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SU STAINABLE
SOLUTIONS
Marketers must collaborate to mitigate climate change
Words LUCY HANDLEY
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Big Conversation / S U S T A I N A B I L I T Y

limate change is a huge
and complex topic that
every business and government must tackle,
following stark warnings
from the United Nations that we are
reaching a ‘code red for humanity’. If we
act now, scientists say we can mitigate
our impact, but it will involve massive
change from societies and individuals.
A marketer’s role is about business
growth, understanding consumers and
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Consider sustainability across the
full product lifecycle
Growth and environmental
responsibility go hand-in-hand
Collaboration is key: marketers
should galvanise the organisation
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communicating effectively, all skills that
can help stakeholders behave in a more
sustainable way – but what’s the balance
between being environmentally responsible, and business growth? Catalyst
gathered a panel of experts to debate
such issues and more.
First, how would our panel define
sustainability, or a sustainable business?
It’s a term that is often used, but arguably, not understood in the same way by
all audiences. For Gemma Butler, CIM’s
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marketing director, sustainability is
about “delivering wellbeing for all”, and
goes far beyond products and services.
“A lot of organisations get that wrong
because they think if they have a bottle
that’s recyclable, that’s it, they’ve ticked
that box, they’re sustainable, but they’re
not… it’s about how you treat your people. It’s about what’s happening in your
supply chain, it’s about your product, it’s
about the packaging, it’s about how you
communicate,” she says.
For Freddie Hospedales, chief marketing officer at Engie Impact, the consulting arm of French power company
Engie, the first thing a firm needs to do
is to define the word. “One of the challenges people have is ‘sustainability’
itself. It’s a bit like the word ‘marketing’;
it means whatever you want it to mean…
When we deal with companies, that’s the
place to start,” he says.
A business needs to think more
broadly about ways in which it can
improve and better society under a sustainability umbrella, Hospedales suggests. “It’s all been lost at the moment
on climate change and on decarbonisation, which has taken over pretty well
every conversation I can think of. But all
this sits together, and how companies
can work with governments, and with
civil society, is going to be an important
factor in what sustainable business
means,” he says.
“I think it’s essential to remember
that we don’t need to cover every aspect
of sustainability, or ESG [environmental, social and governance],” says Leeya
Hendricks, chief marketing officer at
financial services and tech solutions
firm Delta Capita. “When we look at that
environmental angle, we’re focusing
on creating that policy at the moment,
we’ve got our KPIs that are aligned to,
for example, green employee benefits,”
she explains.
Jessi Baker is founder of Provenance,
a firm that helps consumer goods brands
communicate how products are sourced,
as well as information on their impact.
Baker says some companies feel that
sustainability is “something they only
have to tackle at HQ level”. But most
realise that their responsibility goes far
deeper than that – into the supply chain,
as well as after consumption, in terms of
thinking about what happens to a product or its packaging when someone finishes using it.
Joyce Lorigan, who is publisher
Springer Nature’s group head of corporate affairs as well as its sustainability
lead, says the firm started reporting its

I N C R E A S I N G LY, W E S E E T H AT P E O P L E W A N T T O
WORK F OR COMPANIE S THAT S TAND F OR MOR E
Leeya Hendricks, chief marketing officer, Delta Capita

sustainability progress four years ago,
and at the time discussed how “wide” its
aims should go. It reports under five sections: the first looks at how it can champion the UN’s Sustainable Development
Goals; the second focuses on diversity,
equity and inclusion; another reports
on reducing the firm’s environmental
impact; the fourth considers company
values and how it works with suppliers
and staff; and finally the business has a
programme looking at how technology
can have a positive effect.
Springer Nature publishes science
journals and research titles whose topics include climate change – such as
Scientific American and Nature – and
has signed up to the UN’s Business
Ambition for 1.5 °C, which aligns with
limiting global temperature increases
to 1.5 degrees Celsius above pre-industrial levels. “The sustainability team are
a bit like a conductor of an orchestra,
they’re not actually deciding which air
conditioning unit to put in [one of our
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offices],” Lorigan says. “They’re having
to rely on this massive network across
the company. Getting the right people to
lead that and do it in a way where there’s
authenticity for a science-based population is really, really important.”

