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Agenda

• To what extent is Environmental Sustainability shaping the ESG agenda?

• What consumers demand from sustainable brands and how to avoid 

greenwashing?

• How can firms transform to become more sustainable and make the most 

of the green market opportunity? 
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Image source: https://mackaycartoons.net/2020/03/18/wednesday-march-11-2020/
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The green market isn’t simply a business opportunity: it’s a market 
revolution
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Money — not ethics — will fuel green market opportunity
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Build Trust Increase Resilience Open New Markets

Beyond pressure from regulators, investors, customers and employees, 
sustainability is an opportunity to build a new competitive advantage
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26%

30%

36%

37%

44%

44%

47%

48%

57%

Changing stakeholder/shareholder…

Geopolitics

Regulatory pressures

Evolving business and/or operating models

General advances in technology

Flexible/remote working

Emerging technology

Sustainability/Climate change

Changing customer expectations

“What factors will cause the most disruption? ” 

Note: top 10 responses shown. 
Base: 1,100 CEOs and C-Level Decisions Makers / Source: Forrester / Odgers Berndtson Global Leadership Confidence Survey, 2022

In Europe, climate change is perceived as a top disruptive factor
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Accorded to SBTi, only 2  high impact South African firms out of 
39 had set science-based targets
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European firms lead the pack when it comes to integrating 
sustainability into strategy and execution 

Global 200 
companies

50 European 
largest firms 

~90% ~70% ~40%

~20%~45%~60%

Have a Scope 1&2 

target

Have a Scope 1&2 

target

Have a named 

sustainability lead

Have a named 

sustainability lead

Have a Scope 3 

target

Have a Scope 3 

target

Source: Forrester analysis
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However, few firms are mature at integrating sustainability in their 
business
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Agenda

• To what extent is Environmental Sustainability shaping the ESG agenda?

• What consumers demand from sustainable brands and how to avoid 

greenwashing?

• How can firms transform to become more sustainable and make the most 

of the green market opportunity? 
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Five barriers prevent consumers from acting on their sustainable 
intentions

Sustainable

lifestyle

Economic 

barrier

Convenience

barrier

Knowledge 

barrier

Trust

barrier

Performance 

barrier
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”

Like Zalando, measure the gap between their customers’ expressed 
values and behaviors: the say-do gap is still high…

Source: Zalando (Zalando.com) and “Exploring the Attitude-Behavior Gap” (https://corporate.zalando.com/en/attitude-behavior-gap-report#exploring-the-attitude-behavior-gap)

Our customers tell us that they care deeply about sustainability, but they really struggle to translate their values into actions when they

go into stores or shop online. There is a gap, which we need to close if we are serious about making the industry more sustainable.

— Kate Heiny, director sustainability at Zalando“
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….creating cognitive dissonance: a risk as much as an opportunity for 
brands

Belief

Behavior

Increases

cognitive dissonance

Inconsistency
or

contradiction

- Unease
- Discomfort
- Sadness
- Frustration
- Guilt
- Shame
- Anxiety

Change the behavior

Reduces or removes

cognitive dissonance

Justify the behavior

Brand nudge

Recycling is good for the 

environment and contributes 

to saving the planet.

I want to buy this product, but 

its packaging is not 

recyclable.

I really need this product, so 

I’ll buy it anyway.

I choose and purchase a 

competitor’s product that has 

a recyclable packaging.
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Please indicate how well each of the following statements describes you.

(Showing Top 2 boxes Describes me)

Younger generations are more likely to showcase environmental 
friendly behaviors but less likely to recycle 

Base: n = 5433 (Total US) | 833 ( Under age 25 ) | 1089 (Age 25-34) | 807 (Age 35-44) | 862 (Age 45-54) | 867 (Age 55-64) | 730 (Age 65-74) | 245 (Age 65-74) US Online adults
Source: Forrester's Technology And Telecom Benchmark Recontact Survey, 2022

