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Executive summary.

The key to sustainable marketing lies in advocating 

for and adopting circular principles in every aspect

of the discipline. Based on the findings of our study, 

the circular marketing & growth framework

Õý ÁÅýÕÏæÅÁ ăì ùÅÕå°ÏÕæÅ å°ùÞÅăÕæÏƍý ùìàÅ ĒÕăÓÕæ

the business and in society, to help make marketing

part of the solution.



Our approach.

1. WFA The Big Debate (highlights)

2. WFA Sustainability and Marketing Report
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https://www.youtube.com/watch?v=8TLVuBgGj0I&t=182s
https://wfanet.org/knowledge/item/2021/04/21/Marketing-and-Sustainability-Closing-the-Gaps


Leaders and experts who informed this initiative .
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Chris Leong
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Clara Lee

Preeti Srivastav

Johan Wickmark Arjan Dijk

Ponz Pandikuthira Kresse Wesling CBE

John Schoolcraft Charmian Love
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Our global community .
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Global quantitative sample.

Respondent split across the world.

Respondent split across functions .

18%

63%

MEA

9%Americas

Europe

APAC

10%

56%
Marketing

16%
Other *

5%
PR/Comms

5%
Insights

6%
Strategy

6%
Sustainability

/CSR

6%
Media/Digital
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Are we closing 
the gaps?

Conny Braams, Chief Digital and Commercial Officer, Unilever
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Many companies are stepping up.
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But we need to go furth er and faster .

1. WFA Sustainability and Marketing Report

2. WFA Planet Pledge

Marketing has the opportunity to put itself back in the driving seat of business 

performance. Brand leaders and CMOs are perfectly placed to connect their insights 

with consumer demand for sustainability to drive brand growth and subsequent 

business performance.

We have the imperative and the unique skillset to lead this era of transformation

but we are currently moving too slowly and lack the necessary ambition.
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https://wfanet.org/knowledge/item/2021/04/21/Marketing-and-Sustainability-Closing-the-Gaps
https://wfanet.org/leadership/planet-pledge


4%3%

25%

38%

29%

4%

11%

39%

35%

10%

At company level 

Marketing function

Two years on, brand owners have 

a better understanding of the 
challenges they face .

But the marketing 

function is still lagging .

ƊT°ùÞÅăÕæÏand Sustainability: Closing the Gaps" 
(WFA 2021 report)

5%

4% 4%

10% 31%

39%

37%

45%

10%

15%

ƊlĆýă°Õæ°»àÅ T°ùÞÅăÕæÏ įĭİĭƋ
(WFA 2023 report)
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Overall consumer engagement with
climate issues remains strong .

of people are actively 

changing their behaviour

1. Kantar Research, Global Monitor 

2. Kantar Research, Global Issues Barometer

But the ƌintent - to - action '
gap remains.

47%
13%97%

79%

Hannah Harrison, Chief Sustainability Officer, WPP

3. Kantar Research, Sustainability Sector Index

4. WFA Sustainability and Marketing Report
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https://wfanet.org/knowledge/item/2021/04/21/Marketing-and-Sustainability-Closing-the-Gaps


ý°Ę Õă Õý »ĆýÕæÅýýÅýƍ

responsibility to solve climate 

and environmental issues 1

say organisations should step

up when governments fail to

fix ýì¼ÕÅăĘƍýproblems 2

would sell their investment

if a company does not

sufficiently address ESGissues 3

68%
employees

49%
investors

Bravery and transparency in 
communications are key .

82% 89%

90%89%

Pressure and scrutiny now come 

from multiple stakeholders .

1. Kantar research, Global Issues Barometer

2. Gartner For Employee Experience and Retention, Address Sociopolitical Issues 3.eĒ+ƍý įĭįĮ >àì»°à ÕæđÅýăìù ýĆùđÅĘ Ů eĒ+
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64%
people

https://www.gartner.com/en/articles/why-engaging-with-social-and-political-issues-is-a-non-negotiable-for-your-employee-value-proposition
https://www.pwc.com/gx/en/services/audit-assurance/corporate-reporting/2021-esg-investor-survey.html


Dăƍý ìĆù ùÅýöìæýÕ»ÕàÕăĘ. We have the right s kills.

Itƍs time for 
marketing to step up.

93%

93%
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With opportunity 
comes challenge.
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Biggest opportunities propelling

the transition towards sustainability .

Top opportunities .

Expand marketing ƌýopportunities in the value chain

57%

Capitali se on consumer activism towards a sustainable lifestyle

Drive talent acquisition and retention 

Premiumisation (superior product quality and exclusivity)

Cost savings 

Something else

55%

54%

46%

44%

33%

31%

23%

18%

2%
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Challenges preventing

transition towards sustainability .

No robust and transparent way of measuring progress

Something else

Sustainability initiatives led in silos/adjacent to marketing

Conflict with current business strategy and priorities

Difficulty to organise for, and implement, cross- industry initiatives 

Staying on top of regulation discussions and knowing how to act on them

Sustainability claims not backed by action leading to greenwashing and other criticism

No/poor industry consensus, norms, and regulations

35%

35%

35%

32%

6%

30%

30%

28%

26%

25%

23%

22%

Top challenges.
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