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CEO LETTER
COLLEAGUES,
WHAT IS AT STAKE?
This is a question we ask ourselves as leaders each day of
organisations, from large to SME. What will the impact be for
future generations if we do not implement sustainable business
practices today?
Never has it been more imperative for our organisations
to lead from the front with the sustainability of people and
planet headlining the agenda. And more importantly to work
collaboratively to create a movement for change that presents
a non-negotiable challenge to our industry colleagues, across
supply chains, to join hands in this race against the clock. The
business imperative is now.
In 2019, the United Kingdom was the first major economy to
pass Net Zero emissions into law. In light of the new targets,
the UK Government announced a “Net Zero by 2040” ambition
and has set an emissions reduction target of
78% by 2035.
In the private sector, we see the aspirations of gutsy
entrepreneurs disrupt previously held norms on everything from
product ingredients laden with sugar to packaging that pollutes
our oceans, now putting people and planet before profit. It is
a movement that is both admirable and unstoppable, all whilst
driving up the benchmark for responsible values being lifted
and embedded into law, across society.
Simply put, we are at a ‘change or die’ crossroads
now. Companies have a choice: either actively
participate in sustainable stewardship practices or perish
as the groundswell of demand from young consumers
say, ‘No More’.
At 6AM, our north star is to Make Life Better for people and
planet, in our daily lives and that of our clients, with whom
we partner on this journey. This white paper – A Guide
to Sustainability Marketing 2022 – the fourth in our 6AM
White Paper series, is benchmarked against the UNESCO
Sustainable Goals and is intended to shine the spotlight
on this critical business imperative while supporting
brandholders and marketers with a guide to beginning or
accelerating transformation.
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Within Australia, we have seen a rapid growth of
decentralisation, migration to regional areas, the entrenchment
in an amplified digital way of learning and connecting;
we are seeing some corporations rise to the challenge of
sustainability, and we are seeing others taking slower steps
towards more manageable goals.
We invite you to refer to this guide as part of your strategic
thinking for your brand and communications strategies.
Please feel free to share. If we can help just one brand ‘do
it better’, we will have contributed in a small way to driving
change, together with you all.
We are inspired by the thousands of brands who have
joined the groundswell for change for good – making bold,
courageous decisions that might cost commercially in the
short term but have major impact where it matters most.
And to all of humanity who are championing for change,
we salute you.
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WHAT IS
BUSINESS
SUSTAINABILITY?
According to the Brundtland Commissions Report
(1987) “Our Common Future”, Sustainability is a
three-legged stool involving people, the planet and
profits.1 The World Economic Forum defines Business
Sustainability as "smart businesses maximising
sustainability practices in terms of the environment,
economic development, human rights, women's
empowerment and the rule of law to minimise the
negative impact their core business has on the people,
planet and economies of the places they operate".2

PRIVATE SECTOR AS
SUSTAINABILITY LEADERS

Consumers now recognise that sustainability leadership
is more likely to come from the private sector than
from civil society or governments. According to the
Edelman Trust Barometer (2021), businesses are more
trusted than the government in 18 of 27 countries and
68% of survey respondents (n=31,050) agree that
CEOs should step in when the government does
not fix societal problems.3
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This places an expectation and responsibility on
companies to align fiscal goals with their ability
to address social and environmental challenges.
Organisations prepared to disrupt business as usual
and drive systemic change will champion a more
sustainable world, transforming communities and
exceeding consumer expectations.

