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Executive Summary:

With sustainability and ñgreeningò becoming increasingly popular topics of conversation in the business 

world, The Vandiver Group, Inc. (TVG) and Pinnacle Worldwide (PWW) set out to determine exactly how 

people are approaching sustainability within their organizations. Pinnacle Worldwide fielded a global 

sustainability strategy online survey between April 15 and May 5, 2008.  The survey sought to capture 

baseline data on:

ÅStatus of sustainable development

ÅResourcing for sustainability programs

ÅDecision drivers of sustainability strategy

ÅDesired outcomes from sustainability strategies

ÅViewpoints about potential for various agricultural technologies to meet future population needs

We wish to credit Dr. Stuart Hart, Samuel C. Johnson Chair in Sustainable Global Enterprise, Cornell 

University, for inspiring this survey through his innovative strategy ideas in his 2005 book Capitalism at the 

Crossroads:  The Unlimited Business Opportunities in Solving the Worldôs Most Difficult Problems.

Survey Methodology: 

The survey was distributed to executive leadership, public affairs, communications and environmental health 

and safety leadership and conducted online.  There were 337 responses from:

Å6 Continents (Plus New Zealand) 

Å25 Countries

Å40 Industries
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Key findings:

ÅRespondents were first asked if they had a sustainability strategy in place: 

Å45% had an existing sustainability strategy

Å27% were developing a sustainability strategy

Å18% did not plan to have a sustainability strategy

ÅWhen asked why they had sustainability strategies in place, the three leading drivers were:

1. To have a competitive advantage;

2. To be seen as leaders in sustainability; and 

3. Public interest in the environment.

ÅRespondents saw the following opportunities associated with a sustainability strategy:

1. Reducing material and energy consumption;

2. Ensuring sustainable use of natural resources; and 

3. Reducing pollution burdens. 

ÅThe least important opportunities were fostering new business relationships in developing economies, and 

building the skills of the poor and dispossessed (somewhat important).

ÅCEOs were reported to be the primary drivers of sustainability decisions, with communications and public affairs 

managers being the drivers almost never.

ÅMore than 65% of companies do not have any dedicated sustainability staff.  Of those with a dedicated staff, 

nearly half have fewer than five employees working more than half of their job on sustainability.

ÅThe highest-rated sustainability business strategy was to create a sustainability vision, which establishes a shared 

roadmap for meeting unmet needs.  Developing clean technologies was the least important driver of sustainability 

business strategy.
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Key findings, Continued:

ÅWhen asked about information sources, respondents offered that empirical data in peer-reviewed journals 

and marketing data conducted by an organization were the highest rated decision support sources.  Blogs, 

radio and TV were the lowest-rated drivers, scoring below ñsomewhat important.ò 

ÅAbout half of respondents (46%) perceived media coverage of environmental topics as accurate about half 

the time, with 28% seeing reporting as ñmostly accurate.ò   However, 22% rated media as ñmostly 

inaccurateò or ñextremely inaccurate.ò  When asked how they knew the media was accurate or not, ñpersonal 

opinion about environmental and natural science topicsò was the leading basis for perceptions of media 

accuracy.

ÅImproving perceptions of the company was rated as more important than increasing revenue via 

sustainability programs.  However, revenue was still seen as ñsomewhat important.ò

ÅNearly half of companies surveyed had less than $50,000 allocated to sustainability-related 

communications.  Ten percent had more than $50,000 allocated, and 3% had more than $500,000 allocated.

ÅWhen asked about potential production methods for meeting the worldôs food needs, respondents saw 

very little difference in current practices.  

Å Biotechnology just slightly out-ranked organic farming, but not by enough to be statistically 

significant.  

Å However, both food production practices out-ranked conventional farming.

Å Clearing forests and grasslands for food production, and ocean-caught fish, were seen as having 

the least potential for success at providing future food needs for the planet.