68%

42%

33%
28% 27%

57%

50%

36% 35% 34%

62%

51%

41%

35% 33%

72%

49%
44%

38% 36%

68%

36%
33%

23% 23%

73%

35%

26%
20% 20%

77%

31%

20%
17% 18%

81%

31%

19%
16% 14%

I recycle on a regular basis When companies give me
an eco-friendly option, I

usually select it

I regularly purchase organic
and natural products

I regularly buy
environmentally friendly

products even if it means
going out of my way to

make the purchase

I regularly seek out
products that have a low

carbon footprint

Total US Under age <25 25-34 35-44 45-54 55-64 65-74 75+

50%
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US consumers distrust brands’environmental commitments and 
communication…

45%
consider brands tend to mislead consumers when 

communicating their environmental initiatives

Base: 5,433 to 4,376 US online adults

Source: Forrester's Retail Topic Insights Survey, 2022 and 

Forrester's Technology And Telecom Benchmark Recontact 

Survey, 2022

© Forrester Research, Inc. All rights reserved.
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Source: Tom Fishburn, marketoonist.com : https://marketoonist.com/2022/01/marketing-b-s-detector.html
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No wonder why marketers fear greenwashing 

76%
CMOs would like to communicate more on green initiatives 

but fear greenwashing

Base: 153 CMOs

Source: Forrester Q2 2022 CMO Survey
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Greenwashing is rarely intentional but will increase in 2023: more 
than 10 firms will get fined over $5M

“It is rather the result of 

internal miscommunication 

between pushy marketers who 

prefer the talk and humble 

sustainability champions who 

prefer the walk” 

Thomas Parouty, founder and CEO at MIEUX –

a communication agency
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Regulators and activists are pulling it, and 

your own business is pushing it.

Transparency increasingly 

reveals every misstep
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Flavours of greenwashing
There are many ways to fall foul of greenwashing. Industry research has identified eight major ways that 

companies and governments can be guilty of greenwashing. Some of the more prominent ones:

Advertising a new 

change where an 

environmental issue 

seems to be solved 

but contributes to 

another concerning 

issue

Making claims about 

a product’s 

ecofriendliness

without sharing 

evidence to back 

them up

Making broad 

sustainability 

statements or claims 

that lack specificity

Promoting one 

beneficial aspect of 

an otherwise 

damaging product or 

action

Making false 

environmental claims

Hidden trade-

offs
Lack of proof Vagueness

Lesser of two 

evils
Fibbing
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Trust is the currency of the sustainable economy

Source: Forrester report The Trust Imperative 

https://www.forrester.com/report/the-trust-imperative/RES164983


23© Forrester Research, Inc. All rights reserved.

Agenda

• To what extent is Environmental Sustainability shaping the ESG agenda?

• What consumers demand from sustainable brands and how to avoid 

greenwashing?

• How can firms transform to become more sustainable and make the most 

of the green market opportunity? 
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Many traditional businesses have started their green transformation 
journey, and green start-ups are mushrooming
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Key success factors and best practices to embrace a multi-year 
sustainable transformation journey 

Sustainable 
business

Bold leadership 

Align your business 
model to a unique 

purpose 

Sustainable 
execution

Drive action by 
integrating sustainable 

execution deep into 
your organization 

Aligned 
stakeholders

Align internal and 
external stakeholders 
by delivering on your 
sustainable pledge

Strategy

• Strategy: Empower your Chief 
Sustainability Officer with authority and 
influence

• Strategy: Evaluate performance beyond 
shareholder value using ESG reporting

• Operations: Drive sustainability initiatives 
into business units and functions with 
sustainability KPIs and methodologies 

• Operations: Redefine your innovation 
ecosystem

• Commitment: Undergo regular third-party 
certifications and audits

• Commitment: Create a culture of 
sustainability, rather than simply 
compensating top execs
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Empower your Chief Sustainability Officer with authority and 

influence
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Evaluate performance beyond shareholder value using ESG reporting
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Drive sustainability initiatives into business units and functions with 

sustainability KPIs and methodologies
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Redefine your innovation ecosystem
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Undergo regular third-party certifications and audits
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Embed sustainability deeply into your organization’s culture
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Key Takeaways

• View environmental sustainability as a 

business opportunity on par with past

industrial revolutions.

• Embrace a multi-year transformation journey

now.

• Master the 3 key success factors: bold

leadership, sustainable execution, and 

aligned stakeholders.



Thank You.
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Thomas Husson

VP, Principal Analyst

thusson@forrester.com


