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What is the problem?
The critical success factors of communicating sustainability

Prevent Brand 
Damage and grow 

equity

Run programs that 
show excellence 
and leadership 

Stay ahead of 
regulation 

Communicate 
effectively

Win hearts and 
minds

Fix harmful 
practices

Prevention of 
reoccurrence

Keep stakeholders 
engaged and 

informed

Manage campaigns 
cost efficiently

Manage internal 
environmental 
performance

Manage  impact of 
external campaigns

Innovate, improve, 
renew

Collaborate to 
prevent disaster

Invest, 
communicate and 

report
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Critical

Critical
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Benefit to business 
(propaganda and merely 
following regulation)

Benefit to 
business and 
society

Irrelevant projects

Benefit to society 
(philanthropy –no ROI 
on brand or profit)

Social

Business

Corporate Responsibility Usefulness Scale



Brand alignment of sustainable 
operations

Are your brand 
and sustainable 
operations like 
this?

Or streamlined  
like this?

Operations

Brand and sustainable operations –ROI clear

Brand



Sustainable operations vs Return on capital 
investment vs Brand awareness

C02

Return on Capital 
Investment

Company 1
Comp
any 3

Company 2

*Size of circle is relational to brand awareness of customer



Where to start?



Did you know…



It takes 53 
gallons of 

water to make 
one café latte…





CafféNero

ÅDid not respond to 
questions (emails and 
phone calls)

ÅHas no sustainability 
report

ÅIs thought of as the 
second most sustainable 
coffee shop



Costa

ÅDid not respond to 
questions (emails and 
phone calls)

ÅRelies on parent 
company Whitbread for 
CSR reporting

ÅIs thought of as the 
least sustainable coffee 
shop



Starbucks

ÅIs thought of as the 
most sustainable coffee 
shop

ÅHas the most 
information on 
operations

ÅResponded to questions 
(although only reports a 
global C02 footprint, not 
UK)



Emphasis on online CSR messages



Consumer 
attitude:

Which is the 
greenest coffee 
shop?



Emphasis on areas of CSR 



The journey to SPO
(Sustainable, profitable operations)

The five states and benefits of CleanAnalysisCSR Maturity Model

Initial state
Pet projects run in 
isolation 
No alignment with 
Brand
Brand risk 
unknown

Managed 
state

Brand risk 
understood

Project reporting

Defined state
Projects aligned 

with brand
Brand risk reduced

Optimized 
state

CSR aligned with 
business and brand

CSR 
communications 

optimized

Organized 
state

CSR processes 
integrated into 

business activities
Measurable 

investment return
Reporting optimized

Coffee shop 
industry



The gaps in reporting were very wide 
(reporting on waste and recycling  

levels was very poor)



So this made us think…



Why not automate this?



And use more analytics to work out 
the state of industries based on 

peer-level output



So we did.

And that is how CleanAnalysis
works.



ÅIt measures what emphasis companies put on 
marketing green

ÅWhich parts of green they talk about

ÅAnd what they keep quiet about, based on the 
quality of information available,

ÅWe then do a benchmark score on our maturity 
model


