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Introduction Contacts .

Robert Dreblow
Global Head of Marketing Services, WFA

r.dreblow®wfanet.or

“I truly believe that the marketing community wants to be part of the solution for
sustainability and climate. HOW is the question! We’ve seen the ripple effect of ‘use cases’
that prove a brand’s ability to both drive performance AND create positive impact. It is our
collective responsibility to find more of these use cases and scale them urgently.”

Fabrice Beaulieu, Chief Marketing, Sustainability and Corporate Affairs Officer, Reckitt

Michelle McEvoy
Initiative Lead - Planet Pledge, WFA

m.mcevoy@wfanet.org

Over the last two years, organisations around If we view the climate crisis through the
the world have woken up to the scale of the same lens, we can begin to appreciate its _ Jonathan Hall
transition required to address the United potential to drive transformational change b=y Managing Partner, Sustainable
Nations Sustainable Development Goals and build a more sustainable future for all. Ay Transformation Practice, Kantar
(SDGs). o jonathan.hall@®kantar.com
This global research-based thought

It is no longer a question of whether marketing leadership project has been led by WFA in
regards climate change and other sustainability partnership with Kantar’s Sustainable | Ozlem Sentiirk
issues as relevant. It’s about examining our Transformation Practice. The project aims to < Senior Partner, Sustainable

. .. . . . : Transformation Practice, Kantar
plans and commitments and assessing if and paint a collective picture of progress as we ozlem.senturk@kantar.com
how we can step up to the scale of the redefine the role of marketing for the -
challenges we face. remainder of this ‘Decade of Action’.’

The magnitude and urgency of this shift is
analogous with the digital revolution which
reshaped the way we communicate, connect
and consume.
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Executive summary.

The key to sustainable marketing lies in advocating
for and adopting circular principles in every aspect Leading opportunities

‘ ) of the discipline. Based on the findings of our study,
the circular marketing & growth framework . ..+ Innovate and create new business models
Oy AAy Ol eAA ai 0Ad&°1 OaxeA &a°ubAaldal 9-yDri\}ébé'haEviod':r91§ngé)a?massscale

] ’ the business and in society, to help make marketing . Embrace collective responsibility
’ CII‘CU|.aI‘ part of the solution. - Expand marketing’s opportunities
Marketing The £ " od of five in the value chain
& Growth \ e framework is comprised of five levers:
‘ 1. Sustainability first. As with digital transformation,
L sustainability cannot be viewed as a standalone function.
‘ t It requires us all to look at the world through a new lens. Leading challenges
‘ 2. Radical innovation. Treating sustainable innovation .
as a strategic transformation opportunity, driven » Redefine success and embed

in decision making

« Dedicate internal resource
« Close the (knowledge) gap
« Shift internal mindsets

by marketing, rather than a tactical opportunity.

3. Transformative relationships. Shifting from
exchange-based partnerships with limited impact
to transformative relationships - both internally
and externally.

4. Creativity into action. Realising marketing’s creative
potential with sustainability communications grounded
in action.

5. Value redefined. From a solely financial lens to a more

integrated view of success that accounts for environmental
@ Plavet
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and societal impact alongside financial metrics.

ICANTAR 4




Our approach.

“Marketers are finally starting to grasp the scale of the sustainability challenge and, in particular, of the
climate crisis. We have reached the point where the status quo is simply not an option. Transformation has
become essential. We passionately believe that marketers are uniquely placed to drive the change we all
need thanks to their unique skillset of creativity, innovation and communication. Our Sustainable Marketing
2030 initiative focuses on how marketers can drive growth whilst embracing the sustainability agenda.

It is incumbent upon us all to scale these efforts across the industry because time is running out. Fast!”

Stephan Loerke, CEO, World Federation of Advertisers

At WFA Global Marketer Week 2022, 74% of This report seeks to explore how confident There were three steps to the Susts
delegates agreed with the motion that marketing the marketing industry is in this sustainable Marketing 2030 research:

today is not compatible with a sustainable future.” transformation brief and explores whether we
have made progress against the gaps highlighted .
It is within this overarching context that global in WFA’s 2021 report, “Marketing and g desk research drawing

sting bodies of work

businesses are being called to do more, shifting Sustainability: Closing the Gaps?”, within the esearch

from incremental nudges in their sustainability global client-side marketing community.
efforts to an exponential shift in their actions.

