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To address the plastic waste problem, Company X has developed a unique sustainable in-
novation. Given the complexities of sustainability, it is not immediately clear how these
novel materials and products should be marketed. Company X would like to become an in-
gredient brand — the Gore-Tex of sustainable materials. Therefore, to answer the research
question (RQ) “How can Company X collaboratively and sustainably market its innova-
tion?”, this thesis will cover the concepts of sustainable marketing, collaborative marketing
and competitive advantage. For Company X’s brand to truly become an ingredient brand it
should be recognizable among consumers, but the scope of this thesis focuses on com-

pany perspectives and left out the consumer perspective.

Structured and semi-structured interviews were conducted with 3 specialized individuals

with a working relationship with Company X during the time of the research. A survey with
39 respondents was conducted with a convenient and purposive non-probability sample of
Company X’s customers. Qualitative data was analyzed thematically and quantitative data

was primarily processed through statistical graphs.

Through theoretical concepts and the collected data, close collaboration, trust and open
communication were identified to be vital components for building an ingredient brand that
is sustainably and collaboratively marketed by both Company X and its customers.
Through the data collection it was apparent that Company X and its customers highly value
sustainability which creates a solid foundation for their sustainable and collaborative mar-
keting. However, it is important that the sustainability message conveyed by Company X is
consistent, clear and fully understood by its customers to ease the complexities of sustain-
ability and build a strong and recognizable ingredient brand. Furthermore, Company X
must provide more value in addition to sustainability in order to create more meaning for

the ingredient brand and to truly meet its customers’ expectations without compromises.
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Sustainable marketing, green marketing, collaborative marketing, co-branding, ingredient

branding, competitive advantage, sustainability
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1 Introduction

This thesis covers very contemporary topics involving a sustainable innovation from the case
company. This thesis examines the opportunities and challenges of marketing such an inno-
vation sustainably and collaboratively. As the demand for sustainable alternatives to conven-
tional products is increasing it is increasingly more relevant to gain understanding about how
these alternatives should be marketed and branded. Both the case company and its custom-
ers have been interviewed to gain more perspectives on the core topics of sustainable mar-

keting, collaborative marketing and the relationships between Company X and its customers

overall.

This chapter provides further information about the background of this topic, the case com-
pany, key concepts, benefits and demarcation. This chapter also presents the Research

Question (RQ) and Investigative Questions (IQs) for this thesis.

1.1 Background

Without a doubt the plastic waste problem is a very hot topic right now. The problem is clear
to many, but a solution is yet to be agreed upon. More than ever companies desire to become
sustainable and are demanded to do so as well by governments, international organizations
and consumers. The problem is that it is not so clear what it means to be sustainable and
how to communicate about sustainability. Many terms that relate to sustainability or “green”
products are loosely defined and used in a confusing manner. Many of these terms are miss-
ing official definitions or their definitions are lackluster. Already the word “bio” causes confu-
sion. Some bio-based bioplastics are not biodegradable while some fossil fuel plastics are
(Parker 2018). The word “biodegradable” conveys the idea that a biodegradable product will
just disappear into nature which unfortunately is not true in most cases. Therefore, labelling
products as “biodegradable” has even encouraged littering as misinformed consumers be-
lieve no harm is done if a biodegradable product is left in a natural environment (Parker
2018). But what should companies then say about their truly sustainable, microplastic-free
and biodegradable products and how should they market them? This is particularly challeng-
ing for smaller companies, like Company X, as they try to increase their market share and
compete against much larger and more established companies that are more or less guilty of

greenwashing either on purpose or due to a lack of understanding.



To avoid relying on the word “biodegradable”, Company X has attempted to market its prod-
ucts and material as microplastic-free sustainable material innovations. There is a challenge
here as well since the word “microplastic” was only coined in 2004 and still does not have an
official and internationally recognized definition either (Frias & Nash 2019). Company X wants
its innovation to become known and used by many. Company X would like its brand to serve
almost as a guarantee for sustainability the same way Gore-Tex guarantees to “keep you dry”
(Gore-Tex 2020). But why would another business want to collaborate with Company X? Why
would another business want to include Company X’s brand on their products? While figuring
out the definition and guarantee of its product, Company X also needs to figure out how it
should motivate and engage other businesses into collaborative, sustainable marketing and

branding. Very few companies have been able to achieve the same status as Gore-Tex.
1.2 Research Question and Goals

This thesis has aimed to explore the ways Company X can market, to other businesses, itself
and its sustainable material innovation. This thesis has also examined the different forms of
collaboration Company X could have with its business-to-business (B2B) customers that may
be business-to-consumer (B2C) or B2B sellers. Lastly, this thesis will provide development

recommendations for the case company.

The research question (RQ) is: How can Company X collaboratively and sustainably mar-

ket its innovation?

In order to answer the RQ above, answers must be provided to the investigative questions
(1Qs) below.

IQ1. What are Company X’s current marketing and branding strategies?

Q2. How do customers perceive Company X’'s marketing and potential marketing collabora-

tion with Company X?

Q3. How do the sustainability values of Company X and its customers correlate?

Q4. What added value or benefits can Company X provide for its customers?



Q5. What development recommendations can be made for Company X about collaboratively

marketing its sustainable material innovation?

ment recommenda-
tions can be made
for Company X
about collabora-
tively marketing
and branding its
sustainable mate-
rial innovation?

ble marketing

research

Investigative Theoretical Research Methods | Results
Questions Framework / Knowledge Base (chapter)
IQ1. What are Competitive advantage, CSR, | Desktop research, 411
Company X’s cur- ingredient branding, sustaina- | interviews with 413
rent marketing and | ble marketing, green market- Company X execu-
branding strate- ing tives

gies?

IQ2. How do cus- | Competitive advantage and Survey with Com- 422
tomers perceive differentiation, marketing and pany X’s customers
Company X’s mar- | branding collaboration, sus-

keting and potential | tainable material innovation

marketing collabo-

ration with Com-

pany X?

IQ3. How do the Sustainable marketing, green | Interviews, compar- | 4.1.2
sustainability val- marketing ative analysis 4.2.3
ues of Company X

and its customers

correlate?

Q4. What added Marketing and branding col- Interviews, desktop | 4.1.2
value or benefits laboration, sustainable mate- research, literature | 4.1.3
can Company X rial innovation, green market- | review 424
provide for its cus- | ing

tomers?

Q5. What develop- | Ingredient branding, sustaina- | Interviews, desktop | 4.2.5

The table below is the Overlay matrix which depicts the investigative questions of this thesis

as well as the theoretical framework, research methods and results.

Table 1. Overlay matrix




1.3 Demarcation

The Triple Bottom Line (TBL) is a very interesting and relevant concept. However, this theory
was not included in this research as Company X was not a publicly traded company, so its
financial statements are not publicly published. Therefore, the author would have been una-
ble to assess all aspects of the TBL with respect to Company X. The TBL was coined in 1994
by John Elkington (Kenton 2019). The idea of the TBL is to support the sustainable goals of
companies and measure their financial, environmental and social performance. According to
the TBL theory, profit should not be the only bottom line to look at when assessing a com-
pany as the people or social responsibility and planet or environmental responsibility should

be considered too. (Kenton 2019.)

As Company X’s product is a sustainable material innovation that biodegrades without leav-
ing microplastics behind in nature, there is a clear emphasis on the environment. Therefore,
this thesis did not focus heavily on the economic or social aspects of Corporate Social Re-

sponsibility (CSR) but more on the environmental aspects.

Regarding sustainability and sustainable marketing, the influence of cultures and develop-
ment status of the country was not considered as the focus was kept more on the businesses
themselves rather than their contexts. Due to the limited scope of this thesis, the focus of this
research was on B2B business instead of B2C business and consumer perspectives. Buying
behaviors, decision making theories or stakeholder theories were not covered within the
scope of this research. Furthermore, the precise methods of sustainable marketing were left

out at this point but should be further studied later on.

Lastly, an initial idea for this research was to conduct interviews with other ingredient brands
such as Gore-Tex to gain a deeper understanding of how they achieved their ingredient
brand status. An interview requested was made to Gore-Tex, but at the time Gore-Tex re-
sponded that they did not have the resources to proceed with the interview (Appendix 4.).
Furthermore, upon further consideration this would have made the scope of this research too

broad. Instead, the focus was kept on Company X and its customers.



1.4 Benefits

Through this thesis Company X has gained insights from their customers about collaborative
marketing. Company X also gained further information on how to improve their marketing and
general activities. This thesis is provided initial information to Company X about the feasibility
and potential of collaborative marketing including co-branding and ingredient branding. With
this information, Company X will then be able to better evaluate how exactly they would like

to implement collaborative marketing if at all.

The customers of Company X received an opportunity to voice their honest feedback and
thoughts anonymously about collaborative marketing and the sustainable material innovation.
This thesis helped to bridge any knowledge gaps and improve communication flow between

Company X and its customers.

This thesis also aimed to provide some clarification about how new alternative materials such
as Company X’s sustainable material innovation could be marketed or communicated about.

While this has been beneficial for Company X and its customers, this has also been beneficial
for the general public and perhaps other companies with sustainable products that are in sim-

ilar situations as Company X.

The author had a passion for sustainability and a strong interest in marketing and branding
already in the beginning of this research. A major benefit of this research for the author has
been the ability to deepen her knowledge and gain valuable connections within her areas of

interest.

The benefit provided by this research to Haaga-Helia University of Applied Sciences was the
focus on topics that are highly contemporary and not heavily explored yet. This research has

introduced new information and fresh ideas for further research.
1.5 Key Concepts

The World Commission on Environment and Development in 1987 (Emery 2012, 20) pro-
vided one of the first definitions for sustainability: “...a new era of economic growth that is
forceful and at the same time socially and environmentally sustainable; an economy is sus-
tainable if it meets the needs of the present without compromising the ability of the future

generations to meet their own needs”.



Martin and Schouten (2014, 2) define sustainable marketing as “the process of creating,
communicating and delivering value to customers in such a way that both natural and human
capital are preserved or enhanced throughout”. Kotler and Armstrong (2018, 596) define sus-
tainable marketing as “meeting the needs of consumers, businesses, and society — now and

in the future — through socially and environmentally responsible marketing actions.”

Collaborative marketing in this research is used as an umbrella term that encompasses all
marketing activities that involve two or more companies such as joint-marketing, dual market-
ing and co-marketing since there is a variety of different definitions and methods for market-

ing collaboration (Cristal 2017).

Ingredient brands complement other brands without conflicting them and add value to them.
The ingredient may not be identifiable visually which is why the brand itself is important. The
message the ingredient brand holds carries over to the brand there are associated with and
typically benefits the associated brand. (Kestenbaum 2018.) Ingredient brands are strong
brand names which communicate specific features and advantages of a product. Ingredient
brands are brands within brands that make the invisible components, the ingredients, visible
for consumers. (Kotler and Pfoertsch 2010, XIlI.)

