explore.

	2) Listen to the brilliant podcast episode ‘Sustainability and “authentic” storytelling . . . an inextricable link’ with Jeremy Connell-Waite. Can Marketing Save the Planet? Podcast, Episode 7.

	3) Discuss your stories in relation to your strategy – Leadership, collaboration, value chain. Note – listen to what Jeremy says about hope budgets.





Useful resources to explore


	The story of stuff – the background to why we have to change – https://www.storyofstuff.org/


	Ethos, Pathos, and Logos are modes of persuasion used to convince audiences – https://pathosethoslogos.com/


	34 Examples of Influences – https://simplicable.com/en/influencing
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49: The power of effective communication


What it is

In the previous chapter, we talked about how we need to tell a different story and the reasons why, but what makes a story resonate, have impact or motivate someone to do something? What we say is critical, but how we say it, where we say it, and the language we use are also critical components of whether stories lead to change happening.

How effective our communication is depends on the language we use and its tone, and the channels, people, and groups who share it. What we communicate is only truly effective if people are listening and then choosing to do something as a result. Doing something can come in the form of a direct action, making a different choice or telling someone else.



Why it matters

Unfortunately, where we are at the moment is between a rock and a hard place. We have governments who are making pledges with little substance, and a media who focus on doom and gloom. Activists are telling us what is wrong, deniers are telling us it’s all about control, and many organizations don’t know what they are supposed to be doing and so are resorting to clichés and vague statements. In a piece of research called ‘Words that Work’, creative agency Radley Yeldar talk about stock sustainability[1]. ‘Verbal Stock Sustainability is a mix of science; corporate ‘business speak’; and strings of unconvincing, vague sentiments.’ They found that ‘98 percent of Forbes’ 50 Most Valuable Brands used at least one cliché on their sustainability websites; and on average, they used four out of the eight clichés. We also found that on average, they used the word “sustainability” ten times per webpage – while leading sustainable brands (such as Patagonia, Ben & Jerry’s and Allbirds) only use the word once.’

The result of all of this ineffective communication means people are left feeling confused, overwhelmed and even desensitized. They don’t understand the issues or – which is more damaging – the action that needs to happen or the opportunities that exist if we do indeed mobilize and work together.



Where to start

We talk a lot about doing what you say, and saying what you do. The use of language is so important and we have to think about how we have more conversations as opposed to broadcasting to audiences. Broadcasting comes across as telling, and it doesn’t make your communications relatable.

Thinking back to the conversation we had with Jeremy Connell-Waite on the podcast[2], he talks about Pathos, Logos and Ethos[3], and how we need to influence people, and win hearts and minds. ‘I think about when you look at a great story and pieces of communication to get people to act – how do we add emotion and values, reason and proof, and credibility and trust? Every story has to have three of those things’. Jeremy then goes on to talk about a piece that is often missing, ‘Kairos [4], a supreme moment at which one simply must act, no matter how implausible or inconvenient.’ This is about bridging the head and the heart. The window in which we get people to act is so small, which is why ongoing conversation is so important. Turning actions into habits and social norming behaviours which are more sustainable to people and planet has to be the goal.

When it comes to effective communication, Marketers need to consider what parts they do indeed need to tell versus what they need to have conversations about. The priority and order of those communications is also key. For example, if an organization sources food responsibly, and has a service where people can bring their own packaging and use refill stations, then by all means tell people about your supply chain, but have an ongoing conversation about how great refill is. Also, don’t make your supply chain and how you source, your lead communication. Whilst important and doing the decent thing is what all organizations should be doing, it isn’t something that people can relate to, because they don’t see it. However, a conversation about the practicalities of coming and using the refill stations, how it makes them feel, the personal benefits, and the fact that are getting involved they are driving positive change more broadly, is where the focus needs to be. Ongoing conversation builds communities, people share stories and that is when communication becomes truly impactful and leads to collective action. The same applies to internal communications. Meet your people where they can do something.



Three actions to consider


	1) As part of your communications strategy, a review of your communications is a useful place to start. Do you broadcast, or are you having conversations? How do they show up at various touchpoints – order and priority?

	2) Consider the language you use. Is it from the sustainability stock and are you guilty of using clichés?

	3) Use the conversations you are having more effectively, amplify them and bring those insights back in to make them more relatable.





Useful resources to explore


	A great summary article about – Words that Work. https://sustainablebrands.com/read/marketing-and-comms/bad-sustainability-writing-is-everywhere-and-it-s-a-problem






References


	1 Words that work – How to deliver effective sustainability communications – Feb 2021. https://ry.com/thinking/words-that-work


	2 Can Marketing Save the Planet? Podcast, Episode 7.

	3  & 4Modes of persuasion, Wikipedia – accessed / last updated Mar 2023. https://en.wikipedia.org/wiki/Modes_of_persuasion









50: The evolution of advertising agencies – what could that look like?


What it is

We’ve talked about the fact we need to tell a different story, the power of effective communication and the need to change behaviours and build communities. Advertising agencies plan, create and manage many different aspects of ad campaigns. Delivering them online, across social platforms, in print and across traditional media platforms such as TV and radio. Advertising agencies have played a significant role in keeping the consumer story front of mind and going from strength to strength.

However, the time has come to break our unhealthy relationship with consumption and focus on a different set of objectives and measurements. But what does that mean for advertising agencies? Who needs to take the lead – the agencies themselves or their clients? How do they change the core of what they have always done? No matter how counterproductive it sounds or feels, the need to evolve isn’t going to go away. However, the opportunity is significant for those agencies who get it right.



Why it matters

There are agencies already leading the charge in the sustainability space. Known as Sustainable Marketing agencies, they are ‘different from a traditional marketing agency as sustainability is at the core of what they do. There’s a higher knowledge base surrounding the complex topic of sustainability, a specialisation in sustainability marketing, and an accustomed practice to working with the niche market of sustainable brands’[1]. A Sustainable Marketing agency is not about one sustainability-related marketing campaign. It’s about propelling brands forward who are already purpose driven. Because the right marketing means nothing if it contradicts brands’ actions.

Let’s explore what a few Sustainable Marketing agencies do for a moment. Akepa work only with sustainable brands, helping them to become more established and increasing their reach using content campaigns and smart SEO and making brands relevant and relatable in new regions through marketing localization. Futerra works with clients of all shapes and sizes, developing sustainability strategies, providing thought leadership and valuable insight across a broad range of sustainability related subject matter, and offers training to upskill organizations as they move forward. A final example is Changing Film, a green production company; they pivoted and rebranded to focus on sustainable brands and plant-based products, bringing what they do to life through engaging video content.

But what then about the big established advertising agencies who have led the charge for decades, meeting the needs of clients in their pursuit for growth, changing behaviours and driving the consumer story? Many of their clients are established organizations having to pivot or reverse into sustainability, which is a complex challenge; however that shouldn’t detract from it being a priority alongside other goals and objectives. We spoke to Laura Wade, Global Head of Sustainability Strategy at EssenceMediacom to get her view on what role big agencies play. Laura explained, ‘we need a systems shift, our role is to help clients through change management, much like our role in digital transformation, we need to be leading and supporting our clients in that much needed transition through sustainable transformation. We can work with them on navigating the risk, ensuring benefits outweigh the perceived costs, and that they are relevant in what is an inevitable changing landscape with a whole new set of needs, wants and measures. We have the resource, reach and capability to drive sustainable transformation at scale and that’s where our value comes in’. Laura added, ‘the biggest ask I have of Marketers is to make sustainability part of their master service agreements with their top tier agencies, thus ensuring sustainability becomes business as usual.’

The operating landscape is indeed changing, as are the needs and wants of the people that advertising agencies look to reach, influence and engage. This is further supported by the Good Life 2030 [3], from Purpose Disruptors, which reveals what people want in the future.

Views on particular industries are becoming more polarized and with regulation clamping down on what you can say, the Race to Zero campaign and the focus on emissions making the client/agency relationship even more jointly accountable when it comes to reduction, the time to pivot, evolve and look at what needs to change is now.



Where to start

The silver lining to all of this is the level of opportunity. Purpose Disruptors, who lead initiatives such as #changethebrief and The Good Life 2030, spoke to us about the role and responsibilities that agencies have, but revealed that change requires them to stop things: ‘if the industry can come to terms with that, then we have a great opportunity to let new possibilities come through’[3].

We firmly believe (and appreciate we’re on repeat when we say this) that education and awareness are critical first steps. Having knowledge enables Marketers to build the case for change, both internally and with clients. Clients need agencies who, like Sustainable Marketing agencies, understand the changing operating landscape and the challenges, and who can work with them on taking their businesses forward. But we also need these changes to happen faster and at scale. The goal can’t be who sells the most wins; agencies need to look further ahead and understand the impacts of overconsumption and recognize how sharing economies are growing, the opportunities the circular economy brings, and what Net Zero needs to accomplish, and consider a compelling narrative to build meaningful value creation with clients. Only then will they be able to move away from the traditional consumer story to one that is authentically more sustainable.



Three actions to consider


	1) If you are a Marketer or communications specialist working for an agency, then explore Chapters 11, 33, 48, 49 and 56 for insights and ideas.

	2) Tune in to Episodes 41, 43 and 52 of the Can Marketing Save the Planet? Podcast, where Solitaire Townsend, Gustav Martner and Paul Skinner all position very clearly what the agency of the future needs to consider.

	3) Collaboration is critical to driving change. How as an agency can you use collaborative advantage to address the biggest societal challenges, experiment and bring forth new ideas and behaviours?





Useful resources to explore

Interesting articles and food for thought:


	https://woven.agency/insights/how-marketing-agencies-can-create-a-more-sustainable-future/


	https://www.linkedin.com/pulse/marketing-post-growth-economy-regenerative-future-harrison-plastow/


	https://thesustainableagency.com/blog/best-sustainability-marketing-agencies/
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51: Strategic partnerships come in all different shapes and sizes


What it is

In Chapter 46 we talk about how there are limits to what one organization can achieve alone and the power of using the wisdom of the crowd, strength in numbers and driving collective collaborative advantage.

In this chapter we’ll dive deeper into how strategic partnerships can support and strengthen sustainability agendas and objectives.



Why it matters

Many social impact organizations have started out to solve some of the world’s problems. Think of brands such as Who Gives a Crap (www.whogivesacrap.org), donating 50 per cent of profits to build toilets, or food waste saviours Olio (www.olioex.com), championing the sharing economy and building community alongside eradicating food waste. For such organizations (and there are many), social purpose, often aligned with the UN SDGs, is their raison d’être.

For organizations that are perhaps reversing into purpose, strategically pursuing sustainability yet constrained by weighty infrastructure, policy and processes, strategic partnerships can kick-start, complement, enhance and significantly accelerate impact. Strategic partnerships aren’t an alien concept. Organizations for decades have partnered to enhance technology, product, service and process, to mutual benefit.

When it comes to sustainability, large organizations are partnering with more agile start-ups to support objectives. In a pilot with the Too Good to Go food waste app, people were able to have Unilever brands that were close to their sell-by date delivered directly to their door, cutting costs and food waste. The boxes currently only contain Unilever products, but together, Unilever and Too Good to Go are calling on other food companies to join them, to work to reduce food waste together[1].

Innovation, interdependency and a sense of everyone working on similar goals, aligned with decarbonization and reducing impact, enables significant opportunity for what can be described as ‘unusual partnerships’. In 2015, Sainsbury’s ran a pilot with the Formula 1 developers Williams Advanced Engineering, working in partnership with tech start-up Aerofoil Energy, to develop aerodynamic devices to reduce fridge energy consumption by more than 40 per cent. Since then, the technology has been rolled out across their entire chain. In 2022, Sainsbury’s announced a minimum £5 million partnership investment over the next four years to start-up businesses commercializing innovative, sustainable technologies that look to reduce operational carbon emissions and water usage[2].

Another consideration when it comes to strategic and unusual partnerships are those focused across sectors. We were privileged to sit in on a live RIBA Journal podcast [3], addressing what it will take for the built environment to achieve Net Zero by 2030. What became evident was that many of the challenges faced by architects mirrored those in the marketing and advertising sector. On our podcast we’ve interviewed bodies such as the UK Sustainable Investment and Finance Association (UKSIF) and the Sustainable Restaurant Association (SRA), and again, the challenges remain the same. Collaborating across sectors offers significant opportunity to share resources, methodologies, experience and outcomes, thus reducing duplication of effort and accelerating learning, development and, importantly, impact.



Where to start

When it comes to understanding the role partnerships can play and which competences need to be brought on board, a solid starting point is to undertake a practical gap analysis – assessing where you are right now versus where you want to get to and considering how and which type of partnerships could support in bridging the gap. Learning from others can also inspire ideas. When we interviewed Richard Hagan, CEO of Crystal Doors[4], he told us that learning how others were solving problems, led him to partnerships and alliances, which in turn inspired him to share his learning with clients and other businesses in the community via a dedicated knowledge hub. Speaking to clients, partners, business networks in your community, and exploring how others are tackling sustainability challenges collaboratively, can ignite ideas and may even lead to meaningful partnerships.



Three actions to consider


	1) Are there any industry sector alliances that you could join to become part of a wider solution?

	2) Speak to your clients, partners and suppliers – understand where and whether they are partnering for momentum and to speed up progress and tackle wider challenges. Is there opportunity to join them or indeed join forces?

	3) If you’re part of a large organization, are there opportunities to look at unusual partnerships bringing on board competence or technologies? If you’re a start-up, is there opportunity to approach larger organizations with solutions to support transitions?





Useful resources to explore


	For sustainability collaboration inspirations, this article on Edie.net is dated 2015, but is useful from a partnership ideas perspective. https://www.edie.net/7-sustainability-collaborations-you-would-never-have-imagined/


	Podcast interviews we refer to:

	Episode 25: The Hidden Impact on our Plate, SRA.

	Episode 20: The Role Finance Plays in Moving Towards a Sustainable Future, UKSIF.

	Episode 29: Fighting Food Waste.
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52: Working with NGOs – if you’re serious about sustainability


What it is

Collaboration and partnerships are two key components as we move forward on our journeys and build more sustainable ways of living, working and being. Non-Governmental Organizations (NGOs) are non-profit organizations who operate independently. They aren’t part of any government, and their purpose and focus is, on the whole, aimed at working towards solutions to social and political issues. Examples of high-profile NGOs that may be familiar are the World Wide Fund for Nature (WWF), Greenpeace, Ashoka, Save the Children and the World Economic Forum.

NGOs are ‘classified by 1) orientation – the type of activities an NGO undertakes, such as activities involving human rights, consumer protection, environmentalism, health, or development; and 2) level of operation, which indicates the scale at which an organization works: local, regional, national, or international’[1]. More information can be found at the end of this chapter.



Why it matters

When writing Sustainable Marketing: How to Drive Profits with Purpose, we took a deep dive into why business needs to partner with NGOs. Nearly three years on, The Corporate – NGO Partnerships Barometer 2022 reiterates a lot of those reasons[2]. For corporates, the reasons remain:


	 reputation and credibility;

	 innovation;

	 long-term stability and impact.



For NGOs, the reasons to partner with corporates are as follows:


	 access to funds;

	 long-term stability and impact (increased year on year);

	 access to people and contacts (increased year on year).



The pressure for business to be a catalyst for driving positive change and focusing on the triple bottom line is increasing. While business has the financial power, it is lagging behind in terms of trust, knowledge and know-how. This is where the NGOs come in.

As sustainability is so broad, NGOs are truly valuable partners. They can help to build out sustainable development strategies and plans. They play a role in How do we get there?, both in terms of providing the knowledge and insight, but also in the implementation and measurement.



Where to start

Let’s look at some examples of partnerships which work towards solving challenges around people and planet. Tesco and the WWF[3] have been working together for a number of years and focus on food. Food is linked to so many societal and environmental issues: there’s food waste and the associated greenhouse gas emissions, the spiralling costs of food leading to more people being unable to feed themselves and their families on a regular basis, and the impact to the natural world from sourcing and overproduction. The Tesco and WWF partnership is focusing on all of these areas with specific objectives and measurements set out and a series of educational initiatives to support them.

Arsenal Football Club partners with Save the Children [4], working together for over a decade to provide children with opportunities to learn through education and coaching programmes, as well as safe places to play.

Stella Artois work with Water.org[5]: ‘Since 2015, Stella Artois [a subsidiary of Anheuser-Busch InBev] and Water.org have helped provide access to safe water for more than 3 million people in the developing world. By purchasing limited edition Chalices and other Stella Artois products, consumers were empowered to support our vision.’

The IKEA Foundation works with a number of partners: ‘We work with our partners to find innovative solutions, influence governments and bring about substantial changes in children’s lives’[6].

These partnerships are examples that provide a solid foundation for Marketers, and can be used:


	 To inform sustainability communication strategies.

	 Provide the foundation for ongoing conversation through the objectives, progress and results.

	 Provide a narrative for educating their audiences in relation to challenges both locally and globally.

	 Give a range of content, including the real-life stories which can bring sustainability reports to life, and give them much needed meaning, thus motivating employees to get involved with their organization’s sustainable agenda, and making customers want to engage beyond just the products and/or services.



The shared value between corporates and NGOs has grown and become much more genuine over time; it is no longer a case of one provides the funding and the other gets to use the partnership for PR purposes. Now there is a value in knowledge sharing and an ongoing working relationship, which can deliver innovation and creation of solutions for some of the world’s biggest challenges.



Three actions to consider


	1) Do you partner with an NGO? If so, are you creating engaging content to communicate shared values and objectives to your key stakeholders?

	2) Look for opportunities for your organization to support an NGO – build a business case for it, if possible.

	3) Personally, what products and services could you switch to in your life to support NGOs?






Useful resources to explore


	Four steps to successful long-term collaboration – https://nbs.net/partnering-with-ngos-the-4-keys-to-success/


	Article from 2011 which still stands today – https://www.theguardian.com/sustainable-business/blog/ngos-work-with-businesses-sustainable-change
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53: Working with activists


What it is

We’re living through a momentous time. Activism may be readily associated with headline-hitting disruptive actions, with scenes of people gluing themselves to roads, but activism takes many forms. What’s central is standing up for something you believe in.

Indeed, we consider ourselves marketing activists – our Sustainable Marketer Manifesto[1] is a call to action for Marketers to act responsibly in the pursuit of collective action within the marketing profession. Every time we deliver training, talks and workshops and speak with those outside the Sustainable Marketing echo chamber, we have an opportunity to mobilize education and awareness and encourage collective action.

Braydon King, Professor of Management and Organization at the Kellogg School, has spent most of his career researching the impact of activism on corporations. In the US, 30 per cent of the population have participated in activist or civic activities[2]. In the UK, the number is around 41 per cent[3]. And according to recent Edelman research, 70 per cent of Gen Z-ers are involved in a social or political cause (no surprise there)[4]. And while not all of the 10,000 people surveyed position themselves as fully fledged activists, they are highly socially involved, advocating for causes they believe in through how they spend and earn and being most likely to boycott a product, company or country because of a political, social or environmental stance.



Why it matters

One of the biggest questions when it comes to activism, when we see people taking to the streets expressing discontent, is: Does activism work? Research tells us that the answer to that question is . . . yes. As outlined in the Kellogg study[2], boycotts achieve 25 per cent of concessions from their target, particularly when supported with national media coverage.

We only need to look at history to see how activism has changed policies. The Momentum vs Perfection mini-series on the Outrage + Optimism podcast details a number of examples including the Suffragette movement – and how activist behaviour supports negotiations to drive policy change and pledges[5].

When it comes to reasons for activist effectiveness, what’s interesting is that there is little evidence that protests, boycotts and marches alone convince customers to change behaviour, stop buying products and materially disrupt the organizations they are targeting. However, where activism does make an impact, as Professor King states, is by being an information signal[2]. The noise created, and the exposure of information that people may not ordinarily have been aware of, causes investors, policymakers and the general public to pay attention and take stock. And to this end, the more media attention activists receive, the better. It’s the media attention, particularly when sustained, that causes unrest, reputational threat and risk perception – never great for investor relations.



Why it matters

Brands and organizations care deeply about reputation – it can take years to develop, impacting workplace culture, employee and customer engagement, not to mention investor relations. Social movements, supported by media attention, can quickly change public opinion. Professor King cites a textbook example relating to Nike, where activists targeted the company for use of sweatshop labour (specifically targeting Nike because of their popularity)[2]. Nike recognized the activists not as adversaries but as partners, finding common ground and giving them a seat at the table to help improve both operations and reputation. Conversations on the Outrage + Optimism podcast cite many instances where collaboration and outreach between activists and corporations has been useful for organizations, supporting infrastructural, policy and behaviour change[5].

Activist activity can support those who may not be able to cut through alone, such as green groups, sustainability teams or lonely CSOs. Activism shines a light on the bigger environmental and social issues that people collectively care about and can be the catalyst for necessary shifts, starting internal conversations and increasing the voice of allies within the workplace. To that extent, it’s interesting to connect the sentiment we often receive after workshops or talks. Project leads, who are often sustainability officers, will write: ‘Thank you – you’ve just made my role a lot easier by sharing information and facts about the urgency of the situation and the practical role we all need to play.’



Where to start

Activism is about taking a stand for something you believe in and, as Seth Godin reminds us, getting ‘uncomfortable and inconvenient’, particularly when the risk of doing nothing at all is far greater.

When it comes to activism, there are a number of stances for a Marketer to take. It may be that activism is very much alive and kicking in your sector – for example, in the fossil fuel sector – and movements such as Clean Creatives and Purpose Disruptors exist to support change. Some may say the B Corp movement is a group of activists, committed to business as a force for good. And the same applies to the Better Business Act, a movement committed to driving accountability to people and planet by changing company law.

Then there’s the activist-in-residence position, taking a role to build bridges internally, sometimes with your own team, perhaps bringing activists into the business to share opinion, education and awareness. Or at a more formal level, initiating partnerships, such as McDonald’s working with Greenpeace[6].

Companies can take an active stance, supporting people to engage in movements. For example, Finisterre hosts Sea7, the UK’s first online ocean activist training camp[7]. Patagonia supports and funds bold direct actions focused on root causes of the environmental crisis[8].

Becoming an activist, standing up for something you believe in, finding others, joining a movement, building partnerships or uniting people internally – it all counts, and people power is powerful.

As Margaret Mead put it so powerfully: ‘Never doubt that a small group of thoughtful, committed citizens can change the world; indeed, it’s the only thing that ever has.’



Three actions to consider


	1) Think about the best way to drive an information signal within your business. Where do you need to make some noise – and who can support you in driving shifts?

	2) Review the work of activist or disruptor groups in your sector – in marketing, Clean Creatives, Purpose Disruptors and WeAre8.

	3) Take a personal act of activism. Change where your money is invested. Make My Money Matter – committed to driving necessary change. https://makemymoneymatter.co.uk/







Useful resources to explore


	How to be both an activist and in business – Charmaine Love, TedEx Glasgow, November 2021. https://bcorporation.uk/reinventing-business/by-b-lab-uk/the-activist-business-project-a-year-in-review/



	Great examples working with purpose and a cause:

	Clean Creatives – https://cleancreatives.org/


	Purpose Disruptors – https://www.purposedisruptors.org/about-us


	The Better Business Act – https://betterbusinessact.org/


	Make My Money Matter – https://makemymoneymatter.co.uk/
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54: The intention-action gap – is it real? How to close it


What it is

We’ve all been there – it’s New Year’s Eve, we’re flooded with resolutions and good intentions to get back to a regular gym routine, but when it comes to taking action, on a wintry January evening, it’s all too alluring to bypass the long-term health benefits and opt for the immediate gratification of cosying up on the sofa and catching up on Netflix. When our intentions don’t match our actions, such inconsistency is described in behavioural economics as the Intention-Action Gap.

When it comes to greener, more sustainable choices, many studies tell us that people want to make better choices, but the intention-action gap is often positioned as a chasm rather than a gap. A study reported by Harvard Business Review reveals that 65 per cent of people with positive attitudes towards eco-friendly products and services state they want to buy purpose-driven brands that advocate sustainability, yet only 26 per cent actually do so[1].

And an article titled ‘Actually, Consumers Do Buy Sustainable Products’, detailing extensive research over a five-year period by NYU Stern’s Center for Sustainable Business, reveals that products marketed as sustainable grew 5.6 times faster than those that were not, and in more than 90 per cent of the consumer-packaged goods (CPG) categories, sustainability-marketed products grew faster than their conventional counterparts[2]. Evidence that consumers are indeed voting with their wallets in favour of sustainable brands.



Why it matters

Positioning the intention-action gap as a chasm, with the narrative that people don’t really do what they say they are going to do, has been used by boards, brands and organizations to justify not making products and services more sustainable. Porter Novelli has been tracking and researching attitudes and behaviour change around sustainability for more than two decades. In their recent study, ‘The Gap Between Say and Do’[3], they identified that only 4 per cent of people indicated they were unconcerned about climate change and impact on the planet – the biggest drop in unconcern they’d ever seen – and 84 per cent being extremely or somewhat concerned was the biggest lift. They also found that 26 per cent were willing to make lifestyle changes, a number that is anything but insignificant. Over a quarter of people are making big commitments and major behaviour shifts, such as switching to an electric vehicle, becoming vegan or vegetarian and investing in solar panels.

Their study categorizes five attitudes to sustainable behaviour. At the two ends of the spectrum you have the Can’t (those unwilling to do anything) and the Committed (those already doing, e.g. going vegan) and in between, Casual, Considered and Conscious. This midsection makes up the bulk of people with a collective sentiment: If I knew how, I would deliver. For example, 32 per cent said they would eat less meat if they knew how it helped the planet; 30 per cent would invest in more durable products if they had more information; 38 per cent would throw away fewer products if they knew how to extend the life of the product; 40 per cent would buy products that are better for the planet, if they were more informed.



Where to start

From a communication and marketing perspective, there’s a significant opportunity to cross the chasm from intention to action, by meeting customers where they are at, providing education and awareness to help them understand the crucial role they play in making a positive impact on the planet, and clear instructions on how to play it. What’s key is making this information simple to understand and easy to adopt so that it becomes life as normal. From a marketing perspective, this comes back to price points and incentives, selling the benefits of the choices and making sustainable products accessible, rather than hanging premium pricing on sustainable choices, and offering clear information and explanation as to why the product is better for the planet.

We also need to be mindful of the stage we set. For example, as outlined by Consumers International, we are increasingly relying on e-commerce, a highly convenient platform that alters how consumers think and make decisions in ways that could make the intention-action gap on sustainability wider[4]. Associated with the increased number of product offerings, the ease of comparing prices and increased personalization of e-commerce, there’s the risk that such convenience encourages people to prioritize factors that conflict with sustainability in their decision-making. That said, for Marketers armed with such knowledge, this provides an interesting challenge and opportunity to optimize an online experience which can easily provide information to educate and nudge people towards more sustainable choices.

While brands are innovating and creating more sustainable products, it’s often participation and behaviour change by those consuming the products which fundamentally creates success – and again, this comes back to education and design. For example, P&G created a sustainable laundry detergent formulation that works just as well in cold water. However, if people buying that product don’t actually switch their washing machines to a cold setting, the benefit to planet and any sustainable endeavours is missed. It’s about positioning the benefits, making it clear that switching to a cold setting for a domestic wash not only gets the clothes as clean as they would be on a hot setting (saving money), but there are other co-benefits too such as durability (again saving money and consumption), showing people multiple meaningful reasons to change behaviour and create new habits. And of course, manufacturers working with brands can also encourage better habits and behaviours. When cold water washing detergents become normalized, washing machine settings can be fixed to new defaults – removing any unnecessary choices for a hot wash.



Three actions to consider


	1) Review your product/service communications – are you making it easy and clear for people to get involved and play their part?

	2) Run some customer insights to gain an understanding of the sentiment of your audiences, to better understand how you can be closing the intention-action gap.

	3) Consider if there is opportunity to be better when designing interfaces, price points, incentives, innovations to encourage and prioritize more sustainable choices/behaviour.






Useful resources to explore


	We highly recommend this great podcast where the research team at Porter Novelli talk through The Gap Between Say and Do. https://www.prweek.com/article/1807275/environmental-sustainability-closing-intention-action-gap
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55: The value of social marketing


What it is

Throughout this book we reference marketing’s role in supporting, nudging and encouraging behaviour change. It would therefore be remiss not to provide a chapter on Social Marketing. Not to be confused with social media marketing, the aim of social marketing is to preserve or change how people behave. Social Marketing isn’t about promotion; it’s an approach which draws on psychology, sociology, economics and anthropology to fully understand people and their social values. Philip Kotler defined this as ‘the use of marketing principles and techniques to influence a target audience to voluntarily accept, reject, modify, or abandon a behaviour for the benefit of individuals, groups, or society as a whole’[1].

The primary measure of success for social marketing isn’t financial good, but rather, the social good. And therefore, typically, social marketing is predominantly led by charities, the public sector, governments and NGOs, across areas and causes that impact society at large, such as:


	 Health and well-being – think smoking, drugs, exercise, mental health and obesity.

	 Health and safety – think safe driving, seat belt and drink driving campaigns.

	 Environmental causes – think anti-deforestation, anti-littering, climate action, and social activism.

	 Diversity and inclusion.



A great example is the NHS Blood and Transplant (NHSBT) Missing Type campaign with Engine Group. Awarded Campaign of the Decade by PR Week in 2019, the campaign set about to encourage new blood donors and saw the NHS partnering with one thousand organizations, including central government, and brands who removed the A, O and B, from their signage and branding to bring attention to the missing types of donated blood. This was a successful social marketing campaign, which attracted 30,000 new blood donors in the first week, an eight-time increase on normal numbers[2].



Why it matters

In the Kotler article we cited in Chapter 45, ‘Degrowth – the Case for Constraining Consumption’[3], he continues the narrative around less is more, stating that progress is unlikely to come from commercial Marketers focused on financial returns, but might come from social Marketers – in other words, from Marketers using their skills, creativity, experience and influence to drive responsible behaviour and lifestyles. Kotler reminds us that social Marketers fought the cigarette industry and glamorization of smoking, bringing awareness to the harm caused. And powerful advertising that persuades people they need the latest car, clothing, gadgets and appliances, often ends up doing more harm than good, as people become stressed, unhappy and disillusioned when they can’t afford to keep up with buying and accumulating more goods.

At a time when there is an increasingly urgent responsibility for everyone to make more responsible choices, and deconsume, Marketers need to consider the question that Wim Vermeulen posed on our podcast: ‘Are you part of the solution, or part of the problem?’[4].

In the UK alone, it’s calculated that a third of the UK’s greenhouse gas emission reductions must come from behaviour change – what we eat, how we travel, the energy we use[6]. And globally, the International Energy Agency report[7] states that 55 per cent is linked to choices we make.



Where to start

As Marketers, we’re well aware that simply telling people to change, providing information as to why and then expecting them to do it, is unlikely to work – which brings us back to the nuances of social marketing and the critical aspect of understanding behaviour at a psychological, sociological and economical level, enabling social Marketers to craft an exchange which audiences truly value.

Studies reveal that the concept of the exchange is really important to achieving sustainable behaviour change[5], and this is because most of us, even when presented with all the facts, don’t act in our best interests.

Back in 2011 (but still just as relevant), the Guardian [7] illustrated this point well, sharing several examples, including the UK’s 5 A Day programme, encouraging people to eat five portions of fruit or veg a day. Even after laying out all the benefits, facts and data aligned with reducing critical illnesses, such as heart attacks, cancers and diabetes, researchers discovered that people didn’t change behaviour. Reasons cited related to the exchange being focused on long-term benefits rather than both short-term and long-term, which were preferred by the target audience. The article compares the 5 A Day campaign to a social marketing campaign to residents of Chesapeake Bay, an estuary in the US with increasing pollution levels. Regulation to local industry had driven some reduction in pollution, but years of campaigning to local residents had failed to achieve any behaviour change. A social marketing approach ensued, the focus of the exchange related to the blue crab, a local seafood favourite under threat from the pollution. In order to ‘Save the Crabs – Then Eat ’Em’, residents were asked to change behaviour, fertilizing their lawns in autumn instead of spring, when heavy rains would wash chemicals into the bay and raise pollution levels. It worked. The key takeaway here is that benefits have to be truly valued by the audience to drive sustainable behaviour change. Inform, educate, involve – to compel them to act.

Truly understanding what matters to people is a critical starting point for effective social marketing.



Three actions to consider


	1) Enquire what data, insights and learning you already have about the audiences for which you want to effect behaviour change.

	2) Explore the 12 motivations for encouraging sustainable behaviour – (Brand Genetics below). It may support in how to position effective campaigns and messaging.