UNESCO'S
SUSTAINABILITY
ROADMAP
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Diagram 1: UNESCO'S Sustainability Goals

SDG 3: GOOD HEALTH
AND WELLBEING

SDG 3 aims to provide access to health systems,
proper sanitation and hygiene and healthcare
practitioners for all citizens.5 For example, to promote
good health and wellbeing, Fujitsu partnered with
Canberra Hospital and ADTEC to design secure
webcam solutions in the neonatal intensive care (NICU)
unit and helped parents and relatives bond with their
new baby during NICU stays.6

SDG 5: GENDER
EQUALITY

UNESCO – The 2030 Agenda
UNESCO's 2030 Agenda contains 17 Sustainable
Development Goals (SDGs) that provide a
sustainability roadmap for government, organisations,
community groups and citizens (see diagram 1).
The SDGs are a galvanising force in advancing
organisational commitments to creating and delivering
on a sustainability agenda. According to research
conducted by the World Federation of Advertisers,
global Chief Marketing Officers cited the following
four SDGs as the most relevant to their organisation:4

Gender equality is a fundamental human right and
a necessary foundation for a peaceful, prosperous
and sustainable world.7 To support gender equality,
Australia Post launched its Gender Action Plan in 2015.
As a result, Australia Post now has 55.5% women on
their Board and reviewed all wages and salaries to
ensure a 0% gender pay gap.
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SDG 12: RESPONSIBLE
CONSUMPTION
AND PRODUCTION

SDG 12 is about increasing resource efficiency and
promoting sustainable lifestyles by reducing food
waste through prevention, reduction, recycling
and reuse.9 Reground is a non-profit that helps
businesses divert coffee, chaff and soft plastic waste
from landfill in Australia. Reground has diverted 208
tonnes of ground coffee — the equivalent of 5.8
million lattes from landfill and prevented 396 tonnes
of methane from being released.10

SDG 13: CLIMATE
ACTION

Climate change affects every country on every
continent, disrupting national economies and
affecting lives.11 However, organisations across
Australia are leading the way on Climate Action,
including Blackmores Group. Their FY21 sustainability
performance reported a 24.7% reduction in their
carbon footprint, an 8% increase in energy from
renewable sources and conversion of company
vehicles to hybrid vehicles.12
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SUSTAINABILITY
& MARKETING:
GLOBAL TRENDS
TREND #1 GENERATIONAL
HANDOVER — INSPIRING
THE DISENCHANTED
A generational handover of political, cultural and
economic power is underway and will continue
throughout the 2020s. Understanding the different
formative experiences of various cohorts will influence
sustainability targets and communications. Millennials
and Generation Z have grown up dominated by
economic fallout, a pandemic and the awareness
that climate chaos is happening in their lifetime. This
has led to these generations (outside of fast-growing
economies) being deeply disenchanted with the status
quo, including with capitalism.13 Organisations that
channel this dissatisfaction into advocacy to address
poverty, inequality and climate change will inspire
trust, loyalty and solidarity in a new generation.

MARKETING TIP:
Millennials and Generation Z see brands as having
the ability to innovate and influence public policy
and are willing to buy the change they wish to
see in the world.14 Likewise, they want to see and
hear how brands advocate and embrace social
change.15 A communications plan encouraging
mutual conversations and sharing advocacy
for social and environmental change will build
customer relationships based on reciprocation,
trust and enduring loyalty.

TREND #2 MANAGING THE
GREAT ENERGY TRANSITION
Extreme weather events, no longer a far-off prediction
by climate scientists, are occurring more frequently
and more severely, damaging property, undermining
livelihoods and devastating flora and fauna.
66 WWW.THE6AMAGENCY.COM.AU
WWW.THE6AMAGENCY.COM.AU

7

WWW.THE6AMAGENCY.COM.AU

Pressure on governments and businesses to deliver
meaningful climate action and transition away
from fossil fuels has never been more acute. Many
large-scale energy consumers have actively managed to
transition to a green energy supply, with SMEs
now embracing purchase agreements to help shift their
energy supply to renewables. Customers want brands
to help them live more sustainable lives, and 75% of
Australians would buy a product or service made with
renewable energy over a comparable
one that wasn't.16

MARKETING TIP:
Customers frustrated with governmental
inaction on climate change and energy transition
turn to companies for inspiration. In addition,
consumers perceive brands actively transitioning
to renewable energy as being at the forefront of
the clean energy revolution with a compelling
sustainability message.

