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•Re-alignment of mission, strategy & brand, 
rebranding
•Operational alignment with values, strategy 
and brand

•Internalization of externalities
•Strategic partnering
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Beyond 

•Strategic partnering
•Marketing silos dismantled

•Redesign of products/services for social, environmental  factors
•Pricing strategies
•Stakeholder orientation
•Re-evaluation of marketing tactics, metrics
•Social, environmental standards, certifications
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•Exploration of green marketing techniques, eco-branding
•Sustainability reporting
•Refining product/service line value propositions based on social, 
environmental factors
•Fears about “green washing,” consumer backlash
•Experimentation: Often primarily operational (waste/energy)
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Compliance •Awareness of consumer interest in “green” products, social issues
•Questions about altruism in purchase decisions, environmental and social
•Cause-related promotion events

Comply

Avastone
Model**

Senge
Sustainability

Drivers***

•*The Leadership of Sustainability: A study of characteristics and experiences of leaders bringing the ‘triple-bottom line’ to business,” by 
Pat Hughes, Senior Associate and Project Director, Kathleen Hosfeld, Contributing Analyst, Center for Ethical Leadership, 
http://www.hosfeld.com/news/.
•**“Mindsets in Action,” Avastone Consulting’s Avastone Corporate Sustainability Study (ACSS).
•***Peter Senge,  Five Stages of Emerging Drivers, The Necessary Revolution: How Individuals and Organizations Are Working Together 
to Create a Sustainable World.”
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