	3) Learn from the 5 A Day example. Run a focus group with a sample of your target audience. Determine the exchange that is valuable before taking a programme to the wider audience.






Useful resources to explore


	One of the first books that piqued our interest over two decades ago on cause / social marketing was Brand Spirit: How Cause Related Marketing Builds Brands by Hamish Pringle and Marjorie Thompson. He shares many social marketing campaigns for inspiration. https://www.amazon.co.uk/Brand-Spirit-Related-Marketing-Builds/dp/047198776X


	Brand Genetics have created a useful guide outlining 12 motivations encouraging sustainable behaviours. https://brandgenetics.com/wp-content/uploads/2021/04/Brand-Genetics-12-motivations-for-encouraging-sustainable-behaviour-2.pdf


	The National Social Marketing Centre have frameworks, guides and resources. https://www.thensmc.com/toolkit
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56: The sharing economy – a business opportunity


What it is

The sharing economy is ‘an economic model defined as a peer-to-peer (P2P) based activity of acquiring, providing, or sharing access to goods and services that is often facilitated by a community-based online platform’[1], and it’s on the rise: ‘the total value of the global sharing economy [is] predicted to increase to 600 billion U.S. dollars by 2027, from 113 billion U.S. dollars in 2021, with a compound annual growth (CAGR) of approximately 32 percent’[2]. As well as an opportunity for business, it can also be a catalyst for sustainability.

A wide range of industries have tried and tested the innovative business model, from property rentals and co-working spaces, through to car sharing apps and item swaps. The sharing economy business model supports cost sharing, economic growth, places for others to share their products and services – and, the reason we are writing about it, is a place where communities grow and thrive with a common goal.



Why it matters

The sharing economy has a lot to offer, for both sustainability and marketing. For sustainability it can offer solutions to areas such as overconsumption, waste and the broader impact of delivering well-being for all, as it provides a platform on which to build communities, connection and conversations at local levels. Tessa Clarke, co-founder and CEO of Olio, the ‘free sharing’ app, explained to us that while Olio was created to solve the climate crisis at scale, focusing on the massive problem that is food waste, the reason their communities use it was because of the connection and conversations. Tessa explained, ‘when you listen to our community about why they are motivated to use Olio, and particularly why they keep using Olio, it’s based on two things. One, it feels really good to know that something they have had is going on to have a second life, and the second thing is community connection. Over 40 per cent of our users tells us they have made friends through the app, which helps with the loneliness epidemic, and over 66 per cent of users say that Olio has improved their mental well-being’[3]. Tessa points out that the app is a great example of technology and humanity coming together to solve a big problem.

Sharing, swapping, giving away things and waste reduction sit under circularity, and the experiences delivered by the sharing economy platforms are really effective ways of creating and shaping new behaviours. The communities that grow as a result, share their stories and talk to each other – and this is where Marketers’ ears should be pricking up.



Where to start

The marketing opportunity offered by the sharing economy is a valuable one. It is one that spreads the word in a much more authentic way because it involves people telling their own stories about their experiences – who they met, what they shared and received, and how it made them feel. It’s an ongoing conversation which, as we have said, shapes behaviours and most importantly builds trust. The communities which engage with and grow as a result of these platforms are part of the solution to the bigger, more complex problems they are trying to solve, and by working together, it doesn’t feel as difficult or overwhelming.

The lead message isn’t about sustainability or climate change, it is about something more emotive, and the need to always be broadcasting your message is lower because your growth and engagement comes organically from your communities.

There is a continuous relationship for organizations: Marketers can glean valuable feedback on the product and service and use these to evolve their propositions. The focus moves away from transactional to one of shared value and there is considerable economic opportunity (see above).

Organizations who use this business model and get it right can absolutely live and breathe their purpose. If done well, a sharing economy platform and the communities they create are the answer to the big strategic question: How are we going to get there?



Three actions to consider


	1) Has your organization considered the sharing economy? Is there an opportunity to explore the opportunity?

	2) Sign up to some apps such as Olio and Too Good to Go, where the purpose is rooted in driving positive change for people and planet, yet the focus on community has led to a much stronger, long-term proposition.

	3) Do some research into the sharing economy in your industry. Who is utilizing it? Are there any partnership opportunities you could explore?





Useful resources to explore


	Really useful Sharing Economy Model
https://www.investopedia.com/terms/s/sharing-economy.asp

	One of our favourite Sharing Economy apps – Olio
https://olioapp.com/
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57: Innovation – the key to a more sustainable future


What it is

When we see the words innovation and sustainability, our minds may immediately jump to headline-capturing ideas of new technological developments such as desalination and direct air capture, data centres heating community swimming pools, or greener alternative materials such as seaweed, pineapple leaves or bamboo. And of course, our minds would be correct. But so too is innovation aligned with efficiencies in rethinking business processes, products and services, and circular economy principles such as reduction of waste, reuse of materials that would ordinarily be discarded (such as banana skins to make rum and human waste to power vehicles), and innovative modular design for durability.

As you’ll see below (Useful resources to explore), we humans are highly creative and innovative when it comes to solving some of the world’s biggest problems. The key to progress, particularly in times of climate and economic crisis, is innovation – and there’s opportunity for businesses to analyze and improve each link in their value chain, from extraction, development, delivery, use and returns, right through to end of life.

On our podcast, and when creating content for one of our training programmes, we were fortunate to interview John Grant, author of Greener Marketing. John has been consulting and advising global brands around sustainability for decades, and says that when it comes to sustainability and innovation, ‘It’s a two-way street, innovation can drive sustainability and sustainability can drive innovation.’



Why it matters

Innovation has historically been associated with driving competitive advantage, staying ahead of the market, product diversification or enhancement – sustainability hasn’t necessarily been a driver. However, in a world with fast-moving legislative sustainability targets, scarcer resources and increasing stakeholder appetite and pressure towards doing better for people and planet, innovating around sustainability isn’t just a nice to do, but a must do. And of course, as a by-product, by the very nature of being sustainable, organizations often unlock considerable cost savings and realize new profit centres.

Cisco provides a good example. Rather than scrapping and recycling used machines which were still working perfectly well, they designated the recycling service as a business unit, which grew quickly from 5 per cent to 45 per cent, contributing $100 million to Cisco’s bottom line. At the same time, their recycling costs fell by 40 per cent[1].

There’s also opportunity to go beyond competitive advantage and drive collaborative advantage for the collective good through sustainability innovation. For example, a post on Riverford’s Instagram shows a sustainable packaging solution for berries, tagging in a range of relevant grocers: ‘We’ve spent a long time developing and finding the most sustainable packaging solutions, but we’re not precious about this information. We want to use our knowledge to influence wider change. Supermarkets – we’re here if you want to talk about the alternatives to plastic for fresh produce’[2].



Where to start

Revisiting our conversation with John Grant, organizations need to consider mapping where, when and how to innovate. In his Sustainability and Innovation talk[3], John shares the process of mapping and also of thinking in innovation genres. He talks about hybrid thinking, where there are two benefits from the same thing, such as the hybrid car – the creation of the Prius, or a building using the water pipes not only to distribute water but also for heating. Another genre is less waste, an idea that can be implemented in many areas. Muji created and sold a product made from the offcuts in the spaghetti making process: rather than waste the by-product, they packaged it and sold it. John also shares many examples of waste from one product being turned into valuable input for other products and reused. And indeed we interviewed Kresse Wesling of Elvis & Kresse, circular and B Corp pioneers, and a brand born out of reusing reclaimed fire hoses to make luxury accessories[4].

Another focus is simplifying, removing phases and processes. Muji removed bleach or dyes in the end-to-end manufacturing process; socks are whatever colour the original sources are, and notebooks are natural colours. John covers durability over disposability, and also dematerialization – providing the same product, but with less materials. For example, IKEA removed the backs from furniture designed to sit against a wall – fundamentally providing the same benefits, but using less resource and resulting in lighter shipping. And then of course, there’s opportunity for rental and tapping into the sharing economy, either providing products as services, such as a power tool library, or partnering with those focused on the sharing economy, such as Olio.

Alongside the many opportunities along the value chain, there’s also disruptive innovation, new ways of solving some of the biggest challenges we face, such as food scarcity. As John discusses, (see Useful resources to explore), there are organizations such as Solar Foods taking lessons from NASA, growing proteins from thin air! [5]

When mapping the what to look for, there’s also the where and when to look. And that often requires starting at the design phase from a very human perspective and getting inside the challenge.

Table 1.3 provides a mapping audit discussion exercise:

[image: ]


Finally, test and learn. Testing and learning together can save time, money and accelerate collective impact. As decarbonization becomes increasingly urgent, then, as demonstrated by Riverford, the more open-source, sustainability innovation leadership there is, the better.



Three actions to consider


	1) What’s relevant to your business across the value chain and life cycle? Where could you be innovating?

	2) Listen to John’s talk. What do you need to map? Which route makes sense for your organization to make the most impact?

	3) Consider and discuss internally with team members three areas where you could be innovating.





Useful resources to explore


	Latest Sustainability Innovations For Mother Earth’s Survival 2022, Ecotero
https://ecotero.com/latest-sustainability-innovations/?utm_content=cmp-true

	Tiny Data Centre to Heat Community Swimming Pool. https://www.bbc.co.uk/news/technology-64939558


	Stanford Design School – A collection of open source resources. https://dschool.stanford.edu/resources


	OPEN IDEO – Power of human-centred design in the hands of many. https://www.openideo.com/approach


	Coolest Sustainability Innovations – Be inspired. https://www.eco-business.com/news/the-coolest-sustainability-innovations-of-2021/


	The Great Recovery by The RSA – Lessons for the future – Circularity http://www.greatrecovery.org.uk/


	Sustainability 2.0 – Using sustainability to drive business innovation and growth – Deloitte Insights.

	 https://www2.deloitte.com/us/en/insights/deloitte-review/issue-10/sustainability-2-0-innovation-and-growth-through-sustainability.html


	Earth Shot Prize Winners – https://www.bbc.co.uk/news/world-us-canada-63829126
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58: Can you really serve both the good and the bad?


What it is

We talk in Chapters 7, 9 and 37 about how it is not the norm for organizations to have sustainability embedded into their heart from inception. Most reverse into sustainability due to regulation, stakeholder pressure or moral compass – or a blend of factors.

A number of brands and organizations share commitments to do better by creating pledges, labels and statements about their sustainable endeavours. They juggle priorities while transitioning, evidence a commitment to doing better – and at the same time, they continue with business as usual. From a transparency perspective, this leads to the question: Can the claims, labels and commitments be trusted? And: Does it do more harm than good?

Let’s take the fashion industry. From a sustainability perspective, and indeed a green claims perspective, there’s a lot of continued attention on the sector – and for good reason. The industry accounts for 8–10 per cent of global carbon emissions, using more energy than both the aviation and shipping industry combined, nearly 20 per cent of wastewater and around 70 million barrels of oil a year (you may want to read that again)[1]. The impact is sizeable: greenwashing claims potentially run riot with the willingness of fashion chains to evidence they’re doing better, some creating questionable sustainable labels and then discontinuing them, including Zara’s Join Life, H&M’s Conscious Choice, Zalando’s Sustainability tag and ASOS’s Responsible Edit [2]. Some brands are embracing circularity and jumping into the second-hand market, which at first sight may seem progressive – but rather than halting impact and slowing production as they test or commit to new endeavours, they continue to churn out new ranges at the usual fast pace.

This begs the question: Is it enough to skirt around the edges – posturing a more sustainable position while not fully addressing the elephant in the room relating to sustained levels of production and associated impact?



Why it matters

Coming back to the powerful issues of trust and transparency (Chapter 17), if an organization is positioning themselves as doing better, advancing into more sustainable territory and yet, at the same time, is continuing with business as usual, rather than making genuine bold leaps to reduce impact, is this perceived by audiences as smoke and mirrors rather than progressive action? Clearly, turning the tankers is complex. Bold moves such as halting or transforming manufacturing processes, pausing production, implementing systems change are all activities that signal the Grim Reaper and certain death to lifeblood revenue streams.

However, when it comes to communication, important factors that provide clarity and keep hearts and minds open include commitments and messaging transparency around progress, as well as the why. However, the aspects of accountability and the and are often missing. For example, ‘We’re going to open up secondhand and slow down production of new – and here’s how, and this is the plan and progress; ‘We’re using carbon labelling and phasing out poorly rated products – and here’s how and this is the plan and progress.’

In Chapter 88 we discuss carbon labelling, as it becomes more mainstream supporting people with purchase decisions. Let’s consider the label ratings from A to F, where A is rated as sustainability excellence and F is in the red alert bracket. Coming back to the carbon impact elephant in the room, the question is how can red E/F-rated products and services still be a thing? The red ratings shine a light on products and services which do more harm, signalling to consumers to make better choices. However, this puts the onus on the demand side – and begs the question, Why are organizations producing those red alert products and services, and able to carry on regardless of impact?



Where to start


Can you really serve the good and the bad? This is a question all Marketers should assess to better understand what’s happening around sustainability claims, transitions and priorities within the organizations they serve. As we discussed in Chapter 23, transitioning to sustainability and decarbonization is a challenge of our times, and we are almost a third of the way through this critical decisive decade. Bold decisions and transformative leaps are required.

Research from the Chartered Institute of Marketing (CIM), revealed that 49 per cent of Marketers are wary about sustainability claims and campaigns due to the fear of their company or clients being accused of greenwashing[3]. This again feeds into the necessity for transparency and trust both within and across teams, and for Marketers to get to grips with the detail. If organizations are doing better and yet continuing with business as usual, what’s the plan to downscale the latter and increase the former? How and where can brands and organizations be more transparent and communicate with clarity around what is being progressed? To overcome the fear of greenwashing, we need to ensure that we’re clear and confident around the position and progress – so we can support a transparent and trustworthy narrative.



Three actions to consider


	1) Audit the sustainability programmes being progressed internally. Consider the elephant in the room when it comes to serving both the good and the bad.

	2) Understand how sustainability programmes are prioritized in line with business as usual endeavours. Are you talking about both?

	3) Assess your external communications – is there clarity and transparency on the aspect of and?





Useful resources to explore


	Fast Fashion Facts – Earth.org. https://earth.org/fast-fashion-facts/


	Fast Fashion – How clothes are linked to Climate Change – BBC. https://www.bbc.co.uk/news/science-environment-60382624


	Shocking Facts about Fast Fashion – Oxfam https://www.oxfam.org.uk/oxfam-in-action/oxfam-blog/new-shocking-facts-about-the-impact-of-fast-fashion-on-our-climate/
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59: Supply chain partners – why they matter


What it is

Depending on the size and scale of a business, as well as the sector and territories where it operates, supply chains can be a complex system of partnerships. Globalization over decades has been a key driver of the necessity for organizations to build effective supply chains – acting as an extension of the workforce and critical to business success.

The endeavour of getting the right suppliers, doing the right things, at the right time, creating an effective supply chain has been a means of competitive advantage, supporting the business by minimizing costs, waste and time across production and delivery.

When it comes to sustainability, then, given the strength of such interdependencies and critical partnerships, it’s important that organizations understand the credentials, policies and processes of their suppliers – covering ethical values, fair labour, anti-corruption and, of course, increasingly urgent environmental commitments and progress.



Why it matters

Aligned with decarbonization towards Net Zero, it’s estimated that supply chains hold the biggest opportunity in terms of Scope 3, being responsible for more than 70 per cent of carbon emissions (as previously noted)[1]. Jump back to Chapter 26 for detail on all the Scopes, but in the context of the supply chain, let’s remind ourselves of Scope 3:


Emissions created by all other activities outside of those you own or control that create greenhouse gas emissions. This Scope makes up the bulk of an organization’s carbon impact (in service industries, aligned with supply of purchased goods and services, this may be as high as 95 per cent or even higher!). This Scope considers business travel, waste, employee commutes, water use and all goods and services purchased to make products or carry out services (upstream) and (downstream). Considering what happens to a product after it has been taken to market and used by a customer. For some organizations, the actions of the user of the product or service impacts Scope 3 emissions too – for example, when a technology retailer sells a laptop to a customer, the retailer is responsible for the energy used to charge the laptop, and all emissions resulting from its disposure at the end of its life.[2]



When developing course material for some of our trainings, we interviewed Dr Alireza Chokri, Associate Professor of Operations and Supply Chain Management at Northumbria University. We were specifically keen to understand the role marketing plays aligned with supply chains. Dr Chokri shared a simple analogy: ‘the supply chain is like the blood vessels in a body, carrying vital resources to necessary organs; if anything gets stuck in those vessels, then it causes a stroke, a major disruption and the whole system becomes challenged.’

He referred to the role Marketers play as the eyes and ears of that body – looking, listening, receiving information from the landscape and customers, and communicating and ensuring that the messages and narrative communicated to the outside world about the sustainability and environmental credentials of products and services delivered by the organization (including upstream and downstream in the supply chain) are indeed factual and accurate, ensuring organizations steer clear of greenwashing.



Where to start

While we’re not advocating that Marketers take charge of managing the supply chain or become experts in this complex and specialist area, we are encouraging Marketers to at least understand the complexities and gain an understanding of cradle to grave life cycle assessments: where and how suppliers feature in the process, and rigour around codes of conduct to ensure environmental claims and claims around Net Zero targets are validated and substantiated, end to end. It’s less about the doing than about being educated and aware to have the confidence to check in with relevant colleagues to get a comprehensive understanding of progress and story.

It’s likely that with the complexities and a necessary collaborative approach to the development and management of the supply chain, there may be some powerful stories for Marketers to uncover and lead proactive conversation and communication which demonstrate transparency and progress – innovation in green design, sustainability planning, ethical education and training programmes for supplier communities, building new global partnerships or bringing on local suppliers and investment in technology.

And, at a time when people are growing increasingly conscious about what they consume, having transparency across the supply chain supports a trusted narrative to attract more conscious consumers. Being thorough when it comes to sustainable and ethical practice with partners in the supply chain is something brands and organizations can celebrate and talk about.



Three actions to consider


	1) While you are unlikely to be involved with management and procurement of suppliers, it’s important you’re aware of process and rigour to mitigate greenwashing and preserve brand reputation. Become literate around Life Cycle Assessments – cradle to grave understanding of products and services. What do you need to know? Who can you talk to?

	2) Get an understanding of your organization’s Scope 3 emissions and related carbon crunching activities. These can be great stories to communicate both internally and externally.

	3) Is there a supplier code of conduct integrated into contracts? Sense-check this aligns with the UK’s Green Claims Code and any other territory legislation around green/environmental claims.





Useful resources to explore


	UN Global Impact have a series of resources: Support for SME Suppliers, Traceability Guide and Supply Chain Sustainability Report. https://unglobalcompact.org/what-is-gc/our-work/supply-chain/


	Eco Chain’s Complete Beginner’s Guide to Life Cycle Assessment (LCA) – We like how this is broken down and comprehensive. https://ecochain.com/knowledge/life-cycle-assessment-lca-guide/


	Carrefour Commits Its Suppliers to Reduce Carbon Emissions of Products Solve by 20 Megatons by 2030. https://www.carrefour.com/en/news/carrefour20megatons


	Making Supply-Chain Decarbonization Happen, McKinsey & Co, Spiller, P, 14 June 2021. https://www.mckinsey.com/capabilities/operations/our-insights/making-supply-chain-decarbonization-happen
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60: Starting with waste – make reducing waste a priority


What it is

Waste comes in many forms, but if you were to ask people for their thoughts on waste and the environment, many have probably been shaped by the BBC production of Blue Planet II[1]. The series came out in 2017, and David Attenborough presented the devastating impact plastic waste is having on the world’s oceans. Now six years since Blue Planet II, it’s worth pointing out that the problem hasn’t improved; in fact, it has worsened[2]. The quantity of plastic used and waste generated are both increasing, and the amount of end-of-life plastics in the oceans has been predicted to triple between 2015 and 2025.

While plastic is probably the most high-profile of the environmental waste issues, the issue of waste as a whole is something that we cannot and should not ignore. Human activity – from the products we consume to how we move about and carry out everyday activities – has reached a point where we are running out of space. Waste from fashion, food, e-waste, digital waste, water, energy and excessive emissions have all reached catastrophic levels, and our culture of instant gratification and expectation of need it, want it, have it has in many ways shaped our total lack of consideration for waste.



Why it matters

Waste matters for a number of reasons, the most obvious being that the majority of our waste is not recyclable or recycled (less than 20 per cent globally each year in fact[3]). We are running out of landfill space, and it is estimated that, ‘by 2050, worldwide municipal solid waste generation is expected to have increased by roughly 70 percent to 3.4 billion metric tons’[4]. The majority of wealthy countries are also shipping their waste to developing countries. In Indonesia, ‘7,000 tons of trash arrives daily at a landfill more than 200 football fields wide and over 15 stories high’[5] (you may want to read that again). Landfills release methane which is 84 times more powerful in trapping heat than carbon dioxide and has caused about 30 per cent of global warming to date[6], and incineration releases carbon dioxide, which also adds to the climate change crisis. And this is only a top line summary. When you go into the detail (see Useful resources to explore), what we are doing is truly terrifying.

On a macro level, waste is destroying our land, oceans and air. It displaces entire communities from their homes and destroys animals, sea life and nature. It is a problem, and one which is compounded by our obsession with mindless consumption (see more articles in Useful resources to explore). On a micro level we waste money, time and effort as businesses producing and selling things to people who don’t need or even use them. The opportunity to save costs and be more efficient is there to be rethought and reengineered.



Where to start

Where to start indeed? If we were going to be brutal (and we could argue that we are way past the point of gentle persuasion), then we should have already banned any single-use items for which we have reusable options. Plates, cutlery, straws, coffee cups (2.5 billion disposable coffee cups are binned each year in the UK alone [7]), party bags, wet wipes, cotton buds . . . the list is endless. Sadly, such drastic action takes a long time to happen. So, where should the responsibility sit when it comes to the end of life for products and where can we as Marketers start to make a difference? How does waste make it onto the strategy?

Circularity also offers solutions, as discussed in Chapters 11 and 12. Assessing and taking responsibility for our product life cycles, and understanding how they are used and where they go once purchased, is important information for Marketers. This can lead to more strategic level thinking and conversations about:


	 Production efficiency – saving costs.

	 Circularity – new services to retain customers and open up new revenue streams.

	 Different approaches in the positioning and communications strategy, which could also improve brand reputation if genuine (greenwash alert!).



Behavioural change is important and campaigns are an effective way to influence and educate if planned and implemented with the problem of waste being the genuine focus. Examples of such campaigns include:


	 Hellmann’s ‘Cook Clever, Waste Less’ campaign and initiative[8] with high profile advocates, a dedicated website (see References) packed with recipes, weekly tips to make cooking simple and, most importantly, behaviours which we need to adopt if we are to tackle food waste.

	 Curry’s ‘Long Live your Tech’[9] campaign, which raises awareness of e-waste and introduces customers to circularity with options to trade in and repair their products or return for recycling.



Waste can’t always be someone else’s problem, it falls to everyone – especially those who benefit – to start taking the issue more responsibly.



Three actions to consider


	1) Start to look at the waste associated with your industry, products and the behaviours once purchased.

	2) Look at what other organizations are doing in relation to tackling/reducing waste.

	3) From an internal perspective look at your own organizational attitude and behaviours around waste. Is it a priority, are steps being taken to reduce waste in the office, digitally or operationally? Get it on the strategic agenda. After all, waste can build capital.





Useful resources to explore

The following facts and statistics are real and we are all responsible. This is why we need behavioural change:


	https://www.earthday.org/how-our-trash-impacts-the-environment/


	https://www.globalcitizen.org/en/content/global-waste-facts-plastic-fashion-food/


	https://friendsoftheearth.uk/sustainable-living/all-you-need-know-about-waste-and-recycling


	https://www.cleanup.org.au/factsheets


	 On a personal level – how you can start the initiative to reduce waste in the workplace – https://www.edie.net/zero-waste-top-20-tips-to-reduce-waste-in-the-workplace/







References


	1 BBC iPlayer 2017. https://www.bbc.co.uk/programmes/p04tjbtx


	2 Has Blue Planet II had an impact on plastic pollution? April 2019 – https://www.sciencefocus.com/nature/has-blue-planet-ii-had-an-impact-on-plastic-pollution/


	3 , 4 Global waste generation – statistics & facts Ian Tiseo – February 2023. https://www.statista.com/topics/4983/waste-generation-worldwide/#topicOverview


	5 7  Genuinely Shocking Facts About Our Global Waste Problem, Kate Nakamura, December 2021. https://www.globalcitizen.org/en/content/global-waste-facts-plastic-fashion-food/


	6 Cutting methane emissions is quickest way to slow global heating – UN report, Damian Carrington – May 2021. https://www.theguardian.com/environment/2021/may/06/cut-methane-emissions-rapidly-fight-climate-disasters-un-report-greenhouse-gas-global-heating


	7 Friends of the Earth website – https://friendsoftheearth.uk/sustainable-living/all-you-need-know-about-waste-and-recycling


	8 Cook Clever, Waste Less website – https://www.hellmanns.com/uk/cook-clever-waste-less.html


	9 Curry’s launches new ‘Long Live Your Tech’ customer commitment as UK faces growing e-waste problem – March 2022. https://www.currysplc.com/news-media/press-releases/2022/currys-launches-new-long-live-your-tech-customer-commitment-as-uk-faces-growing-e-waste-problem/









61: The importance of education and continual learning


What it is

Education and awareness is our mantra at Can Marketing Save the Planet?. The idea and practice of continuous learning fully aligns with our values; it’s why we podcast, write, train, talk . . . Never stop learning is our reality.

As Marketers, we’re familiar with ongoing training and learning. Continuous Professional Development (CPD) is essential for Marketers to evolve and keep pace with innovation, the landscape where we operate and changing sentiment of hearts and minds.

Staying on top of developments in the sustainability arena is no easy task. There are many moving parts. However, unlike many other areas of professional development, the question of sustainability, the environment, the world we live in, the climate crisis, the survival of humanity is personal. No real surprise, then, that when it comes to sustainability training and education, more than half of workers in the UK feel that their company’s climate action impacts their job satisfaction, one in ten being ready to leave for a position that offers sustainability-related training[1].

Indeed, due to increased demands around climate action from both employees and clients, organizations are listening and responding to demand by creating internal learning and development programmes, focused on growing competence and supporting the wider sustainability strategy. In September 2022, Deloitte launched their first Global Sustainability and Climate Learning Week, where they introduced a training programme focused on increasing the sustainability, climate knowledge and skills of approximately 415,000 people across the business[2]. As discussed in Chapter 42, many organizations embed Carbon Literacy training for employee engagement and onboarding, with some creating industry toolkits to roll out across the sector.



Why it matters

Considering our own personal development and from first-hand experience delivering training programmes to individuals and teams, we know that once you’re on the learning journey around sustainability, you just want to keep going. Not only is there so much to learn, but it’s hugely eye-opening and deeply personal. As we often say, ‘Once you see something, you can’t unsee it’ – and so the natural trajectory is to keep on learning. From a business perspective, given the interconnectedness of the subject, learning about sustainability also challenges Marketers to get out of their siloed thinking to become more fully embodied across the business. Take Life Cycle Assessments, as discussed with Oliver Bealby-Wright from Consumers International on our podcast: ‘Marketers need to get into the nitty gritty and learn about life cycle assessments and how they are used, their limitations and their advantages. It might seem boring – but it’s really, really important’[3]. Not a standard remit for Marketers, but in terms of sustainability, understanding and connecting the cradle to grave dots, it’s one that supports a more in-depth overview of business processes. It presents opportunity to collaborate with other stakeholders across the value chain, better understand and co-create efficiencies, learn about innovation, and feedback changing sentiment to create values-aligned narratives that are meaningful. As laid out in our Introduction, Marketers sit both inside and outside the organization – and so once educated and aware, they are able to better support the business strategically, operationally and from a brand, story and values alignment.

From a collective business perspective, cascading sustainability throughout an organization often falls apart due to internal hidden enemies. Capgemini research outlines four key hidden enemies: Structure and Governance, Processes and Metrics, Culture and Leadership and Methods and Skills[4]. The latter, Methods and Skills, focuses on the critical requirement of education. The article outlines establishing an organizational mesh to percolate sustainability through all business units, creating cross-functional communities that continuously learn and develop together.



Where to start

When driving education and awareness within an organization, consider the call to action of ‘establishing an organizational mesh to percolate sustainability through all business units’ [4]. If it’s easy to bring everyone into one room periodically to talk about what you’re all doing – great. For many organizations, though, that’s challenging – and so using technology to create a central, easily accessible sustainability hub can be a practical starting point.

From our experience of sustainability and working with organizations, there are typically many moving parts and keeping everyone on the same page is challenging. Common feedback from the majority of in-house workshops we’ve run, when bringing various internal stakeholders together, is: ‘I did not know we were doing that.’

The sustainability hub could be housed on the intranet, Slack or even a WhatsApp group. A central point for internal teams to learn, share, engage, connect, seek and find – and of course, content can be regularly mobilized and pushed out periodically via alerts, email or newsletter format.

Another tactic is to assign a team of sustainability champions – a community of cross-functional ambassadors tasked with driving education and awareness internally and perhaps even extending knowledge and expertise externally to support partners and clients.

There are a number of great resources that can be brought into the hub, so do some digging around and speak to others. We have our Learning Zone (see below, Useful resources to explore) and we continuously add to it. We’ve also gamified it, adding points to resources. We’ve had hundreds of Marketers (and non-Marketers) take our 100 Points Challenge – indeed many organizations have embraced it as a starting point for their teams. It’s simple, free and easy to engage with. So . . . you’re welcome to dive in.



Three actions to consider


	1) Create a sustainability hub for team members. Consider the best medium. Discuss and co-create something that works, is simple and resourced effectively to drive engagement, education and awareness.

	2) Keep your own learning going – take the 100 Point Challenge – and perhaps roll it out through the organization.

	3) Find out about the training/education agenda/appetite for sustainability across the organization. Liaise with HR teams – where can this be included? Is there opportunity to embed Carbon Literacy or a Sustainability Programme as part of onboarding or employee engagement programmes?






Useful Resources


	We love Edie.net – subscribe to their daily alerts. https://www.edie.net/


	Learning Zone – Dive in, it’s all free. https://www.canmarketingsavetheplanet.com/learningzone
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PART 4

TACTICS








62: Internal collaboration (employees) – an absolute must


What it is

In Parts 1 and 3 we talk about the importance of customer as a key stakeholder. Now in this section on Tactics, let’s revisit the importance of collaborating with employees and engaging them with the organization’s sustainability strategy, take a look at what others are doing for inspiration, and consider the role marketing plays.



Why it matters

As we’ve discussed previously, engaged employees are happier and more productive and as employee concerns around climate, wider environmental and societal issues increase, there’s significant opportunity for organizations to tap into the wisdom and passion of their employees. Across most organizations there will no doubt be cohorts who are personally more engaged with and passionate about climate change, environmental and societal issues. Some may be keen to lead on these endeavours, creating green teams and sustainability working groups. However, when it comes to making sustainability business as usual, there’s opportunity to make each and every employee a sustainability champion.



Where to start

While leadership is key to embedding and driving a sustainability strategy (and we dive deeper into that in Chapter 38), it’s not enough to only have sustainability champions at the top. They need to be cultivated at all levels, disciplines and geographies of the organization. We were particularly inspired to read about Unilever’s 3+1 plan[1]. Having defined their strategy, it was communicated across the organization and then, in order to engage employees, all 170,000 were asked to align by writing a 3+1 plan for themselves – three business goals tied to the central strategy, and one personal area to work on. The plan wasn’t just a nice to have but was aligned with accountability targets as part of employee performance reviews. As a result of this, 76 per cent of Unilever’s employees feel their role at work enables them to contribute to delivering the sustainability agenda, and about half of all new employees entering the company from university cite Unilever’s ethical and sustainability policies as the primary reason for wanting to join the company[2]. It’s a great example of the impact of effectively communicating the strategy, empowering people to engage and offering accountability to drive implementation, action and momentum.

The power of co-creating solutions with your employees shouldn’t be underestimated. For example, at Marks & Spencer an employee’s idea that received support from the board and achieved great success was to host recycling boxes for clothes in its stores which provide income for Oxfam. It’s a great example of building relevant partnerships, but also getting customers involved with the sustainability agenda too.