PL ANE TARY PRIORITIE S

So, can marketing save the planet?
Butler, who hosts a podcast of the same
name, says it can, but in collaboration
with other teams. “This requires a collective effort. We need to do things like
stamp out the greenwash, and hopefully
the Green Claims Code will go some way
to driving that,” she says. In September,
the UK government introduced rules on
how businesses communicate environmental claims, notably by first understanding “how their product, brand or
business has an impact – both positively
and negatively – on the environment for
its whole life cycle.”
“It’s not just about messaging and
advertising, because that’s the very end
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Attendees (pictured clockwise from top left)
Jessi Baker, founder, Provenance
Gemma Butler, marketing director,
Chartered Institute of Marketing
Will Ennett, head of sustainability,
TalkTalk
Leeya Hendricks, CMO, Delta Capita

product and operational people, who
need to change the way that the equipment is designed [to be more sustainable],” he explains. “These [sustainability]
roles are often in marketing teams or
corporate communications teams. And
again, that’s great, but I sort of really
wanted to be able to influence directly.”
Lorigan is on the board at Springer
Nature and says her role does have a
direct influence on the company’s operations. “I am the [sustainability] sponsor, but not from a communications
point of view, I just make sure that the
right colleagues are sponsoring the right

DATA TR AFFIC
IS SOARING…
B U T A C T U A L LY O U R
EMISSIONS AND
MOST METRICS ARE
DECLINING, SO
W E H A V E S L I G H T LY
BROKEN THE LINK
THAT CONSUMP TION
EQUALS MORE
EMISSIONS
Will Ennett, head of sustainability,
TalkTalk

Freddie Hospedales, CMO,
Engie Impact
Joyce Lorigan, group head of corporate
affairs and sustainability lead,
Springer Nature Group
Lucy Handley, moderator/
editor-at-large, ‘Catalyst’

part. So, the environmental group for
example, which is on point for delivering the [sustainability] roadmap, that’s
the responsibility of the chief operating
officer,” she explains. Where marketing
and communications come in is to “help
take people along with us”, on the green
journey. “Understanding and listening
to the audience is a hugely important
skill,” she says.
But there is still a job to do in elevating the role of marketing, says
Hospedales. “The big transformational
shifts are going to come from the top of
the organisation, and [that depends on]
how close is marketing to the board, and
to board decision-making and board
change. If we’re talking about changing
things in an organisation, about sustainability, it’s how can they get closer to the
board agenda?”
Butler counters that more junior
staff can also make a difference, pointing to the example of digital automotive marketplace, Auto Trader, where
two employees took responsibility for
driving the company’s environmental
agenda. “As a result, 80% of their organisation is now carbon literate, and they
said that has fundamentally changed
how they operate and how they see their
role in business. Yes, definitely, we’ve
got to get the top to buy into it and they
have to lead it to make it successful. But I
think it can start with anybody within an
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of the funnel. What marketing has done
for [stopping] smoking, we need to do to
break our unhealthy relationship with
consumption. That’s the biggest problem isn’t it, our unhealthy relationship
with consumption driven by corporates,” Butler says.
Higher consumption doesn’t necessarily mean higher emissions, Will
Ennett, head of sustainability at telecommunications company TalkTalk,
points out. “Mindless consumption
doesn’t make sense. But certainly, what
I’ve seen in our company and more
broadly in telecoms is a disconnect,
right? Because data traffic is soaring…
but actually our emissions and most
metrics are declining, so we have slightly broken the link that consumption
equals more emissions,” he says. Most
of the sector uses renewable energy, and
he expects that to move further towards
on-site generation.
And as Butler says, growth in itself
is not “bad”, it’s about how we are doing
it. “We’re doing it at the absolute detriment to the planet, so if you want something, we will sell it to you over and over
again.” But there are moves to make
industries such as fast fashion less disposable, she adds, citing Irish retailer
Primark’s pledge last September to find
clothes from recycled sources as well as
making them last longer – while not
raising its prices.
TalkTalk has also signed up to the
UN’s Business Ambition for 1.5°C, and
Ennett says he chose to stay within the
company’s product team when he took
on the role in 2020, after running TV
content for the brand. “I really felt – and
this is in no way a criticism on how other
organisations are set up – [that] the people that need to move the dial are the
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organisation,” she says.
Hendricks makes the point that marketing isn’t solely about communication, rather it sits at the heart of business
growth. “If we do business for good, sales
and profits kind of follow as a result of
doing the right thing, in building those
trusted relationships with our clients,”
she says.
“The
importance
of
brandbuilding and values, which has become
more prominent as we start to see shifts
in marketing and how we engage customers, is in doing the right thing,”
Hendricks adds. She also works closely
with Delta Capita’s HR team to explore
how the firm’s internal value system
comes across to the external world. “The
modern business needs to live its own
brand through its internal culture and
nurture this culture in a way that reflects
how they want their customers and
stakeholders to interpret it.”
Baker, whose firm works with FMCG
brands, says that greenwash is her biggest frustration. “That’s the enemy of
progress when it comes to sustainability,” she says. “We know there’s great
stuff being done in servicing people
and planet but if that’s competing with
greenwash, then we’re just taking one
step forwards and two steps backwards
each time.”