1.6 Case Company X

Company X was founded within the European Union (EU) in the 2010s and currently directly
employs roughly 30 people. Company X sells finished products as well as raw material. Both
are or are made from its sustainable material innovation, which is a sustainable, microplastic-
free alternative to conventional plastics (Company X 2019a). Products can be manufactured
out of the new material by using existing production lines intended for plastic. (Company X
2019b.) Company X originally primarily operated within the cosmetics industry but has quickly

expanded its offering internationally to other industries as well.

The case company has ambitious goals for itself which included developing a brand reputa-

tion that is so strong that other companies wish to use Company X’s brand in their marketing
to bring added value to their customers. In other words, Company X wants to become an in-
gredient brand. Company X hopes to become the Gore-Tex of sustainable materials. By be-
coming an ingredient brand, Company X desires to set a new standard for sustainability and

help solve the plastic waste problem by leading by example. Through this research, Company
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X wanted to receive more insights for how it could achieve its goals together with its custom-

ers.

2 Collaborative and Sustainable Marketing

This chapter outlines the main theoretical concepts considered and utilized in this thesis.
These concepts build a base for the data collection. This chapter will explore topics that were
relevant for Company X in its current situation at the time of this research without ignoring its

future aspiration. The figure below (Figure 1.) roughly depicts the main theoretical framework.

-
-
A

Figure 1. Theoretical Framework Pyramid



2.1 Sustainable Marketing

There are several definitions for sustainable marketing which is most likely a reflection of the
fact that sustainability itself is already so complex and debated that it is hard to provide a defi-
nition for sustainable marketing that would not be heavily contested (Kemper and Ballantine
2019, 10). Martin and Schouten (2014, 2) define sustainable marketing as, “the process of
creating, communicating and delivering value to customers in such a way that both natural
and human capital are preserved or enhanced throughout”. Kotler and Armstrong (2018, 596)
define sustainable marketing as, “meeting the needs of consumers, businesses, and society
— now and in the future — through socially and environmentally responsible marketing ac-
tions.” Belz and Peattie (2011, in Manuel Pedrosa 2012, 299) prefer to use the term “sustain-
ability marketing” instead of “sustainable marketing” because the word “sustainable” can be
understood as durable or long lasting which may give the impression that the marketing is
meant to drive long lasting (i.e. sustainable) relationships without any clear focus on actual
sustainable development. In this case, sustainability marketing would more clearly reflect the
goals of marketing the sustainable development agenda (Manuel Pedrosa 2012, 299). Hurth
(2017, 7) explains that while many have tried to mend the sustainable marketing literature
gap there is still “no simple representation of the core marketing world views and their impli-
cations for managing marketing’s role in advancing sustainability”. Having a precise definition
for sustainable marketing is not as important as utilizing it as an umbrella term for enhancing
and aligning both marketing practices and thought with the intention of fostering sustainable
development (Hurth 2017, 12). In this research the author will refer to the “sustainable mar-
keting” concept as previously defined by Kotler and Armstrong as well as Martin and Schou-

ten.

Looking back, the principles and practices of marketing and sustainable development are
overall drastically different. With one, marketing, the simple core concept is to encourage
consumers to buy whatever is marketed while with the other, sustainable development, con-
sumers are urged to conserve and limit their consumption. (Desmarais, Sauveur & Gancille in
Varey & Pirson 2014, 216.)
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The original core idea of marketing is to satisfy customer needs and provide profits for the
business, and marketing is still largely driven by satisfying the needs and wants of stakehold-
ers (Emery 2012, 7). Marketing facilitates the exchange where a customer gives a business
money in exchange for goods or services (Emery 2012, 8). In fact, marketing and advertising
have been criticized for their creation of value and promotion of meaningless commaodities.
Hurth (2017,4) agrees that marketing has been justly criticized for “encouraging unsustaina-
ble behaviors with exaggerated realities”. Conventionally marketing activities of companies
result in beneficial outcomes for the company and its stakeholders however it has become in-
creasingly more apparent that traditionally successful marketing activities have had unfore-
seen negative impacts on society and the environment (Gordon, Carrigan & Hastings 2011,
7). Gordon, Carrigan and Hastings (2011, 6) bluntly and clearly state that marketing has cur-
rently been doing precisely what it was intended to do which is encourage consumerism,
drive sales of goods and generate profit irrespective of sustainable development. Marketing
was not originally supposed to drive sustainability which why its potential role in this is often
left unnoticed (Gordon & al. 2011, 6). However, marketing can also be a considerable driver
for long-term wellbeing if it is used to showcase positive behaviors. Sustainable marketing is
exactly the way how the negative impacts of marketing can be minimized, and the positive

aspects maximized (Hurth 2017, 4.)

Sustainable marketing encompasses to major components: 1.) marketing sustainably and 2.)
marketing sustainability. These two aspects go hand in hand, but it is important to understand
their differences to holistically advance sustainable marketing. The concept of marketing sus-
tainably refers to ensuring that all marketing processes are “environmentally and socially be-
nign” while the concept of marketing sustainability refers to creating, advocating and support-
ing sustainable consumption by establishing it as a global cultural value and by setting con-
sumption practices. The goal for sustainable marketing is to help create a society where envi-

ronmental sustainability is the norm. (Martin & Schouten 2014, 2.)

It is evident that in order for marketing to have an appropriate role with sustainable develop-
ment marketing itself must become sustainable. This means that all marketing practices must
be based on and consistently guided by sustainable values. In addition to marketing prac-
tices, sustainability then needs to be a core component of marketing and be able to convey a
convincing business case to consumers as well. (Gordon & al. 2011, 7.) As with conventional
marketing, sustainable marketing must also satisfy the needs of consumers and facilitate the

competitive advantage of the company (Martin & Schouten 2012, 10).
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In 2010 over 50% of executives surveyed by McKinsey stated that sustainability is very or ex-
tremely important to them while only 30% said that sustainability is embedded in their com-
pany’s strategy and business practices (Manuel Pedrosa 2012, 296). According to Martin and
Schouten (2014, 2) a strong internal leader is required to implement sustainable marketing
through the organization. The 2010 UN Global Compact-Accenture CEO study showed con-
tradictory findings where 81% of the CEOs claimed that sustainability has been fully embed-
ded into the strategy and operations of their company, but the qualitative interviews con-
ducted with the CEOs indicated that sustainability was still held as a separate department or
strategy instead of being thoroughly embedded in all organizational functions and strategies.
It was recognized that “competing strategic priorities” such as financial or economic interests
were one of the largest barriers against integrating sustainability better within the whole com-
pany strategy. (Manuel Pedrosa 2012, 296.) Another reason why sustainability is poorly im-
plemented despite the recognition of its importance, as identified in the 2010 McKinsey study,
is that there still is no clear definition for all of it (Bonini, Gérner & Jones 2010). Only a frac-
tion of companies have implemented sustainable marketing within and throughout their cor-
porate strategies (Grubor & Milovanov 2016, 413). Daniel Franklin (2009, in Manuel Pedrosa
2012, 296) states: “Many companies pretend that their sustainability strategy runs deeper
than it really does”. Franklin (2009, in Manuel Pedrosa 2012, 296) continues to explain how
its nearly self-evident and mandatory for the company management to claim that sustainabil-
ity is part of their corporate strategy or “part of their DNA” despite not actively implementing it

in company activities and functions.

Kotler and Armstrong (2018, 600) believe that to reach truly sustainable marketing close col-
laboration is needed among companies, policy makers and consumers. Grubor and Milanov
(2016, 408) agree that synergy among all stakeholders is needed to holistically transform
conventional marketing and business strategies into sustainable ones. Furthermore, to suc-
ceed sustainable marketing must be implemented in all company functions throughout the or-
ganizations. This starts at a managerial level since the efforts of the marketing department
will be diminished or diluted if management does not actively support the efforts. Proper lead-
ership in sustainable marketing, as in everything, is crucial for long-term prosperity. (Hurth
2017, 7.) Bonini, Gérner and Jones (2010) agree that improved communication about sus-
tainability between stakeholders as well as active CEOs’ with sustainability at the top of their
priority lists are more likely to be able to successfully implement sustainability and sustainable
marketing throughout their company strategy.

12



2.1.1 Green Marketing

Green marketing is intended to facilitate the development and communication of more sus-
tainable products while also encouraging the adoption of more sustainable practices (Gordon
& al. 2011, 3). Sarkar (2012, 39) defines green marketing as the promotion of products that
address environmental concerns. Phrases and words typically associated with green market-
ing and green products include terms such as: renewable, biodegradable, ozone friendly, re-
cyclable, eco-friendly etc. (Sarkar 2012, 39). Sarkar (2012, 39) also highlights that green mar-
keting encompasses broader product related activities as well such as production, design and
packaging. Green marketing is typically used when focusing on products and services and
should be a part of every eco-product focused company (Sarkar 2012, 43). lannuzzi (2018,
195) explains that green marketing should enhance the other brand and product qualities:

“The idea that it's a great product “and “it has these sustainable attributes”.

lannuzzi (2018, 201) explains that a Green Gap” exists among consumers. This “Green Gap”
is explained to be,” the glaring disconnect between attitude and action as it relates to sustain-
able behaviors, practices, and purchases in the average consumer.” People tend to think that
“green” activities such as recycling, organic products and local foods are good (80% of Ameri-
cans), but not very many people actually do these activities or purchase these products them-

selves (50% of Americans) (lannuzzi 2018, 201).

Green marketing has several challenges such as greenwashing where companies make mis-
leading or unsubstantiated claims about their environmental activities and impact (Berrone,
Fosfuri and Gelabert 2017, 363). Green marketing is not easy, there are plenty of eco-labels
but it is sometimes hard to tell what is relevant and legitimate. If mistakes are made the back-
lash can be severe. Green marketing that is insincere or insignificant can quickly create
“greenwashing” criticism. Furthermore, consumers can get tired of the same green messages
and visuals and “green fatigue” occurs as well. (Ottman 2011.) Green fatigue refers to the sit-
uation where consumers feel overwhelmed by all the green marketing buzzwords and are un-
able to separate genuine green products from gimmicks (Ottman 2011). Emery (2017, 223-
224) explains that greenwashing occurs in many forms: 1.) spreading misleading information
to hide negative environmental impacts and instead present a positive image 2.) making envi-

ronmental claims that do not have any supporting evidence or are irrelevant distractions from
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the bleak reality 3.) highlighting environmental benefits of a specific product to misdirect con-
sumers away from the negative environmental practices of the company overall 4.) providing
insincere statements and promoting a product as good for the environment even when it may
not actually be so. Due to the challenges of green marketing and the skepticism caused by
greenwashing a phenomena of “greenphobia” has been observed where consumers perceive
green products to be, “more expensive, less effective, and aimed at a small niche of green
consumers”. (Rettie, Burchell and Riley 2012, 422.) Unfortunately, green fatigue, greenphobia
and greenwashing inherently and directly impact tangibly and intangibly the genuine and
good-intentioned business like Company X (Ottman 2011). The negative consequences of
greenwashing arguably impact honest green marketers even worse since their credibility is

unjustly endangered because the irresponsible actions of others.