Another key way to engage employees around sustainability strategy is through upskilling them. In a UK study, more than half of workers felt that their company’s climate action impacts their job satisfaction, with one in ten ready to leave for a position that offers sustainability training[3]. We spoke to Christos Tsaprounis, People & Culture Leader at AutoTrader, exploring the alignment of sustainability strategy and people engagement (see Useful resources to explore) and discussing how Carbon Literacy training is now firmly part of employee engagement and onboarding. What’s interesting is that this initiative was introduced to the business by two enthusiastic employees who had taken the training independently, started a sustainability group which gathered momentum and has now become business as usual, with over 50 per cent of employees certified Carbon Literate[4]. Similarly, a recent podcast conversation with Simon Dawes, Head of Net Zero and Circular Economy for the Environment Agency, explored the practicalities of their approach to employee engagement via Carbon Literacy Training, with over 9,000 of their employees now certified [5]. Another story of inspiration is that of Salesforce – again, initially a small green team cohort gathered to share their passions around the environment and sustainability – and just a few years later, Earthforce (the formal name of their green team), is 9,000+ employees strong and driving incredible impact[6].

Regardless of the size or scale of your organization, whether you are developing your own internal education and awareness programmes, or building in programmes such as Carbon Literacy, what’s critical is effective communication. It’s not enough to have a sustainability strategy that lives in a document, on a website, and in an annual report 100+ pages long (that few employees engage with). If we think about key stakeholders – employees, customers, investors – they are all looking for different aspects when it comes to your sustainability strategy. So are you talking to each group in a way that aligns with them – or lumping everything together?

Any strategy to be successful needs buy-in, it needs to be mobilized and brought to life. Engaging your employees means involving them in the process, empowering them to share ideas and giving them a role to play.

From a marketing perspective, it also involves communication. Communicating the strategy coherently and the wins and progress. It’s important to celebrate success when goals are reached: keeping visibility high on all you are doing reinforces the idea that achievements in sustainability are meaningful for the organization, that progress is being made, and that employees can understand how their efforts and organizational efforts are playing out, inspired by knowing they’re making a meaningful difference every day they’re at work.



Three actions to consider


	1) When it comes to sustainability strategy and plans – are you communicating or purely broadcasting? Communication is a two-way conversation, listening and involving others, hearing their views. Are you making space to hear from and engage employees to share ideas and co-create solutions, or purely delivering a plan in which they have no involvement? Consider your approach and how you can get them more involved.

	2) What’s being communicated? Review how you communicate sustainability internally. Is your progress being regularly reported in a way that resonates with employees?

	3) Is there scope to engage your employees by upskilling them and bringing education and awareness around sustainability/climate? How can you enable everyone to play their part in becoming a sustainability champion?






Useful resources to explore


	Project Drawdown have created some really useful Job Function Action Guides that outline how every employee has a role to play. See here: https://www.drawdown.org/programs/drawdown-labs/job-function-action-guides
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63: External collaboration – bringing your customers with you


What it is

As outlined in earlier chapters, customers are key stakeholders, and as we’ve evidenced, there is an increasing appetite from customers to play their part in creating more sustainable lifestyles and ultimately a better future for all.

Keeping pace with the changing needs, sentiment, desires and appetites of our key stakeholders is an important remit for Marketers. It enables us to create values alignment and also value creation for the business through product and service innovation. As Sustainable Marketers we need to be posing the question: ‘How can we involve our customers in our sustainability endeavours?’ When we do, it opens up the opportunity for us to creatively engage, giving them a role to play in supporting the organization’s overarching sustainability objectives. It’s a win-win scenario.

The organization drives sustainability, and in doing so, fulfils customer needs to do better, thus creating brand loyalty, happy customers and a wider positive impact.



Why it matters

A study by Media Bounty, ‘Beyond the Climate Bubble – How to Grow the Market for the Products and Services the World Needs’, found that 14 per cent of audiences are very engaged in climate issues, 17 per cent are not engaged, and are unlikely to be convinced to get engaged – and that the majority, the 69 per cent middle segment (referred to as The Persuadables – or sometimes the Moveable Middle), believe climate change is happening and agree that taking action will benefit them[1]. If you consider your audiences through this lens, there is significant opportunity to be engaging your customers and bringing them with you on your sustainability journey.

Let’s take a look at illustration 1.6 – an adaptation of the 7 Ps of Marketing (we’ll dive deeper into this in the next chapter). We’ve broadened the considerations to create a responsible Sustainable Marketing lens. As you can see, this adaptation poses a whole new set of questions. For example, if we look at Product, you can see some of the typical considerations, but this model incorporates the Sustainable Marketing lens, and raises questions around end of life, circularity, packaging and the role of the customer.

When we design products and services with these questions front of mind, we are led to consider the role the customer plays. Could they return the packaging, or perhaps reuse it for something else? Could the product be refilled, reused or reshared? And when it comes to pricing, can we reward customers for taking more ownership and responsibility? For example, is there opportunity to offer variable pricing if they use less resources? If they return packaging, can they be rewarded in some way, such as points on a loyalty card or money off future purchases – encouraging responsible behaviour and consumption?

In IBM’s recent ‘Consumers Want it All’ research findings, they identify that purpose-driven consumers have overtaken value-driven consumers as the largest segment of the population[2]. They seek products and brands that align with their values and provide health and wellness benefits. They’re willing to change their shopping habits to reduce environmental impact and they care about sustainability and recycling: ‘Brands and retailers must identify what their customers want most and find authentic ways to deliver. They may need to transform their entire operating models to stay relevant—and those that don’t adapt risk getting dropped.’

[image: ]

Illustration 1.6



Where to start

To inspire and ignite your thinking, let’s look at some of the practical ways brands and organizations are bringing their customers with them on their sustainability endeavours. Retailer Boots has introduced a scheme called Recycle & Get Rewarded![3] and is aimed at hard to recycle beauty, healthcare and wellness products that cannot be put in home/kerbside recycling. Customers register, then scan returns and are rewarded by earning advantage loyalty points. Not only is Boots encouraging customers to support recycling, but at the same time, it is using the scheme to educate customers around recycling generally as well as offering a platform to communicate wider organizational sustainability activities.

Another great example is social impact organization Who Gives a Crap (www.whogivesacrap.org). Their feel-good products, where 50 per cent of profits go towards building toilets, include 100 per cent recycled and bamboo toilet paper, and in their packaging and communications, they bring education and awareness to their customers, advising them of the impact they are supporting and also encouraging them to reuse the packaging and share their creative uses. (Check out their Instagram account for inspiration.)



Three actions to consider


	1) Review all your communication touchpoints and consider how you are communicating sustainability to your customers.


	2) Review the 7 Ps Sustainable Marketing model (see p.168 and question how your customers can become part of your sustainability journey to create shared value and purpose alignment.

	3) Learn from others – review a number of social impact websites (B Corp certified companies are often a good place to start), researching how they are communicating sustainability and what resonates for you.





Useful resources to explore


	Check out this research from Brand Genetics, ‘12 Motivations for Encouraging Sustainable Behaviour. https://brandgenetics.com/wp-content/uploads/2021/04/Brand-Genetics-12-motivations-for-encouraging-sustainable-behaviour-2.pdf
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64: Rethinking the 7 Ps through a Sustainable Marketing lens


What it is

Any Marketer who’s gone through any form of academic marketing education, will be familiar with the marketing mix. This was constructed in the 1950s, and by the ’60s embodied the 4 Ps – Product, Place, Promotion and Price. Jump to the ’80s, and as academics recognized that businesses had become more service-oriented, the 4 Ps evolved to the 7 Ps, adding People, Process and Physical Evidence. In the ’80s and ’90s, a number of academics were concerned that the 7 Ps didn’t consider the external landscape enough – and so the 5 Cs were introduced to marketing academia: Customer, Company, Competition, Collaborators and Climate (the social, political and economic context). Regardless of shifts – 4 Ps, 7 Ps, 5 Cs (the 5 Cs closely align with PEST Analysis[1]) – the essence remained: these are tools for Marketers to assess aspects of the marketing mix and landscape to support the development of strategy and planning to achieve the fundamental outcome of ‘developing the “right” product and making it available at the “right” place with the “right” promotion and at the “right” price, to satisfy target consumers while meeting the objectives of the business’[2].



Why it matters

As is evident from the ’50s to date, things change. Models evolve, technologies and methodologies advance, education and awareness progress and landscapes change. As we discussed in the Introduction of this book and throughout Part 1, it’s imperative that Marketers also evolve – keep pace with education, awareness and the landscapes in which they operate. So when it comes to academia and tools and models for strategic development and planning, we need to sense-check that models which have lasted the test of time are still fit for purpose and not too myopic.



Where to start

To that end, as introduced in the last chapter, we’ve evolved the traditional 7 Ps of Marketing into the 7 Ps of Sustainable Marketing – stretching the model out to consider a more responsible lens (see illustration 1.6 on p.168).

While the responsible lens we’ve added is by no means prescriptive, even in its current format, it does start to raise a whole new set of questions.

For example, let’s take Price. Typically, Marketers may be focused on a number of considerations, such as competitive pricing, added value, loss leader tactics, promotional pricing, early birds, discounts. However, if we consider Price through a broader, Sustainable Marketing lens, then Marketers need to be asking questions around ethical pricing, squeezing the supply chain, regulation, irresponsible consumption and transparency. This includes the following questions: Is this pricing strategy squeezing the supply chain too hard? Are we driving unethical behaviour in the chain? Are we supporting fair wages? Can we be more transparent about pricing? Are we facilitating irresponsible consumption?

If we take another P, Promotion, then again, stretching wider into the Sustainable Marketing lens, a new set of questions arise. Marketers have to consider the claims they are making as part of their promotions: Could they be misconstrued as greenwashing? Are campaigns driving irresponsible consumption or positive behaviour change? In Chapter 80, you’ll see how the model can be adapted across a marketing activity. Applying the Sustainable Marketing lens, taking a responsible approach to what and how we market, creates a whole new set of questions and considerations.

The other aspect highlighted by the model is the critical role played by Marketers across the value chain of the business. Marketing can’t be done in a silo. This goes back again to the Introduction of this book and how marketing sits both inside and outside the organization. Like fascia within the body, it is the interconnective tissue of brand, purpose, values, customer, competitor, landscape, sentiment, analysis – working across the business to understand product development and innovations, to share insights, to support awareness and education internally. And to that endeavour, it means that Marketers need to remain curious, courageous and – to reiterate what Seth Godin told us – ‘get uncomfortable and inconvenient’.

We particularly like the way Seth expressed this: ‘Marketers have to become a bit more of a pain in the backside within their organization – not just doing, but foremost questioning.’ Have we got this covered? Have we thought of this? Are we considering the wider issues? Are we looking at what our competitors are doing? How are we considering more sustainable endeavours? Have we asked our audiences what they think? So many questions – too many to list – but inconvenient questions that need to be asked. And through education and awareness, Marketers grow the confidence and competence to ask them and support shared, sustainable, value creation across the business.



Three actions to consider


	1) Review our Sustainable Marketer 7 Ps model – bring together relevant team members to discuss the approach your current marketing activity takes.

	2) Get others from across the business involved. Packaging development, R & D, product development, supply chain, facilities – explore the model and ask questions.

	3) Create your own set of responsible marketing questions – what’s relevant to your business, product, service? Are you asking all the right questions?





Useful resources to explore


	Revisit Seth Godin’s conversation with us on the podcast, Episode 44.

	Visit our Models section on our website – you’ll find the 7 Ps and also our Inside Out – and also our Sustainable Marketer Action Plan there too. https://www.canmarketingsavetheplanet.com/sustainable-marketing-models
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65: Sustainable investing – do you consider your options?


What it is

Investors everywhere are standing up for sustainability[1]. Scottish Widows called on pension funds and providers to deliver ‘more investment in “nature-positive” assets’[2]; New York City pension leaders announced they were going to seek emissions cut plans from fund managers[3]; in South Korea the national pension fund is considering climate change as part of its stewardship activities – the list goes on. We interviewed James Alexander, CEO of the UK Sustainable Investment and Finance Association UKSIF[4], an organization with 270 members, collectively managing £10 trillion of assets and focused on finance driving a sustainable future. Back in the ’90s there may have been the odd sustainable investment option, but as James advised us, sustainable finance has over recent years become mainstream.

Of course, when it comes to assets being managed, a significant component is made up of pensions. And there are some staggering global pension statistics. The OECD (Organisation for Economic Co-operation and Development), Pension Markets in Focus Report 2022 details that global pension funds amounted to close to US$60 trillion[5]. In the UK alone, pensions equate to £3 trillion[6]. And of course, there are other investments such as savings, trusts and even day-to-day banking to consider.



Why it matters

When it comes to sustainability and specifically climate action, where an individual invests their money is one of the most impactful ways to drive positive change. Richard Curtis, film-maker, activist and co-founder of Make My Money Matter, believes that ‘pensions are citizens’ hidden superpower in fighting against catastrophic climate change’. He issues a call to action for us all: ‘check if your own pension is cheating on you and ask if you can have a sustainable pension. This is a people’s movement – and the more pressure from below the better. And, be assured, it’s not a money v morals thing – the returns from sustainable pensions are almost always equal and increasingly often better than old-style ones’[7]. Tune in to our podcast with Make My Money Matter too. (See Useful resources to explore).

As outlined in Chapter 9, transparency with any green claims, including sustainable investments, is required to ensure organizations don’t get caught out. The Advertising Standards Authority (ASA) banned a series of misleading adverts for HSBC [8], stating that any future campaigns must disclose the bank’s contribution to the climate crisis. In the banned ads, HSBC highlighted how the bank had invested $1 trillion in climate-friendly initiatives such as tree-planting and helping clients hit climate targets. However, despite the initiatives highlighted in the ads, HSBC was continuing to significantly finance investments in businesses and industries that emitted notable levels of carbon dioxide and other greenhouse gases. The ASA concluded the ads omitted material information and were therefore misleading.

Coming back then to our discussion with James Alexander, it’s clear that there are various pressures to evidence sustainable endeavours and investments from a range of stakeholders: governments, financial regulators, marketing regulators, NGOs, investors, employees and customers. As James told us, ‘A business purely existing to make as much money as it possibly can for shareholders – is old news. Unsustainable business is easy to understand – and the way many businesses are operating can’t go on forever. Burning fossil fuels can’t go on forever – and investors have a big role to play to push the companies they are invested in to become more sustainable’.



Where to start

Sustainable investments have many actors coming together to move things forward. The role of marketing within the sustainable investment sector plays a big role in communicating, educating and driving behaviour change, so it’s important that Marketers in this space focus on what’s real rather than just a version of the truth. They need to ask questions and scrutinize any green claims before they go to market to ensure customers are getting what they expect when they invest.

Another role in the workplace, and indeed personally, is for Marketers to champion and question where the company pension is invested. If there’s a green group or sustainability champion within the organization, is there scope to tackle transferring the group pension to one which focuses on sustainable investment? As outlined in the Make My Money Matter campaign, encouraging a pension provider to clean up their investments can cut individual carbon footprints 21 times more than giving up flying, meat and switching energy providers.



Three actions to consider


	1) Join the Make My Money Matter campaign, visit their site and sign up to their Green Your Pension campaign.

	2) If you’re a Marketer in the financial/sustainable investments sector, review your communications and product value propositions. Are those green brochures filled with images of wind turbines and rewilding a transparent and true representation of what’s really behind the curtain?

	3) Switch your banking provider. There are some great green banks rising up the ranks – so use your people power to drive better behaviour by switching.





Useful resources to explore


	Tune into our podcast with Make My Money Matter – Can Marketing Save the Planet Podcast? Episode 57

	Most ethical banks in the UK. https://www.tinyecohomelife.com/most-ethical-banks-uk
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66: Industries working together to reduce negative impacts have a stronger voice


What it is

In Chapter 37, we referenced Michael Porter’s Five Forces[1] and the alignment with sustainability. The model identifies and analyses five competitive forces that shape every industry and helps determine its weaknesses and strengths. It is frequently used to identify an industry’s structure to determine corporate strategy.

The Five Forces are:


	 Competition in the industry

	 Potential of new entrants into the industry

	 Power of suppliers

	 Power of customers

	 Threat of substitute products



Throughout this book you’ll find plenty of illustrations of each of these. Indeed, in his hugely popular COP26 address[2], David Attenborough referenced the new entrants and substitutions, talking of ‘a new industrial revolution powered by millions of sustainable innovations’ and arguing that it ‘is essential and is indeed already beginning.’

To this end then, aligned with areas covered in Collaborative Advantage (Chapter 46), there’s a question as to how organizations can not only be striving for better endeavours collectively, forging partnerships with new entrants and designing their own substitute products, but can also be coming together as industries. Substitution and new entrant dynamics aren’t just driven by innovation but could also be driven by the collective power of industries coming together. Something akin to industry activism – but as a force for good.



Why it matters

A great illustration of industry activism as a force for good was shared by Gustav Martner, Head of Creative, Greenpeace Nordics, on our podcast[3]. We discussed the opportunity for those in the same sector to come together to improve and put pressure on other sectors, and explored what could happen if train companies came together to create campaigns to drive education and behaviour change around why trains are a more sustainable option than travelling by planes, collectively becoming competition in the travel industry rather than competing against each other. Such united power is like a new entrant coming into the market, putting pressure on the aviation industry to do better. Another example discussed was car sharing services – again, coming together collectively, putting pressure on or even collaborating with SUV manufacturers to create a new, more sustainable, normal.

We’ve all heard the stories of the Kodaks and the Blockbusters, innovators that didn’t keep pace with digital disruption. Given how disruptive sustainability is, organizations have to be thinking ahead, as sustainability is more complex, urgent and increasingly regulated.

And as discussed with Gustav, collective industry activism, putting pressure on other sectors to do better, is a powerful concept to ponder – and no doubt a significant opportunity for those courageous and brave enough to drive major change and necessary impact, at scale and speed.



Where to start

It’s tricky to give any concrete examples. It’s true there are an increasing number of collaborations – such as the recent headline ‘British Supermarkets forge fresh collaboration to tackle Scope 3 emissions’ – whereby 80 per cent of the grocery market have signed a new Retailer Net-Zero Collaborative Action Plan[4]. This is indeed sector collaboration, and a commitment of this scale may also have a positive, though indirect, knock-on effect, persuading others associated with the sector to raise their game too. But that’s improvements within a sector, rather than eradicating sectors which have significantly high impacts – ousting them to do better or even threatening their continued existence.

The closest example we can find is whereby membership bodies, such as UKSIF and other financial investment groups, are mounting pressure and expectation on their members to move away from fossil fuel to renewable energy investments. Again, if all investors truly moved that dial, the fossil fuel companies would sure enough transition – under the pressure of collective sector activism.



Three actions to consider


	1) If you’re part of a membership body and collective, find out what the plans are around collaborating and strengthening voice collectively as an industry sector.

	2) If you’re not part of a group or collaborative, could you be? Explore what’s out there in your sector. What can you get involved with?

	3) Be courageous and think big . . . Get a team together to brainstorm and play with the idea of collective activism/disruption. What could be achieved if you were to bring your sector together to take on another sector to become either disruptive or collaborative – creating something more meaningful and sustainable? Remember – it’s shared thinking and bold, transformative moves that are going to get us to where we need to get to.






Useful resources to explore


	Collaborative Leadership for Sustainable Development – this article from the Guardian in 2012 shares some hugely relevant points. Don’t get caught up on the age of the article. It’s a classic. https://www.theguardian.com/sustainable-business/collaborative-leadership-sustainable-development
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67: SMEs – small but mighty


What it is

The majority of businesses around the world are SMEs (small and medium enterprises). They represent about 90 per cent of businesses worldwide, and are important contributors to job creation and global economic development, making up more than 50 per cent of employment worldwide and contributing up to 40 per cent of national income (GDP) in emerging economies [1]. Throw micro-businesses into the mix (and businesses which are sole directors), and those figures are significantly higher. To illustrate just how sizeable SMEs and micro-businesses are, UK government analysis offers the following details[2]:


	 there are 5.9 million UK private sector businesses;

	 of these, 1.4 million have employees – and 4.5 million have none, meaning that 76 per cent of businesses do not employ anyone aside from the owner(s);

	5 .82 million small businesses (with 0 to 49 employees) make up 99.3 per cent of the total business population;

	35 ,600 medium-sized businesses (with 50 to 249 employees) make up 0.6 per cent of the total business population;

	7 ,700 businesses are large businesses (with 250 or more employees) and make up 0.1 per cent of the total business population.





Why it matters

Globally, however one wants to slice or dice it – countrywide, regionally or locally – small businesses make up the largest proportion of business around the world. Collectively, with the right education and momentum, that’s a lot of opportunity towards a focus on sustainability and business being a force for good.

We spoke to Adam Bastock, founder of Small99[3], about the practicalities of what carbon reduction and sustainability endeavours look like for even the smallest of businesses. In a world where every action towards reducing carbon matters, he insists that ‘it’s not acceptable for small businesses to redirect responsibility into the hands of larger businesses, with an “it’s somebody else’s problem” attitude.’ However, he recognizes there’s a lot of confusion, lack of clarity, resources and education about how to get started and drive impact. Supporting that view, research shows that while 99 per cent of small businesses recognize the importance of sustainability, more than three quarters (77 per cent) don’t know how to measure carbon emissions and need support[4].



Where to start

Where to start and what to do are two key questions for small businesses navigating a landscape which is constantly evolving. What the first steps look like depends on the business and what’s possible. If you are a micro business or solo entrepreneur, the place to start will be with yourself – your own activity. Adam advised that as a sole director, ‘the most powerful thing you can do will be around your decision-making’ – ‘open your accounts; look at how much you spend on energy, vehicle miles, get some insights and get your carbon calculations in place. Direct emissions – start with that. Using existing data, start looking at it. Pull the thread and the rest of it will unravel.’ Ask questions of yourself: Do you need to drive to that meeting, do you need to fly? Could you take the train, could the meeting be done virtually? Can you switch to renewable energy? Or if that’s not in your control, can you speak to your landlords?

If you’re a Marketer in an SME or working with SMEs, you may be reading this book to support the business in leading the change. And we’ve provided a range of actions and resources throughout to empower you in that endeavour. In Chapter 26 we discussed the dependencies and interconnectivity and responsibilities of the supply chain when it comes to Scope 3. And as Adam states, ‘If you’re a small bakery making bread for Tesco’s, you are fundamentally contributing to their carbon footprint’ – Tesco have already communicated that they expect all actors in their supply chain, regardless of size of business, to have clear carbon reduction plans that align with their commitment[5].

The key call to action for any size of business is this: if you haven’t started looking at your carbon impact, then start.



Three actions to consider


	1) Listen to the podcast episode with Adam Bastock – it’s super-useful. Consider the small business community you are part of – can you work with others to support each other?

	2) If you haven’t started measuring your impact, check the useful resources and calculators and get started. Knowing where you are means you can start planning to reduce.

	3) Get really clear on Scope 3. Don’t be surprised to be asked to disclose your carbon impacts and commitments when pitching for new business – get your plans in place.





Useful resources to explore


	The Journey to Net Zero for SMEs Guide – The Carbon Trust. https://www.carbontrust.com/our-work-and-impact/guides-reports-and-tools/the-journey-to-net-zero-for-smes


	Small Business Climate Hub. https://businessclimatehub.org/uk/


	Small 99 Hero – an online tool that guides SMEs every step of their Net Zero journey. https://small99.co.uk/hero/


	Small99.com – Loads of resources, events and meet-up for small businesses. Visit www.small99.co.uk


	Check out this podcast episode with Richard Hagan, MD of Crystal Doors – an inspirational leader and SME – and see the resources he shares for other SMEs on his site too. Can Marketing Save the Planet? Podcast, Episode 26.
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68: Advertising – it’s time to take responsibility for people and planet


What it is

The role advertising plays in the marketing mix is to create messages and campaigns which share information in such a way that they influence, persuade and make people want to take an action.

Advertising can be used for good (think social marketing, which we talked about in Chapter 55), though the vast majority is designed to get people to buy products or services, generating revenue and profit.

But the big question is: How do we get to a Net Zero world with more sustainable lifestyles when the majority of adverts are still focusing on telling us to buy, buy, buy? And, with Scope 3 emissions usually accounting for ‘more than 70 percent of a business’s carbon footprint, it is crucial that companies tackle Scope 3 emissions to meet the aims of The Paris Agreement and limit global warming to 1.5°C’[1].

We have reached a point where organizations (client side and agencies) need to think harder about the messaging they are putting out (and not putting out), the means and emissions associated with how they are advertising (channels, content formats) and, the demand-side emissions coming from the products and services during their life cycle, including end of life, or more preferably, their second life.

Note to those reading: just switching to advertising and driving sales of greener products and services without acknowledging and addressing current rates of consumption is . . . substitution. We need to be more innovative and rethink both our messaging and the stories we tell aligned to a different set of longer-term objectives and KPIs.



Why it matters

The advertising industry can and must play a central role in driving a more sustainable future. Unless there is a change in consumption levels, and increased awareness of the wider world around us, we will fail to meet targets and goals associated with emissions, pollution and waste. Advertising’s role is multifaceted, and we spoke in Chapter 50 about the goal having to change from who sells the most wins and the need to look further ahead.

There are significant behavioural and mindset changes needed within the industry as well as around the clients they work with; serious considerations and difficult decisions are needed in relation to the products and services advertising supports. Purpose Disruptors stated in their Advertised Emissions Report 2022 that ‘to achieve the necessary decline in Advertised Emissions at the industry level will require a new form of radical leadership and acknowledgment of the responsibility the industry has for Scope 3 emissions’[2]. This was followed by a question: ‘What if the industry came together and actively encouraged the government to ban advertising for carbon-intensive categories?’

That is a strong example of the level of transformational thinking and discussion that needs to be happening.



Where to start

As highlighted in the Purpose Disruptor report, ‘there are 3 variables to the Advertised Emissions equation: Ad spend, ROI and Carbon Intensity. To reduce its Advertised Emissions an organization must either:


	1. Advertise less (reduce ad spend)

	2. Make the advertising less effective (reduce ROI)

	3. Change what is advertised (promote lower-carbon intensity products)

	4. Or a combination of the above.’



Options 1 and 2 most likely have very little appeal, so Option 3 needs to be seriously considered and taken forward. This does, however, bring us back to the point made at the start of this chapter, that just switching to advertising and driving sales of greener products and services without acknowledging and addressing current rates of consumption is . . . substitution.

Marketers who work in advertising need to think about the products and services they support through their work, and educate themselves on the impacts those categories have on people and planet (associated emissions, waste, the role they play in society).

And, before writing off Option 1, consider this: sustainability is about delivering well-being for all. Reducing and in some cases removing advertising has had many positive impacts. For example, in 2016 São Paulo, Brazil passed the so-called Clean City Law, which outlawed the use of all outdoor advertisements[3]. Despite fears that this would have economic repercussions, the city went on to thrive. People became more aware and observant and were able to see the real beauty of the city they lived in (its architecture and green spaces). No leaflets meant less litter, and there are definitely emissions savings from reduced electricity usage.

For our mental health, not being bombarded with thousands of messages a day means society wins back a significant proportion of its headspace (and time), to just think. Transformational change needs to happen and to do that we all need more time to think. And, if the advertising industry is to play its part, it needs to rethink its purpose and why it exists.



Three actions to consider


	1) Read Purpose Disruptors’ Advertised Emissions Report and get involved in their work.

	2) Educate yourself – consider Carbon Literacy so you have a broader awareness of the landscape and challenges.

	3) Have more conversations – with your peers, with your customers, with your friends and family and ask them what they need, what their challenges are. Understand where your audiences really are. Less broadcast, more sharing.





Useful resources to explore


	Interesting article on cities which reduce/remove ads – https://www.theguardian.com/cities/2015/aug/11/can-cities-kick-ads-ban-urban-billboards


	Case Study – Veja who don’t do above the line advertising – https://project.veja-store.com/en/single/ads/


	What do Gen Z want? – https://www.ibm.com/thought-leadership/institute-business-value/en-us/report/genzshoppers
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69: The role of content – and how to use it effectively


What it is


Content is a far-reaching term. Fuelling the majority of marketing activities, content can include everything above and below the line. Content is at the heart of campaigns and communications and comes in an ever-growing variety of formats: video, imagery, advertisements, articles, guides, white papers, blogs, research papers, podcasts, checklists, scorecards, games, quizzes, playlists . . . we could go on. This book is content. Everything is content.

Content plays a crucial role in achieving marketing and business objectives – keeping brand front and centre, driving audience engagement, reach, demand generation – and enabling Marketers to cement the organization or brand’s position as the right solution or destination, whether it be in the endeavour of entertainment, building trust, driving education and awareness, co-creation, behaviour change or inspiration. Effective content helps Marketers to build long-term relationships with audiences (both internally and externally), ultimately leading to an increase in engagement, loyalty and revenue.



Why it matters

In Chapters 48 and 49, we’ve talked about the importance of telling a consistent, cohesive story about your brand – and of course Marketers will be using aspects of the marketing mix to mobilize that message with various content formats. As Marketers we’re familiar with the concept of content shock, where increasing volumes of content intersect our human capacity to consume it. That’s why it’s more important than ever for Marketers to really think strategically, creatively and boldly.

If we want to get a powerful message across, how do we reframe and disrupt the normal narratives? How can we use content in powerful ways to get our message across in various formats that drive impact? For example, Tony’s Chocolonely uses its chocolate bar and the wrapper. The bar itself isn’t uniform – instead it’s created in unevenly sized chunks, representing the locations in the world where cocoa is sourced and an illustrative reminder that the profits in the chocolate industry are unfairly divided. The wrapper on both the inside and outside tells a story – educational and with a clear call to action. The annual advent calendar is, again, educational, showcasing the plight and challenges within the industry (in the usual upbeat, lively and no-nonsense way); one of the doors reveals an empty space, all part of the it’s not fair narrative. Even the brand name, Tony’s Chocolonely, illustrates that Tony himself felt lonely, ‘the only person who cared about what was going on within the chocolate industry’.

Another example comes from Too Good to Go, the food waste app. In 2022, they partnered with artists to design posters to support Share a Meal: ‘Not content – just great art with an important message’, raising awareness of a crucial initiative by the World Food Programme. They also created a downloadable Recipe Book, filled with ‘anti-food waste recipes, educational and practical content – which has generated tens of thousands of downloads’[1].

These examples illustrate the true power of rethinking content, to build narratives that bring audiences into a shared vision of change. So one question for Marketers is: What’s yours?



Where to start

When it comes to content strategy, Marketers need to consider alignment with the sustainability objectives of the organization. Given sustainability is such an important focus for all businesses (and humanity), it needs the full attention of Marketers – meeting audiences where they are at (Chapter 71) and cutting through the content shock to compel action rather than create overwhelm.

What does the content mix of your organization look like? Are you incorporating sustainability and the progress you are making into your everyday narrative? Of course, as outlined in Chapter 6, Marketers need to be mindful – not just of content in the context of greenwashing, but also of how you are positioning your content.

There is ample opportunity to review your content through a Sustainable Marketing lens – and dare yourself to be bolder and think about how you can disrupt formats and standard narrative. Rather than thinking you have to start to create all this unique content, it may be useful to break down your content strategy around sustainability into three content areas:


	 
Repurposed – Starting with what’s already available, how can it be repurposed? For example, your organization may have created a sustainability report accessible via your website. It’s likely to be filled with useful data, insights, graphics, images details of progress and accountability, etc. Consider how you can repurpose and mobilize that content to meet your audiences where they are at – e.g. creating social posts, emails, short form GIFs, videos, etc and bringing content to life contextually.

	 
Curated – Explore what’s going on and relevant in your current landscape. Is there opportunity to curate and share content from key partners/influencers/thought leaders/relevant journals/trade bodies? Content doesn’t have to be unique to your organization. Where it makes sense, you can optimize the efforts of others. (Review Chapter 71, considering the psychology of why we share.)

	 
Created – Assess content gaps. Understand where opportunities lie. It may be that you want to share progress not from the brand but from the impact you’re having out there in the world. Look at case studies and success stories (look at Chapter 87 and the case shared from Kenwood), consider who the trusted voices are – often your own customers, influencers, partners, perhaps even internal subject matter experts. And consider formats, podcasts, live stream interviews, thought leadership articles, books, art, packaging. There are so many options – and a new set of questions.



In a world where there’s just so much to consume, it’s important to really think about the role content plays in your sustainability strategy. From a carbon impact perspective, less is more – and from a communication perspective, think strategically, think quality over quantity. Get creative and bold. If we want to get a powerful message across, where can you disrupt the narrative and content format?



Three actions to consider


	1) Review your content strategy – what percentage talks about your sustainability endeavours? Are you broadcasting or communicating? Is it quality over quantity?

	2) Bring together relevant team members to discuss how you can repurpose, curate or create bolder more creative content aligned with your sustainability objectives. Draw attention to what others are doing – Tony’s Chocolonely/Too Good to Go – and then ask how you can use your content to build a shared vision.

