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Communicating 
sustainability to clients 
and stakeholders
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Agenda for today

Timings Activity

09.30-10.00 Networking

10.00-10.10 Session kick-off

10.10-10.25 Question: What does sustainability means to you, and your customers?

10.25-10.35 The sustainability effect

10.35-10.50 Developing your sustainability strategy

10.50-11.00 Break

11.00-11.15
Question: What are the drivers / barriers you are facing when 
communicating about sustainability?

11.15-11.25 Authentic sustainability communications

11.25-11.35 The role of certification in external engagement

11.35-11.55 Storytelling without Greenwashing

11.55-12.20 Q&A 



Your team today

Katherine oversees the sustainability of the Hub, 
manages Future Leap’s partnerships and chairs their 
weekly sustainability-related events and the Festival 
of Sustainable Business. She sits on the One City 
Environment Board, is the Institute of Director's SW 
Sustainability Ambassador and has recently co-
published a paper with Prof Jim Longhurst on 
corporate carbon management. She fully 
incorporates sustainability into both her work and 
personal life. She has committed to not flying until 
there are low carbon alternatives and she has even 
reduced her cat's carbon footprint by introducing 
insect feed to him!!

Katherine Piper
Head of Sustainability @ Future Leap

Tom leads the consultancy offering at Future Leap, 
providing strategic and operational oversight of 
sustainability-focused projects. He holds an MSc in 
sustainable development, and prior to joining Future 
Leap has amassed 15 years of senior operations and 
project management experience in the hospitality, 
retail, and charity sectors. Having spent most of his 
career working for constantly evolving start-ups, he 
understands the challenges faced by growing 
businesses, and can always spot the benefits and 
opportunities that sustainability can offer.

Tom Batten
Head of Consultancy @ Future Leap
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With 10 years of brand and communications strategy 
under her belt, Laura wanted to use her skills to help 
businesses transform for the better. So she went 
back to university and completed a Climate Change 
Science and Policy Masters degree. Since then at Six 
she has worked with the likes of bp, 
BAM, enfinium and S&P Global Commodity Insights 
to help them navigate & communicate about 
sustainability. Driving their transitions to the 
cleaner, greener and more inclusive world of 
tomorrow.

Laura Millar
Senior Sustainability Strategist @ Six
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"I loved the people I met at the event – they were so inspirational, 

and I feel there could be potential to work/collaborate with some of 

them in the future. I really appreciated that the meal was plant-

based."
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About Six



Our strategies are 
grounded in 
human insight

Our creative is 
focused on
behaviour change
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We explore your audience’s behaviour 
and the drivers behind it.

We use storytelling and human-centred 
design to engage people and motivate 
them to act.

We deliver it 
all through intuitive 
technology
Enabling people to connect more 
easily with your business by 
removing barriers.

Our approach to delivering progress is to focus on where it comes from. 
Whether it's your customers, colleagues or partners, we recognise that 
your key audience are exactly that – the key to your success. 

Our superpower is our ability to unlock the way people think, feel and act. 
Helping you connect with them on a more human level. 

We deliver on this promise by following these core principles:

We inspire businesses and 
brands to be more human



We have 28 years experience partnering with complex global organisations. Our 
work is as varied as the challenges they bring us. 

But the value we deliver is always focused on these three core 
areas of progress:

We are a strategic 
creative partner

• People 

• Passion

• Purpose

• Story

• Image

• Experience

• Technology

• Platforms

• Training

Cultural 
transformation

Brand
transformation

Digital
transformation

13 | © Six



03.

Question



What does sustainability
mean to you, and your 

customers?
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The sustainability effect



We see sustainability as consisting of three core aspects: 
Environmental, social and governance (ESG). 

ESG is an established framework which provides an assessment criteria for investors looking for 
businesses who are striving to make the world a better place.

The ESG framework was first mentioned in the 2006 United Nation’s Principles for Responsible 
Investment (PRI) report, with the requirement that the ESG criteria be incorporated into financial 
evaluations of companies. 

Today, business leaders and investors recognize that ESG information helps assess corporate 
viability, purpose, strategy and management quality. Tomorrow, people hope the ESG framework 
becomes the basis that all companies are managed.