2. WE —depth vision
interv ders and 10
intervie experts.

The areas of focus for this report are:
This shift demands that businesses transform
their products, services and business models - Progress of the company and marketi
to align with a more sustainable growth and function on the sustainability journey.

consumption paradigm. Marketing will be . Sustainable transformation opportunit
central to delivering against these ambitions. and challenges.

3. We scaled the
quantitative stuady
across 48 markets.

- Marketing levers for sustainable growth:
strategy, innovation, partnerships,
communication and measurement.
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1. WFA The Big Debate (highlights)
2. WFA Sustainability and Marketing Report



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 .

Thank you to the business leaders and experts who shared their invaluable insights and
experiences. Your thought leadership and depth of knowledge helped us to shape this work
and guide us towards the issues that matter.
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Our global community

We would like to extend our thanks to the 44 National Associations who,
alongside Kantar clients, drove uptake of this study around the world and
contributed their valuable insights.
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Global quantitative sample.

The quantitative survey drew from 938 senior client-side marketers across 48 countries

around the world, including a wide variety of territories, company sizes and categories. Respondent Spllt aClOSS funCtlonS .
Unless stated otherwise, all insights in this report are from WFA’s global survey entitled
“Sustainable Marketing 2030”, conducted in partnership with Kantar’s Sustainable 16%
Transformation Practice between October 2022 and March 2023. Other*
5%
. PR/Comms
Respondent split across the world. ™~
500 —
Insights

6% — e
Strategy / Marketing

6%
Sustainability
ICSR

6%
Media/Digital
*Other includes Marketing procurement/Sourcing, Public/ government/external affairs/

Sales/eCommerce and Other and were not represented individually as they represent less
than 5% of the answers

Americas
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Are we closing
the gaps?

“In recent years we have seen an increased sense of urgency to tackle
the climate crisis and its harmful impact on people’s lives and livelihoods
before the window of opportunity slams shut. Businesses, governments,
and NGOs need to collaborate in new ways and create systemic change
at an accelerated pace. At the same time, there is pressure on brands
and marketers to respond to increasing consumer expectations for
sustainable choices. We have an important role to play to make
sustainable choices simple and preferred for the consumer.”

Conny Braams, Chief Digital and Commercial Officer, Unilever

Plavet
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Many companies are stepping up. But we need to go furth er and faster .

WFA’s 2021 report, “Marketing and Sustainability: Closing the Gaps” ", found that, Marketing has the opportunity to put itself back in the driving seat of business
despite increased efforts in adopting sustainable business practices and increasing performance. Brand leaders and CMOs are perfectly placed to connect their insights
awareness of the climate crisis, significant gaps remained in the collective journey with consumer demand for sustainability to drive brand growth and subsequent
to a more sustainable future. To ‘close the gaps’, the marketing function was invited business performance.
to address:
We have the imperative and the unique skillset to lead this era of transformation
1. The need for education but we are currently moving too slowly and lack the necessary ambition.
2. The communications challenge
3. The opportunity for behaviour change Strongly agree i i ' ' ' '
4. The need for collective responsibility Somewhat agree
Neither agree nor disagree
In response to these findings, WFA launched the Planet Pledge 2, a CMO-led Somewhat disagree
framework designed to galvanise action from marketers to promote and reinforce Strongly disagree
attitudes and behaviours, which will help the world meet the challenges laid out in the
UN SDGs. Thirty-two of the world’s largest brands have since signed up to the Planet 0% 10% 20% 30% 40% 50% 60% 70%

Pledge, signalling their commitment to helping make marketing part of the solution.

90% of participants agree that sustainability agendas
must be more ambitious for bigger and timely impact.

“Over the last 70 years, we’ve been creating demand for lifestyles that
he conmiEnerEs call for more, more and more. We’ve been driving consumption that is
completely incompatible on a planet where resources are constrained.
So we don’t just need to make incremental changes in industry, we have
to fundamentally rethink the model and the purpose of our industry.

LAria) Gy iy The good news is that’s completely within our reach. | think we have all
e e e M B the capabilities we need to drive change and drive a better future. But it’s

Race to Zero campaign, and climate action, by providing re inable inability claims can be 3 N @
encourage your marketing tools and guidance for your aviours easily substantiated so that DIAGEO \ & essity "HEINEKEN

s anseo e e ek i , sy going to require people to disconnect from a model which has made them
very, very successful, and start to embrace a new way of life, and that’s
going to be a tension.”