Another challenge with green marketing is identifying the right targets. Consumers are not
consistently green with their consumption as some consumers may convey certain green be-
haviors but not others, and the green or sustainable buying behaviors change based on the
market the consumers are in. Occasionally, it is also challenging to identify whether certain
consumer behaviors are green or whether the behavior was economically motivated e.g. limit-
ing electricity use. (Rettie & al. 2012, 423.) Often, consumers’ understandings of what is
green behavior is based on social norms that are typically government incentivized e.g. recy-
cling, bringing your own shopping bags and using energy efficient light bulbs. Consumers
generally understand what is green and what is not, but whether they take green actions is
heavily influenced by whether that action is seen to be normal (what other people do). Con-
sumers assess green marketing practices, green behaviors and green products in the context
of what is normal or mainstream for them. Therefore, green marketing should go beyond mar-
keting green products and services and encourage consumers to adopt green behaviors by
positioning them as normal and by positioning unsustainable behaviors as not normal. (Rettie
& al. 2012, 421-422.) For example, bringing your own shopping bag instead of buying or re-

ceiving plastic bags from stores has been “normalized”.

lannuzzi (2018, 180) also reminds that businesses should be precise with their green market-
ing claims and provide quantitative information when possible. Companies engaging in green
marketing should also act as a resource for consumers and customers by providing additional
information beyond the bare minimum (lannuzzi 2018, 180). While serving as a resource

companies can help to educate consumers to make them feel engaged and empowered in
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environmental sustainability topics that have a meaningful impact on their daily lives and fu-
tures (Ottman 2011). Furthermore, green marketers should make sure to be consistent with

their visuals and texts to avoid any unnecessary confusion and distrust (lannuzzi 2018, 180).

lannuzzi (2018, 200) claims that usually the disconnect between a solid sustainability strategy
and weak marketplace presence results from a lack of understanding of the consumers. No
matter how good a company’s joint marketing plans and assets may be and no matter how
seamless the collaboration with its partners is, nothing will work if the understanding of the
consumer is not good. Ottman (2011) shares lannuzzi’s views and highlights how companies
must understand the environmental values and beliefs of their stakeholders and work with
them to create new products that will meet their expectations. Transparent and credible com-
munication with stakeholders is essential for successful green marketing. Proactivity and go-
ing beyond the expectations of stakeholders is highly recommended as well as this will most
likely, in addition to positively surprising the stakeholders, offer a competitive advantage.
(Ottman 2011.)

2.1.2 Corporate Social Responsibility

Corporate Social Responsibility (CSR) is a voluntary concept that companies can include in
their business model to help them be more accountable and responsible with their impact on
the economy, society and environment (Chen 2019). CSR has had and has a multitude of dif-
ferent applications, interpretations and definitions but Archie Carroll’'s pyramid of CSR is per-
haps one of the most well-known models of CSR (Carroll 2016, 1). Carroll’s original definition
of CSR which the pyramid of CSR was based on is: “Corporate social responsibility encom-
passes the economic, legal, ethical, and discretionary (philanthropic) expectations that soci-
ety has of organizations at a given point in time” (Carroll 2016, 2). The pyramid of CSR de-
picts the four expectations of society in order with economic responsibility being most im-
portant followed by legal, ethical and philanthropic responsibilities (Baden 2016, 1). Denise
Baden (2016, 1-2) suggests the pyramid, particularly the primacy of economic responsibili-
ties, should be reassessed and brought to the 215t century (Baden 2016, 1-2). Baden intro-
duced a new version of the pyramid of CSR that places ethical responsibility including envi-
ronmental responsibility as the foundation followed by legal, economic and philanthropic re-
sponsibilities (Baden 2016, 11).
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As Emery (2012, 11) bluntly and clearly states:” We can no longer say that the business of
business is purely business”. CSR has developed and its original motivations are not the
same as they are today. CSR was previously intended to improve business and increase
profits instead of advocating sustainability. CSR was a PR tool that was heavily misused
since the primary goal was to benefit business and whether the environment benefitted was
secondary. (Emery 2012, 13.) Conventional or “old” CSR has failed because it has not effec-
tively addressed the problems facing the world and instead has just acted as an way for com-
panies to enhance their reputation, image and brand equity (Visser 2011 in Manuel Pedroso
2012, 296). To counter this "old” CSR, Emery (2012, 14) introduces a concept of “new” CSR
and suggests that corporate social responsibility could be reconsidered to be corporate sus-
tainability. Contrary to old CSR, companies engaging in new CSR right from the start would
focus on sustainable economic development to improve the quality of life of their stakeholders
including their employees and their families as well as their community and society overall
(Emery 2012, 14). Sustainable marketing can fill the gap between conventional marketing
and CSR activities (Manuel Pedrosa 2012, 292). Instead of sustainable marketing, Hunt
(2011, in Hurth 2017, 33-34) argues that even when faced with environmental threats and is-
sues companies should target achieving superior financial performance as the ultimate objec-
tive. The profits can then be invested into sustainability causes and green activities. This
heavily supports the old and narrow view of CSR where actual environmental impact is sec-
ondary to the benefits or profits of the company (Hurth 2017, 33-34).

According to Martin and Schouten (2012, 33) most companies agree and comprehend with
the arguments for CSR, sustainability and ethical business, but they often do not know how to
achieve these goals in a measurable and comprehensive way. Another challenge with CSR is
the typical emphasis on specific aspects instead of a more comprehensive approach through-
out the company. In these situations doing good things can unfortunately occasionally result
in unintended harm. For example, hydroelectric power does not release as much CO2 into
the atmosphere as coal, but damns require a lot of resources and can cause serious negative
problems to the natural environments they are placed in. To emit less carbon companies may
inherently and unwillingly natural ecosystems and also create difficulties for other humans
that may be reliant on a free-flowing river. (Martin and Schouten 2012, 33.) Therefore, before
doing one seemingly could thing it is important to carefully evaluate all possible outcomes

and consequences.
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2.2 Collaborative Marketing and Branding

One of the biggest challenges and opportunities in sustainable marketing is collaboration.
Sustainability requires new innovative ideas and new methods of value creation which often
require collaboration and create new business relationships (Martin & Schouten 2012, 11).
Ottman (2011) believes, “the currency of sustainable branding is innovation, flexibility, and
heart”. Furthermore, brands and their reputations are created through the interactions and
shared experiences of stakeholders (Martin & Schouten 2012, 140). It is apparent that collab-
orative marketing is needed for sustainable marketing and for sustainable brand creation.
Brand partnerships, joint marketing, co-marketing, dual marketing and so on. Many terms are
thrown around, but they all largely revolve around the same idea of companies collaborating

in marketing activities (Cristal 2017).

The reason there is so many terms and not one clear term is because the marketing collabo-

ration can occur in many different forms. Cristal (2017) outlines 10 main forms:

Affiliate marketing

Content marketing

Distribution

Marketing with a charitable organization
Joint product creation and marketing
Licensing

Loyalty

Product placement

Shared stores

o> © ® N o ok~ wbd =

0. Sponsorship

There is a common misunderstanding that ingredient branding, and co-branding are the
same. This is partially understandable, however, due to strikingly similar definitions present in
literature. Both do include the collaboration of two or more brands to enhance a product. (Ko-
tler & Pfoertsch 2010, 23.) Kotler and Pfoertsch (2010, 24) explain: “If the product cannot be
sold separately and/or is a component/ingredient of another product the ingredient branding
strategy should be applied”. If brands seek to promote product(s) together while still keeping
their brands distinct from each other, then co-branding strategies are suitable. Ingredient

branding can be considered as a form of co-branding. In certain cases, both strategies can be
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used simultaneously as they are not mutually exclusive but is good to understand their differ-
ences. Ingredient branding is typically a long-term relationship while co-branding may be for a
limited time only e.g. for a special campaign or event. (Kotler & Pfoertsch 2010, 24.) Ingredi-
ent co-branding relationships have increasingly been adopted as viable marketing strategies

(Erevelles, Stevenson, Srinivasa, & Fukawa 2008, 950).

2.21 Co-branding

Co-branding occurs when one product features two different established brands (Kotler &
Armstrong 2018, 269). These brands can also engage with co-creation. Co-branding can of-
fer significant benefits to the brands involved as they can take advantage of each other
strengths, compensate for each other’'s weaknesses and potentially even enter into new mar-
kets or tap into new target audiences through each other. (Kotler & Armstrong 2018, 269.)
The primary purpose of co-branding is to enhance the success of products by capitalizing on
the equity of both brands (Kotler & Pfoertsch 2010, 23). Co-branding often occurs when both
brands are already established and well-known, but there are clearly identifiable advantages
that can be gained when the brands are combined (Erevelles & al. 2008, 490). Threats from
competition and competitive advantage are typical strong motivators for co-branding. Espe-
cially when a company is not price competitive with its competitor, the company may decide
to enter into co-branding to increase perceived value of its products. Furthermore, joint mar-
keting has a significant influence on prospering the success of the co-branding alliance and
product. (Erevelles & al. 2008, 950.)

As nothing is perfect, co-branding has its weaknesses as well. A lot of trust is required from
each co-brand as both must trust that the other will not tarnish their own brands and maintain
the desired image. Issues with one brand can negatively impact the other brand as well. On
top of trust, co-branding of course will require extensive and detailed contracts to clarify and

coordinate the licensing and all associated activities. (Kotler & Armstrong 2018, 270.)

2.2.2 Ingredient Branding

Ingredient branding is a more recent strategy used to maximize brand potential. Ingredient
branding fits under the co-branding umbrella. (Kotler & Pfoertsch 2010, 16.) Ingredient brands
complement consumer brands without confliction. Ingredient brands to typically add value in
the eyes of consumers and consumer brands to the products that are made from the from the

branded ingredient and/or contain the ingredient brand on their labels. (Kestenbaum 2018.)
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Some famous examples of ingredient brands are Teflon and Gore-Tex (Tradii 2019). Ingredi-
ent brands focus their marketing efforts on attracting host brands which are often consumer
brands that would take on the ingredient brand and be allowed the benefits from it while
providing compensation to the ingredient brand (Tradii 2019). Despite often appearing on ad-
vertisements with the host brand, the goal of the ingredient brand is not to share marketing
costs but to provide credibility and increase its own recognition. Ingredient brands usually
brand ingredients, like the name states, which are usually raw materials, manufactured mate-
rials, components, or parts which will eventually be embedded in or utilized with a consumer
product produced by a host brand (Kotler and Pfoertsch 2010, 17).

Ingredient brands can validate the product and increase the appeal of it. With a lot of products,
it is hard to assess how good they will be until they are actually used (e.g. shoes, food prod-
ucts) which is why ingredient brands can add a lot of value to the products and help consumers
feel confident with their purchases. (Quelch 2007.) It is rather undisputed that consumers will
agree to pay a higher price for branded goods than unbranded. Brands can offer promises
such as high quality or long-lasting functionality or brands can serve as status symbols. (Ko-
tler & Pfoertsch 2010, 1.) When customers understand the value of a specific ingredient, they
will seek out products that have them (Kotler & Pfoertsch 2010, 16). The benefits and value
that customers perceive of a specific ingredient is the most important factor for the success of
ingredient branding. However, the customers must somehow be able to see, hear or feel the
ingredient to prove its value. Ingredient branding is the way to make the often-invisible ingre-
dients into something visible. (Kotler & Pfoertsch 2010, 19.)