	3) Who are your trusted voices? How can you get them involved in meaningful content that matters?





Useful resources to explore


	Another great example of an impact report from The Wine Society. https://www.thewinesociety.com/4963dc/globalassets/pdfs/sustainability/carbon-footprint-report.pdf


	We love this article – plenty of food for thought around disruptive narratives and building shared vision. https://www.resilience.org/stories/2021-01-26/how-to-build-narrative-power-and-co-create-a-just-future/


	The FAQs over at Tony’s Chocolonely unfold the story. Or listen on our podcast to our discussion with Ben Greensmith, Episode 39. https://open.spotify.com/episode/2AJ1sAzHQGeyqo0ROd0aFv?si=cbe7cf00eb8d47b5
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70: The importance of the words and language we use


What it is

‘Words cast magical spells.’ We can’t remember where we heard that, but it’s something we recount often. Words and language used in relation to the Sustainable Development Goals are a critical factor in determining if we can get all parts of society to understand, collaborate and want to act with the scale and pace needed to drive progress.

In Chapter 32, where we discussed making green things normal, we pointed out that all too often the approach feels like this is an alternative option, or something we have to do. The time has come to stop talking about the environment, about emissions, about things people don’t care about because it’s too intangible. Instead, marketing needs to focus on the benefits to society, aligned with existing decision-making frameworks and what people care about. It’s time to sell sustainability as a gain, rather than a loss – and it is a gain, a massive gain.



Why it matters

When it comes to getting everyone educated and aware around climate change, collective impact and creating a sustainable future for all, there’s much to be done. As novelist, teacher, literary critic and environmental activist Margaret Atwood said, ‘It’s not climate change, it’s everything change’[1]. Right there in that sentence we are hit with both the challenge and the opportunity.

The words and language we use when we talk about sustainability (climate change, pollution, equality, life on land and sea, etc) are critical in so many ways. They need to draw attention to the subject, educate on it, and then unite people and motivate them to want to take action.

What we have today are different sources talking about sustainability, each using a different set of words and language. There are the scientists whose words and language is based on ongoing studies, deep knowledge and fact. Their words are objective rather than subjective and there’s usually a lot of them. The language feels very neutral and the reach limited. While hugely important, it is not inspiring people to act.

The media use words and language which focus on the subjective. Headlines overwhelm or cast doubt, which risks reducing the urgency or switches people off. Examples include ‘Climate change: New idea for sucking up CO2 from air shows promise’[2], ‘Rise In Ocean Plastic Pollution “Unprecedented” Since 2005’[3] and ‘Are chocolate, coffee and bananas now endangered?’[4]. These examples were all shared in the same week and it’s noted they are from different publications, but the general lack of prioritization or consistency in the media on what is an increasingly urgent global issue, as well as the use of language, makes it feel like the environmental crisis is happening to us, and that we are helpless onlookers.



Where to start

Business and marketing has the opportunity to sit between the science and the media to both translate and balance. Taking what science is telling us and turning it into relatable conversations across different audiences, as well as being a catalyst in guiding the media to use their platforms to support solutions and bring people together.

If we look at the practicalities of use of language, corporates may be improving but are still quite corporate. As noted in the article ‘How Language and Climate Connect’, ‘we refer to oil, energy, water, air, trees, and suchlike as resources’[5]. People who work in supply chains are referred to as ‘labour or workers’ and society is called, consumers, users or followers. Marketers need to humanize the language of business, marketing, sustainability and climate action to bring people into the conversation from all sides. The current corporate language keeps sustainability at a distance from people, it’s cold and detached.

Zach Stein, co-founder of the Carbon Collective [6], described this so well on the podcast: ‘the problem is, we are so often left at the top of the emotional cycle, we don’t close the loop.’ Yes, we need to educate on the issues, but we also need to talk about what we can do about it. He goes on to give an example of a school play where the children talked about all the animals being impacted by the climate crisis, and discussed who will ‘save them’. What was missing from the narrative was: ‘here is a solar panel and it can . . ., here is an electric car and it can . . .’.

In his brilliant TED Talk ‘3 strategies for effectively talking about climate change’[7], John Marshall, the environmental advocate and communications strategist, talks about the need to start with people and use plain, obvious, useful language. A great test is to think about the first thing that pops into your head when you hear something. He shares an example of two messages presented to people in Florida: ‘demand that we get to zero emissions to stop climate change’ was the first; the second, ‘stop my flooding’, was four times more effective in getting attention. Flooding is such a big problem in Florida and the connection is personal. Using everyday words which make sustainability personal, relatable and in the now and not always talking about the future is critical – it is the actions we need people to take now that will determine the real future.



Three actions to consider


	1) Look at the words and language you use today across your audiences and touchpoints. Are you consistent, are you human? Do you yourself feel connected when you read it?

	2) Listening is key! Start some conversations about sustainability and listen to the words and language coming back at you. Ask people the views on what you’re communicating, or what more do they need?

	3) Consider how your words and language can evolve and better bring people together to meet your sustainability objectives.





Useful resources to explore


	How Language and Climate Connect – https://daily.jstor.org/how-language-and-climate-connect/


	Interesting article on how the Guardian newspaper changed the words it used in relation to climate change – https://www.cambridge.org/elt/blog/2021/11/01/does-climate-change-language-matter/


	How to better communicate with your community – Some useful tips and learnings. https://www.trainingjournal.com/articles/features/how-better-communicate-your-community


	Ted Talk John Marshall – 3 strategies for effectively talking about climate change – https://www.ted.com/talks/john_marshall_3_strategies_for_effectively_talking_about_climate_change



	Potential Energy – What if we could organize the world’s top marketers to change people’s minds and make climate change a priority? https://potentialenergycoalition.org/


	Futerra’s ‘Sell the Sizzle’. https://www.wearefuterra.com/thinks/sell-the-sizzle


	Climate Outreach. Org – Has a huge range of resources, guides and research around communicating about climate change. https://climateoutreach.org/
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71: Meeting your audience where they are


What it is

Bringing people on a sustainable journey and telling a different story isn’t easy, especially when elements of what we are so used to seeing, thinking and doing need to change. When considering external communications, insights and data around the views and thoughts of your audience around sustainability are critical. Marketing has long been tasked with ensuring that the customer journey be as quick and friction free as possible. Many Marketers will be familiar with the term market segmentation. which refers to ‘aggregating prospective buyers into groups or segments with common needs and who respond similarly to a marketing action’[1]. Market segmentation focuses on identifying groups so they can be targeted and effectively sold to.

But with new goals, decarbonization targets and a seriously urgent need to reduce consumption and waste levels in order to get us to a Net Zero world and living more sustainably by 2050 (ideally sooner), how do Marketers take market segmentation and use it effectively to deliver a different story which produces a different set of outcomes? Not forgetting that it is marketing that took a lot of people to where they are now.



Why it matters

Meeting people where they are is important: telling people that change is needed at scale and in a specific timeframe makes it both a challenge and an opportunity. Get it right and we can drive progress; get it wrong and we slow the whole thing down.

When talking to people about a subject that is complex and overwhelming, Marketers need to stop and think about what they might need to do or say differently. Organizations need to take responsibility for what they are doing. Helen Hepworth, Director of Collective Stories and an expert on Fast Moving Consumer Goods (FMCG), explained on the podcast how retailers are working behind the scenes to make responsible journey-based decisions on being carbon neutral and having full transparency of supply chain. But, she said, they also need to sell well: ‘What they can do better at is bringing the customers with them on the journey. Customers need to be spoken to in the right way all of the time. Let’s not be preachy, let’s be responsible and let’s break it down, let’s speak in the right way to people, but let’s take them on a journey. You will have more success if you speak to your customers and use the plethora of data that you have about them to speak to them where they are and about what matters to them’[2]. All of which takes us back to what we mentioned earlier: the importance of critical understanding and insights.



Where to start

We’ve looked at new segments more specific to sustainability in Chapters 54 and 63, so here let’s consider the broader parts of market segmentation and explore them through a sustainable lens.


	 
Gender – women have traditionally been more targeted due to the perception that females are more empathetic (and do the weekly shop). This means FMCG products such as food and household cleaning products have lent themselves to being aimed at women in the battle to grab attention and drive sales. However, the problem with this approach has been that the focus on selling has led to the overuse of eco labelling tactics (greenwashing), and there has been very little additional information shared on both the challenges we face and why their choices matter. Effectively, years of missed opportunity. It also puts much of the responsibility of sustainability on women and suggests it can be solved just by purchasing greener products.

	 
Economic wealth and income – there are incredibly important factors when considering your sustainability strategies and plans. Reports state that people are willing to pay a premium for sustainable products of up to 70 per cent on average[3], but Marketers need to consider the shifts in costs of living, and be transparent about why price premiums exist, if indeed they do. Factors such as economies of scale, use of new technology, cost of resources and paying a proper living wage all matter in getting people to engage in a broad and important issue which needs addressing. Without sharing wider contextual information to frame the what, why, when and how, it may not be possible to scale up sustainable solutions and behaviours and replace those that do harm.

	 
Geographical location – some countries are far more advanced than others when it comes to sustainability, and others are far more impacted. Marketers should be aware and consider this in their strategies and plans. Factors such as environmental regulations and guidelines, levels of education and awareness (by country or even city) can influence attitudes and receptiveness. Messaging needs to align, be relatable and matter to the specific audiences you’re engaging with. When considering education levels, we need to understand the access different areas have to education. Education in the traditional sense of teaching, or in the general sense of the level of access communities or individuals have to information. Education can vary based on where you live and is linked to economic factors (affluence v low income), population and infrastructure. All these factors need to be considered when thinking about how you reach these communities, build trust and create conversations – with associated implications for channels, language, voice and tone.

	 
Age and generation – beyond the macro insights, consider behaviours such as time spent on social media, reading and watching the mainstream news and mixing with local communities. Who and what is really influencing them? Green behaviours can flourish when created and grown through communities, friends and family and word of mouth.





Three actions to consider


	1) Look at how you segment your audiences. Place a sustainable lens over them and ask a different set of questions.

	2) Conduct an audit around the current barriers to engagement you’re experiencing. What might you be missing?

	3) Consider collaboration with NGOs, charities or community-based organizations to increase your chances of reaching and engaging people.






Useful resources to explore


	Look at our How Well Do You Know Your Audience Scorecard – a simple 10 step assessment with questions around what matters and influences your audiences – beyond the usual segmentation considerations. https://www.canmarketingsavetheplanet.com/audience-scorecard


	Report on segmentation – https://savanta.com/knowledge-centre/view/savanta-sustainability-segmentation-how-marketers-can-turn-good-intentions-into-green-buying-behaviours


	Suggestions for green segments – https://www.research-live.com/article/opinion/sustainability-segmentation-insight-for-a-greener-future/id/5109562


	Sustainability segments – https://www.sciencedirect.com/science/article/pii/S0272494416300093
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72: Carrot v stick / nudging v telling


What it is

A nudge is a concept whereby small changes such as reminders, visual prompts, a series of messages, even promotions are used to influence and change mindsets, decision-making and behaviours.

Traditionally nudges have been used to alter ‘people’s behaviour in a predictable way without forbidding any options or significantly changing their economic incentives. To count as a mere nudge, the intervention must be easy and cheap to avoid’[1]. However, when it comes to nudges in relation to shaping more sustainable behaviours, we really need to consider them with that sustainable lens, supporting Marketers to ask a different set of questions.

It’s also important to note that nudges are the carrots – and mandates, regulation and enforcement, the sticks. Nudges are subliminal in their approach, but be mindful that sustainable ones are looking to reshape some of the most ingrained behaviours created by business.



Why it matters

The primary function of a nudge (or series of nudges) is to help people make better decisions that meet a better set of outcomes – usually for individuals, organizations and society. Examples of nudges that might be familiar include receiving a reminder to book a routine dental appointment. Or, when selling products like a range of food options, the nudge could be in the form of labels that highlight the number of calories, fats, carbohydrates and proteins in each option. Nudges are designed to be easy, taking away the need for people to think about them and ensuring they just do them; nudges don’t openly remove other options (or have to), succeeding by acting in a non-intrusive, almost subliminal way.

Nudges have the ability to inform and continuously educate when planned and implemented to land over a period of time. For example, sustainability nudges in an ideal world would allow for the poorer outcomes (the impactful products and services), to be removed without causing upset or backlash. The common barriers to this can be the unrealistic price premiums on more sustainable choices, or the perception it’s too hard.

Nudges matter and can be effective in the Marketer’s toolkit when trying to shape behaviours which support, say, circularity. But, at some point we have to start removing the unsustainable options, otherwise we will not move forward. Take the plastic bag charge introduced in the UK in October 2015[2] – the 5 pence charge was a nudge designed to reduce plastic bag usage and shape new habits, encouraging shoppers to bring their own reusable bag. The charge doubled to 10 pence in May 2021, and ‘65 per cent of people say plastic waste is an important issue for them’[3]. At the same time: ‘Close to one in four say they continue to purchase bags from the till when doing food shops. Two key reasons are forgetting to take bags from home, and not always knowing when they will be shopping and therefore will need to have the bags to hand.’ So, is this nudge working? Well, plastic bags are still available and globally we use ‘5 trillion per year’, and counting, even though more countries have introduced charges.

The same questions arise around reusable versus single-use coffee cups. In 2020 less than 5 per cent of coffee sold in the UK was to customers with reusable cups[4]. The Grab Your Cup campaign was a local experiment in Manchester with Hubbub, working with big brands to use the same message, amplifying it. While getting people to switch to reusable cups seems like an uphill battle, collaborative nudges with a louder voice could be an answer. However, as discussed in Chapter 30, when we talk about removing choice, and options that drive better behaviours around these examples, at what point do we start removing the impactful options? Or do we wait for the sticks to come into play?



Where to start

Nudges aren’t a one-size-fits-all approach in terms of their outcomes, so Marketers need to test and learn and see which deliver the best results and build on them.

Marketers also need to consider being more explicit about why their nudge tactics are important. People don’t want to feel overwhelmed; they want to understand why they are being asked to do things. They want to understand the positive outcomes of their decisions. So, consider how you can explain why your nudges are better for people and planet, and empower them to be part of the solution.

Nudges can be difficult to get right, and do take time. They require participation and long-term collective action. That said, nudges are highly effective when they do work.

Examples of sustainability nudges include:


	 carbon labelling (early days);

	 energy saving tips;

	 loyalty card or money off for reusable over single-use;

	 labelling – such as repair me, reuse me. But, as outlined in Chapter 88, beware of green marketing labels which can land you in greenwashing territory. Make sure you can back up and substantiate your nudge if labelling.





Three actions to consider


	1) Consider how you make it easy, talk about the progress, build a community of advocates and work towards removing choice for impactful options.

	2) Consider how you design your nudges and then measure their effectiveness.

	3) Look at your audience and what appeals or speaks to them and experiment with different nudges, testing what works.





Useful resources to explore

Explore more on nudges:


	https://effectiviology.com/nudge/


	https://thebehaviouralist.com/whats-a-green-nudge/


	https://www.green-nudges.com/


	https://www.unep.org/explore-topics/education-environment/what-we-do/little-book-green-nudges


	 https://www.theguardian.com/sustainable-business/nudging-people-sustainability-local-choices


	Carbon Labelling
https://www.carbontrust.com/what-we-do/assurance-and-labelling/product-carbon-footprint-label
https://www.hospitalityandcateringnews.com/2023/03/can-carbon-labelling-nudge-customers-into-making-better-choices/


	 Smart meters
https://www.visiontimes.com/2023/03/02/smart-meters-nudge-carbon-climate-narrative.html
https://www.nudgeproject.eu/


	 Reusable vs single-use
https://www.sciencedirect.com/science/article/abs/pii/S0167487018303155
https://www.circularonline.co.uk/features/can-you-nudge-people-away-from-single-use-plastic/
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73: Word of mouth – online and offline (they both matter)


What it is

Word of mouth in relation to marketing comes in various formats. There is direct word of mouth marketing, which originates from an organization. Through what they do, how they operate and their ability to meet the needs of their customers, the organization builds up a solid reputation based on trust (to a degree) and high levels of service, which, in turn, builds loyalty. Control sits with the organization as they monitor and measure how people are feeling and reacting, using these insights as the foundation to drive more engagement and advocacy. From there, marketing tactics such as referral schemes and influencers can be brought on board to further drive business growth and brand ambassadors.

Indirect word of mouth originates outside the organization and control sits with society and the communities who are doing it. Here an organization’s role is to nurture by living up to the stories being shared, engaging with those sharing them and making sure they are retaining the trust and reputation they are building.



Why it matters

Word of mouth, people talking and sharing experiences has been happening since time began – and it’s powerful. The stats and insight around it speak for themselves[1]:


	23  per cent of people talk about their favourite products with friends and family every day.

	78  per cent of people rave about their favourite recent experiences to people they know at least once per week.

	88  per cent of people had the highest level of trust in a brand when a friend or family member recommended it.

	21  per cent of people will lose trust in a brand, whether they’ve been a customer or not, because of bad word of mouth.

	 Word of mouth is even more effective than paid ads, resulting in five times more sales.



Trust is an important factor, especially when trying to change behaviours for the better, at a time when people are unaware of the negative impacts of their current behaviours. We spoke about the sharing economy in Chapter 56, where word of mouth, whether that be in person, across reviews or social media is critical in the adoption, engagement and success. Olio is an exemplar in working with word of mouth and making it a core part of their model, marketing and success. They have a spread the word mechanism which, with a single click, shares and raises awareness to social media platforms. They explain, ‘The more people who join Olio, the better it becomes for everyone’[2]. Their Olio Ambassadors spread the word about Olio, making those in the community the voice. And their Food Waste Heroes (which at the time of writing stands at over 100,000 people) pick up unsold surplus food from businesses and list it for redistribution. Every initiative and action relies on people talking about Olio whether it’s to individuals, communities or business. The big difference, however, is they aren’t selling you stuff. They are building a movement which has a greater purpose and gives back to people and planet.



Where to start

Instead of living in a digital void, Marketers need to rethink how they engage with people. We need to consider all stages of right message, right person, right time. What is the primary driver behind the objective you are trying to achieve? Who are you talking to? And then, finally, what are they saying about you? Marketers need to look at volume, impact and the value coming from what people are saying. Understand who you are resonating with and whether it is supporting or hampering progress.

Understanding the psychology of why people share to drive positive word of mouth is also useful for Marketers. Research by Harvard done over 50 years ago, looked at what compelled people to engage in word-of-mouth marketing[3]. The same study was replicated in 2020 – and no surprise – the mediums had changed, but the reasons why people share with others hadn’t[4].

[image: ]

Illustration 1.7

By getting others to tell the stories of your mission for you, you can bring to life something that doesn’t yet exist, and this is the type of long-term thinking needed. Wherefrom.org [now rebranded to Really Good Culture] are a good example[5]. Likened to Tripadvisor, the platform enables people to score and review products and connect directly with brands – it also enables brands to claim their profile and provides opportunity for them to share sustainability credentials and respond and engage with reviewers directly and transparently. The mission is ‘for every product and company in the world to have a Really Good Score.’ This is a future vision which isn’t yet established, but through word of mouth and people providing reviews – people power – it can exist. All in the endeavour of helping people to make better choices.



Three actions to consider


	1) What do people say about your organization? Have you asked them recently? Are you listening via sentiment analysis?

	2) Think about referrals and advocate programmes – what can you use to get people growing your initiative by becoming ambassadors and taking collective action?


	3) Listen to our podcast conversations with Tessa Clarke, Jamie Crummie, Adam Williams and Richard Campbell (see Useful resources to explore). Talking and acting is critical to the success of their missions.





Useful resources to explore

Can Marketing Save the Planet? Podcast:


	Episode 29: Fighting Food Waste with Too Good to Go.

	Episode 34: Know your number – How to calculate your carbon impact – and drive change personally.

	Episode 37: Using the wisdom of the crowd to build a sustainability confidence score.

	Episode 45: Food Waste and The Sharing Economy.
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74: Social media – how to share your sustainability story


What it is

Social media has become synonymous with the digital and mobile experience. The latest Digital 2023 report outlines that there are 4.76 billion active social media users around the globe, equating to 59.4 per cent of the population[1]. And on average we’re spending 2.31 hours on social media a day. When it comes to marketing and social media, Marketers are increasingly investing in social platforms, with the annual spend on social media advertising now at $11.3 billion in the UK alone, and an increase of more than 25 per cent year on year – social media now accounts for 30.3 per cent of the UK’s entire digital ad spend.



Why it matters

As the Digital 2023 report outlines, using social media for brand discovery (social channels being used as search engines) has significantly increased (49.5 per cent), as has social commerce (27.3 per cent).

As well as the expectation for people to be able to seek, find and take action, social media channels offer brands and organizations the opportunity to engage with audiences directly, both organically and through targeted paid activated campaigns. The nature of the channels is that they enable networked conversations, whereby brands and organizations get the opportunity to have continuous dialogue, sharing brand, values and narrative in the endeavour to encourage audiences to know, like and trust them – ultimately building brand and share of mind through consistently being visible and tapping into the networked effect, where people share messages and content into their audiences too, further extending reach and impact.

When it comes to engaging audiences around sustainability endeavours, to support more responsible behaviour change, or actions encouraging audience networks to get involved, social channels offer a significant opportunity, given how pervasive they are in our everyday lives. They enable Marketers not only to drive broadcast continuously but also to drive awareness, loyalty and share of mind. When harnessed with the right intentions, they can build collective power of shared conversation to spark action, becoming a force for good. For example, Ocean Bottle took to TikTok working with micro-influencers to encourage better behaviour and education around single-use plastic. The campaign through their #econfession hashtag encouraged people to share their sustainability slip-ups, with the idea to start learning to do better by ‘fessing up to the less-than-eco-friendly habits we might otherwise hide, highlighting that millions of imperfect sustainability efforts have a greater impact than one person doing it perfectly.’ Ocean Bottle worked with Plastic Bank to offer limited edition water bottles, each of which prevented 10 plastic bottles entering the ocean, supporting their campaign goal to keep 80,000,000 kg of plastic from ending up floating in our seas [2].



Where to start

In Chapter 71, we discussed meeting your audiences where they are at – and that you align both mentally but also physically with regard to the marketing basics of right message, right channel, right time. Understanding where your audiences are, which channels they’re participating on, what they care about and who influences them, are all factors to consider when planning campaigns. Will you use influencers? Partner with an NGO? Which content will you need to create that’s native to the channels your audiences participate on so as not to disrupt their expectation and experience? How do you optimize the networked/social opportunities to extend reach, engage and drive collective impact, bringing your audiences with you?

With regard to optimizing social media channels to share your sustainability story, the other aspect to think about is greenwashing. H&M faced financial turmoil in 2021 after a social media campaign to boycott the brand following forced labour findings in China[3]. Clearly the networked conversations work both ways. And it’s not just spotting what organizations are putting on their social platforms; there are dedicated accounts set up to call out greenwashing, such as greenwashmyballs and greenwashdotcom.

In contrast, sustainable brands like Everlane have their #transparencytuesdays, via Instagram, where followers submit any burning questions and the Everlane community managers respond and converse – building transparency and authenticity into brand on a regular basis, creating a loyal community and word of mouth [2]. National Geographic use Instagram stories to spark conversations too, run polls and host live streams.


Groups are another great use of social channels, bringing your audience ever closer and part of what you do. Peloton started an organic group in 2015, which then became moderated and has since grown to 200,000+ members who share stories of weight loss, fitness and give health advice, all contributing to better mental health and well-being[4]. Alongside their passionate advocates, Peloton use the group to directly run campaigns and monthly challenges, incentivizing the most active participants and growing their community.

Social media is not simply a broadcast channel, it’s a conversation, and as with any good conversation, there’s a lot of listening too – and brands and organizations need to consider how they can bring their audiences along with them on their sustainability journeys, driving many conversations and optimizing opportunity for collective action, rather than simply creating ads purely as one-way linear broadcast media.



Three actions to consider


	1) Review your social media activity. What percentage is broadcasting your sustainability agenda and what percentage is actually engaging audiences in your focus to drive action?

	2) Where is there opportunity to optimize social media networked conversations as part of your campaigns/messaging, co-creating with your audiences? How can you get them involved?

	3) Speak to your audiences and gain insights into what matters and how they are engaging with sustainability. Perhaps they can become the stars of your campaign, adding real social proof or becoming influencers/educators to others around what they do that aligns with your sustainability focus.






Useful resources to explore

If you like to dive into academic research in this area – Sustainability performance and social media: an explorative analysis. Emerald Insight, 14 July 2022.


	https://www.emerald.com/insight/content/doi/10.1108/MEDAR-03-2021-1227/full/html
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75: Emails – mind over matter


What it is

Email is the digital communication which revolutionized the speed at which we communicate – increasing our reach, voice and making anyone accessible in an instant. Whether it’s a personal note, business discussion, newsletter or an unsolicited cold call, it’s fair to say that emails are both an opportunity and a challenge.

The opportunity is that this is a channel and format that enables Marketers to share long form, short form and video content. Emails can hold links to further information and highlight that all-important call to action. Emails can be tracked, open rates and click-through rates measured – all with the objective of enabling us to get to know our audience and be more targeted.

The challenge, however, is the spray and pray approach we have adopted. There’s an email for everything, and anything. The main objective is often to sell us stuff. Consider your own inboxes, both personally and professionally. Do you really read every email that arrives? Are your spam folders bursting at the seams? Do you know every individual and organization that is emailing you? Can you even remember signing up to even half of what you receive – and do you care? We think we already know the answers . . . !

Why it matters

When it comes to Sustainable Marketing, emails matter. Marketers need to start being more mindful and caring about what and how we’re communicating. According to Statista, ‘there were an estimated 322.2 billion emails sent and received daily around the world in 2022’[1]. The Carbon Literacy Project’s blog notes that Mike Berners-Lee tried to calculate the carbon footprint of emails, ‘based on around half of all emails sent being spam and the remainder being reasonably useful messages that took the sender 3 minutes to write and the reader about 1 minute to read. On that basis, average email usage (annually) is equivalent to driving a small petrol car for around 128 miles’[2].

Table 1.4
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So, right there is a quick win. Irrespective of how small the amounts of carbon saved, collectively it’s sizeable and we all have it in our power to manage the number of emails we receive and send (see below, Three actions to consider). Being more considered takes very little time and effort, so there really is no excuse.

From a marketing perspective, using a sustainable lens to bring more attention to what we send, the open rates and click-throughs not only allows for a reduced footprint but a reconsideration of the email marketing plan. Constant Contact’s average industry rates for email revealed as of February 2023, ‘The overall average open rate was 35.107 per cent, with a 1.42 per cent click through and a 10.04 per cent bounce rate’[3]. Given the volume of emails being sent, that represents a lot of e-waste and a lot of people (65 per cent) not even opening what comes into their inbox – and of those who do, 98 per cent do not engage. Marketers have an opportunity to take stock and get back to right message, right person, right time. If what you are communicating is going to an engaged audience, then they are also more likely to come with you on your sustainability journey, and are a strong base with which to work.

Emails and their current volumes are a barrier to meaningful engagement. The amount of emails sent and received, and the noise levels they produce, have created attitudes towards them as being annoying and unimportant. The stats show this. Most people let them build up and delete them, while others create additional spam accounts so they don’t ever have to deal with them.

This lack of engagement means important information, necessary education and awareness – won’t cut through. What could be a great option for ongoing conversation, shared value and driving actions which make a real difference – are drowned out by all the mundane noise. Marketers need to care about their email channel and take care of it, both as part of their carbon budgeting, and as a meaningful way to drive change.



Where to start

It has to start with behaviours. Let’s consider our own behaviours towards emails. What do we read, what engages us and what do we value? Have we ever really stopped to think about these things? How you answer these questions is probably a fair assessment of how most people feel. Do you take responsibility for your own inbox, such as ensuring you receive emails only from organizations you want to hear from and unsubscribing from any unwanted mail?

Next, consider the behaviours around emails in the workplace. How is email perceived and used across conversations? Is our email culture shaping the wrong behaviours? When it comes to email marketing communications, how many emails are being regularly sent? Are they tracked and measured? If Marketers truly see email as a valuable channel, the content has to be the most important element. Just because the cost of emails isn’t measured in financial terms doesn’t mean that the carbon cost and, more importantly, the return on resource, time and effort shouldn’t be taken seriously. We need to get more strategic if we are to become more effective and sustainable across email and all other touchpoints.



Three actions to consider


	1) Review the questions in the Where to start section. Conduct an audit – where are you now?

	2) Try calculating the carbon footprint of your emails and break it down into valuable use of carbon and waste of carbon. From there, consider what you can do to reduce the wasted carbon. Perhaps create some internal policies around email waste reduction and copying everyone in and replying ‘thank you’ to all emails.

	3) Check out how your industry engages (see Useful resources to explore). What content do you typically send? Is it engaging? Is it engaged with? How can you refocus to make your email channel work for your organization and support its sustainable agenda?






Useful resources to explore


	How to do Sustainable email marketing – https://massmailer.io/blog/sustainable-email-marketing-how-do-you-do-it/


	Email Carbon Footprint vs. Paper Letter by Mail (And the True Price of SPAM) – https://8billiontrees.com/carbon-offsets-credits/carbon-ecological-footprint-calculators/email-carbon-footprint/


	A blog from 12 YEARS ago, yet we still plough forward – https://www.theguardian.com/environment/green-living-blog/2010/oct/21/carbon-footprint-email


	Email carbon calculator – https://www.cwjobs.co.uk/insights/environmental-impact-of-emails/
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76: Greener websites – make your ‘www.’ more sustainable


What it is

The internet of things, the World Wide Web, the place we all go to browse, shop and seek answers to questions such as: what is the meaning of life, how to lose weight fast and do dogs eat bananas? Our curiosity, thirst for knowledge and stuff lead us to websites. There are an estimated 500,000 plus websites added to the web every day and in excess of 1.7 billion sites in existence[1]. As this vast network grows and evolves, so have the websites. More content, more content formats, more pages and videos.

But what is the impact of websites and the increasing activity across them and among them? To give some context, on a daily basis [2]:


	 Over 4 billion people use the internet.

	 The average time spent browsing is over 6 hours.

	 Over 3 billion searches are conducted.

	 There are over 4 billion gigabytes of traffic.





Why it matters

The carbon footprint attached to websites is increasing. As you will well know by now, everything has a carbon footprint [3]. The average web page tested produces approximately 0.5 grams CO2 per page view. For a website with 10,000 monthly page views, that’s 50 kg CO2 per year. The internet consumes a lot of electricity – 416.2TWh per year to be precise. To give you some perspective, that’s more than the entire United Kingdom.

With websites becoming ever ‘fuller’, with number of pages increasing, technology advancing, interactive adverts adorning pages and videos popping up and auto playing whether we want them to or not, the carbon footprint and electricity required to load and deliver those pages also increases. Then there’s the demand side emissions associated with the associated consumption e-commerce drives: their presentation of millions of products and services, the capability to compare price, features and availability in an instant, and the nudging and encouragement to make those all-important purchases, irrespective of whether you buy now or pay later.

There are opportunities for Marketers to make some informed decisions and choices which lower the energy and emissions associated with their organizational websites. There is opportunity through the content you place on your website to educate and inform your audiences, but only if you make its position and prominence a priority.



Where to start

Everything you do to make your website more sustainable should also make your customer journeys more impactful and help deliver better engagement. Let’s start with the website itself, and areas to consider, including the number of sites, number of pages, types of content. Does the site contain high resolution images? Are the images adding value? TinyPNG or WP Smush Pro can optimize, compress and resize images.

We also need to review the journey and the content in terms of what people are doing (or having to do) and what they’re being told. Is the narrative and language as clear and concise as it could be? Are we using search optimization data to see what words and terms resonate? Are there unnecessary pages or the opportunity to consolidate webpages? Imagine your website journey like a car journey: the more places the car has to go are the visitors; the more data and energy it uses, the fuel. You want to avoid sending your users down dead ends, round roundabouts or into U-turns. Your aim should be to reduce unnecessary energy by having an objective focused on the sustainability of your website. Ensuring less pages are needed (any redundant pages are removed) and less clicks are required will go some way to improving the sustainability of your website, and as a by-product, so too improve the engagement and messaging with audiences.



Three actions to consider


	1) Check out how sustainable your website is – websitecarbon.com is the original calculator.

	2) Explore and implement the three actions suggested by websitecarbon.com to make your website cleaner and greener.

	3) Behaviourally, how can your organization shape more sustainable internet habits? Consider green search engines, such as Ecosia. Don’t spend your lunch hours browsing, go for a walk or speak to some other humans.