LOREAL Mondelez,

Orsted  “pumco oSl PHILPS {0 sanofi S Anna Lungley, Chief Sustainability Officer, International Markets, Dentsu

Unilower
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1. WEA Sustainability and Marketing Report
2. WFEA Planet Pledge



https://wfanet.org/knowledge/item/2021/04/21/Marketing-and-Sustainability-Closing-the-Gaps
https://wfanet.org/leadership/planet-pledge

DT ° u b AddGestainability: Closing the Gaps"
(WFA 2021 report)

39% 38%

DI Cya° Oxe°»alA T°

(WFA 2023 report)

«=s At company level
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Overall consumer engagement with
climate Issuesremains strong.

As people become more aware of the climate crisis and the role of industry
within it, they are demanding that businesses do more.

With many brands stepping forward to declare commitments, people are
scrutinising the claims to ensure that actions follow. Around the world, people
are becoming increasingly vocal about brands deemed to be untruthful in their
claims and are unafraid to publicly hold them to account.

9% 47%

Say businesses have had the most Have stopped buying products/
negative impact on the world’s services that have a negative impact
environmental problems on the environment and society?

“Marketing is powerful: it can change how people think, feel and
behave. Whether you’re a creative, a planner, or a strategist, we should
all be asking how we can drive changes that are for the better. How we
can help brands deliver solutions to the problems that matter most to
their consumers through authentic, credible actions that resonate with
consumers and address the brand’s most material impacts.”

Hannah Harrison, Chief Sustainability Officer, WPP

1. Kantar Research, Global Monitor 3. Kantar Research, Sustainability Sector Index
2. Kantar Research, Global Issues Barometer 4. WFA Sustainability and Marketing Report

But the dntent -to-action'
gap remains.

The WFA 2021 research report4 noted the presence of an
‘intent-to-action’ gap: consumers said they wanted to live
more sustainably, yet they were not following through.

Our 2023 vision interviews suggest that this tension remains and that
there is a difference between what consumers say and how they
behave in reality.

VS 13%

of people say they are prepared of people are actively
to take aCtion to |ive a more Changing their behaviour 3
sustainable lifestyle3d

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

Pressure and scrutiny now come
from multiple stakeholders .

There is a directional shift from single to multi-stakeholder
engagement on climate issues, with the resulting pressure and scrutiny
proving complex to navigate for many.

This presents increasing brand and reputational risk for those not prepared
to take their business impacts seriously. The brands that align themselves
with people’s values will remain culturally relevant, commercially successful
and will continue to attract and retain the very best talent in our industry.

64%

people

49%

Investors

68%

employees

d

9

would sell their investment
if a company does not
sufficiently address ESGissues?

°E Oa » Cy O eeAsayofgiingsations should step
responS|b|I|ty to solve climate up when governments fail to
and environmental issues 1 fix y i %0 hdEeny?

“We have to be very mindful of the fact that if we
continuously persecute the first movers who are really
trying to do something, then there will be no first movers
in the market anymore because everybody’s too afraid
to speak out. This whole situation is in flux.”

Clara Lee, Vice President of Brand, Neste

1. Kantar research, Global Issues Barometer

2. Gartner For Employee Experience and Retention, Address Sociopolitical Issues 3.eE+ov jT11]

OedAyaiu yCudAE O eE+

Bravery and transparency In
communications are key

Marketers feel that being concise in communications is increasingly difficult
due to arise in greenwashing accusations. An emergent response is the
trend of ‘greenhushing’, where brands are afraid to speak up about progress
for the fear of being criticised for a lack of perfection.

Marketers still feel bravery in communications is critical, but this tension has
impacted overall confidence.

82% agreed “Companies need to be braver
in communicating their sustainability efforts” 82% vs 89%
(versus 89% in 2021 report)

Alongside bravery, marketers continue to feel that transparency
in communications is key and that consumers see honesty as a sign
of the authenticity they are looking for.