There are not very many ingredient brands in world that are recognized and respected glob-
ally. Gore-Tex, however, is one of them and an excellent example of an ingredient brand. The
product component or feature of Gore-Tex has become in many cases the main reason for
that product to be purchased. Having the Gore-Tex brand on a product immediately clarifies
the function and guarantee of the product. (Gore-Tex 2010.) When customers see a product
with the Gore-Tex brand they know and can trust that the product will “keep you dry” (Gore-
Tex 2010). For the sake of its own recognition and success as well as during a time of green-
washing and poor regulations on environmental claims, Company X desires to become and
ingredient brand like Gore-Tex which would guarantee products to be truly sustainable and

microplastic-free.

Ingredient branding can create a powerful partnership with a win-win situation if it is imple-
mented in a well thought through manner (Kotler & Pfoertsch 2010,1). However, ingredient

brands and their relationships with host brands must be carefully managed. A risk exists
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where the host brand may desire to copy the ingredient brand and ultimately become a com-
petitor, but this can be avoided with proper contracts, trust and positive maintenance of the
relationship between the brands (Kotler & Pfoertsch 2010, 46). It is understood that the in-
gredient brand’s brand value may eventually exceed the value of the host brand as consum-
ers seek more products made with the specific ingredient regardless of who provides the
product (Kotler & Pfoertsch 2010, 21). Another challenge that ingredient brands face is how
many host brands they should attach themselves to. More brands equal to more recognition,
profits and less risk as all the eggs are not in one basket, but because of this the exclusivity
and special value of the ingredient brand decreases. (Tradii 2019.) Through much trial and
error, Gore-Tex developed a way to work with its many host brands without competing them
against each other and diminishing their competitive advantage. Gore-Tex has limited its host
brand partners to specific applications, industries or regions to avoid them weakening each
other’s market positions. In other words, one host brand will utilize Gore-Tex’s ingredient
brand with hiking equipment and another with sailing and another with cycling and so forth.
(Kotler & Pfoertsch 2010, 22.)

To create and maintain an ingredient brand, strong and strategic brand leadership is crucially
important. To maintain their competitive edge, ingredient brands must be actively managed
through continuous innovation, networking and value chain analysis. (Kotler & Pfoertsch
2010, 269.) To succeed with an ingredient branding strategy the brand management has to
be integrated in all company functions including marketing, R&D and manufacturing (Kotler &
Pfoertsch 2010, 293). Furthermore, ingredient brands must have continuous open communi-
cation with consumers. For example, Gore-Tex regularly surveys its customers and collects
feedback. The better the trust and perceptions of consumers, the more likely it is to develop a
price premium as well. The better the ingredient brand manages its relationships and reacts

to consumer behaviors the better the price premium can be. (Kotler & Pfoertsch 2010, 295.)

2.3 Competitive Advantage

Competitive advantage refers to how companies create value for their customers that sur-
passes the value offered by competitors (Johnson, Whittington, Scholes, Angwin & Regnér
2017, 210). Michael Porter believed that companies could achieve competitive advantage
through one of two major ways: lower costs or differentiated products/services. Porter created
the Three Generic Strategies model (Figure 2.) to illustrate his ideas of three basic strategies
to gain competitive advantage. The three strategies are: cost strategy, differentiation strategy
and focus strategy. (Johnson & al. 2017, 210-211.)
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Competitive advantage
Lower cost Differentiation
Broad 1 Cost leadership 2 Differentiation
Competi- target
tive scope
Narrow 3a Cost focus 3b Differentiation focus
target

Figure 2. Porter’s Three Generic Strategies, first published in Competitive Advantage: Creat-
ing and Sustaining Superior Performance in 1985 by Michael E. Porter (Adapted from: John-
son & al. 2017, 211)

Sustainability can be a differentiator as well. As loannou and Serafeim (2019) explain: “Some
companies are creating real strategic advantage by adopting sustainability measures their
competitors can’t easily match.” Environmental needs will foster new market opportunities
that will give companies the chance to reposition themselves and gain competitive advantage
that will enhance their profits as well. CSR has also been identified as a “strategic marketing
approach for sustainability”. (Lii, Wu & Ding 2013, 15.)

Already in 1991 Porter stated: “Strict environmental regulations do not inevitably hinder com-
petitive advantage against rivals; indeed, they often enhance it” (Porter 1991, in Gupta &
Benson 2011, 122). Both reason and research indicate that sustainable practices actually
strengthen competitive advantage over time. Relative to conventional practices a strategic
push toward sustainability reduces waste, material and energy costs, secures resource sup-
plies, drives innovation, reduces risks, strengthens brands, and attracts and retains talented
workers. (Martin & Schouten 2012, 15-17.)

Ambec, Cohen, Elgie and Lanoie (2010 in Gupta & Benson 2011, 122), raise a critical view
that going if beyond government regulations and engaging in sustainable practices such as
pollution reduction were profitable then surely profit-maximizing organizations would have sig-

nificantly sought to take advantage of these practices already. This does not seem to be the
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case, however, since only a limited number of companies have sustainability as a core part of
their strategy. Perhaps a reason why these opportunities have not been seized by many is
because conventionally businesses have narrowly seen sustainability as a type of threat that
needs to be addressed or as a method to be altruistic and build up goodwill. These sustaina-
bility threats include the various climate change concerns such as resource depletion which
may impact the businesses value creation or profitability. (Lowitt 2011, 22.) Lowitt (2011,22)
explains that several companies see sustainability as a, “stakeholder imposed Gordian Knot:
become sustainable or maximize financial performance. They simply want to find ways to cut
or otherwise “deal with” the knot, then move on to other more competitive matters.” However,
focusing on both sustainability and financial performance together can be a powerful method

for company growth and competitive differentiation (Lowitt 2011, 22).

Martin and Schouten (2012, 15) argue that the primary goal of any and all marketing strate-
gies is to provide companies a competitive edge in their markets. The prosperity of these
strategies are typically measure through the generated sales revenues, market share, profits
and stock prices. The interest in sustainability keeps increasing partially due to the ethical ap-
peal of it but also more because of its economic appeal as well. (Martin & Schouten 2012,
15.) Martin and Schouten (2012, 15) continue to explain: “There are many economic reasons
for businesses to pursue environmental and social sustainability in their marketing strategies.
In the end, the reasons all come down to long term competitive advantage, and together they
make the business cases for sustainability.” Kotler and Pfoertsch (2010, 11) agree that mar-
keting and branding are the way to create differentiation and long-lasting competitive ad-
vantage. Previously, until the early 1980s, tangible resources were considered as means for
competitive advantage but now increasingly there has been a shift towards intangible re-
sources such as brand management and customer loyalty as means for differentiation and
competitive advantage (Kotler & Pfoertsch 2010, 15). According to Kotler and Pfoertsch
(2010, 150) ingredient branding is another “great way to differentiate and to maintain the

competitive advantage”.
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3 Research Methods

This section will focus on examining the methods of the conducted research. This section will
also outline the sampling and interviewee selection process as well as the general research

phases.
3.1 Research Design

A combination of qualitative and quantitative approaches was used in this research. The
questionnaire was designed to be quantitative. This research integrated qualitative and quan-
titative approaches as they encompass different types of thinking that allow the author to gain
a deeper and full understanding of the research topic overall. Single method research can
limit perspectives. (Williamson & Johanson 2018, 19.) The survey questions were mostly
straightforward simple questions starting with e.g. “what” and “how strongly” which provided
more objective and quantifiable results allowing for a quantitative approach. While the inter-
views and the open questions of the survey asked more complex questions often starting with
‘how” and “why” and in some cases “what” where it was not possible to measure and obtain

an objective result, a qualitative approach was necessary. (Williamson & Johanson 2018, 20.)

To get a holistic overview of feedback from customers, surveying them was more efficient.
Conducting in-depth interviews with 30 customers or more would not have been in the scope
of this research. Questionnaires are more effective for collecting feedback from a larger group
of individuals. Questionnaires also allow information to be compared numerically and more
objectively. Interview was used at the qualitative research method because it allows for more
detailed data collection for understanding relationships and meaning. Interviews were im-
portant to gather the full opinions and ideas of the highly selected interviewees. Using a sim-
ple survey would not have been sufficient for collecting the thoughts of Company X particu-
larly due to the limited sample size and due to the highly specialized knowledge of the inter-

viewees. Therefore, qualitative was needed instead of quantitative.

Using mixed methods in this research was more practical and allowed for more richer data
collection within the limited timeframe (Saunders & al. 2019, 182). Sequential mixed methods
research approach was used since two phases of data collection and analysis took place.
Qualitative research (interviews) was followed by quantitative research (questionnaire) to ex-
pand and elaborate findings further (Saunders & al. 2019, 182). Furthermore, the qualitative

research was important for refining the survey questions in order to collect more suitable
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data. Qualitative and quantitative elements were combined in this research in order to better

answer the research question (Saunders & al. 2019, 184).

The first phase (Phase 1) of this research focused on the interviews. The interview results
were analyzed through qualitative thematic analysis and comparative analysis. The interview
questions were designed to primarily answer 1Q1, IQ3 and 1Q4. However, some answers to
IQ2 and 1Q5 were provided especially by Interviewee C as they were also an external party
and not an official employee of Company X. The second phase of this research (Phase 2) fo-
cused on the questionnaire conducted with the customers of Company X. The Phase 1 inter-
view results were used to help create the questions for the survey. The survey was intended

to answer 1Q2, 1Q3, 1Q4 and 1Q5. The figure below (Figure 3.) outlines the research design.

Research Phase Phase 1 Phalse 2
Head of Sustainability, Current and potential cus-
R
espondent Head of Marketing and Ex- tomers of Case Company X

ternal Strategist

Interviews Questionnaire
Data Collection

Method

Qualitative thematic Quantitative statistical analysis, qualita-

Data Analysis . ; . .
analysis tive analysis for open questions

Method

Comparative analysis

[ 1Q1, 1Q3, 1Q4 } [ 1Q2, 1Q3, 1Q4,
Investigative

Questions l l
[ a5 ]

Figure 3. Research Design

Relationships to
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3.2 Population and Sampling

The interviews were conducted with three experts in different fields with internal insights and
working relationships with Company X. Interviewee A was the Chief Marketing Officer (CMO)
of Company X, Interviewee B was the Sustainability Director of Company X and Interviewee
C was an external Branding Strategist working for Company X at the time of the interviews.
Each interviewee had a major role in shaping the primary activities and future objectives of
Company X which is why they were selected as the interview samples out of the total popula-
tion of roughly 30 Company X employees. Each interviewee represented a different perspec-
tive while all still working towards the same ultimate goal of supporting Company X to suc-

ceed.