TREND #3 KALEIDO-IDENTITY
According to Dentsu (2021), by 2030, the concept of
identity will evolve beyond sex, age and gender to
incorporate values and attitudes, including attitudes
towards sustainability and equality.17 This evolution
will give consumers a new source of belonging and
identity that brands must navigate carefully; a case in
point is the emergence of the climatarian. climatarians
— a sustainability movement — began as a group
of people campaigning to stop climate change and
global warming by changing their eating habits.
However, climatarians have now evolved into a broader
movement where individuals make daily choices
towards fighting climate change. For climatarians,
stopping climate change influences what they eat and
wear, where they work and entertain, how they invest
and whether they choose to have children.18
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MARKETING TIP:
As the concept of identity evolves, brands will
need to self-educate and continuously develop
marketing approaches that reflect a broader
spectrum of identities. Strategies based on
redundant and dwindling identities may find
they lack traction with emerging generations.

TREND #4 - STEPPING INTO THE
METAVERSE — SUSTAINABLY
With 80% of the global population receiving 5G
connectivity by 2030, new services (e.g. remote
telehealth), and next-gen customer experiences,
including the Metaverse, will become more accessible.19
The Metaverse will transform business over the next
10-15 years across customer support, sales and
marketing, advertising, events and conferences,
training and tactical planning. One downside of the
Metaverse will be the projected environmental impact.
Intel estimates that a 1000-times increase in power
is needed over our current collective capacity to
power the Metaverse.
Several companies have pledged to reduce the
environmental impact of the Metaverse by, for example,
introducing carbon-offset measures and increasing the
use of renewable energy.

MARKETING TIP:
Partnering with an organisation that understands
the unique marketing and sustainability challenges
of the Metaverse will help your organisation avoid
the sustainability pitfalls of this new marketing
paradigm. This will also help address scepticism
from audiences wary of conflicts between emerging
technologies and their environmental values.

TREND #5 BRAND
EMPATHY PLANNING
Repeated exposure to extreme weather events such
as fire and floods is associated with decreased
mental wellbeing and other adverse health outcomes.
Worrying about the negative effects of climate change
may contribute to eco-anxiety, especially in younger
generations.20
Empathy is needed to drive climate action and care
for those impacted by climate change. Organisations
seem to have a climate empathy gap — not showing
empathy for current climate-change victims or climatechange victims of the future — are out of tune with the
sustainable consumer.

MARKETING TIP:
Companies need the ability to put themselves in
customers' shoes and show, in every interaction,
deep and genuine concern for their wants, needs,
and priorities. Creating a Brand Empathy Plan
prevents an empathy gap by ensuring consistent
messaging across all touchpoints.

“SUSTAINABLE
MARKETING AIMS
TO RADICALLY
CHANGE THE WAY
WE LIVE, ENGAGE,
PRODUCE,
COMMUNICATE
AND CONSUME.”
- THE 6AM AGENCY
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TREND #6 SUSTAINABILITY
AND TECHNOLOGY
Meeting your organisation's sustainability challenges
will require 21st-century technology to undo the
climate effects of 20th-century industrialisation.
The role of technology in business will go beyond
creating 'green' processes; technology will be used
to speed up sustainability initiatives, creating what
Boston Consulting Group (BCG) calls a "technology
ecoadvantage". According to BCG, creating
technological ecoadvantage means rethinking
traditional approaches to technology, particularly
in areas of:15
• Digitised operations;
• Digital product and service design;
• Cloud computing, Internet of Things
and blockchain;
• Artificial Intelligence and advanced analytics;
• Data sharing;
• Ecosystem building and management; and
• Green energy.