Useful resources to explore

Guides, hints and tips on making your websites more sustainable.


	https://www.thedrum.com/opinion/2023/02/27/your-website-can-always-be-more-sustainable-here-s-how


	https://www.thegreenwebfoundation.org/news/the-green-web-library-a-collection-of-resources-about-a-just-and-sustainable-internet/


	https://wpengine.com/resources/create-sustainable-websites-best-practices/


	https://raidboxes.io/en/blog/webdesign-development/sustainable-web-design/


	https://www.webneutralproject.com/the-problem






References


	1  & 2 How many websites are there? – December 2022. https://websitesetup.org/news/how-many-websites-are-there/


	3 The original Website Carbon calculator – accessed March 2023. https://www.websitecarbon.com/









77: Greening your digital spend


What it is

In associated chapters we talk about the impact of websites (Chapter 76), email (Chapter 75), events (Chapter 80), and advertising and advertised emissions (Chapters 68) – and when it comes to taking a more responsible role, there are, of course, numerous other areas for Marketers to consider as part of our marketing mix.

While digital has dominated the mix for many Marketers, Gartner research outlines that CMOs are shifting from digital-first to hybrid multichannel strategies[1]. However, online channels still take the largest share of marketing budgets (around 56 per cent). In terms of digital spend, social advertising tops the list, as it continues to offer highly targeted messages at scale, closely followed by paid search and digital display.

In this chapter, let’s explore some of the options for Marketers to make more responsible choices about digital channels and spend.



Why it matters

Depending on sector, Marketing is often one of the largest budgets of a business (it may be just behind R & D in certain sectors). Marketing budgets account for 13.8 per cent of overall budgets and 8.7 per cent of company revenues[2]– so there’s significant opportunity to be a force for good when it comes to where we allocate that sizeable budget while still meeting business objectives.

In Chapter 95, we’ll talk about Carbon Budgets in more detail, but for now, let’s assume that your organization has made commitments to decarbonize or meet Net Zero targets by a specific timeframe. Whatever these objectives look like, they need to align across the business, with each area of the value chain understanding the role they play in aligning with and meeting them. As we’ve outlined a number of times, marketing activities make an impact, whether driving consumption or behaviour, and part of that impact is the channels we use. For example, with digitization, Digital Out of Home (DOOH) ads have morphed into ever-changing illuminating digital screens and these, according to Greenpeace, use the same electricity as three average households. The same article outlines research by the Guardian detailing that 86 DOOH boards equated to 11,501 kWh of electricity every year – effectively the same energy as used by 345 households. For their owners, these units deliver £2.4 million a year in rent plus 2.8 per cent of the revenue for each ad[3]. Hmmm.

If Marketers hold a sizeable financial budget, that’s potentially responsible for creating more carbon impact. Something we need to be mindful of if working within the boundaries of carbon budgets as well as financial budgets.



Where to start

Let’s dive straight into some alternative platforms that Marketers can explore:


	 
Good-Loop – Effective advertising that’s a force for good in the world. Focused on making the internet a more positive place, the service enables brands to deliver ads that focus on a wider impact. They work with agencies, brands, publishers and charities, offering various formats to adopt: engage to donate, or ads that focus on making a direct impact, such as planting trees, lighting homes or cleaning oceans. And by giving people a genuinely good reason to pause and listen to the ads, they see improved view through rates and a 45 per cent increase in ad recall[4]. They also offer brands and agencies the ability to closely monitor the environmental impact of their ads throughout the campaign lifecycle[5].

	 
The GoodNet – Advertising can do good in the world, enabling brands to tap into a network of publishers whose content focuses on helping people live greener, healthier and fairer lives. If an agency is looking to promote a sustainable brand, product or service, The GoodNet will find the right audience to meet objectives, at the same time supporting the publishers to gain revenue by creating more vital content, and fundamentally inspiring and educating people through content to make better choices and live a more sustainable life[6].

	 
All Planet – Dedicated to helping forward-thinking businesses maximize Return on Investment (ROI) by helping restore the planet. Community-focused social and programmatic video ads offer those engaging with ads opportunities to donate, make a pledge, take a specific action, get rewarded and share the good they do with other like-minded friends. There’s also a focus on quantifying the ESG impact of marketing campaigns, with ESG scoring of publishers and media plans[6].

	 
WeAre8 – Social media for a better world. A social media app with zero tolerance for hate, focused on building authentic community. Brands place their ads on the platform – and when community members watch the ads, they get micropayments for doing so. The money paid can then be paid forward to charity or to support a specific cause, or stored up in a wallet. People can also calculate their impact to see how the time they spend on social media can become a force for good – watching just 2 minutes of ads a day on WeAre[8].





Three actions to consider


	1) Review your marketing channels, budget and digital ad spend. Is there opportunity to manoeuvre budget to more Sustainable Marketing platforms?

	2) Are you aware of the carbon/environmental impact of your marketing activities? Is it something you’re already tracking? How is understanding your impact informing your decision-making around channel selection and media spend? We’ll talk more about the practicalities of tracking this in Chapter 95 too.

	3) Research options in the market including those above – find out more about how they could work practically for your business and audience proposition.





Useful resources to explore


	Check out the Case Studies outlined on the Good-Loop site – plenty of inspiration. https://good-loop.com/case-study/index






References


	1 What Marketing Budgets Look Like in 2022, Gartner, Turner, J., 6 June 2022. https://www.gartner.com/en/articles/what-marketing-budgets-look-like-in-2022


	2 The CMO Survey, Deloitte, Highlights and Insights Report, September 2022. https://cmosurvey.org/wp-content/uploads/2022/09/The_CMO_Survey-Highlights_and_Insights_Report-September_2022.pdf



	3 Is the climate cost of digital billboards too high to justify? The Drum, McCarthy, J., 15 July 2022. https://www.thedrum.com/news/2022/07/15/the-climate-cost-digital-billboards-too-high-justify


	4 Good-Loop. https://good-loop.com/brands


	5 Good-Loop launches green ad tag to help advertisers monitor carbon cost of digital campaigns in real time, ExchangeWire, 26 July 2021. https://www.exchangewire.com/blog/2021/07/26/good-loop-launches-green-ad-tag-to-help-advertisers-monitor-carbon-cost-of-digital-campaigns-in-real-time/


	6 The GoodNet – website –accessed April 2023 – https://wearethegoodnet.com/


	7 All Planet – website –accessed April 2023 – https://allplanet.io/


	8 WeAre8 – website –accessed April 2023 – https://www.weare8.com/









78: Digital carbon footprint – the GHG emitter we don’t consider


What it is

Throughout Part 4, we’ve talked about some of the carbon impacts that digital plays into from a marketing aspect, and while some of the digital marketing aspects are clear for us to see (emails, social media, display, etc), much of it happens in unseen clouds.

Beyond digital marketing, digital technologies are viewed as supporting carbon reduction targets across industries. Analysis by Accenture in collaboration with The World Economic Forum shows that digital technologies, such as AI, Blockchain, IoT, Automation and AR, could when scaled across industries deliver up to 20 per cent of the 2050 reduction needed to hit the International Energy Agency Net Zero trajectories in the energy, materials and mobility industries[1].

So, let’s take a look at just how sizeable some of digital marketing’s impact is:


	 Good-Loop found that the average online ad campaign generates 5.4 tonnes of CO2 emissions – the equivalent of around 13,000 miles of car travel. The calculations didn’t include the data intensive auctioning process that takes place trillions of times per day without an ad actually being displayed. So, it’s likely to be a whole lot more[2].

	 There were an estimated 322.2 billion emails sent and received daily around the world in 2022, expected to top 376 billion in 2025[3]. In his book How Bad Are Bananas?, Mike Berners-Lee estimates that glowbally emails account for as much as 150 million tonnes of CO2 – around 0.3 per cent of the world’s carbon footprint[4]. He concedes there are complexities around the size of the email and how long it takes a person to read the email, etc (as outlined in Chapter 75). And while not the biggest nut to crack by any stretch of the imagination, he does make the case that it’s certainly an easy one to tackle – and we like the way he frames it as being a great conversation starter around ‘the benefits of cutting every kind of junk out of our lives’.

	 Google is the most visited website on the planet, processing 8.5 billion searches a day[5, 6]. Every search has a carbon impact, and it’s estimated that Google search accounts for around 40 per cent of the internet’s carbon footprint. For context, one Google search equates to half the carbon impact created as boiling a kettle[7]. Think about just your own daily search activity – that’s a lot of cups of tea! As we said earlier, much of the impact is going on behind the scenes: searches rely on millions of physical servers in data centres around the world connected with miles of undersea cables, all requiring energy. One often cited study suggests that digital activity results in the same carbon impact as the aviation industry (but see Useful resources for context).

	 Social Media activity – In Chapter 74, we shared the global stats regarding social media usage. You’ve probably checked your social media accounts several times since ploughing through this book. And again, all that scrolling, liking, chatting and shopping has an impact. Comparethemarket analyzed 10 of the most popular social media platforms to assess the amount of carbon emissions per minute of use. They found that TikTok currently generates the most emissions per minute at 2.63 grams of CO2, followed by Reddit at 2.45 grams and Pinterest at 1.3 grams. Again, there are variables to consider: time on site, content engaged with, etc. They calculated that using each of the 10 platforms for five minutes each day would result in 20kg of carbon a year, which is the same as driving in a car for 52.5 miles[8]. Jumping back to the statistics shared around average social media use per day – 2 hours and 31 minutes – it’s likely to be many, many more miles.





Why it matters

We’ve talked about the marketing mix in Chapter 77 around digital spend – and of course, beyond activated campaigns, our work in the digital space evokes a lot of activity across these areas and indeed many more.

This chapter is really just a sense-check for Marketers to be aware that everything we do has an impact – and that there is an opportunity for marginal gains across every aspect – and that collectively across the industry, there is often a hidden functional aspect to our impact, which we may not even be thinking about. Depending on the scale of campaigns, the mix, reach, financial budget, delivery partners and execution, Marketers have a responsibility to reduce impact. And of course, in order to do that it comes back to that old adage of you can manage only what you can measure – if you’re not aware of the baseline, it’s difficult to reduce it. Which leads to some questions: Are you measuring the carbon impact of your marketing activities? What do your reduction targets look like? How are you working towards those targets? What’s the accountability? Are they part of your KPIs? And do your targets align with the overarching targets of the business? (More on that in Chapter 95.)



Three actions to consider


	1) Have a play with the social media carbon calculator (see Useful resources to explore), to get a sense of what impact looks like around activity and the activity you’re driving through your campaigns.

	2) Do an audit of your activities and assess activity, direct carbon impact and the brainprint impact of your activities on others. Can you get to a number?

	3) Discuss with team members and make carbon crunching plans to ‘cut the junk from your life and the lives of your audiences.’





Useful resources to explore


	Digital Emissions Calculator – Small99 – it’s not perfect (their own words), but it’s a start… Take a look – https://small99.co.uk/digital-emissions-calculator/


	What’s the Real Climate Impact of Digital Technology? Always useful to have a counter sense check – so sharing this here: https://www.ericsson.com/en/blog/2020/2/climate-impact-of-digital-technology


	Social Media use carbon calculator – https://www.comparethemarket.com.au/energy/features/social-carbon-footprint-calculator/
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79: Tapping into green influencers to help drive sustainable action


What it is

Influencers come in many guises: they may be your own customers, acting as ambassadors and advocates; employees driving advocacy; subject matter experts that you’re tapping into to drive thought leadership; or indeed, social media creators, individuals on social platforms harnessing the engagement and reach of their audiences.

Green influencers are those harnessing the power of reach and engagement on social media to tell stories about climate change, share perspectives and speak out on environmental and societal issues to drive education, awareness and behavioural change. For example, ‘Jack’ Harries, a YouTube star turned activist, created a series of short episodes called The Breakdown aimed at the TikTok generation overwhelmed by environmental issues[1]. Within the episodes there are clear call to actions, enabling viewers to take action – sign petitions, join communities and engage with climate organizations. @Besmacc (the CC for Curiously Conscious)[2] is an influencer on both TikTok and Instagram and founder of agency Ethical Influencers. She focuses attention on sustainable fashion, finding kinder ways to live and dress. As well as bringing awareness of sustainable fashion brands, she also does live content exposing brands, calling out greenwashing, and she hosts a range of practical guides and resources to support action and education via her Curiously Conscious site. Ed Winters, @earthlinged[3], has grown a social media presence of over half a million followers on Instagram, to become a leading voice on vegan education – and is now a best-selling author, public speaker and award-winning film-maker. There are literally hundreds (and no doubt thousands) of creators now focused on using their influence as a force for good (for examples, see Useful resources to explore).

And then of course, there’s opportunity for influence at scale when TV joins in. The TV show Love Island hit the headlines when they partnered with eBay to dress the ever-influential contestants in secondhand, preloved outfits. With viewing figures reaching up to 3 million people an episode, and the contestants all active on social media, the impact they have on influencing others is significant, with dresses selling out in seconds when worn on the show. The objective of the partnership with eBay then, was to ‘demonstrate just how stylish secondhand clothes can be, and do away with any stigmas around pre-owned clothes’ [4]. And it worked . . . the partnership was a roaring success – with eBay seeing a 1,600 per cent increase in searches for preloved clothing and a 24 per cent jump in the number of circular businesses joining its site[5].



Why it matters

As we discussed in Chapter 4, the IPCC report details that lifestyle choices play an important role in reducing carbon emissions around the world. The choices we make in how we travel, what we eat, how we heat our homes, what we buy and wear – all play a role. The scientists behind the Intergovernmental Panel on Climate Change (IPCC)’s latest report agree that ‘social influencers and thought leaders can increase the adoption of low-carbon technologies, behaviours, and lifestyles’[6]. And as outlined in Chapter 69, we’re consuming significant amounts of media daily, media which has the opportunity to influence us. And we know that people are influenced by what influencers do and say. One study reported in Adweek found that 49.2 per cent of respondents actively follow social media influencers, 49.3 per cent made a purchase based upon an influencer’s recommendation, and 44.2 per cent generally trust the recommendations from influencers[7].



Where to start

As with any tactical endeavour, Marketers need to think about how influencers can support objectives. What is it that you want the influencer programme to achieve?


	 Improving Brand Awareness – perhaps creating thought leadership content with influencers around the progress you’re making and the role they can play.

	 Fast-tracking Perception Change – engaging and leveraging influencers’ level of trust with their audiences to help shape new perspectives (as in the eBay/Love Island scenario).

	 Demand Generation – partnering with influencers to generate demand for sustainable products, services or solutions, and for more sustainable purchasing (behaviour change).

	 Reaching New Audiences – partnering with influencers to engage and activate hard-to reach audiences.

	 Education and Awareness – bringing knowledge and education to audiences that may not be aware of the realities (as Besmacc and Earthlinged and so many others do).



It is important to get clarity on your objectives, and then research and investigate the right type of influencers to meet the objective and align with your target audience. It may be that you have audience insights determining the channels they use and who they trust – if so, that can be a great starting point. For example, if your target audience is on TikTok, you’ll want an influencer that is proficient on that platform.

The other aspect to consider is that rather than going for a big-hitting influencer with a big following, you may want to work with a number of micro or nano-influencers – those with small but highly engaged followings. (They could be your own customers, those who rave about your products organically, harnessing a number of them to support a bigger advocacy initiative). There are some interesting statistics about quality over quantity – so this might be a better tactic as you test and learn, to suit your budget (see Useful resources to explore).

And finally, when selecting who to work with, you’ll also be assessing a number of practical aspects – their relevance, reliability, content, quality, values and brand alignment, reach and engagement. View working with influencers as building trusted partnerships; spend the time finding the right ones that fit and listen to their ideas to support your objectives. After all, they know their audiences better than you do; they know the content that will land, and the tone, style and format to use.

Three actions to consider


	1) Map out where influencers could fit into your marketing mix and strengthen your sustainability endeavours.

	2) Research how brands and others are working with influencers.

	3) Start researching your own customer base, or perhaps your own employees – do you have advocates? Could you consider a micro-influencer programme to test the water?






Useful resources to explore


	Top 100 Sustainability Influencers – it’s quite interesting to review the campaigns and how the influencers have been involved – https://www.amraandelma.com/top-sustainability-influencers/


	The State of Influencer Marketing Benchmark Report, Geyser, W., 7 Feb 2023. https://influencermarketinghub.com/influencer-marketing-benchmark-report/


	The role of travel influencers in sustainable tourism development – https://doaj.org/article/5b92e74cf824479db6e7ea8ff8ae4e5f
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80: Sustainable events – making them greener from idea to execution


What it is

Events can be great fun and it’s good to get out there and network, connect, socialize and enjoy being entertained. The events industry is estimated to be worth more than $2 trillion globally by 2028[1]. Whether it’s a business, entertainment or a sporting event, the focus on ensuring that your event is as sustainably planned and executed as possible, and that those attending know this to be a priority, is more important than ever.

Events also have a considerable carbon footprint, mostly from three main areas – travel, food and the swag. However, the impact of COVID-19 shifting us all to our screens in 2020, showed that virtual could be done at scale, and the experience actually opened up a lot of opportunities. As long as we don’t ignore the emissions associated with the digital world, virtual and hybrid events are a reasonable, and potentially more sustainable, alternative to in-person events.



Why it matters

As with everything in this book, a sustainable lens is a must and events are no different. Usually sitting within the broad remit of marketing, events can range from one-off small occasions to large-scale occasions requiring significant amounts of research, planning, organization, logistics and marketing. The considerations at each of these stages are important to the impact the event will have. As Marketers, we need to get into the habit of placing sustainability high on the priority list.

As businesses commit to decarbonization targets, pledges to reduce waste and pollution and to be a catalyst for change, events are a unique opportunity to show this in action. Regardless of whether the event is related to sustainability or not, organizations can use the platform, moment and captive audience to raise awareness and lead by example. Giles Stanford, Director of Global Events at CSM Live, explained on the podcast that ‘it’s all about material selections, how we choose to do things, reducing the logistics and being smarter about what you do. Then you take the downstream side of it, the repurposing and recycling and designing things better so they are reusable and not a one-time use. It’s about building relationships with clients to extend the longevity of what they create’[2].



Where to start

To become more sustainability focused at the planning stage of events, it really does require end-to-end thinking. Whether large-scale or small, a sustainable lens must be used for considerations around the venue, location, how people get there, food choices, single-use items, printed materials, giveaways – and the sponsors; you may recall the greenwash furore when Coca-Cola were announced as sponsors of COP27[3].

Events professionals and Marketers who work in this space can start with our Sustainable Marketing 7 Ps model (see Chapter 64 and Useful resources to explore), which supports a different set of questions all with sustainability in mind:


	 Place – venue, logistics, transport, carbon emissions, local v international.

	 People – travel, food choices and behaviours pre-, during and post-event.


	Process – supply chain, ethical partners, packaging, AI, fulfilment.

	 Promotion – marketing, sponsors, speakers, carbon budgets, attendance (sales), giveaways v donations. (Being mindful if offsetting – and making sure it’s done properly, with a reduce first focus wherever possible).



During the event, there’s opportunity to make those attending part of your sustainable efforts too, engaging them as part of the solution and, much like pointing out the fire exits, telling them what they need to do with any waste to ensure it goes where it needs to. Gamify their day with carbon footprint calculators and set targets. Make them mindful and share your sustainability goals to give the event additional purpose.

And, once the event is over, it shouldn’t end there. Giles pointed out, ‘we have a responsibility after the event to see the products through a full life cycle, and changing contractor each time isn’t sustainable either, we need longevity in those relationships.’ Collaboration and co-creation in the events space is critical, not only in ensuring the event itself is meeting its commitments but to enable the industry to be an accelerator for scaling more sustainable solutions/options as organizers collectively support new innovations and make them the norm.

The devil is in the detail, and we must be sustainable at every stage and with every action. If we can go one step further and be regenerative – even better.



Three actions to consider


	1) Consider all stages of your events and conduct an audit – what do you do now, which suppliers do you use, what do you consider, what do you need to consider? (See the 7 Ps.)

	2) Do you share your sustainability agenda with the people, partners, suppliers you work with? Do you ask to see their agendas, targets and commitments? Start making this part of your usual practice.

	3) Look at good causes and charities you can partner with as opposed to giving away items which will most likely end up in landfill.





Useful resources to explore


	The regenerative events checklist – https://www.gds.earth/wp-content/uploads/The-Regenerative-Event-Checklist-GDS-Index.pdf


	A look at the London Marathon sustainability agenda – https://www.tcslondonmarathon.com/more/sustainability


	Coldplay – Music of Spheres tour looked at every detail – https://sustainability.coldplay.com/


	https://www.globalcitizen.org/en/content/coldplay-eco-friendly-world-tour-2022/


	Ideas to make your events greener – https://www.cvent.com/uk/blog/events/10-green-event-ideas-can-make-huge-difference


	https://enhancentertainment.com.au/blog/sustainability-in-action-6-of-the-worlds-most-sustainable-events/


	Can Marketing Save the Planet? – Sustainable Marketer 7 Ps Framework – https://www.canmarketingsavetheplanet.com/sustainable-marketing-models
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81: Retention – wrapping a service around what you do


What it is

The need to reduce consumption and stuff across many areas of how we live and work is central to making life more sustainable for the long term. We know our activities and current production and consumption levels can’t stay where they are. As outlined in Chapter 45, terms like degrowth seem completely counterintuitive to Marketers, who have been conditioned to focus on growth, but we need to embrace them and get used to thinking and working differently.

Retention is important to business, whether we’re talking retention of customers or employees; the cost of acquisition is far more costly to a business in terms of time, resource and reputation[1].

Wrapping a service around what you do as a business has traditionally been approached with the sole objective of making more money. Initiatives such as loyalty cards are generally used to increase purchases, push up the average order value, introduce new products and promotions to customers and, generally, keep them coming back for more.



Why it matters

As reiterated throughout this book, collectively we have to focus on the triple bottom line: people, planet and profit. After placing a sustainable lens over what you do, it’s likely that many of the current ways of creating a longer-term ongoing relationship with customers can still be used. What changes are the goals and objectives, as well as the way in which you talk about them.

Organizations already focusing on creating longer-term relationships which retain customers and deliver on sustainable development goals are making profitable wins for the long-term through wrapping everything up into a service. We’ll get into examples of these below (see Where to start).

By changing the objectives and having a new set of KPIs, not only does the narrative change, but so does the mindset of those working on them and the people you are talking to about them. Placing a sustainable lens over the service really broadens out the proposition and gives Marketers so much more to talk about. It takes you away from the same old rhetoric that reduces everything down to a financial target. Most importantly it should make you stand out in a sea of sameness.



Where to start

Let’s look at some of the different ways you can wrap a service around what you do and how organizations are shifting the focus to sustainability first. You’ll notice we take a deeper dive into these services throughout Part 4 of this book.

Loyalty cards have been around since the 18th century and have changed and evolved over that time[2]. As the name states, a loyalty card builds and maintains loyalty to an organization or sector. Loyalty cards are multifunctional; they can support many different objectives and for this reason can be an effective way of driving sustainability agendas at a tactical level.

Boots, the British health and beauty retailer, uses its Advantage Card to incentivize customers to return old make up and empty toiletries (also discussed in Chapter 63). As part of their Recycle & Get Rewarded! initiative[3], Boots adds value to customers, not only from a financial perspective but also by educating them on plastic and recycling (see References below). At the same time they’re ideally shaping new behaviours. There is also the issue of waste being addressed responsibly too, and the returned items being recycled properly.

Subscription services are another way of retaining customers, and again usually associated with selling. However, put a purpose-driven organization or sustainability objective behind them and we have a winning formula. Who Gives a Crap offer a subscription service, which provides them with a way of offering different pricing and promotion to attract and retain customers. More customers subscribing equals more people using their bamboo toilet rolls, which are better for the planet, and supports the company’s mission.

Finally, let’s talk personalization. Yes, it’s a way to sell products and services, usually with a premium attached which increases profits. But, it can address overconsumption and waste. An example of personalization is Skin+Me[4]. They offer:


	 personalized treatment plans that changes with, and for, your skin;

	 access to ingredients that work;

	 spend less and waste less.



By having a product that is made for you, the bigger outcome is that people buy less, avoiding ‘other’ products. The added benefits of saving money is beneficial to the individual. The planet benefits long term from a reduction in consumption and, hopefully, reduced waste.

All these examples give Marketers so much to talk about while building more meaningful relationships with customers. However, the focus has to deliver against the sustainability objectives.



Three actions to consider


	1) Do your services relate back to sustainable objectives? How can you make changes to enable that?

	2) Explore the resources and consider which services your organization could adopt.

	3) Do you already wrap a service around what you do? How do you communicate it – is it a priority? What are you learning that could be translated to other products/services?





Useful resources to explore


	Examples of loyalty card initiatives focused on sustainability – https://antavo.com/blog/green-loyalty-programs/


	John Lewis – Beauty Cycle. https://www.johnlewis.com/our-services/beautycycle?irclickid=RlF3NpQT7xyIULdz3f1lRXomUkGXqd0JnTANRc0&irgwc=1&tmcampid=99&s_afcid=af_10078#terms-beautycycle


	Tackling food waste, how Oddbox approach it. https://www.oddbox.co.uk/home-box
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82: Subscription – how to drive engagement with a sustainable lens


What it is

We touched on subscription services in the previous chapter where we explored retention, and wrapping a service around what you do as an organization. The definition of a subscription is ‘an arrangement whereby goods, services or stock are sold periodically rather than individually’[1]. Subscriptions can require an individual to sign up to a contract, minimum term, usage or quantity and with this different price bands, features or benefits can be unlocked.

Cancel anytime, commitment-free subscriptions have also become more mainstream and popular. A good example is Netflix, where you can sign up, pay your monthly fee and cancel anytime, no strings attached. This type of subscription service makes it easier for people to come and go as they need. There is also the opportunity to pause subscriptions should your financial situation change, or you find you aren’t using a particular service as much as you’d like. Whatever the subscription type, it is a business model which has been associated with retention and a good way to engage with customers on an ongoing basis (providing the service or offering remains attractive).



Why it matters

Subscriptions have become very popular both for organizations and people. Whether it’s content streaming services, apps and games, beauty boxes or food, it feels like there is a subscription out there for everything. As long as you are willing to sign up, it can be delivered to your door, or down your digital device.

When it comes to sustainability, subscription services have their pros and cons. This is something we need to be more aware of as individuals when signing up to them, and as organizations when offering them. It’s not the subscription model itself that is the problem; it’s the terms of use and the context of what you are selling and the behaviours you’re encouraging that determine if the service is truly focused on people, planet and profit, or just profit.



Where to start

Let’s look at the trend of clothing-related subscriptions. Take rental subscriptions, where people pay to rent either a certain number of items (or even unlimited) every month, for a fee. Fast fashion is already responsible for up to 10 per cent of our annual carbon emissions[2], so when an organization talks about renting clothing, the assumption is that this must be a more sustainable endeavour because the clothes are being used over and over again and are not new purchases. However, if your offering is unlimited items or unlimited frequency of rental, with free shipping and returns, it’s likely that those options blow the case for sustainability out of the water.

As Marketers, it’s coming back to that end-to-end thinking. We need to ask ourselves what the purpose and objective is of what we are offering. Have the emissions associated with delivery been accounted for? What packaging is being used? And who is responsible for the items when it comes to the end of its life cycle? These things matter; it’s the sum of the parts that determines the outcome and authenticity of the offering.

Another example is Wonky Veg Boxes, a subscription service with sustainability at its heart. They are clear in their purpose: ‘We rescue unwanted veg and deliver it’[3]. They want to, ‘normalise the purchase and consumption of Wonky vegetables’. They offer flexible weekly subscriptions, allowing customers to skip deliveries if on holiday, continuously prompting people to be more mindful themselves of food waste and societal norms. They understand that demand goes up and down and so partner with charities and food banks to ensure excess produce is shared and not wasted. They also pick up their boxes when delivering new ones to recycle and reuse them.

Another great example is Whirli, a toy subscription service which diverts toys from landfill and recirculates them so they can be loved and played with again and again[4]. As part of their service, Whirli have considered the behaviours of children. There are no time limits and no penalties against how long the toys are kept. If a child falls in love with a toy, they can keep it and purchase it for a discounted price. This innovative subscription service has not only come about based on current behaviours, but is cleverly influencing attitudes in order to create new behaviours.

Looking at business models through a sustainable lens opens up opportunities for innovative solutions but only if they come from an informed place, consider current challenges and impacts and have a focus on attitudes and behaviours (see Chapter 44).



Three actions to consider


	1) Explore the examples below (Useful resources to explore) for ideas and approaches.

	2) Look at the detail, terms and impacts beyond the product/service. Does the genuine focus start with sustainability at its heart?

	3) How can you tell a story which brings your customers on your journey? Remember, you don’t have to lead with sustainability, but tell them why what you’re doing matters to them and solves their problems.





Useful resources to explore

Explore how these organizations manage, present and talk about their subscription propositions:


	https://www.oddbox.co.uk/


	https://www.pactcoffee.com/


	https://zerowastememoirs.com/best-zero-waste-sustainable-subscription-boxes/


	https://theecohub.com/sustainable-subscription-boxes/


	https://www.sustainablylazy.com/blog/natural-eco-friendly-cleaning-uk


	https://www.unep.org/news-and-stories/story/most-subscription-services-are-not-delivering-sustainability
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83: Leasing – a more sustainable approach for business


What it is

Leasing is ‘a contract by which one party conveys land, property, services, etc. to another for a specified time, usually in return for a periodic payment’[1]. Leasing is a model which, if considered and approached from a place of knowledge, can support organizations as part of their sustainability agendas, either as providers of the service or in terms of their customers engaging with it.

The terms leasing and rental are often used interchangeably, but the key difference between the two models is the time period. Rentals have more variables in that you can have long-term, short-term, monthly or weekly periods, depending on what the assets or service terms are. Leases are generally longer-term agreements (typically a year upwards).



Why it matters

For organizations looking to drive their sustainability agendas from the inside, leasing can offer a number of benefits. Firstly, it removes the need for ownership, and from an end user (organizational) perspective it also removes responsibility for the end of life of the products or assets, which can make them more appealing from an economical and sustainability point of view. Often, we fail to consider the notable cost savings associated with sustainability (think back to Chapter 13). If the decision to lease has a sustainability focus behind it, then this can shape a whole different mindset, culture and set of behaviours running through an organization. There is also a strong narrative to share because it demonstrates a deeper level of understanding and alignment with circularity principles.

For example, for organizations who lease out products, services or assets, the opportunity to focus on the service you offer as opposed to the products or assets themselves has far greater potential to connect and engage, as you are selling a service which enables you to have a long-term, ongoing relationship with your customers. You are selling not just products, but a full end-to-end service. ‘Nowadays, people are prepared to pay for products as they use them, rather than bearing the cost of ownership. This phenomenon is forcing a fundamental change in the way manufacturers interact with their customers’[2].

As an organization you also have to take responsibility for your products during their life, and at their end of life, which in itself can create a different mindset. If you are responsible at every stage of the product life cycle, ensuring that products stay in use or become something else (as a whole or in part) is of commercial interest. This can lead to higher quality products and assets being sought, and brings in other parts of the circular economy such as repair and reuse. This was a point made by 3stepIT chief executive Carmen Ene who said: ‘Our company business model is built around the circular economy. The objective is to extend the lifetime of every device that we manage, through the “first life” and giving it a “second life” by refurbishing and re-using. We resell 97 per cent of the devices that are returned at the end of lease. Every time a device is reused, we displace the manufacture of a new device. As most of the carbon footprint of a device over its lifetime is produced in its manufacture, this makes IT more sustainable’[3].



Where to start

There is a long list of products and assets which can be leased:


	 cars;

	 buildings – workspace;

	 furniture;

	 IT equipment;

	 gym and beauty equipment.



For Marketers working for organizations who are considering or already leasing, consider the benefits over and above the removal of ownership and waste responsibility. The option of being able to invest in more sustainable solutions as they evolve – for example, more efficient buildings, switching to electric vehicles or other modes of e-transport and even refurbished IT equipment – and what that brings to your organization’s sustainability agenda is important. It’s an internal communications opportunity that shouldn’t be missed.

For Marketers who work for organizations who lease products, the focus on the total service you are providing is key. If done through an authentic sustainability lens, your narrative can talk not only about the product but the broader mindset and behaviours it seeks to change. The opportunity for ongoing conversation is an important one, and the usage data can be valuable to the evolution of your products or services in making them even more sustainable both during their own life and their potential next lives. If done in the right way, there will be a reduced reliance on the frequency of new products – and the benefit that has on our biggest stakeholder, our planet, is invaluable.