The Chief Marketing Officer (Interviewee A) was interviewed to gain an understanding of the
current marketing and branding activities of Company X in order to help develop the question-
naire questions and compare the results of the questionnaire with the interview results of. The
Sustainability Director of Company X was interviewed to get a better understanding of the
company’s unique sustainable material innovation as well as their current needs and thoughts
for collaboratively marketing their sustainable material innovation. The Sustainability Director
(Interviewee B) is overall an extremely valuable informant for the sustainability topic since
they have been an advocate for sustainability for years and have worked as an advisor as
well as a consultant on sustainability for profit- as well as non-profit organizations. These in-
terviews provided some answers to the 1Qs and provided beneficial background information
that was used to create the survey questions for the customers of Company X. Case Com-
pany X representatives were motivated to participate in the interviews is by preparing for
them thoroughly, showing them the interview questions in advance and highlighting the mu-

tual benefit that we can gain from this thesis work.

The external strategist, Interviewee C, was interviewed because he had just been in the pro-
cess of creating a new brand image for the company by renewing some of their marketing

materials, visuals and even the company logo. He knew the company well and was involved
with the creation of the ingredient branding and collaborative marketing strategy. Interviewee

C was happy to participate in an interview in order to further support Company X.

The customers of Company X were surveyed to collect general feedback and to gain their
current thoughts about collaboratively marketing with Company X. The survey was meant to

also provide insights whether the current strategic course of Company X seemed like the right
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one. The survey was intended to also help identify any areas of improvement. The customers
of Company X were encouraged to participate by explaining that they can respond anony-
mously and that this was an opportunity to truly voice their opinions to enhance their future
business and collaboration with Company X. No material or tangible rewards were provided
this time which is something that could be considered if the survey is intended to be repeated

later on with the same sample or a modified broader sample of the total population.

The types of non-probability sampling used in this thesis were purposive sampling and con-
venience sampling. Some individuals were selected as recipients for the questionnaire as
they were easily available for the researcher and were convenient from Company X's per-
spective as well (e.g. no business secret risks). However, though several respondents were
convenient most of them were also purposive as when they were selected it was expected
that they would be able to aid the research aim. In general, purposive sampling in research is
used with small samples. (Saunders & al. 2019, 321 & 324.) The questionnaire was reviewed
several times by Company X to make sure the right types of questions were asked to provide
useful insights. The recipients for the survey were selected by the author from an extensive
list of over 5 000 contacts that had to be narrowed down based on criteria established by the
company and the author. The 5 000 contacts originated from Company X’s Customer Rela-
tionship Management (CRM) system and general address book so a large portion of them
were not viable as they were not necessarily “customers” of Company X as some were sup-
pliers, journalists, investors etc. The criteria for selecting the contacts were the following: 1.)
there had to be active communication between the contact and Company X within the last 6
months, 2.) the contacts must have made a purchase or have a strong intent to make a pur-
chase soon. Once the list was narrowed down by the mentioned criteria, the sales team of
Company X still reviewed the list one more time to avoid any dissatisfaction internally and
jeopardizing customer relationships. Certain customers that met the criteria were still ex-
cluded if the sales team felt it was not an appropriate time to invite them to be a part of the

author’s research. The final list included 134 contacts.

For non-probability samples the “issue of sample size is ambiguous” and there are no clear
research rules. Therefore, it is important to consider how well the sample fulfils the research
goals, RQs and IQS. (Saunders & al. 2019. 315). In this thesis, from a research point of view
the samples size was small. Despite this, from the commissioning case company’s perspec-
tive (Company X) the results still provided beneficial insights and interesting new perspec-

tives.
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3.3 Data Collection

With interviewees A and B, a structured interview approach was used as both were asked the
same questions in the same order. These questions were also pilot tested to ensure they
would fulfil their intended purpose. (Williamson & Johanson 2018, 388). The structured inter-
view was conducted over email in English after which a phone call was held with each inter-
viewee to also allow them to share more open comments and to ensure their answers were
interpreted as intended. The email with interview questions for Interviewee A was sent on
July 14" 2020. Responses were received on July 22" and a phone conversation was held
29" of July to discuss the responses more. The email with interview questions was sent to In-
terviewee B on August 3™ 2020. Responses were provided on August 13" and a phone con-

versation was held on August 19" to further discuss the responses.

The interview with Interviewee C was conducted exclusively over the phone as this approach
was preferred by the interviewee. The interviewee took place on July 2™ 2020. Interviewee C
consented to recording the interview. The language for the interview conducted with Inter-
viewee C was Finnish. The author is bilingual and a native speaker of both English and Finn-
ish, so the translations were conducted by the author and not a licensed translator. Some hu-
man error and bias may have occurred with the translations. This interview was semi-struc-
tured as a list of questions and prompts was prepared beforehand but the intention was to fol-
low them with flexibility to ensure the interviewee could freely express themselves while also
guiding them to focus on topics relevant to the research (Williamson & Johanson 2018, 391).
Certain structure and pre-determined themes were needed to help provide comparable data
and to ensure that answers to the IQs can be gained through the interviews. It was impossi-
ble for the author to know with complete certainty what to ask in order to gain answers to 1Qs.
Therefore, room for free discussion is also necessary so that the interviewee can express
thoughts that may provide valuable information to the IQs despite not being direct answers to

the pre-determined interview questions.

The questionnaire was created over Webropol and the questionnaire was sent as an email
link to the selected sample of 134 contacts. No personal identifying data (age, gender, nation-
ality etc.) was collected from the respondents as it is irrelevant to the research aims of this
thesis and further protected the anonymity of the respondents. The email addresses were
provided by Company X from their existing address book and CRM system. The ultimate

number of respondents was 39 making the response rate 29%.
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The first email with a survey link was sent Monday October 19" 2020. The first reminder was
sent Monday the 26™ of October. The original deadline for survey completion was October
28" but at this point the number of respondents was only 32 with the total response rate of
24%. Therefore, a “last chance” reminder email was sent on October 29" announcing a 1-day

extension. This was effective as seven more respondents were gained.

It is important to note that the data collection was conducted during the global Covid-19 pan-
demic and the recipients for the survey were located in several countries with varying situa-
tions. Certain respondents had been temporarily laid off or requested to have their holidays
early. The general global situation also may have impacted the morale of the respondents
and influenced their responses as well as their likelihood of even responding. The survey was
postponed multiple times because of the global Covid-19 situation in order to maximize the
number of respondents. Still, based on their automated email responses, 15 out of 134 were

on mandatory leave or out of office when the survey was sent.

3.4 Data Analysis and Methods

A combination of deductive and inductive thematic approaches was used in order to provide
some guidance for finding the themes. Themes were identified from the collected data with
the research objectives serving as a guide for identifying the themes, but no strict framework
was followed. (Saunders & al. 2019, 579.) The thematic approach began by thoroughly going
over the data and slowly highlighting recurring concepts. While the data analysis was con-
ducted the author attempted to stay as true as possible to the viewpoints of the interviewees,
however, some room was also left for deeper and creative thinking as it is always important to
think beyond the themes and answers to understand their implications (Williamson & Johan-
son 2018, 457). It is worth to note that the thematic analysis process is not effortless or un-
problematic as some bias may have occurred due to challenges of confusion, indecision and

varying interpretations (Williamson & Johanson 2018, 457).

Following typical quantitative analysis practices, graphs were used to understand and display
the questionnaire data (Saunders & al. 2019, 581). Common bar graphs or bar charts were
primarily used to express the data and clearly differentiate significant values form one another
(Saunders & al. 2019, 583). To ensure clarity and consistency the same format of bar graphs

was used throughout this thesis where the highest value is presented at the top of the graph
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and the lowest value at the bottom with the “other” values beneath the lowest values. Qualita-
tive analysis methods were used with the open questions of the survey. Webropol’s text min-
ing tool was also used to categorize the most commonly used words in the open answers into
groups. Some bias and human error may have occurred with the word group creation and

categorization since it was done manually by the author alone.

Finally, the interviewee responses and survey results were compared with each other to pro-

vide recommendations for Company X.

4 Results

Due to this research focusing on two aspects, internal and external, or qualitative and quanti-
tative, the results have been divided in this way as well. The internal view and qualitative data

will be presented first, then the external view and quantitative data.

4.1 Qualitative Analysis and the Internal Perspective

This section will provide insights to: IQ1, IQ3, and 1Q4. Through thematic analysis the follow-
ing themes were identified: strategy, sustainability, marketing & branding, and challenges.

This section will cover Company X’s viewpoint.

411 Strategy and Objectives

Based on the interviews, strategy and goals were one of the most important topics brought up
frequently. As Company X is still a young company it is understandable that there was a lot of
discussion about the future of the company. All three interviewees indicated that the goal of
Company X and where they see Company X in the future is to set a standard for others and
act as a leader in its industry of sustainable materials. However, each interviewee described

slightly different ways to achieve this goal and different objectives.

Interviewee A wanted to increase brand awareness and brand perception. Interviewee A also
saw demand generation as an important strategy with specific objectives being the number of
leads and amount of revenue generated through these activities. Interviewee A saw that a
part of Company X’s current marketing strategy is to understand its customers better which

includes their buying preferences, price points, recycling preferences and how Company X’s
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offering matches the customer needs. Important objectives according to Interviewee A also

include content creation, content marketing, events, PR and digital media.

Interviewee B'’s list of strategic activities and objectives focused heavily on sustainable devel-
opment and development in general. Developing bio-benign materials that would reduce the
negative impacts on natural systems, while also being recyclable and competitive in terms of
functionality and costs was noted as the main strategy. Interviewee B sees that some im-
portant objectives for Company X are outside the organization itself as Company X should
more holistically participate in the total development of a circular economy with sustainable
lifestyles. Interviewee B sees that Company X has a responsibility to raise awareness, edu-
cate, provide insights to the public, meet authorities and policy makers and foster collabora-

tion between stakeholders.

While Interviewee C highlighted: “Our big goal is to make better products together that do not
ruin the world but our role in that big vision is to inspire and amplify the speed with which
large companies head towards a plastic-free world and think about the sustainability of prod-
ucts and what sustainable materials are available and that it actually is possible to use other
materials instead of plastic to make products that look good, feel good and even sound good.

If a world class brand does it, it opens doors and proves to the world that it can be done.”

It is not a surprise that the Sustainability Director had sustainability objectives and the Chief
Marketing Officer had marketing objectives but might be important to note is that they both
need each other to achieve the ultimate goal. All interviewees recognize that sustainability is
the core part of the company strategy. All interviewees also highlighted how Company X can-
not work alone and needs others to achieve its goals. As Interviewee B put it “Company X's

business model is based on partnerships & networks”.

4.1.2 Sustainability

As already alluded in the previous subchapter, sustainability was a major theme within the in-
terviews. Sustainability is integrated into every aspect of the company’s operations. Inter-

viewee B explained that sustainability is integrated within Company X’s sourcing and partner
selection processes as well and all internal policies even HR. Interviewee A commented that

sustainability is important because it is of core importance to Company X’s “mission, vision

and values and the entire business idea”.

