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Google Trend: Sustainable Development Goals have taken off!



In the article ”The 8 Biggest Business 
Trends in 2022” Forbes named 
”Sustainable, resilient operations”
the number 1 trend. 

The author is Bernard Marr, describes by 
LinkedIn as one of the world’s top 5 
business influencers. 

He is a frequent contributor to the World 
Economic Forum and writes a regular 
column for Forbes. 
https://www.linkedin.com/in/bernardmarr/



What does war in Ukraine mean for sustainability?

• Rising commodity prices & reduced 
supply of fuel, grain, metals…

• Increased demand for alternatives 
e.g. renewable energy, secondary 
materials

• Companies that can do more with 
less will be rewarded



Agenda

1:  Introduction

2:  Why market your sustainability to customers

3:  How to do it

4:  Offer

Practical remarks:

▪ The coffee is virtual ☺
▪ Please mute!
▪ Slides will be shared
▪ The webinar will be recorded 

and available on-demand 
▪ Please use the chat
▪ Q & A at the end



Introductions



I want to see sustainable products & services flourish

James Bryce Smith

• 20+ years in B2B marketing

• Passionate scuba diver

• CBS MBA with focus on sustainability

Magnetize

• Mission: To help B2B companies investing in 

sustainability become the preferred choice 

among buyers

• Messages, strategies and content 



Morten Kornerup - Blue Business

• Co-founder, Partner, Blue Business

• We help B2B companies grow their pipeline, 
get better leads, and strengthen their position 
in the market



Consulting

Marketing 
Automation

Strategy & 
Creativity

Content
Marketing

Account Based 
Marketing

Digital Lead 
Generation

Blue Business

Lead Generation and Account Based Marketing
Generating, qualifying and nurturing accounts and leads to increase sales 

and marketing effectiveness

Partner



Fortunate to work with many small, medium & large brands



About you - Pitstop & Poll

• Do you have a sustainability strategy? 

• How important is sustainability to your 
business? 

• To what degree have you commercialised
your sustainability? 



Why market your 
sustainability to 
customers?



1. Sustainability is now a significant B2B buying criteria

The biggest 
opportunities 
for improvement 
are outside a 
company’s own 
operations

Source: Lemvigh Muller

SUSTAINABILITY IN THE VALUE CHAIN

High risk
Medium risk
Low risk

Risks



1. Sustainability is now a significant B2B buying criteria



CDP - a massive buying force

• 150 members

• US$ 4.3 trillion in 
procurement spend

• 95% of CDP Supply Chain 
members have or will have 
integrated CDP data into 
their supplier relationship 
management process by 
2023

Source: CDP Global Supply Chain (formerly known as the Carbon Disclosure Project)



Sustainability is good for business

• Top ESG performers enjoy faster growth and higher valuations than other 
players in their sectors, by a margin of 10 to 20 percent in each case.

• Strong ESG credentials drive down costs by 5 to 10 percent, as these 
companies focus on operational efficiency and waste reduction

Source: McKinsey 2021



Sustainability as a value driver

Twice as many companies, or 40 
percent, expect their sustainability 
programs to generate value in the 
next five years, compared to the 
previous five years.

Source: Organizing for Sustainability Success, McKinsey & Co, 2021



Marketing key to creating value from sustainability

Value creators are 
more likely to 
market their 
sustainability and 
offer sustainable 
brands

Source: Organizing for Sustainability Success, McKinsey & Co, 2021



1. Investor pressure driving corporate sustainability

“I spend more time discussing ESG 
with investors than the latest 
quarter’s results.” 

Alan Jope, Unilever CEO

Source: Forbes



The rise of corporate climate reporting 

Source: ERM, The SustainAbility Institute, 2022 Trends 

https://www.sustainability.com/globalassets/sustainability.com/thinking/pdfs/2022/esi-sustainability-trends-report-2022-2.pdf


1. Top management is now measured on sustainability



1. Big companies are changing their buying criteria

Salesforce will require all its suppliers to set 
science-based climate targets by 2024 



1. Sustainability is now a significant B2B buying criteria

62% of companies have a sustainable procurement 
policy

57% of B2B buyers say sustainability influences the 
purchase decision “somewhat” or “decisively”