ÅMore than half of the respondents believe sustainability will become increasingly important.
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Conclusion:

TVG and PWW would like to thank all who participated.  With surveys such as these, we can as 

communicators better understand how the corporate world is thinking about sustainability and how we may 

assist our clients in communicating within this unique business segment. 

We believe the survey uncovered opportunities for innovative companies to take a different approach from the 

mainstream focus on greening or pollution control.  With most companies focused on pollution reduction or 

increased efficiency of resource use, moving beyond greening ïconnecting environmental and social needs 

more tightly with revenue opportunities -- is a chance for companies to differentiate themselves and create 

value within an increasingly cluttered ógreenô environment.  The results show an opening for companies to look 

beyond greening and innovate at the intersection of social needs, the environment and the bottom line. 

We plan to repeat the survey next year and use the results again to measure change as sustainability strategy 

continues to evolve within the business community.

About The Vandiver Group, Inc.

The Vandiver Group, Inc. is a full-service, award winning strategic communications firm helping clients 

strategize, visualize, articulate and navigate communications issues by providing strategic counsel, reputation 

and image management, services that support and further sustainability, social media and word of mouth 

marketing, branding, market research, public relations, creative/graphics/web design and executive/employee 

training. For more information, visit http://www.vandivergroup.com.

About Pinnacle Worldwide

Established in 1976 in the United States, Pinnacle Worldwide is one of the world's leading organizations of 

independently owned public relations firms. Pinnacle Worldwide offers access to experienced local public 

relations practitioners in Europe, North America, Latin America and the Asia Pacific region. For more 

information, visit http://www.pinnacleww.com.

http://www.vandivergroup.com/
http://www.pinnacleww.com/
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WHO TOOK THE SURVEY

N = 228

N = Number of respondents to question
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ANNUAL BUDGET
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SUSTAINABILITY STRATEGY?

N = 311
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5ƻƴΩǘ ƪƴƻǿ млΦо҈
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WHY NOT?

N = 45
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an impact to be worth our while. 6.7%

Sustainability is a fad ςit will not last. 6.7%

We do not see any way to reduce 
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We do not see any connection to the bottom 
line. 4.4%

Too expensive to pursue given other budget 
priorities. 2.2%
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SAMPLE COMMENTS ON WHY NOT

ñAmong the many priorities we have... this one has not made it to the top of the list... we are 

conscious about our environmental impact, but have not developed a formal plan as a 

response.ò

ñResources focused on clients, not on firm's environmental impact.ò

ñAs a sole proprietor, I am able to make decisions daily to conserve.ò

ñJust haven't thought about it.ò

ñOther strategies are taking priority, and we are trying to get a handle on meaningful 

sustainability, not just the fad.ò

ñNot sure how to pursue it.ò

ñIt has not surfaced at the senior executive leader level, although it has amongst the 

workforce, in limited fashion, over the issue of company use of Styrofoam cups in the coffee 

lounges.ò
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STRATEGY DRIVERS -- IMPORTANCE

N = 184
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N = 183

IMPORTANCE OF SUSTAINABILITY 
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WHOôS DRIVING SUSTAINABILITY?

N = 184
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DOES SUSTAINABILITY HAVE 

DEDICATED STAFF?

N = 184
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NUMBER OF SUSTAINABILITY STAFF

N = 63
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BUSINESS STRATEGY IMPORTANCE

N = 153
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IMPORTANCE OF INFORMATION 

SOURCES IN SHAPING RESPONSE
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PERCEIVED MEDIA ACCURACY AND 

COMPLETENESS  ïENVIRO REPORTING

N = 153
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5ƻƴΩǘ ƪƴƻǿ нΦс҈

Extremely accurate 0.7%
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BASIS FOR MEDIA 

ACCURACY PERCEPTIONS

N = 151
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ANNUAL BUDGET ï

SUSTAINABILITY STRATEGIES AND 

PROGRAMS

N = 152
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5ƻƴΩǘ ƪƴƻǿ нтΦл҈

Prefer not to answer 13.8%
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