Three actions to consider


	1) Considering the sectors and products that lend themselves to leasing, is it an option for your organization? Start some conversations and see where they take you.

	2) If you have a leasing model – where does it sit on the priority list? Is there more you can be doing to communicate the benefits and drive more people to engage?

	3) Is there more your organization can be doing internally to lease as opposed to purchase – IT, furniture, vehicles? Drive the conversation up to the leadership team.





Useful resources to explore


	Leasing – the new circular ownership model – https://community.materialtrader.com/leasing-the-new-circular-ownership-model/


	Reason Why the Value of Leasing Is Being Re-evaluated – https://tokyocentury-news.com/services/equipment-leasing/leasing-circular-economy/


	An interesting breakdown and case studies – Transition to the circular economy: the story of four case companies – https://www.tandfonline.com/doi/full/10.1080/00207543.2020.1748907


	Resale and rental: Two circular consumption models, endless possibilities – https://www.greenbiz.com/article/resale-and-rental-two-circular-consumption-models-endless-possibilities


	IKEA’s Bargain Corner upgraded to the Circular Hub. https://www.ikea.com/gb/en/offers/circular-hub-pub2eab7840
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84: Refill and prefill – an opportunity to drive loyalty


What it is

Two key premises of circularity are to reduce and reuse. Refill options enable customers to refill either their own containers or containers provided by the brand, as and when required. As pressures mount to cut packaging and waste impact, more organizations and brands are innovating in this area – with a number of countries leading the way. For example, in France, they’re looking to pass a law whereby by 2030, 20 per cent of the shopfloor must be fitted with refill systems[1]. While appetites are changing, this is still relatively fertile and emerging territory. Refill has a few options, including:


	 
Refill stations / dedicated refill shops




In this scenario the customer brings their own container into a store or dedicated shop to fill it. The customers refill themselves, either pumping product – such as hand soap, washing detergent, shampoo and conditioner – into their own containers, or filling empty jars/containers with products such as lentils, pasta, cereal and rice. This practical endeavour requires customer action around both the weighing of the empty container pre- and post-refill, and the mechanism in store to facilitate this process, so the customer can pay for the amount they buy.

 In the UK, Asda introduced a refill system in selected stores as part of their commitment to reduce packaging. At the same time, to encourage behaviour shifts, they announced a ‘refill price promise’, making all its refill products cheaper than their packaged alternatives as part of the proposition[2].


	 
Refill Pouches




Another scenario is where a brand designs their product so it can be reused and refilled with refill packs. This enables the source bottle/container to be reused continuously, reducing plastic use. Radox, the UK’s number one shower gel brand, has redesigned its bottles so they can be refilled and reused. The new bottles are made from 50 per cent post-consumer recycled (PCR) plastic and can be refilled with Radox’s new 500 ml refill packs, which use 74 per cent less plastic, supporting the brand to drive commitments to impact reduction, and simultaneously helping shoppers reduce plastic use[3].


	 
Prefill




Very close to refill is prefill, where the container is instead supplied by, and returned to, the organization to be incorporated back into the prefill stream. For example, Abel & Cole have Club Zero, whereby you can purchase a container from them and get it filled with products they supply[4]. Once you’re finished, you’re asked to empty them and return them back to your box for collection and refill. This zero-waste refill option provides benefit to the customer on the waste front and is, from an organizational perspective, a very different fulfilment process: the organization is not only providing product, but also fulfilling a refill service.

It’s a big topic, involving considerations that align with hygiene, particularly with some foods and beauty products. There are many complexities, so we’ve added plenty of links in Useful resources to explore for you to dive deeper.

What’s evident, even from the few simple examples we’ve shared, is that refill presents a very different type of relationship between customer and brand, and a step change away from the hundreds and thousands of product choices and stock keeping units (SKUs) aligned with the typical shopping experience.



Why it matters

The idea of giving customers a role in the purchase and return processes, enabling them to engage in efforts to reduce and reuse, while simultaneously supporting the reduce and reuse efforts of the brand they’re engaging with, not only provides opportunity to encourage new habits and behaviour change but also saves costs for both the business and customer.

From an organizational perspective, switching offerings to refill will require commercial investment in infrastructure change. However, there are savings to be made all along refill value chains; buying in bulk, tapping into economies of scale, reduction in processing, no longer having to weigh every product, and eradicating single-use packaging and waste. From a customer perspective, there’s opportunity to save money and waste. As outlined in the findings from Asda, ‘As well as being cheaper, refill allows customers to buy the exact amount they need, helping them stick to budgets, while at the same time reducing food waste at home’[2].

Coming back to marketing, then, there’s opportunity to align with customer need, and also to drive loyalty, as organizations move from providing products to providing services. Those services may be buy-as-you-need or incentivized via subscription discounts. One example (and indeed there are many) is deodorant brand Fussy, ‘all natural, free from aluminium, parabens and 100 per cent vegan, plastic-free compostable refills, delivered to your armpits, when you need them’[5]. Initially the customer purchases the one-time recycled plastic applicator and a selection of refills – and then has the option to stock up on refills, either via regular subscription or when needed. Either way, this makes it convenient for the customer to create new habits.



Where to start

Personally, we’re big advocates of refill. Living in the same town, we regularly use the same local refill shop and have changed as many products as we can to refillable and low or no packaging in personal care, home care and food consumption.

Refill/prefill isn’t going to be relevant for every product – but if it’s relevant for your organization, then what are you already doing in this space? Is there opportunity to be doing more? And from a marketing perspective, is it something you can trial, test, and work to engage your audiences around?

It’s clear that refill is only going to grow in line with consumer demand and organizational necessity. Unilever is expanding its refillable packaging trials across the UK, including return on the go refill trials. The trial and research offers the following insights[6]:


	94  per cent of consumers in the UK are more likely to invest in refills rather than buy new products in store if available, and 89 per cent are likely to buy a product because its packaging can be reused..


	Almost a fifth of shoppers wanted a sealed product option (18 per cent) and to be able to return empty bottles to store (16 per cent). A quarter (25 per cent) would be interested in a loyalty or reward scheme.

	 Nearly a third revealed value for money offered by the Refill Stations was a key reason for being likely to purchase in the future.





Three actions to consider


	1) Explore opportunities to get involved personally and as part of your product offering.

	2) If you’re already offering refill or prefill services, is there more you can be doing to incentivize engagement?

	3) Behaviour change is the critical KPI, rather than the amount of product you’re selling. What do behaviour change metrics look like? Ensure you’re measuring what matters.





Useful resources to explore


	Effective eco cleaning & laundry products. No dyes. No harsh chemicals. No plastic bottles. Less waste. https://www.fillrefill.co/about-us/


	Refill.org – includes World Refill Day – loads of useful Refill news and resources here – https://www.refill.org.uk/world-refill-day/


	Greenpeace’s Reuse Revolution – https://www.greenpeace.org/usa/the-reuse-revolution-is-the-answer-to-the-plastics-crisis/


	Loop – Global Reuse Platform – https://exploreloop.com/
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85: Repair – how to drive engagement


What it is

Following on from Refill, another critical R component of the circular economy is Repair. Repairing a product extends the life, either by returning the product to the seller to refurbish, reuse or sell – or by repairing and eradicating the need to replace.

For some products, repairability is simple. For example, if the zip breaks on an outdoor jacket, then getting the zip repaired rather than replacing the entire item is a no-brainer.

However, in our convenience-filled lifestyles, it’s not always simple and convenient to repair items. We’ve become used to a throwaway mentality and products that are designed for obsolescence rather than durability and longevity.

It’s a whole-system problem which has led to unprecedented levels of waste. Think about consumer electronics: when the kettle stops working, it may be replaced if in warranty, but where to start with repair? Products such as this are readily thrown away. As stated in Chapter 12, around 57.4 million tonnes of e-waste was disposed of in 2021 worldwide (remember the 8.2 million African elephants), 83 per cent of which is not being collected (that’s around 6.8 million African elephants). As you can identify, that’s a sizeable missed opportunity for the circular economy, with an estimated commercial value of approx. $62.5 billion[1]. While e-waste is smaller than plastic waste (plastic waste is about 300 million metric tonnes every year, and textile waste, about 90 million tonnes), e-waste is the fastest growing waste stream with 3–5 per cent annual growth!



Why it matters

If we think about the levels of waste and associated costs of those resources being wasted, this really is, from a commercial perspective, akin to throwing precious resource down some very inefficient and damaging drains. Alongside that missed commercial opportunity, there’s also increased pressure on business, not just from consumers but from regulation.



Why it matters

For repair to become business as usual, the ability for the product to be easily repaired has to be built in at the initial design phase – and regulators have begun to put pressure on organizations to focus on this area to extend product life through customer-enabled repair. Right to Repair, aligned with Extended Producer Responsibility, is legislation designed to support customer’s rights to repair goods they purchase (see Useful resources to explore). The legislation is rolling out across the UK during 2023, and the US, France and Germany are already ahead. It’s not a perfect piece of legislation; the list of items that currently fall into the right to repair scheme is limited, and doesn’t cover mobile phones – as outlined in the aptly titled article in Wired, ‘The UK’s right to repair law already needs repairing’[2]. However, it does mean that manufacturers will be/are legally obliged to design with repairability as a first focus rather than obsolescence – and make spare parts for products available to customers and third-party companies, with the aim of extending the life cycle of devices and appliances by up to 10 years[2].

While extending the life of a product will clearly lower revenue streams from the sales of new goods, it opens up opportunity to rethink business models to generate new revenue streams. Services such as post-sale support, repair team development, spare part sales, product upgrades, retrofits, exchanges, education and end-of-life material management are all opportunities that could balance out revenue streams in the long term.



Where to start

From a marketing and brand perspective, there’s opportunity to build a community focused around repair – perhaps even working with local community experts, or getting out into your communities via ‘repair van’ tours. This is following in the footsteps of Patagonia, who launched a cross-country mobile repair tour in 2015, using a converted biodiesel truck outfitted with industrial sewing machines[3]. From a partnership perspective, it may be that you’re working with the local Repair Café/Pop-Up that takes place once a month in your local library, or that you have a more formal arrangement with a number of the 2,694 Repair Cafés in the UK, which you can find via Repaircafe.org, listing all such cafés around the world [4].

Patagonia guarantee everything they make, offering to repair, replace or refund it. In the Repairs section of their website, customers can request a repair – or access the DIY community, which houses video guides and tutorials[5]. De’Longhi UK offer a coffee machine service and repairs at their UK headquarters, where fully trained engineers can service the coffee machine – again, extending the life and driving brand loyalty. They also have an information hub and a series of tutorials to support repair and longevity[6].

When it comes to Right to Repair, there’s an excellent article we’ve referenced – from which these five strategic considerations are taken[7]:

Technical


	 Design to make it easy to disassemble, repair and assemble

	 Use of technology to provide information to carry out repair

	 Accessibility to parts and personnel



Environmental


	 Focus on environmental impact to reduce waste and natural resources

	 Increase in product life span



Social


	 Competition among peers to evolve into a better ecosystem

	 Support for small repair shops and job creation



Regulatory


	 Protection of intellectual property rights

	 Not limiting the use of alternate parts with warranty violation clauses



Economical


	 Unrestricted repair authorization for partners

	 Availability of parts, information to avoid a monopoly




However you choose to manage repair, working with customers and third parties to extend the life of the products you offer provides opportunity to engage, create new services, drive loyalty, and build community and trust.



Three actions to consider


	1) Review your current Repair criteria, warranties and support services.

	2) Is there opportunity to build Repair as a service?

	3) Explore what others are doing in your sector? Perhaps there’s opportunity to collaborate?





Useful resources to explore


	Right to Repair – Consider the following strategic considerations in this really useful model as outlined by Infosys. https://www.infosys.com/iki/perspectives /new-era-sustainability.html 


	IFIXIT – Right to Repair Information Hub – covering US, Canada, Australia and some European countries. https://www.ifixit.com/Right-to-Repair


	Extended Producer Responsibility – UK Gov resources. https://www.gov.uk/government/collections/producer-responsibility-regulations


	Extended Producer Responsibility – A Global Perspective Case Studies and Guides via OECD. https://www.oecd.org/environment/extended-producer-responsibility.htm
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86: 
Return and recycle – 

definitely NOT

 the answer – must do better



What it is

Recycling, the ‘action or process of converting waste into reusable material’[1] is probably the most well-known and yet misunderstood process and behaviour in the world today. It is the subject of poor and often misleading communications and is used as the answer to everything (it seems) – the focal point for endless campaigns and packaging labels, even though organizations know full well that the recycling infrastructure in the majority of countries is not fit for purpose due to underinvestment and our relentless pursuit of stuff. As well as the products, packaging also comes in different colours, shapes, sizes and types of material, making everything harder to recycle. It is for this reason that when looking at the circular economy, the focus is reduce, reuse, rethink – recycling should always be the last resort. Brands blame society and society blames brands, but everyone is responsible.


Return is exactly as it states, the action of customers returning products, made all the more easy by marketing tactics such as ‘free returns’ and ‘buy now pay later’, the impact of this not only fuels our consumption addiction but there’s associated transport emissions and the waste. In the UK, customers return £7bn of internet purchases every year, with more than a fifth of all clothes bought online being sent back. Across the globe, return rates are typically higher when customers shop online – in the US, 8–10 per cent of sales from physical shops are returned, while 20–30 per cent of e-commerce purchases ultimately rebound[2].



Why it matters

Returns with no strategy on how to manage them, other than to give the illusion they’ll be resold or recycled, can no longer be an option. ‘Third-party returns platform Optoro estimates that only 50 per cent of returns’ are being resold. The other assumption is they are recycled, but again, ‘according to anti-waste charity the Ellen MacArthur Foundation, one truckload of clothing is sent to a landfill or burned every second. The Atacama desert in Chile has become a dumping ground for 39,000 tonnes of unsold clothes a year from around the world.’

So, when is recycling acceptable? There’s no doubt that over the years recycling has diverted waste from landfill and contributed towards savings in terms of raw materials usage, resources and energy. However, what is conveniently ignored is that this process simply cannot keep up with the grotesque levels of waste created by overproduction and overconsumption. Dan Marek, co-founder of recycling app Scrapp, put some context around waste and recycling when he came on the podcast: ‘the World Bank estimates that we generate more than 2 billion tonnes of waste a year’[3]. He went on to explain, ‘It’s like taking New York Central Park and covering it in trash extending almost a kilometre high, of which 94 per cent ends up in third world countries, landfill and our oceans’.

Even with the right intentions, education and awareness is required in relation to returns and recycling. The reluctance of organizations to embrace proper circular solutions, or to move away from recycling as a default, comes down to responsibility and cost. As packaging and products have evolved and been designed to be disposable, any responsibility after sale is removed, which saves them costs. They also save money due to the cheaper materials being used, again delivering profit. Free return tactics drive more consumption – and then it’s just volume (profit) over value (strategy).

Business and Marketers have two major roles they need to play. The first is to be innovative in their solutions and to stop relying on recycling to deal with the waste. The second is around education and behaviour. No more driving mindless consumption; start providing the wider information around why we need to change, so we can start doing the right thing.



Where to start

So, to knowledge and awareness. Scrapp is a recycling app designed for organizations and individuals, and is all about making recycling simple. Dan explained that they have a free app for individuals, which allows you to scan the barcode and it will breakdown what is recyclable, aligned to your local area, even if the rules change and evolve. Scrapp also help brands and retailers in verifying their recycling claims through their certification scheme, the Tripadvisor for recycling, which matches to local authority schemes. This means organizations can be more transparent and confident when talking about recycling as an option.

The confusion around recycling labels is significant. Eco marketing labels now fall under scrutiny from the Green Claims Code and greenwashing guidelines, so Marketers need to think about how to share the correct information. QR codes are an innovative solution to sharing information; they don’t require much space and can eliminate the need for packaging altogether, depending on where they are placed. Partnerships should also be considered. TerraCycle, Wrap and Loop work with retailers and industries globally, their labels and branding reflecting their missions to eliminate waste through innovative recycling, collection and reuse (see Useful resources to explore). Collaboration here brings more knowledge and solutions to what is a very complex issue.

If you have proper recycling strategies, make sure you are incentivizing and communicating effectively with your customers so they engage. Whether this involves returning items to stores or disposing of them themselves is critical to shaping behaviours which become habits. To do this you need to do the following:


	 Make it easy/keep it broad.

	 Be consistent in your communications at every touchpoint.

	 Amplify the message and make it a priority.

	 Offer incentives (remember loyalty card points and discounts).

	 Talk about the recycling service – don’t leave out the wider information, it’s important.



(For more ideas and info, see Useful resources to explore.)



Three actions to consider


	1) Download Scrapp and start using it whether as a business or individual – it’s an incredible resource.

	2) Partnerships are an important consideration when it comes to taking responsibility for the end of life of your products, or packaging. Explore what others are doing (see Useful resources to explore).

	3) Effective communication is critical. Look at how you talk about recycling at every single stage of the journey and across every touchpoint.






Useful resources to explore

Partnerships to explore:


	https://www.terracycle.com/en-GB/about-terracycle/


	https://exploreloop.com/Tesco/


	https://wrap.org.uk/




Incentives and initiatives to engage:


	https://www.costa.co.uk/sustainability/cups-and-packaging/pods


	https://www.costa.co.uk/sustainability/resources


	https://greenerideal.com/news/0604-going-green-to-make-green-6-unique-recycling-initiatives/?utm_content=cmp-true
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87: Packaging – what to consider


What it is

Packaging plays multiples roles in marketing, summarized succinctly by its very own 5 Ps: promote, position, present, provide and protect[1]. Packaging on an operational level protects products during various transportation and stock/display stages until purchased. However, its marketing role is as an extension and amplifier of brand. There is one more P associated with packaging, which has made it infamous in relation to the world’s sustainability agenda – and that is pollute.



Why it matters

Pollution in the form of waste coming from packaging is a huge problem. The linear process of take, make and waste sees people throwing away tonnes of packaging every single day. Plastic packaging also funds the fossil fuel industry, and packaging on a whole is filling up landfills, polluting the air when incinerated and killing off vital ecosystems when it ends up in the oceans and littering landscapes. Then there’s its contribution to our ever-increasing greenhouse gas emissions. According to the World Bank, ‘paper and cardboard make up 17 per cent of the global waste generated – the second-highest amount after food and green waste and, 12 per cent of the global waste composition is plastic waste’[2].

The focus on packaging solutions is being driven not only by regulation and environmental factors but also by the demands of key stakeholders. As society looks for more ways to be sustainable, packaging is an area coming up across multiple industries as something consumers want to receive less of, have more reusable and recyclable options, or want it to be made from more sustainable materials (compostable and biodegradable). Research by tech company Toluna found that ‘4 in 10 consumers are very concerned about how much plastic is used in food and drink items, and three-quarters (73 per cent) of people believe reduced plastic use is the responsibility of brands or manufacturers, while 60 per cent of respondents want to see more progress from supermarkets specifically in reducing the use of plastic packaging’[3]. Covering fashion, Drapers’ ‘Sustainability and the Consumer report 2022’ revealed ‘nearly two-thirds of respondents (64 per cent) say they are more likely to buy from a fashion brand or retailer if its packaging is sustainable, and nearly half (49 per cent) say they want to see a small amount of packaging, with overuse of packaging being a common bugbear’[4].

Given the impact and changing demands it is important that business and Marketers rethink packaging and how they can maximize the positive impacts while reducing the negative ones.

Here’s a wonderful true story kindly shared with us by Mark Welch, Managing Director at Kenwood:


Kenwood as a producer of small domestic appliances would utilize plastic bags as a means of a barrier against dirt and protection to ensure the consumer gets the product in the best condition possible. With the cost and effectiveness of a single-use plastic bag we were guilty like all manufacturers of goods exploiting single-use plastics.

Following a customer letter telling us that she loved her Kenwood product she went onto inform us that she was appalled at the amount of cardboard and plastic in the packaging and counted 16 plastic bags in total which were returned to us.

This led the business to focus on how we can make a change by looking at the first of the four Rs in sustainability, Reduce.

Kenwood has a rigorous list of test procedures for its packaged goods to ensure the quality of its products. These include vibration, drop, compression and environmental tests. It was tasked to look at the product range for Kenwood and see what bags could be removed without compromising on the quality of delivered goods.

This led to a reduction of 1.5 million bags from 3.2 million bags consumed annually in 2022.

But we didn’t stop there. Further initiatives started looking at the remaining bags, essential for maintaining product quality. If these could be made from recycled content, it would reduce the need for virgin plastics which has led to us using bags made from 30 per cent recycled HDPE.

Further work is currently looking at future NPD product launches to see if more sustainable alternatives can be used that are derived from paper.





Where to start

For organizations, rethinking packaging can deliver multiple benefits across costs, circularity, reduced carbon footprint and innovation[5]:


	 Incorporating and optimizing (where possible) the use of renewable or recycled source materials.

	 Achieving cost reductions through minimized material usage.

	 Manufacturing via clean production technologies and best practices (e.g. ISO accreditations).

	 Manufacturing from materials that are healthy in all possible end-of-life scenarios.

	 Enabling products to be effectively recovered and utilized in biological and/or industrial closed loop cycles.

	 Having a physical design that optimizes materials and energy.



From a brand perspective, rethinking packaging can open up opportunities for collaboration and enhance reputation and build trust. Marketers are given great narrative and stories to tell and ways to bring customers on a journey with them. When it comes to rethinking and delivering packaging that ticks every box, and then some, the personal care brand Pangea Organics not only uses 100 per cent recyclable packaging and plant-based inks, it is also manufactured at a wind-powered factory[6]. They also created the first ever 100 per cent compostable packaging with zero waste made from 100 per cent post-consumer paper. They embedded seeds in their packaging so that once it was used it could be soaked in water and planted in soil ready to grow. While this example is taking rethinking packaging to a whole new regenerative level, it just goes to show what can be achieved.

With packaging traditionally being seen as ‘real estate’ on which Marketers can communicate, the idea of reducing this space has caused concerns. However, solutions such as QR codes are an innovative way to share more information.

Plainer or even unbranded packaging is also a space being tested to see how it performs. It is much easier to give another life to packaging that isn’t coloured, covered in labels and made from mixed materials. An innovative example of this is Australia-based Fourth Wave Wines who ‘collaborated with sustainable drinks branding specialist Denomination to release label-less wine bottle packaging with an aim of moving towards refill and minimising packaging materials’[7]. The narrative this approach gives is exciting. The product will instantly stand out, it can spark curiosity leading to conversation and, hopefully, raise awareness of the wider challenges we face, all while selling wine.

It’s for Marketers to get creative, reduce the packaging and engage potential customers in other ways.



Three actions to consider


	1) When was the last time packaging was reviewed? What packaging do you currently use in your organization? Getting back to the Life Cycle Assessment, speak to packaging design – find out about the materials, design, costs. Is reducing or even removing packaging altogether an option?

	2) Review packaging from a communication perspective? Is there opportunity to relay sustainability information, such as carbon labelling (as discussed in Chapter 88).

	3) Explore opportunities to collaborate across industry or with partners to address packaging impacts.





Useful resources to explore


	How to Perform a Life Cycle Assessment of Packaging. https://www.billerud.com/managed-packaging/knowledge-center/articles/how-to-perform-a-life-cycle-assessment-of-packaging
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88: Eco labelling . . . confusion or clarity?


What it is

In line with transparent and effective communication, one area we didn’t want to miss out on from a tactical perspective is labelling. It’s a complex topic, so we’ll cover it from a marketing and communication perspective.

The Ecolabel Index, the largest global directory of eco labels, shows there are currently 456 ecolabels in circulation across 199 countries and 25 sectors[1]. That’s a lot of labels for people and Marketers to navigate.

Research shows that people believe what the labels tell them. For example, one study showed that 18 per cent of people admitted dropping ‘compostable’ food and drink packaging outside – in the belief it would quickly rot[2]. Indeed, confusion continues: Consumers International and One Planet Network found that only 19 per cent of assessed labels gave people quality information to make informed recycling and purchasing decisions[3].

Another label type to throw into the mix is the carbon or impact label. Similar to the function of a nutritional label, it helps people to better understand the environmental impact of the product or service they’re purchasing, based on factors such as carbon emissions, water usage/pollution and biodiversity loss during production. Foundation Earth, working with sustainable food consultancy Mondra, have been running pilot schemes since 2021 – working with grocers, including M&S, Sainsbury’s, Nestlé, Eroski and others, committed to rolling out front of pack to reduce confusion and support responsible consumption – notably ‘A+ to G’ traffic light (green, amber, red) rated environmental scores[4]. Unilever’s climate plan includes adding carbon labels to 70,000 products [5].

In addition to these labels (which are genuinely trying to support people with education and awareness), there’s been an increase in organizations using self-made eco marketing labels. These are labels designed to make people think they are making an informed choice, but which are deliberately vague and not based on verifiable standards.



Why it matters

A sea of labels can quickly become a sea of sameness and mediocrity. From a communication perspective, if you are using eco labels as part of your product, brand or service value proposition, there needs to be clarity and transparency around why the labels are there and what they are communicating. Without clarity, labels could be misconstrued, driving negative behaviour and potentially risking organizations getting into trouble around unsubstantiated green claims.

The European Commission found that half of all green labels offer weak or non-existent verification[6]. Across Europe, there are 230 sustainability labels and 100 green energy labels, with vastly different levels of transparency.

IBM’s Consumers want it all report identifies[7]:


	21  per cent want a better understanding of how their purchase contributes to social responsibility.


	21 per cent want more information on how to re-use, return, or recycle the product once they’ve finished with it.

	20  per cent want a broader selection of sustainable products.

	20  per cent want more information of where products are sourced, produced, and manufactured.



When it comes to supporting consumers, Hugh Jones – Managing Director, Corporate Sustainability at the Carbon Trust (see Useful resources to explore) – says: ‘A label has the power to bring important issues into people’s everyday lives via their shopping basket.’



Where to start

Audit where you sit with labels. Where are they positioned? What do they mean? Is there clarity internally and externally? And are there clear pathways for your audiences to find out more via clear and simple communication routes?

Global retailer M&S has a Look behind the label section on their website, providing more information about claims made on their labels[8]. There are QR codes which enable people to explore further. The onus is on the consumer to do the legwork, but at least there’s a complete communication loop.

Established and trusted labels have existed for a long time. We interviewed Jackie Marshall, Head of Brand & Marketing at the Fairtrade Foundation[9], a pioneer of ethical labelling, and we discussed how the Fairtrade label is perceived in the market. She told us that it remains a leading and trustworthy champion for social and climate justice: the latest consumer research, conducted by Kantar in late 2022, shows that 9 in 10 UK consumers are aware of the Fairtrade mark (higher than all other ethical labels), while 8 in 10 consumers trust it.

The other consideration around labels is the context of the label for your business. British manufacturer Numatic have long focused on circularity principles (you can still get parts for the very first Henry vacuum cleaner produced in 1982). Numatic boasts the Carbon Trust’s Zero Waste to Landfill label, achieved since 2017 to date, demonstrating their commitment to circular objectives[10]. A question for Marketers to consider through the audit is whether or not the label adds any real values alignment?

The overarching sense-check has to be around what powerful message are you conveying via labels? Are they meaningful? Could they be misconstrued? And is there a simple path to navigate and substantiate the information?



Three actions to consider


	1) As part of any green claims audit, always include labels.

	2) Review the Ecolabel Index. Are there any labels that make sense for you to certify for, adding strength and trust to your value proposition?

	3) Review pathways of information. If you have labels on products, can your audience find out more via your website or QR codes?






Useful resources to explore


	Carbon Labelling Guide – by Clever Carbon. https://clevercarbon.io/carbon-labelling-guide/


	Really Good Culture – (Previously known as Wherefrom.org) – where you can find and research ‘what’s behind the label’, and compare any company or product on an out of 10 ethicality score. https://www.reallygoodculture.com/


	EPA United States Environment Protection Agency – Introduction to Ecolabels and Standards for Greener Products – very clear frameworks around ecolabels and marketing claims. https://www.epa.gov/greenerproducts/introduction-ecolabels-and-standards-greener-products


	EuEcolabel – turned 30 in 2022, https://environment.ec.europa.eu/topics/circular-economy/eu-ecolabel-home_en


	Carbon Trust – certified footprint label. https://www.carbontrust.com/what-we-do/assurance-and-labelling/product-carbon-footprint-label


	Zero Waste to Landfill – (The Carbon Trust Standard). https://www.carbontrust.com/news-and-insights/news/carbon-trust-launches-new-certification-for-zero-waste-to-landfill


	BCorp. https://www.bcorporation.net/en-us/certification/


	Carbon Literacy Organization. https://carbonliteracy.com/organization/our-organizations/
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89: Cross-industry collaboration – a collective opportunity


What it is

In Chapter 46 we talked about the power of collaboration all the way. We’ve also discussed in Chapter 51 how industries can work together to create a collective voice. When organizations are heavily siloed, lack of integration creates some real challenges. People being unaware of what other departments are doing leads to duplication of effort and potential internal power struggles, which leads to inter-competitiveness rather than optimizing collaboration, as well as a general lack of shared knowledge and learning, creativity, and collective problem-solving.

Marketers are well versed in working across a value chain. It’s likely that in your own careers you’ve experienced some of these challenges first-hand. We have. And of course, from a commercial perspective, these challenges stifle not only creativity and innovation, but drain productivity, waste time, deplete resources and generally decrease business efficiencies.

To paraphrase the mantra of management guru Jim Collins, the essential point is ‘getting the right people on the right bus going in the right direction’ – effective collaboration and everything moving in the same direction is the recipe for progression and business success.



Why it matters

Sustainability and the climate crisis is a major and urgent business disruption. Businesses need to prepare and operationalize. Collaboration within sectors is one way to scale collective momentum – but what, then, about shared learning across sectors?

For example, Purpose Disruptors, who we’ve talked about many times, have come together to disrupt the norms and support the advertising industry (and indeed associated industries via the clients those agencies serve). As outlined in Chapter 51, we were privy to join a podcast interview at the Royal Institute of British Architects (RIBA): Meeting the Net Zero Challenge[1]. One of the interviewees, Rosie Murphy, was at that time an architect activist and member of the Architects Climate Action Network (ACAN)[2]. If you listen to the podcast, you’ll hear Rosie and others discussing the importance of the brief – and how it’s the point where it’s critical to address and negotiate sustainability and responsibility. Following the recording, and during informal chats, we discussed how different industries are also facing the same challenge – and mentioned the work of Purpose Disruptors and their #Change the Brief Alliance – a not-for-profit partnership between agencies and clients to learn and act together to address the challenge of the climate crisis. While the built environment and the advertising industry are two very different industries, the challenge remains the same, and the solutions and processes in one industry may be useful to share to others – breaking down industry siloes to create efficiencies, speed and scalability.

If we think about some of the biggest collective challenges we need to solve – how we travel, what we eat, the energy we use – these pretty much impact every person and therefore, in some format, every industry. It’s not just the aviation, food production or energy firms that need to adapt – but every business, and so there is clearly much to learn from each other, regardless of sector.



Where to start

One study outlines how ‘Cross-industry innovation is becoming more relevant for firms, as this approach often results in radical innovations’[3]. And when it comes to solving some of the biggest challenges on the planet, radical innovations and collective effort is required.

The article outlines other areas where cross-industry collaboration is already working and driving positive outcomes.


	 
In financial services, institutions that must prevent and detect fraud use cross-industry data sharing to better understand the profile of fraudsters and fraudulent transaction patterns.

	 
In manufacturing, companies are using AI to manage supply-chain disruptions. Using data from external sources on weather, strikes, civil unrest and other factors, they can acquire a full view of supply-chain issues to mitigate risks early.

	 
In energy, smart meters in individual homes open new doors for data collaboration, transmitting information about energy consumption.

	 
In education, school systems, local governments, businesses and community organizations work together to improve educational outcomes for students.

	 
In healthcare, during the COVID-19 pandemic, hospitals relied on information from health agencies and drug companies regarding the progression and transmission behaviour of diseases. Governments followed data from scientists and healthcare professionals to create guidance for the public. Retailers heeded guidance from the public and healthcare sectors to create new in-store policies and shift much of their business online.



So, it is already happening (for more examples, see Useful resources to explore). Another way forward could be that there’s opportunity for industry sector bodies and institutions to work more collaboratively – encouraging cross-sector solutions and shared learning. What this idea throws up are some questions that Marketers can be raising. Are you duplicating effort? Has another sector already tackled the issue – and what can you learn from it? Is the institution or body that you’re aligned to (assuming there is one) working with other bodies to drive collective impact? These are questions rather than solutions – but good questions to consider and keep on the radar to see what we can all uncover and learn from each other.