EMPLOYER BR ANDS

On a positive note, Baker adds that there
has been a step change over the past
12 to 18 months in how brands think
about their environmental impact. “As
the market has shifted, and definitely
shareholders have shifted and where
people are investing their money, I think
employees are much savvier as to where

WE ARE SEEING INCREASING REQUESTS FROM
MA JOR CU S TOMERS, FROM COMPANIE S THAT
W E PARTNER WITH, FROM OUR EMPLOYEES
AND FROM INV E S TORS, TO D EMONS TR AT E
OUR COMMITMENT TO SU S TAINABILIT Y
Joyce Lorigan, group head of corporate affairs, Springer Nature Group

they’re deciding to work. They’re certainly looking out for companies that
match their values and then shoppers…
how people are deciding what to buy,”
she says.
Lorigan says business growth and
sustainability are intrinsically linked
– and that demands are coming from a

variety of stakeholders. “We are seeing
increasing requests from major customers, from companies that we partner with, from our employees and from
investors, to demonstrate our commitment to sustainability,” she says.
A focus on the topic is also important
for employer branding, with Springer

THE TR ANSF ORMATIONAL
SHIFTS WILL COME
F R O M T H E T O P. . .
HOW CAN MARKETING
GET CLOSER TO THE
BOARD AGENDA?
Freddie Hospedales, CMO, Engie Impact
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GREEN FEAR

Is there a certain amount of fear about
being shown up for companies that
aren’t yet doing enough? Hendricks says
there is. “Many companies are confused
and are not sure where to start. Right
now, it’s difficult to compare one company to another in terms of ESG performance, even in the same industry, and
to compare across industries is nigh on
impossible. It’s going to be important
for companies to work together to agree
on what the appropriate [sustainability]
standards might be,” she says.
“ESG should not be viewed as a
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Nature’s Green Office Network programme in countries such as Germany,
Japan and New Zealand. “They are making change happen on the ground on top
of their day job because they are passionate about making the world a better
place,” Lorigan says.
Butler agrees, pointing out that the
pandemic has created a shift in power
from shareholders towards staff, when it
comes to the long-term success of a company. “If you look at Edelman’s Trust
Barometer, employees are now three
times more important than shareholders,” she notes.
Hendricks adds that employees play
a key role in living the company’s brand,
and one of Delta Capita’s values is to
“make a positive, sustainable contribution to our communities”, and this forms
part of its performance management
and feedback framework. “Increasingly,
we see that people want to work for companies that stand for more,” she says.
“Better governance will be the
game-changer for ESG. With this, all
companies can make better decisions
and positively impact their stakeholders, including their employees, customers and communities. These ESG tools
and assessment matrices empower you
to easily report your current state and
outline future initiatives,” she adds.
For Hospedales, investors still play
a critical part in climate change mitigation. “We can’t ignore the investor
route, and their impact on businesses.
You look at what Larry Fink has done,
in terms of his acceleration of how companies are addressing climate risk and
their responsibility more broadly,” he
says. Larry Fink, founder and CEO of
the world’s largest investor, BlackRock,
said in a 2020 letter to CEOs that climate
change “has become a defining factor in
companies’ long-term prospects”, and in
2021 asked firms to explain how they will
reach net-zero emissions.

MARKETERS ARE THE ONES WITH THE
MOST POTENTIAL TO HAVE EGG ON THEIR
FACE. THEY’RE THE ONES TRYING TO GET
EVERYBODY TO BUY THE PRODUC TS
Jessi Baker, founder, Provenance

nice thing to do, or to be left to corporate social responsibility teams, but the
reality is that in many quarters it is still
seen through these outdated lenses,”
she adds. When it is part of a company’s
decision-making process and operations, it’s more likely to succeed.
Baker says that marketers are also
likely to be in the firing line. “They
have got the most potential to have egg
on their face. They’re the ones that are
trying to get everybody to buy the products. And at the end of the day, if these
products aren’t good for people and the
planet, over time that’s going to become
less and less acceptable,” she says. The
good news is that marketers “tend to be
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quite persuasive people”, and are wellplaced to create a business case for sustainability – and one that adds to profit.
Whether marketing is used to communicate environmental credentials,
help a business grow in a responsible
way or influence consumers’ behaviour – and hopefully do all these
things together –
what’s clear is the
Lucy Handley is
need for marketers
editor-at-large of
to realise their cenCatalyst

If you would like to add your voice

to the Big Conversation, visit CIM’s page on
LinkedIn or tweet us at @CIM_Marketing