48% of B2B companies are encouraging or 
requiring suppliers and business partners 
to meet specific environmental-sustainability 
criteria

Source: Deloitte Global Climate survey 2021 & Sustainable Brands Index



1. Sustainability is now a significant B2B buying criteria

Source: Marketo Brand Affinity Report 2019 and Confederation of Danish Industry, 2021, Deloitte 2021

63% of companies agree that sustainability is an important 
competitive parameter

81% of executives agree/strongly agree businesses should 

make even greater efforts to protect the environment



1. Sustainability is now a significant B2B buying criteria

Generational shift

• Buyers under 45 are twice as 
likely to prefer a brand that 
shares their stance on 
environmental and social 
issues, compared to buyers 
over 45

Source: Marketo Brand Affinity Report 2019 & World Economic Forum 2022



2. You need to differentiate your brand

• If you don’t stand out you become a commodity 
and chosen on price

• “Only 31% of B2B marketing and insights 
professionals believe their brand communicates a 
distinct purpose or strong USP”

• “71% of B2B customers do not feel engaged with 
their B2B suppliers”

Sources:

• Gallup, Analytics & Advice for B2B Leaders, 2019

• B2B International, Top 3 Focus Areas for B2B Brands, 2020



2. You need to differentiate your brand

• Big range of investment levels 

• Opens the door to using sustainability as a differentiator

• Don’t be a laggard 

Source: Food & Nature Digest, The Nature Conservancy, November 2020



2. You need to differentiate your brand

Your company Your competitors

Your customers

Competitive advantage 
today



2. You need to differentiate your brand

Your company Your competitors

Your customers

Competitive advantage 
after repositioning



3. Stronger brands command higher prices

Market your 
sustainability

Strengthen 
your brand

Achieve 
higher prices



4. A sustainability report isn’t enough

• Targets a broad audience with the goal of demonstrating responsibility

• Not a focussed message for customers

• But it’s a great launchpad

̶ Provides data, targets, strategy, results, initiatives

“We used to see the same in B2C… Today, we see diverse sustainability 
communication accessible for several target groups.”

Source: Creating a Culture of Sustainability, Sustainable Brand Index, 2019



And the movement is growing



The decade of sustainable brands: 

The new competitive battleground

• Next 2-3 years will be decisive in terms of 
establishing who the sustainable brands are 
and upsetting the status quo

• Still white space in many industries – easier to 
claim the sustainable position when it's vacant 
than oust a rival who has already claimed it



”The biggest commercial opportunity ever”

“The companies that will be the winners of tomorrow 
are the ones capable of commercializing their 
innovations to address the global challenges that our 
world is facing.”
Mauricio Graber, CEO, Chr. Hansen, 2020



But if you don’t market your sustainability…

The future could be bleak:

• Declining sales may lead to financial difficulties

• Lost talent and investment



But if you don’t market your sustainability…

“Our focus had to be a complete green 
transformation if the company wasn’t to 
end up in the grave within a decade."

Peter Pallishøj

CEO of foundry & component company Baettr



Let’s make marketing meaningful



Pitstop & Poll

Which reason to market your 
sustainability is most relevant to 
your business?

1. Survival of your business

2. Improve competitive position

3. Meet demand from buyers/ 
procurement

4. Strengthen pricing power/profit

5. Have a positive impact in the 
world



How to market your 
sustainability to 
customers?



5 steps to marketing your sustainability

1. Brand & Message 
2. Content
3. Channels

1. Consensus
2. Business case
3. Project go

1. Resources
2. Timetable
3. Goals

1. Plan
2. Develop
3. Execute

1. Feedback
2. Learnings
3. Actions

1. Agree 
to act

2. Initiate 
project

3. Develop 
brand 
strategy

4. Implement 
strategy

5. Celebrate    
& iterate



The 5 keys to
establishing a 
sustainable brand



1. Clarity

A distinct message, stated simply

• What is the overall message you want 
customers to know?

• Do you need to update your overall 
brand promise or company purpose?

• Align with SDGs



2. Credibility

The message must be trustworthy

• Avoid greenwashing by backing up claims

• Mix of data and stories

• Real investment and long-term commitment 
is expected, not words or charitable 
donations 

• Don’t put your reputation at risk. Enhance it



3. Competitiveness

Differentiated & appealing

• Existing target market? 