What does sustainability 

mean to us?
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6x
Companies in 

S&P Global 100 
reported revenues 
from sustainable 

products and services 
grew six times 

the rate of overall 
company revenues.



The ‘E’ in ESG, environmental criteria, considers 
how a company performs as a ‘steward of the 
physical environment’ and the consequences for 
living beings as a result of their actions. 

Environmental criteria includes: 

• Carbon emissions

• Energy usage

• Biodiversity loss/gain

• Pollution and resource extraction

• Water usage and security

• Supply chain environmental sustainability

The ‘E’ in ESG
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SocialGovernance

Environmental

ESG



The ‘S’ in ESG, social criteria, addresses the 
relationships your company has with its employees, 
customers and the communities they operate in.

Social criteria includes:

• Health & safety

• Human rights & community

• Labour standards

• Customer responsibility

• Supply chain social responsibility

The ‘S’ in ESG
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SocialGovernance

Environmental

ESG



The ‘G’ in ESG, governance criteria, is your 
business’s internal system of practices, controls, 
and procedures which helps an organization govern 
itself, make effective decisions, comply with the law, 
and meet the needs of external stakeholders.

Governance criteria includes:

• Corporate governance

• Anti-corruption

• Tax transparency

• Risk management

The ‘G’ in ESG
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SocialGovernance

Environmental

ESG



The corporate world is undergoing a huge 
mindset shift and ESG represents a big part of 
this change. This is creating space for a new 
model of economic and social theory to emerge.

The ESG effect
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“Social and environmental responsibility 
adversely affect a firm’s financial performance.  

And it is the responsibility of management to 
maximise shareholder returns irrespective of 
environmental, social or broader governance 
issues such as corruption.” 

Milton Friedman (1960)

“Societal and environmental responsibility 
contributes to the overall quality and longevity 
of a business, as well as contributing to 
financial performance.

It is possible to do the right thing and make 
money at the same time. 

Harvard Business School (2020)

From To



Top-line growth

70% 
of customers in industries 
including automotive, 
building, electronics and 
packaging say they would pay 
an additional 5% for green 
products that meet the same 
performance standards

Why invest in ESG?

Fosters innovation

$300 million
Since 2013, GE has reduced 
GHG emissions by 32% and 
water by 45% and this has 
resulted in three hundred 
million dollars of savings. 

Operational efficiencies

88% 
of companies with good ESG 
practices result in better 
operational performance

Enhanced culture

55%
Morale was found to be 
55% better in companies 
with strong sustainability 
programs, compared to 
those with poor ones.
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Developing your 

sustainability strategy
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Developing your sustainability strategy
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Commit Measure Plan Implement Communicate



Break time
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Back here in 10 mins..



07.

Question



What are your drivers and 
barriers with communicating 

about sustainability?
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Authentic sustainability 
comms



xx
ESG 

strategy

A disconnected strategy

Sustainability strategies inform all aspects of a 
business, but the current approach to defining 
this strategy creates siloed workstreams. 

This disconnect can have significant impacts your 
business such as lack of authenticity, conflicting 
strategies, and, in extreme cases, convictions and 
fines for greenwashing. 

Culture

Business
Strategy

Opera-
tions

Brand

• Brand Architecture
• Brand Narrative
• Visual Identity

• Processes
• Systems
• Performance & 

Metrics

• Growth Strategy
• Product & Portfolio 

Strategy
• Sales & Marketing 

Strategy

• People Strategy
• Employee Lifecycle
• Recruitment & 

Retention
• D&I Strategy



Put purpose at the centre

Purpose
Culture

Strategy

Opera-
tions

Brand

• Brand Architecture
• Brand Narrative
• Visual Identity
• Campaign and 

content

• Processes
• Systems
• Performance & 

Metrics

• Growth Strategy
• Product & Portfolio 

Strategy
• Sales & Marketing 

Strategy

• People Strategy
• Employee Lifecycle
• Recruitment & 

Retention
• D&I Strategy

Sustainability strategy development identifies 
what a business really cares about, the reason 
it exists. By leading with purpose and integrating 
ESG strategy as core to business strategy, 
businesses can truly make themselves sustainable, 
future-focused and authentically engaging. 