89% said “It is OK to say you haven’t fixed all
your problems” (versus 920% in 2021 report)

Planet

Plodge ICANTAR
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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

I t @ tl m e fo r “We are moved as a species by creativity. Marketers have the ability to
. , take the science and the data, and to move people by connecting them
marketing to step up. |

to that information in a meaningful way. Now more than ever, the
S world needs marketers’ creativity, commercial acumen and
W comtin storytelling. That’s what makes our industry part of the solution.”

Charlie Thompson, Programme Director — Executive Education,
Cambridge Institute for Sustainability Leadership

Daoy i Cu UAyoi sy OMebavetheRight s kills.

The study demonstrates that marketers recognise say marketing can make a difference
that consumers want to live more sustainably and it’s 93% in the sustainability journey
marketing’s responsibility to enable people to do so. (vs. 95% in 2021)

of marketers say brands have a responsibility Marketing excels in its ability to understand people’s

93% to help people live more sustainably needs and desires and to tell the stories that create
(vs. 92% in 2021) meaningful consumer engagement. The brands we

have at our disposal are powerful drivers of lifestyle
change at mass scale, offering us the opportunity to
normalise a new, more sustainable set of behaviours.

Planet
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With opportunity

comes challenge.

The overarching sense of this research is that marketing needs
to take bolder, more transformational actions if it is to realise
its role and responsibility in helping to solve the climate crisis.

90% of marketers in the study expressed a belief that
we need to drive more ambitious sustainability agendas
with a bigger and more timely impact.

Marketers described the opportunities in innovation, business
model reinvention, consumer education, developing more
meaningful partnerships and expanding marketing’s
understanding of and influence on the value chain.

But this ambition is juxtaposed with a challenging
internal organisational context.

The top seven challenges highlighted by this study
were all focused on the internal organisation, ranging
from measurement and resources to mindset and
capability. If organisations are unable to ‘get their own
house in order’, then the likelihood of realising these
opportunities diminishes.

“Every month, we use up 1% of our carbon budget for 1.5 degrees.
That’s 1% of the remaining carbon budget for humanity’s time on Earth.
Every single month. So quarter by quarter, we need to make progress

on reducing emissions.

Behavioural change is arguably the fastest way to do this. Marketing
must scale up rapidly and within 12 months we need to see a complete
change in what marketing is doing in the world.”

Owen Gaffney, Co-founder, Exponential Roadmap Initiative,
CEO, Planetary Stewardship & Co-lead, Earth4All

Planet
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Biggest opportunities propelling
the transition towards sustainability .

Innovate to create competitive advantage _ 57%
Define new business models to grow sustainably _ 55%
Educate people about their choices & actions at mass scale _ 54%
Collective action to drive bigger impact — 46%
Expand marketing’s opportunities in the value chain — 44%

Capitali se on consumer activism towards a sustainable lifestyle D 33%
Drive talent acquisition and retention T 31%

Premiumisation (superior product quality and exclusivity) s 23%
Cost savings . 18%
Something else ™ 29
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Top challenges.

Redefining success

Sustainable transformation calls for a holistic view of success.

A lack of P&L policy which treats planet and profit equally presents
a barrier to progress, according to 35% of respondents.

Dedicated resource

We need a transformational approach to sustainability, however,
this requires resources. 35% of respondents cited a lack of
allocated internal resourcess as a challenge.

Close the (knowledge) gap
The sustainability agenda is complex, requiring both breadth and
deth of understanding. Many organisations do not have the

marketing

Challenges preventing
transition towards sustainability

Lack of P&L policy that treats planet and profit equally in decision making _ 350
Lack of allocated internal resources _ 35%
Marketing’s knowledge and skills gap on sustainability _ 35%
Internal mindset that sustainable solutions will be more costly than existing ones — 32%

No robust and transparent way of measuring progress IEEEEEEEEEEEEEEEEEEEEEEEEEEES 30%
Sustainability initiatives led in silos/adjacent to marketing EEETTTTTETEEEEEEEEEEEEEEEEEEEEES 300,

Conflict with current business strategy and priorities IS 030,

Difficulty to organise for, and implement, cross-industry initiatives D 2600
Staying on top of regulation discussions and knowing how to act on them EEETEEEEEEEEEEEEEEENENNNNND 250/
Sustainability claims not backed by action leading to greenwashing and other criticism IS -30
No/poor industry consensus, norms, and regulations IEEEEE——E——EEEEEEEEEEEE_—_— >0
Something else N o/,
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