MARKETING TIP
Greener marketing technology options will help
organisations meet or exceed their sustainability
targets, creating a technological ecoadvantage.
Introducing an ecological layer to your thinking
about competitive landscapes and differentiation
will help inspire innovation to raise the standards
in your category, challenging competitors to
keep up or fall behind.
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TREND #7 SUSTAINABLE
INVESTING AND CORPORATE
PURPOSE
Sustainable investing incorporates environmental,
social and governance (ESG) metrics into the
investment process to provide transparency and help
manage ESG risk and opportunities. While options for
sustainable investing have been available since the
1970s, targeting niche investors, a dramatic shift over
the last few years has seen large investment houses put
sustainability at the centre of their investment strategy.21
The increase in sustainable investing shows that
investors understand that climate change impacts the
environment and the economy. As a result, investors
are putting increased pressure on businesses to
adopt long-term sustainable practices.
Sustainable Review (2020) states that sustainable
companies are as profitable as traditional competitors
and that investors no longer need to choose between
profit and social responsibility.22 This shift has seen
the growth in organisations, such as the Responsible
Investment Association in Australia (RIAA),
championing responsible investing and assisting
investors to actively seek investments that contribute
to a healthy society, environment and economy.

MARKETING TIP
With consumers and investors increasing
pressure on businesses to implement sustainable
practices, Sustainability Marketers must know
how their organisation measures up against
ESG metrics — especially across marketing
touchpoints such as product and service
development and supply chain. Understanding
your organisation's ESG metrics allows marketers
to create authentic communications around
the challenges and opportunities in adopting
sustainable practices – both to consumers and
to potential investors.
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AUXILLARY

Sustainable product development

- Production conditions
- Product characteristics/performance
- Exposures and risks

SUSTAINABILITY
& CORPORATE
PURPOSE
Purpose-led organisations have a reason for existing
beyond just the financial. They take care of their people,
their customers and their communities. Purpose-led
organisations help consumers navigate the unpredictability
of a world under a cloud of a global pandemic, changing
weather patterns and political uncertainty.
According to McKinsey (2022), in times when people are
frightened, unsure, and facing dire economic conditions,
brands have an outsized role to play in their communities.
As a result, corporate responsibility contributions that are
authentic, brand-appropriate, and genuinely helpful are
more likely to be appreciated and have a positive and lasting
impact on customers.23
Purpose and business sustainability fit hand-in-glove in
most organisations. An organisation's purpose becomes
part of its sustainability DNA, creating a story that
empowers, educates, and leads to a better future.

DEFINING YOUR SUSTAINABILITY
DNA AND PURPOSE
As the pressure builds on businesses to deliver value for
stakeholders and turn responsible goals into actions that
create lasting impact, successful businesses first shape
themselves into sustainable organisations by defining
their sustainability DNA. They do this by:
• Rejecting the 'business as usual' mindset
• Changing how people are treated at work
• Changing what people buy and who they
buy from
• Changing how investors allocate their capital
• Telling their sustainability story to educate
and empower

12
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REFORMATIVE

TELLING YOUR SUSTAINABILITY
STORY THROUGH
SUSTAINABILITY MARKETING

Promote sustainable lifestyle
and behavioural change
- Sufficient consumption
- Collaborative consumption
- Long-term role in society

TRANSFORMATIVE

Transformation of current insitutions
and practices and critical reflection
- Continuity over profit
- Challenge consumption ideologies
that inhibit sustainability
- Critical marketing

What is Sustainability Marketing?
Sustainability Marketing (SM) is defined by Gordon
et al as 'a company applying sustainable thinking
holistically, from production to post-purchasing service,
aiming to balance the company's need for profit with
the wider need to protect the planet'.24 SM represents
a shift from focusing solely on the seller's interests
to developing tools and functions to support the
sustainable buyer.
SM has evolved beyond the green and ethical
marketing concepts of the late 1980s, fraught
with claims of 'green-washing' and poorly
executed green products, to encompass a deeper
understanding of how unchecked consumerism has
negatively impacted the planet and its inhabitants.
According to Kemper & Ballantine, there are three
conceptualisations of SM — Auxiliary, Reformative
and Transformative.25 These concepts incorporate
sustainable product development, reformative
approaches to sustainable lifestyles and behaviour,
the transformation of institutions, and critical
reflection on sustainable practices.

