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From insight
to Impact.



OVERALL CONCEPT

Sustainable brand

Sustainable efforts =+ .
perception
CO, intensive * «[...]degree of mistrust that further questions the seriousness of sustainable efforts and leads to
industries skepticism.»

* B2B firms have a greater impact on the environment.

B2B focused * Sustainability is becoming increasingly important in B2B industries.
* B2B customers are «[...] placing greater emphasis on purchasing from brands that show higher
concern for environmental sustainability.»

How to credibly transform brands in CO,-intensive

B2B industries into (more) sustainable ones!?
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STUDY 1

STUDY 2

STUDY 3

Unveiling the Current Status & Challenges
in B2B Sustainability Branding

Understanding Drivers
of a Brand’s Sustainability Perception

Overcoming Perception Challenges
with Brand Transformation Strategies

Explorative
Interviews

Quantitative
Study

Multiple
Case Study




Unveiling the Current Status & Challenges Explorative

STUDY 1 in B2B Sustainability Branding Interviews




Understanding Drivers Quantitative

STUDY 2 of a Brand’s Sustainability Perception Study




STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception
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STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception

Participants Insights

e Consumer Effectiveness

*  Corporate Sustainability - Awareness

*  Corporate Sustainability - Knowledge

Sustainability

Company Evaluation

*  Global Impression

* Brand Sustainability Perception
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STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception Analysis of Sustainability Perception Drivers
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STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception Analysis of Sustainability Perception Drivers

Explizite : : Implizite
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Img-value

8 557 1233 0.017 1.519 Umweltvertraglichkeit der Produkte 10 0.034
Raw materials & Production & Transportation & Use & Waste prevention Recovery &
resources value creation distribution maintenance & disposal recycling

Welche Implikationen fiir Marketing Manager konnten diese Abweichungen liefern?
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STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception Analysis of Background Effects

H1 “Domestic Country & Regional Relation”
H2 +
H3 CS - Awareness

“Industry Impact”
=+

CS - Awareness

Hé6 “Certification Relevance”
+
H7 Industry Reputation
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STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception

CH brands (N = 5632) Non-CH brands (N = 547K)

374 N 7 T 105
83 % of evaluations | 960 I W 357 69 % of evaluations
are between 4-7 || og—— 5 T 459 | 27¢ between 4-7
[ 1516 I 4 T 4]

[ 431 DI 3 W 523
17 % of evaluations 31 % of evaluations

i 2l B3 By L
are between 1-3 293 s -8 are between 1-3

252 I | TN 535

L 1500 10 M) SN 1000 | 5{M0 2000

BSP Evaluation frequency per Likert scale step

4.8
4.7
4.6
4.5
4.4
4.3
4.2
4.1

BSP Evaluation

3.9
3.8

\\
\
Same canton Neighboring canton Other canton Non-CH

|3
'A University of St.Gallen

Institute for Marketing and Customer Insight




STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception
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STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception

0.8478**

Industry Sustainability Brand Sustainability
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STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception

Industry Sustainability |  0-8478"" (without C5 - Awareness) | Brand Sustainability
Perception 0.3867** (with CS - Awareness) Perception
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Y e
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0.4612** CI [0.4182; 0.5058] waret

**®. Correlation 1s significant at the 0.01 level

n=11,110
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STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception
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STUDY 2: Understanding Drivers of a Brand’s Sustainability Perception
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Overcoming Perception Challenges Multiple

STUDY 3

with Brand Transformation Strategies Case Study



STUDY 3: Overcoming Perception Challenges with Brand Transformation Strategies

Ausgangssituation

* Preventing the perception of incongruence

*  Solution paradigm high vs low fit sustainability activities

*  Overcoming a negative industry reputation

Methodology
Multiple Case Study
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Zielsetzung

Overcoming a negative industry reputation.

Strategies to prevent the perception of incongruence

between business purpose and sustainability measures.

Ensuring credibility in CO,-intensive industries credibly

transform their brands into (more) sustainable ones.

Aluminum Energy
Company Company




STUDY 3: Overcoming Perception Challenges with Brand Transformation Strategies

Fokusthemen der Case Studies

* Umgang mit dem Markenerbe

* Distanzierung von der Vergangenheit / Formulierung eines Schuldeingestandnis
* Umgang mit fortbestehenden Umwelteinfliissen

* Umgang mit Industriereputation

* Zentrale Branding-Massnahmen

* Nachhaltigkeitsmassnahmen und Business Model fit
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STUDY 3: Overcoming Perception Challenges with Brand Transformation Strategies

Sustainability - Nahe zum Geschiaftsmodell

-+ Glaubwiirdig, Zielgerichtet Extrinsisch, Krisenerinnerung —

Aqueveque et al.,, 2018 Kim et al., 2023

* Mit steigendem Sustainability fit wird die * Ein hoher Fit wird mehr Skepsis ggli. dem
Unternehmensreputation steigen, situative Antrieb wecken und sich damit eher negativ
Skepsis wird sinken (Controversial auswirken
industries)

Wang et al., 2022 White & Willness, 2009

 Sustainability als Business Objective * High-fit fihrt zur potentiellen Erinnerung an

*  Win-Win Situation aufgrund der Erfiillung vergangene Schaden durch das Unternehmen

von Stakeholder Erwartungen

Skepsis ggu. high-fit Variante hoher als gegeniiber low-fit Initiative,

Solution Paradigm gleichzeitig fordern Menschen aber genau die high fit Variante
Austin & Gaither, 2019
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Danke fur den
Austausch!
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