In reality, that’s where focus needs to be. We’ve said it a few times now throughout these pages; it’s going to take all businesses, all sectors, all governments, all countries working together. So unusual partnerships and collaborations come in all formats – competitors and also sectors that we may never ordinarily have any dealings with.



Three actions to consider


	1) Explore if there is opportunity to bring a disparate group of clients/businesses together from different sectors to see what they are doing in sustainability and how they are approaching challenges, to better understand the shared learning opportunity.

	2) If you’re part of an institution or association within your sector, explore if they are working with any other bodies to leverage cross-sector insights.

	3) Listen in to the RIBA podcast. Yes, it may be totally outside your sector – but that’s the point. The shared learning opportunity remains.






Useful resources to explore


	The New Eco-System – Fusing Cross Industry Collaboration in a Post Pandemic World, Deloitte, https://www2.deloitte.com/us/en/insights/topics/marketing-and-sales-operations/global-marketing-trends/2021/fusion-cross-industry-collaboration-post-pandemic.html
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PART 5

MEASUREMENTS AND KPIs








90: A common framework – why we need a global approach


What it is

When researching and writing our first book, Sustainable Marketing: How to Drive Profits with Purpose, we noticed that there was a distinct lack of mandatory requirements for organizations to report on their sustainability development plans and agendas. Yes, there were frameworks available such as the Global Reporting Initiative (GRI) Standards, the Sustainability Accounting Standards Board (SASB) and the International Integrated Reporting Council (IIRC), but they weren’t mandatory. Organizations could choose if they reported, and the various frameworks didn’t allow for meaningful comparisons to be made. The GRI Standards allowed for reporting aimed at multiple stakeholders, while the SASB and IIRC frameworks were designed for investor-focused reporting. Then, there was ESG (Chapter 91) and CSR (Chapter 92); both are a ‘choice’ and, in most cases, can be presented however the organization so chooses.

Leaping forward to 2023, more sustainability frameworks exist or, should we say, are known to exist[1]:


	 EU CSRD – The EU Corporate Sustainability Reporting Directive, which takes effect in 2023 and broadens mandatory EU sustainability reporting standards for most companies. The goal of CSRD is to make corporate sustainability reporting more common, standards-based, and closer to financial accounting and reporting.

	 TCFD – The Task Force on Climate-related Financial Disclosures, which guides companies on disclosing climate-related financial risks to investors, lenders, insurers, and other stakeholders.

	 ISSB (established by the IFRS) – The International Sustainability Standards Board, which was created in 2022 to serve as a global format for sustainability and climate reporting that meets the needs of CFOs and investors.

	 CDP – formerly the Carbon Disclosure Project. Companies disclose by completing any or all of the three CDP questionnaires of climate change, forests and water security.

	 B Corp – a private certification and set of standards for corporate social and environmental performance. The B Corp framework is most widely adopted by smaller, privately held companies.





Why it matters

As is quite clear from the list above, each framework differs in terms of what is being reported on, the size of organization that is expected to use it and the audience for whom it is relevant and to whom it relates. The issues with the lack of any common global framework are that the data reported varies, so no meaningful comparisons can be made, which means that progress cannot be measured. We are essentially walking blind and taking a business’s word that they are doing something. When bold and transformational and accountable action is required, we simply do not have time to posture the numbers.

However, there is considerable progress being made in the area of sustainability reporting coming from the International Financial Reporting Standards (IFRS), which announced the formation of the ISSB at COP26, ‘following strong market demand for its establishment. The ISSB is developing—in the public interest—standards that will result in a high-quality, comprehensive global baseline of sustainability disclosures focused on the needs of investors and the financial markets’[2]. They went on to set out four key objectives:


	 To develop standards for a global baseline of sustainability disclosures;

	 To meet the information needs of investors;

	 To enable companies to provide comprehensive sustainability information to global capital markets;

	 To facilitate interoperability with disclosures that are jurisdiction-specific and/or aimed at broader stakeholder groups.



At the time of writing this book, it was further announced that the ISSB would issue its ‘first two finalized frameworks by the end of June 2023, with an expectation that the first corporate reports aligned with these frameworks will be issued in 2025’[3]. IFRS S1 and S2 focus on climate-related reporting and other sustainability-related risks and opportunities. Although voluntary to begin with, these standards may become mandatory as governments and investors look to understand where business is at and who is making progress, before they make key decisions.



Where to start

Where does marketing come into the frame in relation to reporting? As well as exploring some of the areas marketing can potentially get involved in the process in Chapter 49, we’ve discussed the power of effective communication. If organizations begin to report in a way which is more recognized and the data and information is clearer and allows for comparisons, this can have a positive impact in terms of brand reputation and building trust across key stakeholders such as employees, individuals, communities and society as a whole. By sharing information this way the challenges and opportunities become a lot more visible, and can lead to more focus being placed where it is needed, such as on decarbonization and use of circularity. It can also act as a way to engage and have conversations internally and externally.

As it stands, there is little point in sharing best practice sustainability reporting case studies as part of this chapter because they will be specific to that organization. The focus has to be on a unified approach which is consistent so stakeholders can truly see what good looks like. Only then will we be able to hold up exemplars. So, with that in mind, look out for a future podcast episode where we’ll track progress and output.



Three actions to consider


	1) Review the actions in Chapter 20: Sustainability reports – their role and relevance.

	2) Speak to people on the senior leadership team to understand the position and direction of your organization in relation to the sustainability reporting standards.

	3) Think about where your organization is on their sustainability journey. Are there targets and reporting already in place? Look at what your competitors are doing, or the industry by way of guidance. This is an opportunity to share positive impacts – so, you’ll want to be ready.






Useful resources to explore


	A guide to sustainability measurement – https://www.brightest.io/sustainability-measurement


	The B Corp SDG Action Manager – a useful tool to map out areas of focus which might guide what you report on now and in future – https://usca.bcorporation.net/zbtcz11z20/tool-help-b-corps-achieve-sdgs-and-address-global-issues


	The EU reporting standards – https://finance.ec.europa.eu/publications/reports-development-eu-sustainability-reporting-standards_en
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91: ESG and beyond – why Marketers need to know


What it is

ESG or Environmental, Social and Governance are commonly defined as the three central pillars used when measuring the sustainability or ethical impact of a business or company.


	 
Environmental – how a company acts towards the planet

	 
Social – how a company treats its employees, customers, suppliers and communities

	 
Governance – how a company is run, including shareholder rights



ESG has been around for a while, driven by demand from investors, employees and customers. As we’ve discussed throughout, these key stakeholder groupings have recently taken a more active stance in corporate responsibility, demanding that companies step up to address the climate crisis and social injustice.

Put simply, it’s a framework evidencing a company’s commitment to do more than make a profit, showcasing how they are actively striving to contribute positively to the environment or social causes and to behave responsibly.

As pressure has mounted, many organizations have chosen to adopt ESG to make public declarations of their response. However, organizations are at different levels of progress when it comes to sustainability strategy. A recent ESG climate study found that 45 per cent of companies have been tackling ESG strategy for less than three years and only 9 per cent for longer than 5 years[1]. Similar to CSR, each company can choose its own areas of focus around their ESG strategy – and as outlined in the next chapter (Chapter 92), there is no defined consensus on what goes into it and how it should be used or measured, meaning that there is no accountability if organizations don’t meet the objectives they set out to achieve.

As Professor Ioannis Ioannou from London Business School told us on the podcast, ‘The best companies look at their ESG disclosures as a type of social contract to tell the world: why they are here, what they are trying to achieve as a business, why the world is arguably a better place because they are here. ESG disclosure is an opportunity for an organization to show how it is creating value – financial value and non-financial value’[2].

And for a growing number of organizations, they are holding not only themselves accountable but also their employees. In Chapter 62, we talked about Unilever’s 3+1 plan, aligning 170,000+ employees with the sustainability strategy and making actions and outcomes accountable via KPIs. Another example is Salesforce linking ESG measures to executive pay[3].



Why it matters

For many of the organizations we’ve been working with and training, ESG is often the starting point of the development of their sustainability strategy. What’s clear is that the ESG journey, and related organizational change associated with such a refocus, is far from linear and simple. As discussed throughout this book, what were once thought of as challenges for governments have fast become core business issues – and going back to the concerns and demands of key stakeholders, there’s good reason.

As Ioannis tells us, ‘It’s hard to identify an audience that wouldn’t care what you’re doing about ESG these days’. He explains ESG as being a catalyst in three critical areas:


	 Operational excellence – efficiencies

	 Strategic excellence – future-proofing the organization

	 Cultural excellence – aligning purpose, innovation, employee engagement



So, what about the role of Marketers in all this strategic refocus? Marketing KPIs align with the overarching organizational objectives, so where those objectives become focused around ESG (operationally, strategically and culturally), it’s critical that Marketers are aligned. Marketers need to both understand and to contribute to the changing dynamics and focus – to ensure they are adding value from an audience perspective and are then equipped to communicate tailored, relevant communications, both internally and externally with confidence and transparency. Yes, transparency really matters – Marketers need to stay alert to what can be perceived as greenwashing. A study by PWC states: ‘Even more important is to ensure that statements made are consistent with the firm’s business practices. Failing to do so bears the risk of being called out as greenwashing your business – a huge reputational risk that should not be underestimated in times where customers expect companies to play their part in creating a sustainable world’[4]. Another study by The Economist highlights greenwashing around ESG investments, showcasing that the world’s biggest ESG funds held investments in fossil fuel (oil, gas, coal) producers, as well as gambling, alcohol and tobacco[5]. Coming back to our interview with Ioannis, he’s clear that, ‘You cannot fake your way towards caring about the world.’



Where to start

From an organizational perspective, this depends how ESG is positioned. As outlined in our discussion with Ioannis (and echoed in Useful resources to explore), ESG is really a strategic operating framework considering every part of an organization’s value chain. If ESG has been fully embedded within the heart of organizational strategy, then Marketers will either have a clear role to play or need to ask questions to ensure they align. If the organization is just starting out with ESG, Marketers have the opportunity to become part of the ESG strategy team from the get-go, understanding rationale and targets to support effective mobilization and communication.

If ESG is well underway, and marketing currently plays no role, then a good place to start may be with reviewing the ESG/Sustainability Report. It’s likely to encompass ESG objectives and progress. Review it, meet with those driving ESG, raise questions, sense-check any dubious greenwashing areas, and then work collaboratively to build out communication plans to ensure that there is clarity around organizational objectives and related endeavours, both internally and externally. For example, it’s likely that the ESG Report has been a considerable time in the making and, as discussed in Chapter 69, there are likely to be many components that can be broken out and repurposed as part of ongoing drip communication campaigns – for both internal and external audiences. Just as with any marketing endeavour, be as targeted as you can with messaging. Different audiences may want to see different things. Identify key audiences, internal, external, customers and investors – remember, right message, right person. Check out the 7-step communication ideas in IR Magazine (see Useful resources to explore).

And final words of advice from Ioannis: ‘ESG is very fast-moving, with proposals on the table to mandate it – ESG rating and rankings are trying to capture a moving target’.

So, if you haven’t even started with sustainability and ESG, show leadership and get the conversation started.



Three actions to consider


	1) Listen to the podcast with Ioannis. It’s packed with practical insights.

	2) Meet with the team working on ESG within your organization – consider the role marketing plays and where you can show leadership. Address how KPIs can align. Discuss whether there’s opportunity to include these as part of performance reviews and give every employee sustainability/ESG KPIs.

	3) Review how you are currently communicating about ESG with key audiences. Create plans.





Useful resources to explore


	ESG reporting is here and finance needs to get ready, KMPG, Ward S, Patten, N, Lo, C., 20 May 2022. https://kpmg.com/uk/en/blogs/home/posts/2022/05/mandatory-esg-reporting.html


	 ESG Resource Hub – https://www.pmi.org/learning/thought-leadership/esg


	 ESG Ratings Explained – https://www.msci.com/our-solutions/esg-investing/esg-ratings


	 ESG short video from KPMG – highlights ESG as a strategic operating framework rather than just an output report. https://www.youtube.com/watch?v=hO8T5ndDhIQ


	 Nice checklist to work through re ESG Reports – ‘Advice for Communicating your Sustainability Report with Clarity and Impact’.

	 https://www.irmagazine.com/esg/advice-communicating-your-sustainability-report-clarity-and-impact


	 Examines how FTSE 100 companies are interpreting the social dimensions of ESG. https://www.youngfoundation.org/our-work/publications/quest-for-the-s-in-esg/
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92: Corporate Social Responsibility (CSR) – what does good act like?


What it is

With expectations rising on business to be more of a force for good in the face of the increasingly urgent climate crisis and sustainability challenge, the role and purpose of Corporate Social Responsibility (CSR) has also become more prevalent.

CSR started to gain momentum in the 1970s and by the 1990s was mainstream. A self-regulating framework, it enables organizations to become socially accountable internally and externally across key stakeholders. However, because it is self-regulating, it is open to interpretation and can be whatever an organization wants it to be. There is no defined consensus on what goes into it or how it should be used or measured, and there is no accountability if organizations don’t meet the objectives they set out. Some would go as far as to argue that CSR has been used by some as no more than a PR exercise to make an organization look good. But as Sangeeta Waldron, founder of Serendipity PR & Media and author of Corporate Social Responsibility is Not Public Relations, told us when she came on the podcast, ‘your corporate social responsibility has to be at the heart of your business strategy. Then you’ll make the right relationships, then you’ll make the right partners and then your supply chains will flow. It’s not just a question of ticking those boxes, you have to have them embedded’[1].



Why it matters

Across sustainability there has been a long-term challenge around metrics, measurement and reporting. The biggest issue has always been the lack of consensus and standardization, which we explored in Chapter 90. As with any model or framework, it is only as good as the objectives, data and collective understanding and agreement that goes into it. As the sustainability challenge has gathered pace and risen up the agendas of governments, business and society, so the spotlight on what organizations are saying and doing is shining brighter, and CSR is no exception.

What you say and do now matter more than ever before, and CSR done as part of a tick-box exercise is no longer going by unnoticed or being accepted by key stakeholders. CSR efforts which aren’t based on a genuine desire to drive change are a waste of everyone’s time. Examples of CSR done badly, or being used to distract from poor behaviours or avoiding taking action, include[2]:


	 using charitable initiatives to cover up bad press;

	 using good initiatives to cover up bad practices;

	 moral self-licensing;

	 jumping on every new social justice issue yet caring only about profits;

	 misrepresenting your efforts.



For more context and detail of these distractions and poor behaviour in action, see Useful resources to explore. The time has come (and gone) now where business can get away with making empty promises and grand gestures and believe that society will take what they say on face value. CSR is a valuable framework, but when it comes to measurements and KPIs, it’s important to note that CSR in its usual capacity is not enough. Business can no longer get away with bolting sustainability on; it has to be embedded at the core of any business with CSR acting as a strategic operating framework.



Where to start

Let’s start by exploring the role of marketing and what Marketers can be doing to add value and be part of the process. As discussed in the introduction of this book, ‘marketing sits both inside and outside an organization and is widely accepted as the communication and connection interface across the organization and the outside world’. One remit of marketing is ‘sharing organizational values, products, services and purpose to align with and meet the needs of audiences and commercial objectives.’ It is to that point that Marketers are well placed to take what an organization is doing and communicate it in a way that key stakeholders and audiences can relate to. In addition, it is important that actions and commitments have continuity and that the narrative is ongoing and shared more than once a year to give it measurable meaning and a view of real progression.

Areas where CSR can be implemented and measured against[3]:


	 reducing carbon footprints;

	 improving labour policies;

	 participating in fair trade;

	 diversity, equity and inclusion;

	 charitable global giving;

	 community and virtual volunteering;

	 corporate policies that benefit the environment;

	 socially and environmentally conscious investments.



In its Environmental Key Performance Indicators guidelines, the Department for Environment, Food and Rural Affairs (Defra) recommend that reports have ‘Transparency, Accountability and Credibility’[4]. Detail and context around these can be found in Useful resources. They also advise that KPIs are ‘Quantitative, Relevant and Comparable’. CSR is a valuable framework only if understood and the scope broadened. To make it a framework which delivers real value to the business, it has to encompass everything a business does.



Three actions to consider


	1) Review your current CSR (if applicable) – what KPIs do you set, and how often do you communicate your activities and progress? Where can improvements be made internally and externally?

	2) What KPIs do you set as a Marketer to align with CSR? Are you focusing on the right areas?

	3) Look up examples of CSR reports across corporates, social impact companies and other types of business. Note their frequency, structure, layout and language. What can you take away?






Useful resources to explore


	Environmental Key Performance Indicators. https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/69281/pb11321-envkpi-guidelines-060121.pdf


	Bringing innovation to CSR – https://www.fastcompany.com/90724377/most-innovative-companies-corporate-social-responsibility-2022
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93: Measuring your marketing impact


What it is

When we talk about measuring your marketing impact, many Marketers will naturally think about elements such as revenue from sales, return on investment, cost per lead or click, the cost of acquisition and the customer lifetime value, and these are all correct and valid. However, as is the focus of this book, it is time to rethink and look more broadly, placing that sustainable lens over what we measure and bringing in metrics around people and planet as well as profit.

Throughout the chapters we have explored and discussed the many marketing impacts. It should be clear that, outside of the numbers and growth, marketing’s impacts also come in the form of driving consumption and waste (demand side), which support high levels of production (supply side). There are the carbon emissions associated with advertising campaigns, events and communications, and Marketers have influenced past behaviours, and have the ability to influence and shape present and future behaviours.

In the context of this final section of the book, it is important that we acknowledge the broader picture and understand the full range of what needs to be measured. You’ll see the deeper dives into key areas such as carbon budgets and new KPIs in the chapters that follow.



Why it matters

Knowing and measuring all of marketing’s impacts matters: unless we measure the good, the bad and the ugly, we will limit ourselves in being a much-needed catalyst for change. And if we consider the question, How can Marketers help their organizations survive and thrive in a Net Zero society? – Marketers need to fully understand what Net Zero means and grasp the urgency and enormity of the wider implications for the entire business and indeed humanity. And, as outlined by our friend, Seth Godin (yes, we know we’re repeating ourselves, but it’s important), Marketers need to be prepared to get both uncomfortable and inconvenient.

Nobody said it was going to be easy moving from a pure growth engine position to one which has so much opportunity to rethink and re-engineer key parts of what it does as a force for good. Paul Randle and Alexis Eyre, founders of the Sustainable Marketing Compass, discussed this very subject when they joined us on the podcast. When looking at marketing’s role, Paul highlighted that, ‘if you want marketing to be equally joining the other departments, and driving the sustainable agenda, then it needs to re-equip itself with tools that help it to do that. Operations, manufacturing and supply chain have all been having to do an element of sustainability for years, and marketing seems to have got away scot-free’[1].

They went on to discuss the societal impacts of marketing in relation to advertising, and asking, ‘How do you benchmark the brainprint of what Marketers are putting out there when 10,000 plus messages are being served to people every day and each one of these messages drives an emotive response and leaves an imprint on their brains?’ We discussed Brainprint in Chapter 33 – and, as we asked then, so we ask again: As a Marketer, have you ever stopped to consider this?



Where to start

There is a lot to think about, and as mentioned, we will deep dive into marketing’s carbon budgets (Chapter 95), social impact and the need for new KPIs (Chapter 94) throughout Part 5. But for now, a good starting point is to look at what you do and say and see if it’s aligned internally with the organizational sustainability strategy, and externally with the changing operating environment and demands of people and planet. And, as Wim Vermeulen said, ask yourself, ‘with all the decisions I took today, did I accelerate the transition to Net Zero, or slow it down?[2]. Internally, Marketers need to consider:


	 Is what we say and do aligned to Net Zero targets or other sustainability agenda items?

	 Am I considering the carbon footprint of my marketing actions across all the different remits of marketing – communications, content, events, PR?



Externally, Marketers need to consider:


	 The impact of the messages being put out – what are the objectives, frequency and social impact of those messages?

	 What are the emissions associated with demand-side generation?

	 What is the impact of the products and services being sold all the way through to end of life over and above emissions?



As Alexis Eyre summarized, Marketers need to be thinking, ‘I must have a carbon consideration for every decision’, while also acknowledging, ‘by no means are we saying this is going to be easy. This is a massive shift in everything that we’ve known before, and it will take time, it’s not going to be an instant transition, but it will start to become second nature.’



Three actions to consider


	1) Make a list of all the areas you can think of where your marketing actions impact, then place a sustainable lens over them and ask a different set of questions in relation to emissions, waste, social impact and social value.

	2) Listen to Episode 38 of the Can Marketing Save the Planet? podcast with Alexis and Paul and explore The Sustainable Marketing Compass (see Useful resources to explore).

	3) Write down: With all the decisions I took today, did I accelerate the transition to Net Zero, or slow it down? Stick it somewhere visible until it becomes second nature.





Useful resources to explore


	Visit Can Marketing Save the Planet and look at the sustainable marketing models for more context around different considerations and asking a different set of questions. https://www.canmarketingsavetheplanet.com/sustainable-marketing-models.

	Sustainable Marketing Compass – https://www.sustainablemarketingcompass.com/-


	Purpose Disruptors – How does the advertising industry take full responsibility for its climate impact? https://www.purposedisruptors.org/advertised-emissions
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94: New KPIs – selling feeling good over products


What it is

Marketers have traditionally looked at evoking an emotional response from people in order to sell them something – whether through a campaign, content which shows or tells a story, or a direct piece of communication. However, closer inspection has shown that marketing and advertising aren’t always great for our mental health and self-confidence. The University of Warwick ran some research comparing survey data on the life satisfaction of more than 900,000 citizens of 27 European countries from 1980 to 2011[1]. They found that, ‘the higher a country’s ad spend was in one year, the less satisfied its citizens were a year or two later. Their conclusion: Advertising makes us unhappy.’ The research went on to explain that what we see and hear shapes how we feel, and by generating dissatisfaction leads us to purchase new stuff which promises to change that. The reality is, the messages often just make us feel inadequate and the purchase rarely lives up to the hype.

So with focus needing to shift to Sustainable Marketing, degrowth and shaping a new set of behaviours which engage our audiences, makes them feel good, and doesn’t necessarily result in purchasing new stuff, can we apply the same emotional approach and instead sell status (feeling good, proud, a sense of achievement and purpose)? And, how do we measure this?



Why it matters

As Seth Godin explained back in Chapter 30, ‘human beings care about status and affiliation, so what Marketers need to do is figure out how do you award status and affiliation to people who are working with you to change the system? And as a Marketer this is the greatest opportunity since the internet’[2]. Marketers need to reframe their thinking and a big part of that starts with education. Once Marketers begin to become educated and aware, the ability to rethink and reframe becomes possible. Sustainability is an opportunity to change things, asking different questions, and with that can come new KPIs. A brilliant question Seth gave us to ask ourselves was, ‘How are we going to be system changers, and how are we going to articulate that if we play a totally different game, we have a chance of doubling our market share, because it’s a different market?’

Marketing is about acquiring and retaining people’s attention and participation in the organizations they work for. We’ve talked a lot about community, the sharing economy and the need to reconnect and create a sense of belonging; collective action and collaboration is critical to driving more sustainable markets, businesses and living. Peer influence and collectivism are powerful ways to convert behaviours and build trust which keeps people wanting to participate.



Where to start

If you are truly helping people, then you have the opportunity at the same time to deliver so much more. Marketers need to think about how they set KPIs, and ways to measure include:


	 Building successful communities (online and offline) through a sense of belonging – measured through real actions like engaging with circularity, not likes and shares.


	Whether their work gives people a sense of purpose – measured through increased levels of word-of-mouth recommendations rather than through measuring how much product you sell (by making them feel inadequate).

	 Helping increase positive well-being – measured through engaging conversation and the sentiment behind that.

	 The ‘contagious’, knock-on effect your marketing has – measured through how fast the communities and behaviours grow and more importantly remain in place.

	 The value on people’s time and energy over money – participation levels and contribution.



Whether it’s changing the objective or the language, it all centres around rethinking how you make people feel as the end goal. Not what you can sell them.

Other KPIs we can focus on include those around partnerships and co-creation. Important areas to consider include:


	 Partner engagement – what do you want your partnership network to look like? What message does it reflect? And, how engaged do you want them to be?

	 How will you measure shared value – what is the shared value? Are you more visible, is your voice and reach increasing – and if so, how?

	 Are your partnerships helping to drive the sustainability agenda?



Measuring feelings doesn’t have to be subjective and a nice to have. Selling status and feeling good can be hugely beneficial to an organization and the marketing teams. Acknowledging that and measuring it means you can do more of what works, leading to progression of your sustainable agenda and business performance at the same time.



Three actions to consider


	1) What do you currently measure? Make a list of your KPIs and why you measure against them. Are they aligned to sustainability, and do they help or hinder it?

	2) Look at what your competitors, social impact companies and charities measure – how do they differ (if at all)?

	3) Take a look at the infographic[3] (see Useful resources to explore) and place a sustainable lens over it. Instead of asking: How do emotional triggers get people to buy?, ask: How do emotional triggers get people to act? Look at the language you use – does it need to change in line with a new set of KPIs?





Useful resources to explore


	Emotional triggers – https://blog.hubspot.com/agency/emotional-triggers-infographic


	https://www.marketingweek.com/neuroscience-and-marketing-what-you-need-to-know/


	How Do You Measure Community Engagement? – https://unita.co/blog/key-performance-indicators-for-community-engagement/


	Five KPIs you need to start tracking for your Community in 2021 – https://medium.com/community-folks/five-kpis-you-need-to-start-tracking-for-your-community-in-2021-125753428b96
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95: Carbon budgets – what this means for Marketers


What it is

Stepping back and looking at the bigger picture of carbon budgets, these are generally defined as ‘the maximum amount of carbon that humans could emit into the atmosphere and still keep global average temperatures below an increase of 2 degrees Celsius’[1].

Carbon isn’t unlimited. Carbon impact needs to be factored into decision-making. In just the same way decisions are made as to whether something is viable from a commercial perspective, we need to ask if it is viable from a carbon impact perspective.

It’s unlikely you’d run an organization without a financial budget. To this end, if the organization is serious about decarbonizing in line with ESG targets, as outlined in Chapter 91, or to meet Net Zero targets by a specific timeframe, then it will be necessary to introduce carbon budgets to ensure everyone is operating to support meeting those targets.



Why it matters

Marketers are already familiar with working within the boundaries of financial budgets. As outlined in Chapter 77, with marketing budgets accounting for 13.8 per cent of overall budgets and 8.7 per cent of company revenues, there’s significant opportunity for Marketers to be a force for good. However, so too, given the carbon footprint of some of the marketing endeavours Marketers get involved with (many of which we’ve discussed throughout this book (Chapters 75, 76, 77, 78 and 80), detailing the sometimes mind-blowing associated carbon footprint), Marketers have a significant role to play when it comes to working within the boundaries of carbon budgets. Without budgetary limits, Marketers could very easily be blowing organizational decarbonization targets.

Practically, a carbon budget should be no different to a financial budget. The financial pot is divided across the organization, with each function being assigned their budget and working within those financial boundaries. The carbon budget works in a similar way: organizations set targets and, in order to meet those targets, functions within the business will need to assess the role they play. It may be that certain divisions have a bigger opportunity than others to reduce carbon impact – some reducing carbon impact by 10 per cent, some by 50 per cent – and so budgets would be allocated accordingly.

As Adam Bastock states on our podcast, ‘If you think about your carbon budget like a big pie, how big is the slice of the carbon budget pie that a certain activity you are taking is taking up?’[2]. And, as with any budget, how do you ensure you balance it and apportion activities to stay within the boundaries of the budget. For example, if as part of your activity you’re going to need to undertake a carbon intensive activity such as air travel, where can you reduce impact in other activities to compensate and balance things out?



Where to start

When managing a financial budget, the starting point is understanding the cost implications. Marketers will attain proposals, review where budgets need to shift in line with previous activity, assess Return on Investment opportunity and plan around budgetary limits. So too then, when managing carbon budgets, Marketers are going to have to understand the carbon impacts of their efforts.

We’ve mentioned typical carbon calculations around marketing activities, such as email, advertising, digital, content and more throughout this book – and there are tools to explore, such as UniFida, which enable Marketers to plug in their marketing activities and review the carbon impacts. We interviewed Jo Young, Managing Director of UniFida, on our podcast, and she told us: ‘Marketers need to consider cost of sale, sales and now carbon emissions. If you double your marketing budget, you don’t necessarily get double the sales because of diminishing returns, but when it comes to carbon emissions, doubling your budget may not just double but quadruple your CO2 emissions. As Marketers we need to understand the impact of our plans and activities and consider a new set of priorities and KPIs.’

There are some interesting insights Jo shared with us (see Useful resources to explore). She offered an example where offline spend – TV, press and radio – is significant but reduced to 45 per cent of the marketing budget. Digital spend – mainly display, PPC and social – is 52 per cent of the budget. The remaining 3 per cent is split between direct mail and door drops (2.5 per cent) and email (0.5 per cent). In terms of efficiency, typically online media has a higher cost per sale, followed by printed direct marketing and digital activity, and the lowest cost per sale is email. However, the sheer volume of email activity means that the carbon footprint per sale for email is more than the printed direct marketing activity. And from the perspective of carbon footprint per sale, the digital activity – driven by volume of impressions, PPC (pay-per-click) bidding and social posts – is higher than all other channels. As illustrated, overlaying a carbon footprint lens will have an impact on the marketing mix. So the time is now to consider carbon budgets. In our interview with Simon Dawes, Head of Net Zero and Circular Economy, The Environment Agency, he talks about how they operate with carbon budgets across the business, stating, ‘We’re very used to making decisions about finite amounts of cash, so exactly the same principle applies with a finite amount of carbon. Can I afford this? Have I got enough cash? Can I afford this? Have I got enough carbon?’. [3]



Three actions to consider


	1) If your organization has decarbonization targets, seek out what that means for you. Speak to those leading the decarbonization. Ask if you need to align your activities to ensure you don’t blow the budget.

	2) Listen in to the podcast with Jo Young at UniFida – and check out the study she shared with us in Useful resources to explore.

	3) Find out what other Marketers are doing with regard to carbon budgets. Ask around, and perhaps join together to discuss what a standard framework could look like. This is something we’re going to be bringing Marketers together to discuss at our COM1 (Conference of the Marketers) events, so stay tuned to the Can Marketing Save the Planet website. So be in the room where the discussions are happening – or if there isn’t a room, do as Seth Godin advised, and create the room.





Useful resources to explore


	Measuring Sustainable Marketing – UniFida study. https://unifida.co.uk/measuring-sustainability/why-email-and-digital-activity-is-not-always-the-greener-option/


	Check out Chapter 97, which discusses carbon calculators. If you don’t know your starting point, that’s the place to start.
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96: Some science: the carbon balance – and a reminder that nature is our biggest ally


What it is

In Chapter 95 we discussed carbon budgets, and in Chapter 26, we touched on carbon offsetting. When it comes to striking the carbon budget balance, offsetting – for example, planting trees to rebalance carbon impact – could be seen as the solution. However, it’s not as simple as that.

In an article outlining the viewpoints of three climate scientists around offsetting, one scientist states, ‘There is a large risk of misuse of offsetting, if used (as often is the case) to compensate for the inability to follow the scientifically defined mitigation pathway’[1]. In the same article, another scientist talks about the rebound effect (discussed in Chapter 31): ‘offsets are actively dangerous – essentially if people think their carbon emitting activities are covered by offsetting, they have no incentive to really reduce their emissions, and this encourages the continuation and even expansion of high carbon activities’. This sentiment is echoed by Oliver Morton, Senior editor, Briefings for The Economist: ‘If you concentrate on negative emissions you’re kind of giving yourself a licence to go on polluting, which is a very dangerous trend. And the second thing about negative emission schemes is that they are relatively inefficient’[2].

As we said in back in Chapter 26, offsetting is really the last thing an organization should do – they should be doing all they can to mitigate first. Research from the Climate Change Committee outlines that the majority of businesses are keen to meet Net Zero targets, and in doing so are turning to voluntary carbon offsetting[3]. However, they outline that offsets can mask insufficient efforts from organizations to cut their own emissions, and that in their keenness to meet Net Zero ‘they may push out other environmental objectives in the rush to capture carbon’ – and as demand for offsetting rises, ‘poor-quality offsets are crowding out high-integrity ones.’



Why it matters

It’s clear there’s a lot to consider when balancing carbon budgets. A bit like Net Zero, Carbon Literacy and much of sustainability, we realized some education is required to better understand terminology and, indeed, to ensure organizations are investing in solutions that actually drive genuine positive impact. To that end, we spoke on our podcast to carbon removal experts over at Pinwheel[4]. There’s plenty of terminology to unpack.