30



Both interviewees A and B agree that one of the main unique aspects of sustainability that
Company X addresses is the issue of microplastics. In fact, Interviewee A emphasizes that
Company X’s products and material are a truly sustainable choice exactly because, “the mi-
croplastic-challenge that you can avoid by using Company X materials”. Both A and B also

mention the impact on “policy makers” is an important aspect of sustainability for Company X.

Interviewee C also did not fail to recognize the utmost importance of sustainability for Com-
pany X. Interviewee C provided insight for the unique situation of Company X when com-
pared to other ingredient brands and general green marketing. Interviewee C explains: “Typi-
cally if materials are somehow responsible or sustainable, they just tell about one specific as-
pect e.g. 30% less plastic or compostable or biodegradable and in X’s case we want to tell
these things but also give more meaning than just these claims.” This further shows how sus-
tainability for Company X and its brand is not just a temporary gimmick or one specific prod-
uct featured that they should highlight, but instead it is the heart of the company and impacts
everything they do.

4.1.3 Marketing and Branding

Adding value was brought up by each interviewee. However, some differences occurred with
how the value is added or should be added. Interviewee B believes the unique look and feel
as well as the luxurious appearance of the products made from Company X’s material give
“added value in branding”. Interviewee A, however, goes beyond the comments of Inter-
viewee B and mentions that being an ingredient brand would add value to the host brands of
B2B companies which then in turn would add more value in the eyes of consumers. Inter-
viewee C combines both comments from A and C and goes even further with their description
of added value by saying that the value is added by considering the product from the sustain-

ability point of view and not just how it performs or looks like.

Interviewee C goes on to explain that Company X differs from commonly known ingredient
brands like Teflon, Kevlar and Gore-Tex where the added value is usually something very
functional e.g. non-stick surface because in the case of Company X there is more meaning
created to the tangible or observable added value. Interviewee C states: “Yeah, it is a [biode-

gradable] material but there is also some greater idea behind it. More than just a material.” All
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interviewees agreed that Company X’s products are somehow special and unique and some-
thing that according to Interviewee C “brands should want to communicate about, and con-
sumers want”. Interviewee C believes the consumer angle will eventually become increas-
ingly important to Company X. Interviewee C continued to explain how, for example, Gore-
Tex has its own consumer fans that always seek Gore-Tex products. This could be a long-
term reality for Company X as well, where Company X’s brand could become a household

name that most people recognize.

Collaboration methods were discussed about as well especially in relation to brand building.
All interviewees again agree that different “joint” activities should take place, but the inter-
viewees listed slightly different activities. Interviewee B would like to see more joint sustaina-
bility campaigns to take place with Company X and its partners or customers while Inter-
viewee A mentioned joint marketing to be an important activity. Interviewee C indicated multi-
ple times that Company X cannot achieve its goals alone indicating that joint activities are
needed, instead of highlighting specific types of joint activities Interviewee C believed it is im-
portant to take a closer look at the types of partners Company X does joint activities with or
collaborates with. According to Interviewee C, some partners will bring in the cash needed to
get through daily operations while some partners will be less beneficial financially but more
beneficial in terms of brand and reputation building. As Interviewee C explains: “Have to think

what value and values the [collaborating] brands can give to each other.”

Reaching the hearts and minds of consumers was also a core topic brought up by all the in-
terviewees within the marketing and branding discussion topic areas. One of the joint sustain-
ability campaign examples Interviewee B highlighted was “citizen science” where consumers
would be able to “participate in the science, sustainability and product development”. It is
clear that collaboration especially in various joint activities is of vital importance for the long-

term development of Company X.

4.1.4 Challenges

Interviewee B being the Sustainability Director understandably highlighted multiple legislative
and sustainability related challenges such as regulatory changes, political tendencies, dis-
crimination towards novel materials in waste management and recycling, sustainability met-

rics, waste management systems [for materials like X material], circularity metrics, limitations
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of life-cycle assessment (LCA) analyses, official definitions to sustainability terms such “recy-
clable” and new guidance from the EU Commission. Interviewee A also mentioned that the
different regulations between EU, USA and Asia are a big challenge. Interviewee A seemed
to agree with Interviewee B at least conceptually. Interviewee B discussed the needs and
challenges of sustainability metrics while Interviewee A mentioned, “I also hope that very
soon we have capability to measure in numbers what that “standard” [in sustainability]

means”.

Interviewee A and C had common ground related to the challenges of being and becoming
and ingredient brand. Interviewee A mentioned that a challenge for Company X is identifying
and confirming the precise angle that would add most value to the host brand. It is also
equally important and challenging for Company X to define how to support the host brands
through marketing means. Interviewee C identified that another challenge is getting the cus-
tomer brands to use the marketing materials and logo of Company X and also mention the

brand of Company X somewhere on their product.

In addition to their comments about branding, Interviewee C highlighted that strategy is just
paper until it is enacted. Conscious effort and investment are required from Company X to en-
force its recently reviewed and updated strategy. Interviewee C mentions that a challenge
with the ingredient brand is that “it would be easier if the product just had a sustainability
claim on it, now the ingredient brand creates another layer in between since now the consum-
ers must understand what Company X means and represents”. According to Interviewee C,
mentioning Company X and/or its brand alone on a product will not immediately explain all of
the product features, which is a challenge while most average consumers are not aware of
Company X. Interviewee C continues to explain that it is challenging but incredibly important
for Company X to clearly define its message and vision so that it applies to all of its products
now and in the future. Essentially, Company X must define its core communication so that
room is left for future developments without leaving the definition too broad and indistinguish-
able which is not a simple task. Interviewee C reminds that for the sake of building a strong
ingredient brand it is possible to have slightly different product specific claims but the mission-

based message that the whole brand strives for should be consistent with every product.

Interviewee A brought up the pricing challenges Company X has faced. By becoming an es-
tablished brand Interviewee, A hopes that Company X will avoid always ending up in tough

price negotiations as the customers will understand and appreciate the added value Com-
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pany X’s brand will bring beside the premium price. Interviewee A points out that it is also ex-
pensive to reach consumers in order to build the brand reputation while Company X still has
limited amount of marketing investments. Interviewee C pointed out that part of the reason
Company X has and ingredient brand strategy is to provide added value with the brand since

it is know that low prices is not the way that Company X can differentiate from it competition.

4.2 Quantitative Analysis and the External Perspective

This section will express the results of the questionnaire that was sent to the 134 customers
of Company X. The data will be presented quantitatively primarily through statistical graphs.
The section will provide insights to 1Q2, IQ3 and 1Q4.

4.2.1 Introduction to Respondents

All of the respondents provided information about the company types they work for, what de-
partment they work in, the size of the company they work for, the industry they work in and

the factors that separate their companies from their competitors.

Most (36%) of the respondents of the survey represented a consumer brand company (figure
4). However, there was a good mix of other company types as well such as converters and

distributors.

Consumer brand T 36%
Converter N 20%
Distributor N 15%
Material Supplier N 5%
Retailer B 3%

Other, please specify I 21%
0% 10% 20% 30% 40%

Figure 4. Survey Respondent’s Company Types (n=39)
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The majority of the respondents worked within R&D (figure 5). Among the “other” category,
“management” was mentioned most often. Company X is young as are its business relation-
ships making it understandable that many of the customer projects are still in the R&D phase

meaning many of the contacts of tend to be in the R&D department.

Research & Development I 26%
Marketing I 15%
Sales NN 10%
Purchasing I 10%
Sustainability N 5%
Production N 5%
Quality W 3%
Supply Chain I 3%
Administration BN 3%
Other, please specify I 20%
0% 5% 10% 15% 20% 25% 30%

Figure 5. Survey Respondent’s Department or Function (n=39)

The majority (46%) of the respondents’ companies were from companies with 50 employees
or less (figure 6). However, there is a good representation of larger companies as well. This
allows for nice variety among responses and shows that different perspectives were cap-
tured.
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> 500 employees I 31%

250-500 employees I 3%
51-249 employees [T 20%
< 50 employees [ 46%

0% 10% 20% 30% 40% 50%

Figure 6. Size of Survey Respondent’'s Company (n=39)

To indicate the main focus operations and price points of the respondents’ companies, they
were asked to pick which of the descriptive phrases fit their company the best (figure 7).
Some of the “none of the above” responses included mentions like “luxurious sustainability”

and “from high luxury to fast fashion”.

We emphasize luxury and provide I 13Y%
luxurious goods °

We are a premium brand in our specific I 28
industry category °

We prioritize affordable quality in e 18%

accessible quantities

e T O g e A 269
widespread supply °

None of the above, please specify NN 15%

0% 10% 20% 30%
Figure 7. Type of Company (n=39)

Most (26%) of the respondents worked within the cosmetics industry (figure 8). This was ex-
pected given that Company X started in the cosmetics industry and still has a strong pres-
ence within cosmetics. However, there is a good mix of companies from other industries. This
again provides for more diversity and different points of view. It also indicates how Company
X’s innovation shows promise in several industries. Among the “other” category, “health” was

one of the most mentioned industry categories.
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Cosmetics N 26%
Packaging & display e 13%
Straws & Cutlery I 10%
Personal care & hygiene I 8%
Dietary supplements s 8%
Watches & jewelry s 5%
Medical & pharmaceutical I 5%
Fashion & accessories . 5%
Restaurants & cafés m 3%
Food products m 2%
Other, please specify I 15%

0% 5% 10% 15% 20% 25% 30%
Figure 8. Industry of Respondents’ Company (n=39)

Figure 9 depicts the answers to a multiple-choice question where the respondents picked one
or more different features that they saw separate their companies from their competition.
Based on their responses, Company X’s customers are very quality conscious as 64% identi-
fied their quality to be one of their main competitive advantages. Sustainability was men-
tioned as a strong second (54%) with reputation & story coming in third with 44%.

Quality M 64 %
Sustainability I 54 %
Reputation & Story I 44%
Efficiency mmmmmsssssssmm 31%
Aesthetics I 31%
Functionality s 23%
Cost-effectiveness nmmmmmm——— 21%
Price s 18%
Other, please specify mmm—— 13%

0% 10% 20% 30% 40% 50% 60% 70%

Figure 9. The Features that Separate the Respondents’ Companies from their Competition

(n=39)
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4.2.2 Customer perceptions of Company X’s marketing and collaboration

When asked about how helpful the Company X’'s marketing assets have been, the sample
boxes were considered to be most helpful (figure 10). The scale of helpfulness was from 1 to
6 with 1 being not helpful at all and 6 being very helpful. The number of respondents ranges
between 30 and 39 because it was also possible for a respondent to skip the rating of a spe-
cific asset and mark it as “have not seen or received” if they were not familiar with the asset in

question.

Sample boxes N 5,73
Technical documents e 5,55
Scientific documents N 5,51

Brochures e 5,11
Images and videos NI 5,05
Web-pages N, 4,92
1,00 2,00 3,00 4,00 5,00 6,00

Figure 10. Helpfulness of Company X’s Marketing and Communication Assets (n=30-39)
6= very helpful, 1=not helpful at all

Furthermore, 84% of the respondents reported that their experience with Company X’s cus-
tomer support and communication has been good or very good. Simultaneously, 78% of re-
spondents reported that their experience with Company X’s products or material has been

good or very good.