Start with your brand purpose
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How

Why

What

Purpose

Point of 
difference

Products     
& services



People don’t buy 
what you do; 
they buy why you do it.
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Simon Sinek 
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To move the world forward through 
the power of sport – breaking barriers 
and building community to 
change the game for all.*

*If you have a body, you are an athlete.
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To shape cities for people, reducing 
air and noise pollution, and breaking 
traffic gridlock across Europe
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To ensure the ability of Earth to 
nurture life in all its diversity. 



Purpose doesn’t just 
motivate, it inspires 
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Simon Sinek 
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The role of certification
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Governance

Workers

Community

Environment

Customers

B Corp is the best known, most respected, and highly credible 
holistic sustainability certification currently available to businesses 
wanting to be a force for good.

Certified B Corps consistently outperform the market, attract, and retain the best talent, and clearly 
communicate your company’s ethics and values
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Storytelling without 
greenwashing



“Who-I-am” stories

These stories explain 
who you are as a 
person. They tell 
others about your 
dreams, goals, 
accomplishments, 
failures, motivations, 
values of history. 

Who-i-am stories are 
essential to build trust. 
Tell them when you 
need to establish a 
connection with 
new people. 

Knowing which story tell
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A



“Who-I-am” stories

These stories explain 
who you are as a 
person. They tell 
others about your 
dreams, goals, 
accomplishments, 
failures, motivations, 
values of history. 

Who-i-am stories are 
essential to build trust. 
Tell them when you 
need to establish a 
connection with 
new people. 

Knowing which story tell
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“Why-I-am-here” 
stories

These stories 
communicate why 
you’re here, and their 
aim is to replace 
suspicion with trust. 
People want to know, 
“what’s in it for me?” 
but they also want to 
know “what’s in it 
for you?”

These stories explain 
that you don’t have a 
hidden agenda, and 
that you’ll both get 
something fair out of 
the situation. 

A B



“Who-I-am” stories

These stories explain 
who you are as a 
person. They tell 
others about your 
dreams, goals, 
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failures, motivations, 
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“Why-I-am-here” 
stories

These stories 
communicate why 
you’re here, and their 
aim is to replace 
suspicion with trust. 
People want to know, 
“what’s in it for me?” 
but they also want to 
know “what’s in it 
for you?”

These stories explain 
that you don’t have a 
hidden agenda, and 
that you’ll both get 
something fair out of 
the situation. 

Teaching stories

These stories creates 
an experience that 
transforms listeners or 
readers. They show 
how a change in their 
behaviour, perspective 
or skills can lead to 
meaningful results. 

You can use 
teaching stories to 
illustrate a situation, 
such as a best or 
worst-case scenario.

A B C
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These stories explain 
who you are as a 
person. They tell 
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“Why-I-am-here” 
stories

These stories 
communicate why 
you’re here, and their 
aim is to replace 
suspicion with trust. 
People want to know, 
“what’s in it for me?” 
but they also want to 
know “what’s in it 
for you?”

These stories explain 
that you don’t have a 
hidden agenda, and 
that you’ll both get 
something fair out of 
the situation. 

Teaching stories

These stories creates 
an experience that 
transforms listeners or 
readers. They show 
how a change in their 
behaviour, perspective 
or skills can lead to 
meaningful results. 

You can use 
teaching stories to 
illustrate a situation, 
such as a best or 
worst-case scenario.

Vision stories

These stories inspire 
people and encourage 
them to feel hope or 
happiness. Here you 
convince your audience 
that their hard work 
and sacrifice is worth 
the effort. You need to 
link their actions to a 
specific valuable, and 
worthwhile outcome. 

Use vision stories 
when you need to 
motivate people to 
change their behaviour.

A B C D
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“Why-I-am-here” 
stories

These stories 
communicate why 
you’re here, and their 
aim is to replace 
suspicion with trust. 
People want to know, 
“what’s in it for me?” 
but they also want to 
know “what’s in it 
for you?”

These stories explain 
that you don’t have a 
hidden agenda, and 
that you’ll both get 
something fair out of 
the situation. 

Teaching stories

These stories creates 
an experience that 
transforms listeners or 
readers. They show 
how a change in their 
behaviour, perspective 
or skills can lead to 
meaningful results. 

You can use 
teaching stories to 
illustrate a situation, 
such as a best or 
worst-case scenario.

