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Reducing greenhouse gas emissions and keeping global warming to 1.5°C above pre-
industrial levels is one of the biggest challenges facing the world. But while marketers 
acknowledge the scale of the issue and consumer demand for it, all too often the function 
is left out of the conversation when it comes to how to tackle the climate crisis

CONSUMERS WANT COMPANIES TO FOCUS ON TACKLING CLIMATE CRISIS
Percentage of people who said that companies implementing programmes to improve the environment is 
‘extremely’ or ‘very’ important

CLIMATE CHANGE IS OFTEN NOT SEEN AS MARKETING’S RESPONSIBILITY
Percentage of marketers

THE CHALLENGES MARKETERS FACE IN REALISING SUSTAINABILITY AMBITIONS
Percentage of marketers

GLOBAL MARKETERS ACKNOWLEDGE CONSUMER EXPECTATIONS AROUND CLIMATE CHANGE AND BELIEVE THEY ARE RESPONDING
Percentage of marketers who believe the following

CLIMATE CHANGE IS AFFECTING BRANDS’ CUSTOMERS AND PARTNERS
Percentage of marketers who cite the following as impacts of climate change

Boston Consulting Group, 2020 CMO Survey, 2022
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Have a sustainability KPI Have reducing climate 
change as part of 
marketing’s responsibility 

Uses marketing to nudge 
customers/partners to 
accept changes to reduce 
climate impact
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Consumers fundamentally 
expect brands to help improve 

the environment

Consumers want brands to help them 
to be more environmentally friendly 

and ethical in their daily life

Sustainability will become 
more important

Sustainability is taken seriously 
as a business opportunity in our 

organisation

Sustainability is central  
to our business model

No plans to start Progressing well

About to start Well advanced

First steps taken 
on the journey

MOST MARKETERS BELIEVE THEIR 
ORGANISATION IS COMMITTED TO 

SUSTAINABILITY BUT THE MARKETING 
FUNCTION IS LAGGING BEHIND

How far along marketers perceive their organisation to be in 
applying its sustainability agenda
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Organisation level

Marketing function
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Owing to rounding, percentages do not total 100

Conflicting business priorities

Lack of dedicated internal resources

Pressures on growth (profit) from shareholders

Sustainability initiatives are being led in parallel/adjacent to marketing

Consumers’ claims on sustainability don’t convert to action

The risk of greenwashing

The lack of literacy on sustainability within our marketing organisation

Lack of internal processes

Lack of industry consensus and norms
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Increasing 
demands for 
transparency on 
climate impact

Shifting demand 
to more climate-
friendly products 
or services

Increasing 
the level of 
reuse, resale 
or recycling of 
products or 
services

Willing to 
pay a higher 
price for more 
climate-friendly 
products or 
services

Reducing overall 
consumption
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