
While tackling sustainability can often feel like a tall order, 
marketers play a leading role in driving the agenda forward. 
Here's why there’s never been a better time to act, and how 
marketers can get started today:

People want 
sustainability 
information, but 
don't always trust it

would like brands to 
be more vocal, but 
remain sceptical 
about their authenticity.
CIM, 2022

63%

B2B Marketers: 
Change is in 
your hands

Yet sustainability 
continues to play 
a leading role in 
purchase decisions

of B2B buyers say 
sustainability influences 
the purchase decision 
“somewhat” or “decisively." 
Deloitte, 2021

57%
So why is sustainability 
still proving to 
be a challenge 
for businesses? 

2. A lack of consensus

3. Putting words into action

of employees believe 
senior leaders “walk the 
talk” on sustainability 
“often” or “always.”
Accenture, 2022

49%

of C-suite executives 
say they are not ready 
to communicate their 
actions on ESG.
Barkley and Jefferies, 
2021

62%

1. Not being ready

of businesses have 
a strong agreed-on 
definition of sustainability.
The Conference Board, 
2021

32%

“You can’t say what you do, you have to do what you say” 
— Robin Garnett, VP & creative director, Discovery Inc
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Get the whole business 
bought-in and on-board

Companies with strong positive executive-employee 
alignment on sustainability performance are financially 
outperforming those where alignment is weakest— by 13%! 
Accenture, 2022

2

Be honest and don’t overclaim 
– it’s a journey, after all

“ 'We’re not there yet but we are working on it’ is better than 
lofty but empty promises.” 
— Mette Monk, Head of group branding, Danfoss 
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How exactly can 
marketers help 
businesses get 
more comfortable 
talking about it? 

of people feel 
marketers play a 
significant role in 
driving sustainability 
initiatives. CIM, 2022

71%

Marketers are in the spotlight

With many already active 
in this space 

have been involved in 
sustainability work 
in the last five years. 
CIM, 202276%

But marketers 
need to be set up 
properly for 
sustainability 
success 
Otherwise it can lead 
to greenwashing

And a lack of prioritisation 

A lack of knowledge 

of marketers cite a lack 
of dedicated internal 
resources as a top 
barrier to realising 
sustainability ambitions. 
CIM, 2022

27%

of marketers say they 
do not have relevant 
sustainability marketing 
qualifications but would 
want one. CIM, 2022

40%

So, how can you 
help your business 
climb your way to 
meaningful change? 

Uncover your brand’s 
authentic sustainability story

40%
of green claims made in 
2021 across hundreds 
of websites scanned 
were false. European 
Commission, 2021

lead decisions on 
whether companies 
take a public stance 
on societal issues.
CIM, 2022

54%71%

feel they already have 
a voice when it comes 
to sustainability
CIM, 2022

And they're well placed to 
lead the charge 

A sustainability 
plan needs 
embedding across 
the whole 
business

of marketers 
acknowledge that 
sustainability is often a 
“general goal” rather 
than something that 
can be measurable with 
metrics. WARC, 2022

25%

Along with a 
behavioural shift 
from sustainability 
‘goals’ to a focus 
on the journey 
instead

of marketers believe 
their organisation has 
a defined purpose. 
CIM, 2022

say this goes beyond 
their product/service 
promise to include a 
societal commitment.
CIM, 2022

70% 10%

But onlyYes, 

Find out more about how 
to get started today: 

earnest-agency.com/campaigns/esg-incubator

https://earnezt-agency.com/
https://earnest-agency.com/campaigns/esg-incubator