As figure 11 shows, the most requested type of support that the respondents and their com-
panies would like to receive from Company X was “latest sustainability news” and “technical
support”. Technical support is something Company X actively provides but perhaps there are
more ways it could be done or methods to increase customers’ access to it. Company X does
not necessarily actively share latest sustainability news but perhaps this is something they
could consider doing considering the high demand for it. It is a positive indication that when

navigating the complex world of sustainability, Company X’s customers would like to turn to
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Company X for the latest updates and information. It is clear that there is a good trust rela-
tionship between Company X and its customers. The desire for technical support also indi-

cates trust and openness among Company X and its customers.

Latest sustainability news I 59%

Technical support I 54%
Sustainability seminars hosted by
Company X
Visual assets (e.g. photos and
animations)

Educational content N 33%

I 41%
I 38%

Technical training N 23%
Sales training N 18%
Participating in events with Company X I 15%
Other, please specify I 10%
0% 10% 20% 30% 40% 50% 60% 70%

Figure 11. Desired support from Company X (n=39)

Over half of the respondents (51%) would like to collaborate with Company X in joint market-
ing activities (figure 12). This is definitely a positive when considering the ultimate ingredient
brand goals of Company X. However, there still is improvement since nearly half of the re-
spondents did not seem to have an interest in marketing collaboration.
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Joint marketing activities I 51%
Product design I 38%
Joint development and research N 36%
Co-branding with Company X I 31%
Take-back programs (recycling) N 23%

Joint consumer education N 21%

| am not sure, | would like to be consulted
about this

Other, please specify Wl 5%

B 5%

0% 10% 20% 30% 40% 50% 60%

Figure 12. Desired collaboration with Company X (n=39)
4.2.3 Sustainability Values of Customers

When asked about the importance of sustainability, 100% of respondents said sustainability
is very important or important. When asked about how sustainability is depicted in the com-
pany’s activities 72% of respondents said sustainability is included in the company strategy
(figure 13). It is excellent to see that Company X seemingly is already working with like-
minded businesses that understand the significance of sustainability.

Included in company strategy - I 72%

Actionable individual projects [N 26%

Goals that are transparently measured [N 18%

Driven by regulatory requirements [ 15%

Through the company sustainability
department A 15%

Other please specify Il 5%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Figure 13. Implementation of environmental sustainability in company function (n=39)
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As figure 14 shows, when asked about the environmentally sustainable actions that the re-
spondents’ companies promote “biodegradable raw materials or products” (74%) was picked
the most often followed by “reducing plastic” (69%) and “biobased raw materials or products”
(62%). All of these point towards Company X. What needs to be noted is that Company X
does not prefer to position its products as “biodegradable”, but this seems to be what their
customers do or desire perhaps due to a lack for a better word.

Biodegradable raw materials or products I 74%
Reducing plastic I 69%
Biobased raw materials or products I 62%
Recycling I 59%

Microplastic-free raw materials or
products

Sustainably sourced raw materials I 49%

I 56%

Industrially compostable raw materials N 36%
Investing in sustainable projects NN 31%
Resource efficiency I 23%

Renewable energy N 18%

Setting yearly or quarterly sustainability

goals N 13%
Donating to sustainable charities or funds
(0.0 WWF) — 13%

Other, please specify M 3%

0% 10% 20% 30% 40% 50% 60% 70% 80%
Figure 14. Environmentally sustainable actions promoted by the respondent’s company
(n=39)

85% of the respondents said the reason why environmental sustainability is important is be-

cause it is part of the company’s vision and/or strategy indicating that sustainability should be

one of the company’s core drivers and implemented throughout the company (figure 15).
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Regulatory influence was only picked by 10% which shows that most of the customer compa-
nies are organically motivated for environmentally sustainability and not engaging in sustaina-

ble development just because they are required to do so by regulations.

Part of company vision and/or strategy e 85%
Planning ahead for the future [N 69%
Competitive advantage and differentiation [N 62%
Consumers demand it [ 59%
Societal expectations [N 44%

Regulatory influence or pressure Il 10%

Employee pressure [ 5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Figure 15. Reasons for the importance of environmental sustainability (n=39)

4.2.4 Added Value or Benefits that Company X Provides to its Customers

98% of respondents answered that they strongly agree or agree with the following statement:
“Company X can add or already adds value to my company's products or services.” Sustaina-
bility was clearly the strongest value adding feature of Company X with 87% of respondents
mentioning it (figure 16). Following sustainability, competitive advantage and differentiation
was mentioned by 54% as one of the main ways Company X adds value to them.
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Sustainability I 87%

Competitive advantage and
differentiation

Unique look and feel N 38%

P——— 54%

Beautiful aesthetics NN 38%
Company X's reputation and story N 31%
Quality N 26%
Functionality I 23%
Other, please specify B 3%
0% 20% 40% 60% 80% 100%

Figure 16. The value adding features of Company X (n=39)

Furthermore, when asked about the stakeholder feedback the customers received when us-
ing Company X’s material or products 87% respondents indicated they have received positive

or slightly positive feedback.

When asked “Why did you choose Company X or why are you considering choosing Com-
pany X?”. The most mentioned reasons were the uniqueness, aesthetics or the story of Com-
pany X. Using Webropol's text mining tools the most commonly used words to answer this
question were categorized into groups. Out of all the different words mentioned about why
Company X was chosen the most popular answers related to the sustainability, uniqueness,

aesthetics or story of Company (figure 17). 80 unique words were used in the answers.

Unique " 27
Aesthetic I 24
Story I 20
Sustainable N 17
Other NI 12

0 5 10 15 20 25 30

Figure 17. Why the Respondent’s Companies are Choosing Company X (n=39)
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4.2.5 Customers’ Improvement Advice for Company X

The final question in the questionnaire was the optional open question: “Do you have any im-
provement advice for Company X?” 22 out of 39 total respondents decided to write answers
to this question as well. Out of the 22 responses, the most frequently mentioned area of im-
provement was price which was brought up eight times. The products and material were cited
to be too expensive or have too high prices or a price reduction was requested. New product
features (e.g., water-resistance, heat resistance, transparent material, flexible material) or ex-
pansions to the offering (more size and shape options, EU SUP Directive compliance) were
requested by five of the 22 respondents. Other notable mentions that came up at least twice
were: local production, cooperation possibilities and allowing smaller minimum order quanti-
ties. Four respondents also separately wrote that they are had no improvement suggestions

and were happy with the current situation.
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5 Discussion

This chapter combines what has been discussed in this research so far and provides conclu-
sions to the IQs and RQ. This chapter covers the key findings, recommendations for Com-
pany X, suggestions for further research, feedback from Company X, the authors learning as
well as the ethics, reliability and validity. In this section the findings based on the investiga-
tive questions will be outlined in order to answer the research question: “How can Company X

collaboratively and sustainably market its innovation?”

5.1 Key findings

Company X wants to become an ingredient brand. Company X wants to set the standard for
sustainable materials and wants consumers to seek products made with Company X’s mate-
rials. To become an ingredient brand with the recognition and reputation of e.g. Gore-Tex a
lot of time, dedication, resources and collaboration is required. It was great to see that over
half (51%) of respondents said they want to do joint marketing with Company X while 31%
also said they would like to engage in co-branding with Company X. This is a positive sign but
objectively the values could be higher or should be higher in order to help fulfil the ingredient
branding goals of Company X. However, as commented by Interviewee C, some companies
may be better as marketing partners while some will be less valuable in collaborative market-
ing and branding but instead bring in the needed profits for Company X to survive and keep
growing. Perhaps some of the respondents represent companies that would help build Com-
pany X’s brand while some may be more important for profitability. Furthermore, as indicated
by Tradii (2019), Company X should also be careful with how many host brands to connect
with in order to mitigate risks such as copying or tarnishing or devaluing the ingredient brand.
Therefore, even with the 51% of companies interested in joint marketing the relationship and
specific collaboration needs to be carefully considered and managed. Regardless, all inter-
viewees agreed joint activities should take place, so it was reinforcing to see that at good
amount of questionnaire respondents agree. Creating a brand especially an ingredient brand
that is sustainably marketed requires lots of effort not just from Company X but also from its
customers. Furthermore, if marketing is supposed to help transform the whole society to be
more sustainable then its leadership role should be recognized in its organization and market-
ing strategy should be considered as the whole businesses strategy and implemented ac-

cordingly.
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Typically, ingredient brands just have some specific functional ingredient, component, part of
feature, but with Company X it goes beyond that. The “ingredient” is sustainability, but far
more meaning is created for it than just its functional performance. There is a whole story to
learn and know for this ingredient. Rarely are the full value chains of ingredients showcased.
For example, with Gore-Tex, the functional feature of the ingredient is indisputable, but other
aspects about sourcing, end of life, especially regarding sustainability are not necessarily
considered or communicated. Knowing this, it is clear how multidimensional and complex the
sustainable marketing and ingredient branding strategies are. This makes what Company X is
doing even more unique and further emphasizes the strong need for different types of collab-
oration to share the message and increase awareness. Gore-Tex’s main selling point is that it
will “keep you dry” but minimal emphasis is put on e.g. what happens to the product when it is
discarded. Company X provides more than just the functional feature. If Company X would
not want to be an ingredient brand then the products could just be marked as e.g. micro-
plastic-free but that is not the strategy that has been selected. By adding the brand and extra
layer of difficulty is added in the short-term but in the long-term the brand adds meaning that
is far more substantial than just the functional feature of the ingredient. It is of utmost im-
portance that everyone within Company X understands this. By being an ingredient brand
Company X could provide a solution to the struggle of vague sustainability terms and green-
washing. When consumers and businesses see the Company X logo on products, they would
be able to know and trust the product is truly sustainable. The ingredient brand is also
needed to fulfil Company X’s mission of saving the world from the plastic waste problem. It is
obvious that Company X cannot do it alone and host brands are needed to adopt the ingredi-

ent into their products to actually concretely save the world.