Vision stories

These stories inspire 
people and encourage 
them to feel hope or 
happiness. Here you 
convince your audience 
that their hard work 
and sacrifice is worth 
the effort. You need to 
link their actions to a 
specific valuable, and 
worthwhile outcome. 

Use vision stories 
when you need to 
motivate people to 
change their behaviour.

Values-in-action 
stories

These stories reinforce 
the values that you 
want your audience to 
demonstrate or think 
about. 

These stories can be 
positive or negative, 
you can tell stories that 
demonstrate integrity, 
compassion and 
commitment. Or stories 
that highlight attitudes 
you don’t want to see, 
such as cynicism, 
selfishness etc. 

A B C D E
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“Why-I-am-here” 
stories

These stories 
communicate why 
you’re here, and their 
aim is to replace 
suspicion with trust. 
People want to know, 
“what’s in it for me?” 
but they also want to 
know “what’s in it 
for you?”

These stories explain 
that you don’t have a 
hidden agenda, and 
that you’ll both get 
something fair out of 
the situation. 

Teaching stories

These stories creates 
an experience that 
transforms listeners or 
readers. They show 
how a change in their 
behaviour, perspective 
or skills can lead to 
meaningful results. 

You can use 
teaching stories to 
illustrate a situation, 
such as a best or 
worst-case scenario.

Vision stories

These stories inspire 
people and encourage 
them to feel hope or 
happiness. Here you 
convince your audience 
that their hard work 
and sacrifice is worth 
the effort. You need to 
link their actions to a 
specific valuable, and 
worthwhile outcome. 

Use vision stories 
when you need to 
motivate people to 
change their behaviour.

Values-in-action 
stories

These stories reinforce 
the values that you 
want your audience to 
demonstrate or think 
about. 

These stories can be 
positive or negative, 
you can tell stories that 
demonstrate integrity, 
compassion and 
commitment. Or stories 
that highlight attitudes 
you don’t want to see, 
such as cynicism, 
selfishness etc. 

“I-know-what-
you-are-thinking” 
stories

These stories allow 
you to address the 
objectives of others 
(as well as their 
suspicions, questions 
or concerns) before 
they voice them. 
With these stories, 
you need to identify 
your audience’s point 
of view, so you 
choose a story that 
deals with their 
unspoken concerns. 

A B C D E F
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Acknowledge we are all on the 
same journey to a more socially 
and environmentally just world. 

Be transparent with where 
you are today, and where 
you want to be tomorrow.

If in doubt, ask your internal team 
– if they don’t agree with your 
message you shouldn’t be 
communicating it. 

01 02 03

Top tips for sustainable storytelling



No matter what story you tell:
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Questions?
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Let’s chat...



Thank you

Delivered by On behalf of



Communication and 
Sustainability Marketing

Waste Management

Workforce Engagement

Supply Chain Greening & 
Procurement

Sustainable Certifications 
(inc B Corp)

Theme Organisational Learning & Value  Date  Venue  

O
ct

o
b

e
r 

Helping you to authentically articulate your sustainability 
journey with customers & stakeholders

Reducing waste and implementing circular economy 
principles

Bringing colleagues across your organisation on board with 
your sustainability journey and managing climate anxiety

Measuring Scope 3 emissions & working with suppliers and 
value chain to reduce these

What certifications can help your organisation and how to 
approach them

Future Leap Clifton6th Oct 2022

4th Oct 2022

12th Oct 2022
Future Space, UWE 

Bristol

Future Leap 
Gloucester Rd

Bristol venue tbc31st Oct 2022

19th Oct 2022

Bristol UWE  
Business School

REGISTRATION FORME-mail: cleangrowth@uwe.ac.uk
Website: https://www.skillsforfutures.co.uk/cleangrowth

Skills for Clean Growth Workshops – October 2022

https://forms.office.com/Pages/ResponsePage.aspx?id=CBLvBzxBXkuc3WTvMFdU8HpY9oTjZ6dCiv4oFBWAOjJURFhaWVZBUUU4SFRFM1lBVEVLM0hGOTNWQyQlQCN0PWcu
mailto:cleangrowth@uwe.ac.uk
https://www.skillsforfutures.co.uk/cleangrowth