• New target market?

• Millennials, Gen X…?

• What are their values and 
sustainability issues?

• Not about how wonderful you are

• What are your competitors saying 
& doing?



4. Creativity

Communicate with impact

• Invoke the emotions, as well as 
rational arguments

• Stand out in a sea of communications



5. Consistency

Incorporate sustainability across the 
buyer journey 

• Brand marketing

• Lead generation

• Sales communications

• Customer base



Avoid the risk of greenwashing



How to comply with sustainability marketing rules

1. Ensure you can document the claims

2. Avoid exaggeration

3. Avoid general or imprecise claims

4. Figures must be up to date

5. When using a certificate, explain what it means.

6. Don't create your own certification if there is already a similar one.

7. Your marketing needs to be in proportion to the effort you are making.

8. Don’t hide important information 

9. If you are using claims made by your suppliers you are responsible for 
verifying their accuracy.



Case: 

The turnaround of 
KLS PurePrint



KLS PurePrint: Sustainability as a survival strategy

• A fourth-generation family-owned printing company 
operating in a market declining by 5 – 10%

• In 2015 KLS launched a new strategy focusing on 
sustainability and with the vision of being the worlds 
most sustainable printing company

• The strategy has resulted in 150 new customers 
including McDonalds, Coop and Pandora

Sales of sustainable solutions have 
ensured survival in a market where the 
number of printing companies have been 
reduced from 2,000 in 2007 to 80 in 2020!



Case: 

How Amphenol 
generated a sales 
pipeline for upcycled
antennas



Business situation

• Manufacturing antennas for mobile operators

• Big competitors undercutting on price

• Market share challenge



Integra

• A new, more sustainable 
antenna concept

• Lower carbon footprint



Insights

• RAN managers are the priority target audience

• Their priority is to keep antennas up to date to support network needs

• As a result, thousands of functioning antennas get scrapped every year

• They feel bad about this waste but see it as unavoidable

• Most network operator have made CO2 reduction commitments



Video



Across the world. Around the corner.

Keeping your antennas up 
to date is not a choice. 

But antenna waste now is.

Scrap Upgrade



57

Network
evolution 

creates huge
piles of
waste
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Contributing 
to climate 

change

IPCC report: 
‘Code red’ for human 
driven global heating, 

warns UN chief
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But MNOs are responding

Fastest adopting industry of 

UN Race to Zero campaign

Two thirds of mobile operators 

have committed to Science-Based

Targets carbon reduction

13 GSMA members in Europe

targeting 47% cut by 2030

GSMA Climate Action Taskforce members
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And now 
the world’s 

first 
upgradeable 

antenna
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The latest technology for 50% 
of the carbon footprint

No additional charge Two-year warranty

Upgrade instead of scrap

Fully tested & certified
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The choice is yours

Scrap Upgrade



Campaign assets

• Logo

• Landing page

• 30-second video

• Sales slides

• Press release

• LinkedIn posts

• Brochure



Results so far

• Great adoption & feedback internally

• 25,000 impressions on LinkedIn

• 425 brochures landed on target 
contacts’ desks

• Sales follow-up resulted in several 
opportunities among Europe’s 
largest mobile operators



What are your top challenges 
with marketing sustainability?

Select up to 3:

• Getting commitment from my organization

• Getting the brand message right

• Identifying relevant content

• Selecting the right marketing channels

• Developing an implementation plan

• Measuring impact

Pitstop & Poll 



Offer



Discover your sustainable brand potential

Free Discovery Meeting (1 hour online) where 
your sustainability brand potential is assessed 

Send one of us an email with the word “Discovery”

James

james@magnetize.dk

Morten

mk@bluebusiness.com

mailto:James@magnetize.dk
mailto:james@magnetize.dk
mailto:james@magnetize.dk


Q&A



Contact details
James Bryce Smith, Magnetize: M +45 9154 0321 
james@magnetize.dk

Morten Kornerup, Blue Business: M: +45 2085 3377 
mk@bluebusiness.com. 

Thank you

mailto:james@magnetize.dk
mailto:mk@bluebusiness.com