Rob Cheesewright, Chief Impact Officer, told us: ‘Carbon capture and storage (CCS) is a solution that removes carbon from a power station or industrial site. While some have argued that carbon capture and storage will be an important part of the transition to a Net Zero energy system, the reality is that it can only play a very minor role if we’re to stay within 1.5˚C warming. The International Energy Agency has said that we should build no more fossil fuel generation capacity if we are to stay within 1.5˚C of warming. None. A number of countries are proceeding with more fossil fuel generation with a proviso that they will retrofit CCS to those power stations. That is the big problem with CCS – it enables the creation of more fossil fuel generation. And CCS probably won’t be effective. There are currently no carbon capture and storage facilities that are successfully capturing most of the carbon from a fossil fuel power station. There may be a narrow case for fitting CCS to existing power stations or to industrial emitters as we transition to a high-renewable electricity grid, but doing so would be incredibly expensive and won’t capture all the carbon. We should proceed with CCS with significant caution.’ From a scientist’s perspective, there appears to be consensus that putting all our eggs in the carbon capture basket is more than just a little risky!

So, if carbon capture is risky, unproven, expensive and largely ineffective, what should organizations be investing in? Rob advises, ‘The absolute priority must be reducing carbon emissions in our organizations, but after that we will almost certainly need to remove the carbon that is currently in the atmosphere – and if we have overshot 1.5 degrees, get back below it. That requires a significant carbon removal industry or set of industries to exist by or before 2050. Many of the IPCC scenarios on how we get below 1.5 degrees of warming, or as close as possible, include a requirement for carbon removal. For that to be in place, we need governments and brands to start investing in carbon removal research and early deployment today.’



Where to start

Respecting that nature is our ally is critical – but the concept of tree planting needs a reality check. There’s a range of different carbon removal technologies and processes being researched and developed. It’s worth distinguishing between traditional CDR (carbon dioxide removal) – largely made up of nature-based projects where carbon is removed by trees, seagrass, salt marches, mangroves and wetlands – and what is sometimes called novel CDR, which often requires technological input.

The key feature of the novel CDR sector is that it aims to sequester carbon for hundreds or thousands of years. Nature-based carbon removal is vital, on both climate change and biodiversity grounds, but many of the solutions that exist (such as planting trees) only result in carbon being removed from the short-term carbon cycle. When the tree dies, the carbon is rereleased into the atmosphere. To safely keep us below 1.5˚C, we need long-term carbon removal.

Rob shares an example of a potentially game-changing, long-term carbon removal solution, woody biomass burial, developed by a company called InterEarth (see Useful resources to explore). The solution uses fast-growing eucalyptus trees, which are perfectly adapted to rapid regrowth following forest fires. InterEarth coppices the biomass from those trees and then buries the biomass where it cannot be disturbed by water, light or animal activity. The result is that the biomass does not degrade, storing the carbon for over 1,000 years. And because those trees regrow after coppicing, it creates a never-ending ‘carbon pump’ that can continuously remove carbon from the atmosphere, whereas trees stop sequestering more carbon once they are mature. Rob states: ‘If we can scale projects like InterEarth’s, and others like it, we can remove gigatons of carbon from the air and potentially make a real difference for keeping global warming below 1.5˚C.’

As Rob reminded us, ‘There is enormous potential for business to have a meaningful impact; to repair the planet and to drive return on investment for brands in the process. Doing so requires brave leaders, willing to be ambitious even when confronted by uncertainty and barriers.’

Can you be a brave leader and question, provoke and influence?



Three actions to consider


	1) If your organization is offsetting carbon, which schemes are they involved in? Are they credible? Ask the question. Check how authentic the schemes are.

	2) Explore opportunities for investing in biodiversity projects that support carbon removal. Review schemes via the pinwheel.earth website.

	3) Get team members together to discuss the climate and nature crisis. Share the articles in Useful resources to explore, and lead a discussion about biodiversity and nature and what the organization and individuals can be doing to make a difference. Challenge accountability in this important area and explore the creation of nature-based KPIs.





Useful resources to explore


	InterEarth. https://www.inter.earth/


	Climate and Nature Crisis – solve both or solve neither – https://www.theguardian.com/environment/2021/jun/10/climate-and-nature-crises-solve-both-or-solve-neither-say-experts


	WWF 10 things you can do to support climate change and support nature. https://www.wwf.org.uk/thingsyoucando
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97: Carbon calculators – measuring so you can manage


What it is

Throughout numerous chapters (too many to reference), we have discussed various carbon calculators – personal ones such as Giki; those positioned for SMEs, as outlined in our discussions with Adam Bastock of Small99; and marketing-related ones, such as UniFida, allowing Marketers to calculate the carbon impact of their activities.

There will be others we’ve referenced – and of course, as decarbonization becomes a priority for the world and, therefore, business, reducing carbon is an urgent necessity if we are to stay within the boundaries of the temperature limit of 1.5˚C. Clearly this is only one component of driving towards a more sustainable future, but as discussed in Chapter 96, understanding where we are with our carbon calculations supports us to address offsetting and ensure commitments are meaningful and investing in genuine returns for both organizations and the planet.



Why it matters

In this section, instead of offering justification – we feel the point is pretty well made throughout – we will outline a number of the resources we’ve come across. Indeed, this list is by no means exhaustive – but through the conversations with podcast guests, those in our network and the organizations we speak to, these are just a few we’ve chosen to highlight. (Disclaimer: we have not personally tested all of these!).



Business


	
The MacKay Carbon Calculator – Provides a model of the UK energy system that allows you to explore pathways to decarbonization, including Net Zero by 2050. From the Department for Energy Security and Net Zero and Department for Business, Energy & Industrial Strategy (BEIS), you’ll find it on the GOV.UK website. [1]

	 
The GHG Emissions Calculator Tool – This is a free, Excel-based tool from Greenhouse Gas Protocol and the World Resources Institute (WRI), which helps companies estimate their greenhouse gas emissions based on the GHG Protocol[2].

	 
The Carbon Trust – SME Carbon Footprint Calculator – Supporting small and medium sized businesses to understand their impact. Lots of tools, reports and guides here too[3].

	 
IMPACT – Community Carbon Calculator – A digital visualization tool that helps organizations understand their community’s carbon footprint. Ideal for parishes, wards and local authorities[4].

	 
The Global Calculator – An open-source model of the world’s energy, land and food systems that allows you to design your own version of the future up to 2050 and see the implications for the climate[5].

	 
Greenly.Earth – A carbon accounting platform for business, which includes business planning and personal planning. All in one dashboard[6].

	 
Giki for Companies – Designed to engage and educate employees on sustainability. The app is easy-to-use, science-based and builds in a comprehensive engagement programme to bring people together to learn more about sustainability and take action[7].

	 
Small99 – NetZero Scorecard and Carbon Calculator – with options for professional services and retail and e-commerce firms. [8]





Marketing


	
AdGreen Carbon Calculator – Focused on advertising production, enabling Marketers to work out the carbon footprint of motion, stills and audio projects within advertising campaigns[9].

	 
Royal Mail Carbon Footprint Calculator – As Climate Impact Partners (see Useful resources to explore) and as owners of the letters channel, they want to encourage more Sustainable Marketing, so they’ve launched a new carbon calculator to help Marketers understand the impact of their activity[10].

	 
UniFida CO2 Counter – As outlined in Chapter 95, this analysis tool enables Marketers to assess the carbon impact of their marketing activities so that they can work to carbon budgets and address the mix from a carbon perspective[11].





Personal


	
WWF Footprint Calculator – A questionnaire which supports you in understanding our world in crisis and the role we all play. As they state: It’s up to all of us to fix it[12].

	 
UN Carbon Offset Platform – This global resource enables you to tailor to the amount of people in your household, country, size of housing and type of housing as well as many other criteria[13].

	 
Carbon Footprint – A global resource for individuals and households. Select the country and work through the sections to calculate your footprint and learn what you can do about it[14].

	 
Carbon Footprint Calculator – This resource via Conservation International considers emissions from lifestyle choices, transportation to diet[15].

	 
The Natural Conservancy – Interactive Carbon Footprint Calculator – Provides a deep analysis and actions to take to reduce it[16].

	 
Giki Zero for Individuals – Aligned with their mantra ‘Know your number’, this is a free step-by-step guide to reduce your carbon footprint. Every step comes with tips and a handy to-do list to keep track of everything you’re doing for the planet[17].





Where to start

By the time of the publication of this book, it’s highly likely there will be many, many more options for you to choose from (and this is just a small selection of what’s already out there). From a business perspective, it’s likely that others within your organization may be championing this endeavour. However, if your organization hasn’t started yet, you can show leadership in giving them some options to review to at least get the conversation started. From a marketing perspective, it’s incumbent on you to find out how your activities align with the overarching goals and objectives of the business when it comes to meeting decarbonization requirements – and so, again, ask questions, do the research, have a play with the tools and see where you get to. And from a personal perspective, get started – take a look at the tools, find the one that fits for you, do the calculations and see what actions you can take to reduce your impact.



Three actions to consider


	1) Explore where your organization is with regard to their calculations. Are they cascaded through the business and aligned with KPIs? Do your marketing KPIs align? If not, start a conversation to get them on the radar.

	2) Run the analysis of your own marketing activity. Review tools, speak to peers, figure out how others are doing this. Perhaps create a cross-function working group to keep each other on track and share ideas.

	3) Calculate your own impact. Understand the actions you can take and then get together with friends, family and get them to do the same. After all, we’re in this together – planning, getting creative and supportive can be fun and drive a sense of community.





Useful resources to explore


	If you love data…The Global Calculator, Sector metrics from 2°C pathways – https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/398597/Global_Calculator_sector_digest_WEB.pdf


	Climate Impact Partners – How the world’s largest companies can transform climate action. https://www.climateimpact.com/
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98: Well-being and happiness leads us naturally to a more sustainable way of life


What it is

‘An economy that serves humanity’[1]. That was called for over a decade ago at a United Nations High Level Meeting on ‘Well-being and Happiness: Defining A New Economic Paradigm’. ‘This landmark meeting, convened by the Prime Minister of Bhutan, Jigmi Y Thinley, followed on from the 2011 UN General Assembly motion calling for governments to promote polices focusing on sustainability, happiness and wellbeing as opposed to narrower definitions of economic growth measured solely by the expansion of GDP.’

We have lost sight of ourselves and the well-being of others during a period referred to as the Great Acceleration, called this as it describes ‘the dramatic, continuous and roughly simultaneous surge across a large range of measures of human activity, first recorded in the mid-20th century and continuing to this day.’[2] and while investing in the consumer story, we have become disconnected from nature and the wider things happening around us – which are all interconnected, even if they don’t impact us directly and we can’t see them.



Why it matters

The political, economic and social systems are not serving the majority of people and with that comes mental health challenges and economic difficulty. It also anchors society in short-term thinking with little time to focus and work out a better way of living and being for people and planet. How we approach well-being and happiness and build in ways to measure the outcomes is critical to sustainable development which prioritizes not just economic development, but environmental and social development.

We need to start measuring well-being and happiness at local, national and international levels. The UN SDGs (Chapter 2) are a strong foundation for international well-being, which is why it’s important that there is more awareness of them. Acting as a roadmap, the sub-targets steer activity at national and local levels, and we need to ensure that outcomes and progress are communicated more widely for long-term ongoing engagement.

Additionally, at a national and local level we need to shift from a focus solely on the economic pillar to asking communities and individuals what really matters to them. Remember Chapter 50 and the Good Life project? We need to understand and measure what really makes people happy, but also communicate more broadly about what is happening in relation to nature, biodiversity and those impacted the hardest by climate injustice. These are new, meaningful stories for Marketers to seek out and share. Cheryl Cran, founder of NextMapping, wrote the article ‘23 Workplace Trends for 2023’, and tells us: ‘The future is human – In 2023 leaders will have greater success if they focus on increasing his/her/their EQ [Emotional Quotient/Intelligence] with a greater understanding of workers as human beings. A greater appreciation for the people who work with us and for us will be a successful approach’[3]. Cran closes the article by stating, ‘Social change leads to systemic changes and the work attitude shifts are a reflection of workers being more aware of the impact of work on their overall well-being.’

In summary, people want to feel valued and that they’re contributing to driving a wider positive impact. To this end, business needs to be responsible and lead change through authentic purpose, innovative solutions and creativity. They must also include metrics and KPIs that evidence progress and showcase to their employees, and other stakeholders, that yes, they are making a difference – beyond driving profits.



Where to start

We’ve discussed the need to make well-being and happiness a priority, and to follow through on those priorities with the right activities and to build in ways of measuring them, ensuring accountability and outcomes. Marketers are well positioned in their roles to meet the needs of people, communities and society; we just need to add well-being and happiness to the goals and objectives, and metrics – but not just as a result of buying stuff. We need to be thinking about genuine, sustainable well-being and happiness – there’s got to be a focus on a better way of living.


	 Better quality connections – not just transactions.

	 More conversation and sharing – not a one-way bombardment of messages.

	 Less empty promises and more understanding – we need to collaborate if we are to succeed.



John Pritchard, founder of ethical company Pala Eyewear, believes ‘a sustainable life is a more meaningful life’. From his own experience, he says, ‘Being more mindful about the planet as well as the human and economic impact of my consumption decisions has led me down better paths’[4].

The UN meeting on ‘Well-being and Happiness’ back in 2012 summed it up succinctly when they stated, ‘whatever words we choose, the time has come to value, measure and implement an economic model which Prime Minister Thinley characterized as “sustainability-based, well-being-centric and inclusive”’[1]. We are over a decade on from that meeting, and we still aren’t valuing, measuring or implementing a sustainability-based system for society as a whole.

A comprehensive model outlined by Kate Raworth in her book Doughnut Economics[6], outlines a new economic system that serves all. The principles cover:


	 Embracing the 21st Century Goal – meeting the needs of all people within the means of the planet.

	 Seeing the big picture – ensuring that finance serves the work rather than drives it.

	 Nurturing human nature – promoting diversity, participation, collaboration, community, trust, care and well-being.

	 Thinking in systems – experimenting, learning, adapting, evolving, continuously improving.

	 Being distributive – working in the spirit of open design and open source, sharing the value created with all who co-created it.

	 Being regenerative – aiming to work with and within the cycles of the living world.

	 Aiming to thrive rather than grow – not letting growth become the goal in itself. Spreading out rather than scaling up.

	 Being strategic in practice – going where the energy is but always asking whose voice is left out. Unleashing the power of peer-to-peer inspiration.




We’ve discussed many of these principles throughout these pages. So, from a metrics perspective, how can Marketers be supporting their organizations in measuring some of these important areas – over and above commercial growth metrics?

Finally, check out The Good Life Goals (see Useful resources to explore), a set of personal actions that people around the world can take to help support the SDGs. These are behavioural/lifestyle asks for individuals that are carefully aligned with the 169 targets and indicators. A great starting point for everyone to consider how they play their part.



Three actions to consider


	1) Revisit the UN SDGs and Chapters 2 and 36, and see where your organization can make a difference, then focus in on the sub-targets and consider how they are connected to well-being for all.

	2) Ask your peers what makes them happy and see if there are common themes. Test and learn ways internally to set activities around people and community and how to measure the outcomes. Then apply this externally.

	3) Explore how you can measure what really matters – considering the wider well-being and meaningful metrics landscape. Discuss with team members, strive for KPIs and accountability in these important and increasingly urgent areas.





Useful resources to explore


	We love ‘The Good Life Goals’ which bring the UN SDGs into everyday life. Check this video from Futerra, it’s gold. https://www.youtube.com/watch?v=bbrYODvkvGk


	A deeper dive into areas of well-being. https://www.shoutoutuk.org/2020/08/11/how-sustainable-living-is-linked-to-our-wellbeing/


	Lost Connections by Johann Hari – a great read to contemplate the impact of disconnection on mental health and society. https://www.waterstones.com/book/lost-connections/johann-hari/9781408878729
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99: Your personal well-being – how are you going to take care of yourself?


What it is

In Chapter 16 we spent time talking about eco anxiety and the fact that anxiety around the future, our environment, infrastructure and the survival of humanity is both real and growing. We are radical optimists, but since embarking on all things Sustainable Marketing and making a commitment to continuous learning about the environmental and climate crisis, we have had to make more of a conscious effort to focus on our own well-being and mental health. Is it any wonder? We’re living in a world where we’re bombarded with sensationalized headlines, where news (some good, but mostly bad) is delivered continuously via devices that keep us distracted, busy, siloed and disconnected. And of course, as Marketers, learning more about the reality of the environmental and climate crisis can feel overwhelming. The challenges can seem enormous and relentless. As Marketers navigating these waters, regardless of our role in the organization, we need to take leadership and summon the courage to ask uncomfortable and inconvenient questions in the pursuit of becoming a better business and driving opportunity for a better world for all. To that end, developing a sense of self-care in the pursuit of managing your own well-being and energy is critical. As the advice goes . . . put your own oxygen mask on first so that you can then better serve others.



Why it matters

In recent years, there has been increasing acknowledgement of the important role mental health plays in achieving global development goals, as illustrated by the inclusion of mental health in the Sustainable Development Goals[1]. As covered so well in Johann Hari’s book Lost Connections[2], depression is one of the leading causes of disability. Suicide is the fourth leading cause of death among 15–29-year-olds. People with severe mental health conditions die prematurely – as much as two decades early – due to preventable physical conditions. And, ‘despite progress in some countries, people with mental health conditions often experience severe human rights violations, discrimination, and stigma’[1]. Johann Hari shares many studies, insights and statistics – it’s a wonderful piece to read – and we feel it’s compulsory reading.



Where to start

The good news is that many mental health conditions can be effectively treated at relatively low cost – and in many cases, without any costs. Again, with education and awareness people can learn to take care of themselves. As one yoga teacher tells us regularly, ‘Your health, your responsibility.’

Some years ago, we embarked on a community project, The Preventative Healthcare Service (PHS) [3], bringing together local well-being practitioners to create a programme focused on well-being education for all – regardless of age or ability. We worked with local doctors/GP surgeries and the local council and piloted and tested some 6-week programmes consisting of 1-hour educational talks and practical aspects – all with the intention of supporting the local community in learning how to ‘Take Care of Themselves’. It was a relatively small pilot, around 100 people – but the results spoke for themselves. People made small changes to their diet, how they ate, when they ate, drank more water, moved more, relaxed more, learned how to breathe (yes, the majority of people do not breathe properly!). Of course, a by-product of that was that they slept better and felt better – which then propelled them to stay committed and continue those habits once the programme ended.

We’ve shared a range of resources for you from the 6-week programme – they’re free to access and include meditations, nutritional resources, mindset tools, breathwork, movement tutorials and sleep advice. It’s all pretty simple – but that’s the point: simple is doable.

In keeping with Part 5, with a focus on metrics, here’s a well-being wheel. See how you score – and then go through the resources on the PHS site. Make some minor adjustments and measure yourself again – see how you progress. Of course, this is our Well-being Wheel – but you can create your own set of metrics aligned with areas that are more pertinent to you. If you’re not taking care of yourself as you want to, see this as a useful starting point.

[image: ]

Illustration 1.8

Three actions to consider


	1) Assess where you are with regard to your own well-being. Are you doing enough to take care of yourself? What more could you be doing?

	2) Review the resources on The Preventative Healthcare Service website – choose a few actions and see what happens. It’s incredible how just increasing your water intake makes a difference on how you feel and how you move.


	3) Complete the Well-Being Wheel – track your score, then make changes and see how you progress. Or explore other tools/apps that do the same. Either way, stay conscious that you matter – and that taking care of yourself is an important and worthwhile endeavour.




Useful resources to explore


	There’s an extensive range of resources at the World Health Organization around Mental Health support / guides / studies – so take a look. https://www.who.int/health-topics/mental-health#tab=tab_1


	The Preventative Healthcare Service – Access the free Resources – meditations, advice on movement, nutrition, breathe work, sleep and mindset. All free for you to access – and feel free to share with friends, family and colleagues. https://www.preventativehealthcareservice.co.uk/resources


	We also like the Japanese concept of ‘Ikigai’ to discover your own path to a fulfilling and purposeful life. https://ikigai-living.com/what-is-ikigai/
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100: The tribal wisdom of the Dakota Indians


What it is

An article printed by the Guardian newspaper in 1999 shared the wisdom the Dakota Indians passed down their generations: ‘when you discover that you are riding a dead horse, the best strategy is to dismount’[1]. We are moving through the most important decade that humanity has ever faced, where the decisions we make and the actions we take determine our very existence and future.

So far, wilful ignorance, nibbling round the edges with incremental changes and adding greener products to portfolios aren’t moving things at the scale and pace we need.

With that in mind, let’s stop and acknowledge what’s not working:


	1) Buying a stronger whip.

	2) Changing riders.

	3) Threatening the horse with termination.

	4) Appointing a committee to study the horse.

	5) Arranging to visit other sites to see how they ride dead horses.

	6) Lowering the standards so that dead horses can be included.

	7) Reclassifying the dead horse as living-impaired.

	8) Hiring outside contractors to ride the dead horse.

	9) Harnessing several dead horses together to increase speed.

	10) Providing additional funding and/or training to increase the dead horse’s performance.

	11) Doing a productivity study to see if lighter riders would improve the dead horse’s performance.

	12) Declaring that the dead horse carries lower overhead and therefore contributes more to the bottom line than some other horses.

	13) Rewriting the expected performance requirements for all horses.

	14) Promoting the dead horse to a supervisory position.



It’s time to dismount and get serious.



Why it matters

Taking some of the points above, appointing a committee to study the horse or hiring outside contractors to ride the dead horse are ineffective strategies. This is not someone else’s problem to fix. Sustainability has to be part of everyone’s role. It has to be embedded in the organizational purpose and strategy and run through every person and part of the organization (remember Unilever’s 3+1 Plan in Chapter 62). The KPIs and measurements need to be discussed, agreed and supported by leaders and become part of any organizational culture. Yes, external collaboration and partnerships are critical when it comes to sustainability – something we’ve discussed throughout the book – but again we have to be able to measure the progress. Think back to Chapter 94, where we discussed the importance of setting partnership KPIs such as: What is the shared value?, Are you more visible?, and, Is your voice and reach increasing?

Next, buying a stronger whip, or threatening the horse with termination won’t win hearts and minds and bring people on a journey with you. Remember the power of effective communication, the importance of the language we use, collective action and the sharing economy. Marketers need to be educated and aware and then educate and make others aware. Setting KPIs which are achievable and measureable, based on real engagement and outcomes, is core to sustainability success.

With the focus on greenwashing across the stakeholder chain now more prevalent than ever, reclassifying the dead horse, rewriting the expected performance requirements or declaring that the dead horse carries lower impacts and therefore contributes more (we altered a word there, but not the sentiment) will result only in a breakdown of trust, negatively impacting reputation and slowing down progress.

What underpins all of this is the need to know where you are today, an understanding of where you need to get to and the path that gets you there.



Where to start

Maybe a good place to start is to stop. Stop, dismount and take some time to think. No matter where you are on your sustainability journey, it needs to be approached in a way that allows for thinking and reflection. Organizations have to consider what they keep and what they need to stop doing. The Three Horizons framework from McKinsey and Company offers a model which supports this approach – and once again if you place a sustainable lens over the different parts of the framework, this can help break things down in a way which is both manageable and offers the opportunity for transformational thinking at the core[2].

Horizon 1 – Improve includes all the initiatives that you need to do to improve, maintain and fix your existing business. This includes: continuous improvement programmes, quality improvement programmes, regulatory compliance, systems maintenance and upgrades and general maintenance and improvements to existing processes.

This is core to your sustainability strategy, it raises questions over processes, regulatory compliance and how you can improve. All these are elements which organizations need to make time to stop and revisit so that sustainability can be embedded into the heart of the strategy and not be an extra sitting on the periphery.

Horizon 2 – Grow includes all the initiatives that you need to improve and grow your business. This typically includes: developing new products and services and entering new markets.

People, planet and profit, businesses need to make money, just not at the detriment of people and planet. This is where time to look at new products and services comes in. How do you incorporate circularity, extend life cycles and change associated behaviours?

Horizon 3 – Transform includes initiatives that will evolve and transform your business. This typically includes: taking your business into new places in the value chain, developing new business models and disruptive innovation.

This is sustainable transformation, the part that overtakes incremental changes which do nothing but nibble around the edges. This is innovation, meeting decarbonization commitments at every stage of the value chain, collaborative advantage and being a leader and exemplar.



Three actions to consider


	1) Stop and think about yourself and what you do. Do you feel like you are flogging a dead horse on a daily basis as part of your role? What parts of your role make a positive difference and what parts could you make steps towards changing?


	2) Have a discussion with your peers and consider which of the points above your organization might be doing (probably without realizing). It doesn’t need to be a contentious conversation; it just might allow for a different approach and perspective.

	3) Use the Three Horizons Framework for a new approach (see Useful resources to explore).





Useful resources to explore


	What is the Three Horizons Framework & how can you use it? – https://www.boardofinnovation.com/blog/what-is-the-3-horizons-model-how-can-you-use-it/


	Three horizons model – https://www.boardofinnovation.com/tools/three-horizons-of-innovation/


	https://www.resilience.org/stories/2021-05-21/the-three-horizons-of-innovation-and-culture-change/
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101:  Commit to using your skills as a force for good

We started with a big question: Can marketing save the planet? And, whether you’ve read this book chapter by chapter, jumped to the parts that are relevant to your role, organization and industry, or picked subject areas where you believe you and your organization can be doing better and have a greater positive impact, we hope that we’ve stretched your thinking and provided you with paths you can navigate and things you can be doing.

The reason we wrote this book was that we believe change starts with education. And following on from that, we wanted to share our own journeys, experience, conversations and provide a multitude of ways (101 in fact, with 303 actions) so that business and Marketers can move forward and play a significant role in changing the course we are on.

So, where do you go from here? Well, we want you to take action, use your skills, knowledge and know-how and show the world that marketing has an important role to play. Marketing alone can’t save the planet (a view shared by most of our podcast guests), but it is an important part of the collective movement towards the solutions which will see more sustainable lifestyles, behaviours, markets and a general desire to make the world a better, fairer place, because currently a lot of it sucks . . . you can quote us on that.

Action now is the single most important thing you can go away and start doing, and there are a number of ways to approach this. Look back at the elements of the Sustainable Marketing Strategy framework on which we based the book.

Situation Analysis: ask the question, Where are we? Look at the research and analysis. You unequivocally know now that the landscape where business and Marketers operate has changed (it’s all there in these pages), so how does that impact you and what do you need to be doing?

Objectives and Goals: apply what you know and look at the wider organizational goals and targets around sustainability, Net Zero, decarbonization, carbon budgets – but don’t forget well-being, circularity, growth and degrowth. And then there’s that all important legislation alignment. It is complex, it is overwhelming, but use the knowledge you have and start to break it down, working on a section at a time. Net Zero is, as we state many times, the most urgent target, so if you haven’t begun your journey, that’s probably your start point; the rest is all interconnected, so keep it on the agenda.

Strategy: the how you’re going to get there. What’s the plan? Look at all the areas we have covered and consider using the Three Horizons Framework (see p.268). What do you need to stop doing? Where are the opportunities for sustainable growth? And – the most important area we have to give time to – how can you transform your business and become an exemplar? And please, if you are, stop flogging a dead horse.

Tactics: the doing. How are you really going to get there? Don’t shy away from diving into the detail, the priorities, the action plans, resource allocation, process, platforms, channels, accountability cycles, and communication. There is so much we can be doing and it is such an exciting time to be a Marketer. Let’s embrace it!

Measurement and KPIs: with mandatory requirements well underway and transparency being a must, as opposed to a nice to be able to do, how are you going to align to and deliver against the requirements being placed on your organizations in a way that makes it something you are proud of, and want to talk about, with confidence?

Another approach is to consider you, in your role, and what can you start doing immediately. Revisit chapters, look at the actions, dive into the Useful resources to explore and start to plan out some short-, medium- and long-term things you can take from here. For example, if you work in digital marketing, are you aware of the carbon/environmental impact of your marketing activities? If not, go and start to find out. If it’s something you’re already tracking, what can you be doing about it now? When you get to that point in your planning cycle, start having those conversations, all with a sustainable lens over them. Consider channel selection and media spend; don’t just do what you’ve always done, because it’s perceived as a safe bet (remember click-through and engagement rates are so low, and people’s wants and needs are changing). You have an opportunity to try new things, so talk about it. In the long term, consider the transitions you might want to be making based on the medium-term changes and if they are successful. Don’t shy away from asking: What next? And what next? The key to all of this is having the knowledge to enable a different conversation to happen. Whether your role is in social media, events, PR, communications, or more generally across the board, you are now well equipped to take things forward.

If you’re a CMO, you’ve got to be asking, where does sustainability sit on the boardroom agenda? Based on what you now know about the changing landscape, what stands out as needing more focus and engagement? Do the current KPIs and budgets really support your sustainable agenda? How can you bring this incredibly important subject to your C-suite peers, and then take it forward through your department and work with them so that everything they think and do is always through a sustainable lens? What new skills are needed? Is Carbon Literacy a consideration? How can you now build sustainability into personal development plans to ensure you all stay on top of things? Where can your team be doing more cross-functional collaboration? Again look at the frameworks, consider our Inwards, Upwards, Outwards model as a base to give some structure and focus to what can feel like an overwhelming process.

To large corporates, medium or small businesses reading this and considering their approach, we all have to do what we know is the decent thing – and from that perspective, we hope this book has given food for thought at this overarching level. We’ve been mindful to provide a wide range of views, examples, case studies and useful resources which demonstrate that it is the responsibility of every individual, every business, every government and every country to deliver a more sustainable future. All parts of the Sustainable Marketing Strategy framework apply in overcoming the challenges around governance, structure, leadership, culture, actions and metrics, which can no longer be excuses for lack of commitment and action.

Small businesses, you make up 90 per cent of businesses worldwide. Start measuring your impact, check the useful resources and calculators and get started. And to every single business out there, get really clear on Scope 3 because collaborative advantage will become competitive advantage – and if you aren’t on the right side of progress, if you don’t know your impacts, if you aren’t committing and working towards decarbonization targets, you won’t even get a seat at the table. People, partners and governments will have no choice but to exclude you.

A final approach to all this is, you could go large (like we did), jump in with both feet and make it your purpose to be part of the change. Thinking beyond your role, what can you as an individual do, personally and professionally? What are the opportunities around communities (again personally and professionally), partnerships, innovation and circularity? Have a look at the actions and suggestions. Will you be the one to make Earth a recognized stakeholder, get your organization on its journey to becoming a B Corp, start a group, build a community focused on well-being and addressing issues such as eco anxiety, or come up with and start telling a different story through understanding the words and language that gets action happening? There is so much we can all be doing, and if the opportunity isn’t there, be the one to create it.

We’ll leave you with one action each and every one of you can start with immediately, and that is to sign The Sustainable Marketer Manifesto. Commit to using your skills as a force for good, acting responsibly with full transparency and honesty when it comes to messaging, communication and creativity. Commit to continuous education around the climate crisis, as well as ethical and Sustainable Marketing, using these critical areas as a lens through which to operate, and commit to working across the business to support, address and courageously call out and challenge any areas where more progress is needed and isn’t being addressed.

We can’t wait to see what you do and we hope we’ve helped kick-start, move forward, or reignite and confirm your passion to be part of the most important decade in human existence.




With love and thanks

Collaboration all the way is our mantra – and in the spirit of learning from others, we’d like to say a huge thanks to all those who have become part of our lives over the past few years we’ve been championing all things Sustainable Marketing.

To each and every podcast guest, thank you for joining us with open minds and hearts to share your insights, viewpoints, answers and questions. Long may those conversations continue.

To the academic training organizations we work with, thank you for challenging us and extending the reach of our work across the marketing profession.

For the organizations that have invited us to talk, train and inspire their leaders and team members, again, huge thanks for the trust, inspiration and commitment.

To all the folk we now consider friends – part of our community, Partners of our Manifesto, supporters and sharers of our work; too many to name individually, but you know who you are – we treasure your generosity, tenacity and spirit.

And of course, thanks to our publishers for supporting us to encourage Marketers and businesses to use their skills, creativity and influence as a force for good. And importantly, to our friends and family who have supported us throughout this change of direction our lives have taken us on. 

And finally, to you – the reader. Thank you for staying with us on this. Be inspired, take what you need, but most certainly, take action! (There are over 300 action points, after all.) We really are all in this together.
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