Diagram 2: Three conceptualisations of
sustainability marketing
The Auxiliary Sustainability Marketing (ASM)
perspective involves integrating sustainability
throughout the marketing mix, focusing on the
environmental, social and economic dimensions of
production and consumption. ASM considers both
consumer and production processes prioritising product
durability and sustained product life. ASM organisations
of the future will have a closed-loop circular production
system based on a cradle-to-cradle approach.
Reformative Sustainability Marketing (RSM) extends
beyond the aspirations of ASM and acknowledges that
current consumption levels are unsustainable, leading
to inequities and draining limited resources. RSM is
a driver of sustainable lifestyles and contributes to
degrowth strategies. RSM is for organisations seeking
alternative avenues to address consumer needs and
may include new business models based on renting,
sharing or collaborative consumption.
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Transformative sustainable marketing (TSM) values
continuity over profit and aims to change institutions
that inhibit the transition to a more sustainable society.
TSM understands the barriers consumers face with
sustainable consumption and sees the responsibility
of sustainability lying with both organisations and
consumers. Sustainability pioneers and leaders
who critically evaluate current marketing practices,
consumption culture and institutions that inhibit moving
toward a sustainable society will propel TSM initiatives.
Whether your organisation adopts ASM principles into
their production processes, drives consumption reform
with RSM or is looking to transform current marketing
and sustainability practices through TSM, sustainability
marketing is central to a global society. The sustainable
marketer will play an essential global role in protecting
the environment, promoting economic development
and equality, and raising living standards.

WE CONNECT YOU TO AUDIENCES, WHEREVER YOU ARE.

WE CONNECT YOU TO AUDIENCES, WHEREVER YOU ARE.

THE 10 Ps OF
SUSTAINABILITY MARKETING
1. PRODUCT
• Sustainable product

development

• Environmentally friendly/

minimal packaging

• Transparency

The Sustainability Marketing Mix incorporates sustainable product,
distribution and promotional goals, and marketing principles governing
organisational purpose, preservation and people. The 10 Ps of
Sustainability Marketing illustrate how contextualising the marketing mix
facilitates adopting and participating in sustainability practices.
The sustainability marketing mix elements can be configured according to
your organisation’s sustainability marketing approach – i.e. ASM, RSM or
TSM – and reviewed as your organisational sustainability story evolves.

2. PRICE

5. PEOPLE

8. PERFORMANCE

• Balanced pricing

• Provide a safe & healthy

• Economic

• Ethical pricing
• Sustainable pricing

work environment

• Engage with

your community

• Regulatory
• Technological

• Equality

3. PROMOTION
• Promote sustainable

consumption

• Sustainable promotion

techniques

• Two-way, honest

communication

4. PLACE

• Sustainable/ethical

distribution

• Ethically sourced

suppliers

• Sustainable

technology
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6. PRESERVATION

9. PHYSICAL EVIDENCE

• Protect the planet

• Sustainable building

• Build long-term

stakeholder relationships

construction and design

• Sustainable vehicles

• Preserve cultural

• Eco-friendly

7. PURPOSE

10. PARTNERSHIP

identity

• Principles

offices

• Community

• Promises

• Industry

• Giving back to the

• Government

community

"IF YOU ARE A BRAND,
THEN COMMUNICATING
AROUND SUSTAINABILITY
IS THE LEAST YOU HAVE
TO DO. IN THE NEXT
FIVE YEARS, IF YOU
HAVEN'T GOT THIS BASE
COVERED, THEN YOU'RE
NO LONGER A BRAND
BUT A COMMODITY."

PETER WRIGHT, FORMER CMO, IKEA.
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UNDERSTANDING THE
SUSTAINABLE SHOPPER:
WHAT YOU NEED TO KNOW
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CHARACTERISTICS OF THE
SUSTAINABLE CONSUMER

Today's consumers want to feel empowered by their
ability to shop sustainably, and according to Nielsen
IQ (2021), consumers want to purchase from brands
clearly committed to a sustainable future. Therefore,
companies that support social responsibility and
sustainability will hold a long-term competitive
advantage if their category doesn’t keep up, or at the
very least will maintain competitive parity rather than
being disadvantaged.26

A challenge has been thrown down to organisations —
to be about more than the bottom line and care about
something bigger. Sustainable consumers and investors
expect corporations to rise to these challenges.
Businesses driven by sustainability and purpose will
overcome these challenges and have a compelling story
to tell. Consumers not only want to hear these stories,
they also want to help create them.

