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Sustainable operations: 
reduce the environmental impact
of operations and supply chain

Sustainable brands: 
to be impactful aligned with customers 
value and it’s own business model
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Sustainable 
development goals
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Business sustainability
movements

Recycling
Waste minimization
Cleaner production, pollution prevention
Zero emission
Zero growth, decroissance
Green economy
Triple-bottom-line (3P)
Life cycle assessment (LCA)
Sustainable consumption
Corporate social responsibility (CSR)
ISO 14001, EMAS
Blue economy (Günter Pauli)
Creating shared value (CSV)
Industrial ecology / symbiosis
Sharing economy
Circular economy
Sustainable Development Goals
Eco-efficiency
Net Zero (N0)
ESG: Environmental, Social, Governance

ESG
SocialGovernance

Enviromental
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Corporate social 
Responsibility

85% Corporate 
communication 11% HR 4% Sustainability

CSR in the organization
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Source: Effekteam research

Drivers behind CSR projects

252015105

Competitiveness

Compliance with ESG

Value for communication,
image

Philanthropy

No entry



Corporate social 
Responsibility 

No entry

Types of support

39% Financial 36% Volunteers
(working hours)

35% In-kind
support
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Corporate: 
What kind of issue should we support?

NGO: 
   How can NGO be strategic partner of companies?

• Education and young people
• Social
• Health and sport
• Nature protection
• Disasters
• Art and culture
• Economic development
• Food
• Animal protection

Source: Effekteam research



Many of nonfinancial factors 
have demonstrable financial impact

Product Carbon Footprint

Climate Change Vulnerability

Water Stress

Biodiversity & Land Use

Toxic Emissions & Waste 

Packaging Material & Waste

Clean Tech

Renewable Energy

Health & Safety

Equal pay

Human Capital Development

Product safety & quality

Consumer Financial Protection

Community relations

Access to healthcare

Pay

Ownership

Accounting

Business ethics

Tax transparency

Better protection of 
human rights, including 
labour rights.

• Healthier environment for 
present and future 
generations.

• Increased trust
in businesses.

• More transparency 
enabling informed choices.

• Better access to justice 
for victims

Enviromental Social Governance Positive effects 
for citizens

Entrance
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CSV
Creating Shared Value

Entrance

Michael PORTER and Mark KRAMER's business model

Economic success = Addressing social needs and 
challenges and creating value for social groups.

Companies identify SOCIAL ISSUES that are related 
to their business activities and take measurable, useful 
action to bring about change in the lives of their 
immediate and wider communities. 

Social need

Business
opportunities 

Corporate
assets and
expertise

Shared
value
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Citizen initiative
and social needs
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Citizen initiative
and social needs
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Edelman 
Trust barometer 2025

 2025
 2020

Ethical

Unethical

CompetentLess competent

NGOs
(0, 20)

Business
(15, 17)

19pt increase
in business ethics
since 2020

Business
(14, -2)

Goverment
(-46, -23)

Goverment
(-33, -12)

Media
(-16, -2)

NGOs
(-5, 12)
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Media
(-17, -7)



Corporate
examples
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Date Classification: INTERNAL USE ONLY 13

• Leading agricultural technology and innovation 
company

• HQ: Basel, Switzerland
• 60 000 employees worldwide
• Across more than 100 countries
• Products and services for farmers for the 

benefit of society and our planet

#1
Classic and 

biological plant 
protection

#3
Field crops and 

seeds, 
regenerative 
agriculture

Classification: PUBLIC13

At the Syngenta Group we strive every day to transform agriculture
Farmers are on the front line of climate change, needing to produce enough food to feed 8 
billion people  

Business units: 
Crop protection, Seeds, 

Adama, China

2024 Group Sales
$28.8 billion

EBIDTA
$3.9 billion



Corporate Social Responsibility
We need to identify the risk 
of gambling addictions.

They see the game, 
you see the stakes. 

Gambling is not a game for children. 
Don't involve your child! 
Addiction can develop at a young age. 
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FOCUS on children
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Content (marketing)
for the purpose of education on digitalization



Hygienic paper
and consumer belief

Sustainability challenges
• Production
• Packaging
• Raw material & 

Recycling
• White color
• Rolls or folded
• Sortiment
• Branding and beliefs
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While only 30% of population 
uses toilet paper , 42 million tons 
are used worldwide annually. 

712 million trees
1,165 millions tons of water



Blacklash: DEI and branding
DEI isn’t just a nice-to-have. It’s becoming core to risk management, innovation and 
business continuity
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Sustainable brand and social 
enterprise

, the pioneering sneaker brand that has been 
redefining industry norms since 2005.

20.000 pairs of 
sneakers and shoes were repaired in the cobbler 
stores. 14 million pairs and 3000 retailers around 
the world today.

is a Hungarian startup that operates an 
app to reduce food waste by connecting 
consumers with restaurants, bakeries, 
supermarkets, and hotels 
to purchase surplus food at discounted prices in 
surprise "Munch packages".
Founded in 2020, it aims to provide a sustainable 
and economic solution for businesses to sell 
unsold goods and for customers to save money 
while 
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Changing the conversation
with impactful storytelling

Sustainable vs. Greenwashing vs. Greenhushing

2025ISMA AGM 



Purpose-driven brands
and resilience

increase on what we saw in 2023 –
where only 32% saw the benefit in 

purpose guiding and activating them

62%

of CEOs state that resilience and
agility is their biggest challenge

agree or strongly agree that purpose 
can help activate their brand

74% 42%
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Source: The CEO Report 2024 BRANPIE



Purpose-driven brands
and resilience

72%

agree or strongly agree that 
purpose can empower employees

agree or strongly agree that purpose
can engage customers

73%

PURPOSE: 
A NORTH STAR FOR CULTURAL TRANSFORMATION

73% 

The most important 
stakeholders:

1. Employees

2. Customers

3. Business partners

4. Shareholders and investors

5. Society

6. Future generation
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Towards to the 
conscious consumption
Brands have to face the 
social cynicism and the 
disconnection of 
storytelling. 
There is a gap between 
corporate messages and 
consumers’ stories. 
Sustainability means 
different things to 
different people 
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Take Away

Social impact branding and social marketing

Peoplecentred approach
 ESG is a reflection of a 
commitment to people 
and the planet.  
 WHAT is the essential 
issue that is closely 
linked to your brand?
 HOW communication fit 
with their sustainability 
ambitions and social 
mission (purpose)?

Social issues
Korn Ferry research 
reveals that purpose-
driven organizations are 
more successful 
organizations. So, when 
this companies are 
developing and 
implementing ESG and 
sustainability strategies, 
their first question is 
“WHY?”. 

Corporate purpose

Environmental, Social, 
and Governance factors 
have become a critical 
consideration for 
business, investors, and 
shareholders acreross
all sectors of the 
economy.
Balance: between short-
term performance 
requirements and the 
investments needed 
longer ESG goals 

ESG ambitionCitizen initiative



Thank you 
for your attention!

Fabiola Kopasz
Marketing and corporate  communication, ESG expert 
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