6AM PRECISION
METHODOLGY
Effective communication today must cut through
the hyper-connected, multi-channel noise today’s
consumer navigates. That’s the first step.

Critically, it must also stimulate a person to act or feel
a connection or 'mental availability with your brand,
its offering and its purpose, at that critical moment of
brand consideration.
This successful combination of high awareness, plus
mental availability, is what drives brand affinity. And
that drives a buying decision.

80%

34%

• EQOV is delivered through having
affinity with a brand at point-ofpurchase/consideration.

Brand trust highly
influences purchase
decisions.

1. Mkt growth or share?
2. New or existing users?
3. Product or brand?

3D Idea
Relevance
Different
Deliverable

3

Jorney Map
Journey
Channel

Achieve Business Objectives and ROI with this sustainability marketing planning tool.

REUSE
REFUSE
RECYCLE

STEP 1
INVESTIGATE

✓ Know your

✓ Create your Brand

✓ Engage with

✓ Identify your

✓ Choose your

✓ Know your peers

✓ Define your

✓ Choose

✓ Know your KPIs
✓ Know your

✓ Develop your story

regulatory landscape
Stakeholders

and competition
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STEP 3
COMMUNICATE

✓ Create your

sustainability status

They’re willing to change
habits to support the
environment.

STEP 2
CREATE

✓ Know your current

marketing spend
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Predatory Start
3 Questions:

SUSTAINABILITY
MARKETING CHECKLIST

Millennials are leading the charge, but all
age groups view sustainability as important.
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1

are willing to pay
premium prices for
sustainable products.

They conduct extensive research
before purchase to ensure sustainability
credentials are legitimate.

agree demonstrating commitment
to sustainability & being
empathetic adds value to a brand.

Levels of sustainability
sophistication differ by
region and country.

2

• To drive commercial outcomes,
communications must deliver
Effective Quality Of Voice.

CHARACTERISTICS OF THE SUSTAINABLE CONSUMER 28,29

'CLEAN'
SUSTAINABLE
NATURAL
PRODUCTS

• We deliver EQOV through our proven PRecisiON
methodology, ensuring cut-through, awareness,
mental availability and ultimately- commercial results.
Its offering and its purpose, at that critical
moment of brand consideration.

Our obsession with commercial impact has helped us
craft a razor-sharp focus to all our thinking and
creativity: Effective Quality of Voice (EQOV).

While studies show varying figures on consumer
attitudes towards sustainability, a recent survey by
Simon-Kucher showed 85% of respondents had
become 'greener' in their purchasing habits and 50%
of consumers ranked sustainability as a top value driver
when making purchase decisions.27

They view themselves as the
#1 actor to bring positive
environmental change.

• Affinity is built through the combination of
high awareness and mental availability towards
a brand - a strong connection to a brand and
its purpose.
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sustainability story
Empathy Plan
audience

communication
objectives

✓ Tell your story
✓ Choose your

ambassadors &
advocate
channels

your design

✓ Create engagement

STEP 4
EVALUATE

✓ Analyse your
performance

✓ Determine
your ROI
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At 6AM, we are obsessed with delivering genuine
commercial impact from our work every $ of marketing
spend you invest with us must deliver a real return to
make an impact on the audience to drive behaviour
change. Communication is not just about share of
voice, ‘extra’ share of voice or awareness. It’s about
one critical outcome: Effectiveness.
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For a FREE 1 hour assessment of your current
sustainability communications strategy, please feel
free to connect on + 61 400 200 441 or
Gill.Fish@the6amagency.com.au to discuss
obstacles, opportunities and possibility. We look
forward to supporting your needs.

LET'S TALK
Gillian Fish
M+61 400 200 441
E gill.fish@the6amagency.com.au
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