Company X hopes to be a leader in the sustainable material industry and show how sustaina-
ble materials can bring in profits and competitive advantage to customers. Sustainability is
obviously at the core of Company X’s existence and strategy. It is also apparently important
to Company X’s customers based on the survey responses as 72% claimed sustainability
was part of the company strategy (figure 13) and 85% said sustainability is important to the
company because it is a part of the company’s strategy or vision (figure 15) while 54% also
claimed sustainability is already a feature that separates their companies from their competi-
tors (figure 9). 100% of the questionnaire respondents, Company X’s customers, said sus-
tainability is important or very important which is something Company X clearly agrees with.
Many companies claim sustainability is important to them, but few have it as a core part of
their strategy and integrated in every part of their operations. Therefore, Company X has a
great starting point with its customers for collaboration as they already have similar values
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and an understanding of importance for sustainability. However, given that sustainability was
claimed to be a part of the company strategy by 72% it was somewhat surprising to see that
only 26% of respondents claimed their companies implemented sustainability through specific
actionable projects. There was quite a big gap between these numbers which raised some
concern about how sustainability is then enforced throughout the company. Much like Frank-
lin (2009 in Manuel Pedrosa 2012, 296) explained, it is very easy and almost automatic for
companies to say sustainability is important and in their strategy despite taking very little ac-
tion for it. It is possible that some customer may be unintentionally greenwashing or engaging
in old CSR by pinning most of their sustainability responsibility on Company X without doing
much else. However, it is important to note that every company starts from somewhere. It
may be that the one and only thing some customers are doing for sustainability is using Com-
pany X’s products and material, but as long as there is continuous improvement and a holistic
understanding it is a positive start. Open communication, education and close collaboration
between Company X and its customers along with their stakeholders can help to mitigate un-

intended greenwashing and harm.

Sustainability was seen also seen as one of the main value adding factors that Company X
can provide to its customers since 87% of respondents indicated sustainability is how Com-
pany X adds value to them. This was also reflected by the desired support that the respond-
ents would like to receive from Company X as latest sustainability new were requested by
59% and sustainability seminars hosted by Company X were requested by 41%. Company
X’s customers seem to agree with Company X as well as Martin and Schouten (2012, 15)
that sustainability can provide long-term economic benefit and competitive advantage. A lot of
trust is placed into Company X by its customers especially with sustainability. In general trust
is highly important when engaging in collaborative marketing as indicated by Kotler and Arm-
strong as well (2018, 270).

38% of respondents agreed with Interviewee B that the unique look and feel of Company X’s
material and products is also what brings value. As Interviewee C expressed, since the idea
behind Company X’s unique ingredient branding strategy is to provide further meaning to sus-
tainability claims it is important to forget to consider other aspects of the product that is pro-
vided such as its appearance and functionality. Providing exceptional products that are also
sustainable should be the main focus of Company X. This very much follows the green mar-
keting ideas of lannuzzi (2018, 195) where sustainability is the norm and other product fea-
tures should be highlighted as well. Furthermore, as 64% of respondents identified quality as

the primary differentiating feature with sustainability second with 54% (figure), it is clear the
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products offered by Company X in addition to being sustainable must be of high quality as
well. If Company X’s products and material are “only” sustainable it may not be convincing
enough for customers and may not be able to provide enough additional meaning behind the

ingredient brand.

There is a great deal of challenges that must still be overcome by Company X to reach its
goals. Some of the challenges e.g. current pricing were identified by 8 survey respondents
and Interviewee A. This shows that there already is some mutual understanding in obstacles
to collaboration. Therefore, it could be possible for Company X to resolve some challenges by
working more closely with its customers as they may even have some solutions for the chal-
lenges that Company X may not have been able to think of on its own. It is understandable
that when something new is being created there will always be some adversity and risks to
take. Being a pioneer is brave and it is obvious that all the effort Company X puts in to navi-

gate the complex world of sustainability is highly appreciated by its customers.

5.2 Research Ethics, Reliability and Validity

To ensure that data would be collected ethically and confidentially, questionnaire respondents
were informed that participation was optional, they could opt out anytime and that their an-
swers will be fully anonymous. The data collected has been handled anonymously and confi-
dentially and protected by the General Data Protection Regulation without providing any infor-
mation that might reveal the personal identities of the respondents. In fact, no personal infor-
mation was even collected from the respondents as it would not be relevant to the research.
There was one questionnaire respondent who clearly works in a separate industry from eve-
ryone else. Their answers are equally valid as they have the relevant experience with the
case company to provide the answers, however, to respect their anonymity the author will not
separate the answers of this respondent or any respondent for Company X but will treat the
data as a whole to act ethically to the respondents who were promised respectful and anony-
mous treatment. The specific opinion of one respondent should not matter over the holistic

overview of the responses.

Literature was critically reviewed to avoid spreading misinformation or outdated information.
Literature that has been written by established theorists, researchers, journalists or authors
that have considerable experience and knowledge in their respective fields that they are writ-

ing about was utilized.
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To address reliability, pilot testing was conducted with few individuals before commencing full
data collection. Based on the pilot test the questions were modified, if needed, to allow for
more reliable data collection. To further address reliability, the author wrote down and kept
track of all the steps she took to increase the chances that the data collection can be re-
peated with minimal differences in results and processes. Furthermore, a method of “alter-
nate form reliability” where slightly different versions of the questionnaire were administered
to similar respondents before sharing it to the target sample was used as well to enhance reli-
ability (Williamson and Johanson 2018, 162). The administration of similar surveys allowed to
correlate the preliminary results and modify the questionnaire accordingly to ensure the ques-

tions would be understood in the intended way.

Regarding validity, the author asked for outside opinions from individuals such as peers, and
Case Company X representatives to assess the interview questions and survey questions to
help objectively determine whether they will provide answers to the determined 1Qs. Accord-
ing to Williamson and Johanson (2018, 161) there are four ways to test for validity of a ques-
tionnaire. This research utilized two of the four ways for testing for validity. This research uti-
lized face validity which “is an informal review of a questionnaire by non-experts, who assess
its clarity, comprehensibility, and appropriateness for the target-group” (Williamson & Johan-
son 2018, 161-162). Content validity was utilized as well and it included “a formal assessment
by subject experts, to determine appropriateness of content and identify any misunderstand-

ings or omissions” (Williamson & Johanson 2018, 162).

Some coverage error occurred as the “selected sampling frame is not fully representative of
the chosen population and certain segments of the population are inadvertently excluded or
under-represented” (Williamson & Johanson 2018, 162). The population selection was heav-
ily influenced by Company X and certain key respondents were also intentionally excluded.
Therefore, a sampling error occurred as well generalization should be approached cautiously
to avoid misrepresenting the broader population based on the small subset sample (William-
son & Johanson 2018, 163). As this thesis features a non-probability sample it is not possible
to exactly determine the degree of sampling error, in other words it is not possible to clearly
state to what extent the selected sample represents the broader population (Williamson & Jo-
hanson 2018, 163). Non-probability sampling typically as in this research includes “an ele-
ment of subjective judgement” which is something to be aware of when interpreting the re-

sults (Saunders & al. 2019, 315). The response rate was 29%, the lower the response rate
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the higher the non-response error and the higher the response rate the more accurate gener-
alizations of the sample (Williamson & Johanson 2018, 163). There are many reasons for
non-response, and it is difficult to pinpoint a specific reason for each individual, usually it is a
combination of factors but broadly put the busy lifestyles most modern people is a big impact
and the Covid-19 pandemic was presumed to have an impact in this case as well. Further-
more, one of the greatest challenges is to motivate respondents to complete the question-
naire. It is a possibility that the respondents were not motivated enough to participate in the
survey. (Williamson & Johanson 2018, 163.) From a research point of view the sample size
was small, however, from the case company’s perspective beneficial information and useful

insights were still provided by the questionnaire’s respondents.

5.3 Recommendations for Company X

Company X should start inside out to make sure its goals are internally understood and make
sure its strategies are implemented throughout the organization including management. The
company message and value promises must be consistently and clearly understood internally
in order to effectively communicate them externally. The core messages should not regularly
change and should be able to stand strong now and for years to come in order to create the

desired ingredient brand reputation.

If becoming the Gore-Tex of sustainable materials is the ultimate goal for Company X it would
not hurt to remind everyone internally. Furthermore, it is essential for Company X to fully rec-
ognize that the ingredient brand strategy is not just a marketing strategy but a company strat-
egy that should be understood by all. Just like ingredient branding, sustainable marketing is
also not “just” a marketing strategy but something that should be comprehended and imple-
mented throughout the company. Therefore, it is important to align goals internally to make
sure everyone is working towards the same ultimate targets. Of course, each department has
separate objectives as indicated in interviews with Interviewee A and Interviewee B, however
it would be strongly recommended for Company X to regularly remind the whole organization
of the big picture and long-term end goal of being an ingredient brand, the Gore-Tex of sus-
tainability. Just like Interviewee C said, strategy is just a piece of paper until it is actually im-

plemented.
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Furthermore, becoming a sustainable ingredient brand requires collaboration. It is important
for Company X to never lose touch with its customers and be open to constant communica-
tion. Company X could consider collecting feedback more regularly thought surveys or other
means to ensure it fulfils the high expectations and truly provides the perceived added value
of sustainability, quality and competitive advantage to its customers. Company X should

make sure that customer needs are regularly checked, updated and addressed.

Company X must make sure what it communicates is in-line with what their customers are
asking for. Furthermore, if Company X has a specific and preferred way of communicating
about its innovation it should be fully understood by the customers as well in order to make
sure the customers communicate accurately to the consumers. For instance, if Company X
calls its innovation “microplastic-free” while its customers simply call it “biodegradable” it
would be vital for Company X to understand why customers use their preferred terminology
instead of what Company X recommends. Perhaps providing the latest sustainability news
that customers requested could also help to address any communication gaps. If the termi-
nology used by Company X and its customers differ when talking about the same innovation,
it can get very complicated for the end consumers and further amplify the green fatigue and
greenphobia which can hinder the formation of a recognizable household name. It may be
valuable for Company X to conduct further research with its customers about how exactly

they communicate about Company X’s innovation to their end-customers and/or consumers.

Interviewee A mentioned that a challenge is having price as an issue and the majority of the
questionnaire respondents mentioned that price is an area of improvement for Company X.
Some disconnect exists here. Either the respondents do not see past the price and under-
stand the total value provided by the company or the company should re-evaluate their pric-
ing. Perhaps a combination of both. It is known that environmentally friendly products do typi-
cally cost more than their traditional alternatives. It was a surprising disconnect as well that
majority of the questionnaire respondents mentioned that sustainability is one of their own
competitive advantage which should mean they have some deeper perspective to the price
issue. However, it could be that some of the respondents despite having sustainability as one
of their competitive advantages are still not yet as deeply involved in it or do not have it thor-
oughly implemented throughout their company. Furthermore, majority of the respondents
(87%) stated that Company X brings value to them through the sustainability aspect. Perhaps
this alone is the competitive advantage for some or perhaps for some Company X is the only

way they engage in sustainability for now. Over half of the respondents (51%) said they
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would like to engage in joint marketing activities. This joint marketing could be joint sustaina-
bility marketing which could potentially open respondents’ eyes more to a comprehensive

overview of sustainability.

Despite the respondents to the questionnaire being vetted by the whole sales team of Com-
pany X the response rate and engagement was low. Perhaps the impact of Covid-19 was
more significant than expected. It could be worthwhile for Company X to re-send the ques-
tionnaire to the same respondents and more later-on especially once Covid-19 does not have
as big of an impact. Furthermore, it may be beneficial to send the survey to other customers
that were previously not on the list of contacts to collect some comparative data. Since con-
ducting the survey, Company X has undergone a visual brand transformation. The communi-
cation has also been clarified and simplified so it would be even more valuable to collect fur-
ther customer feedback and compare the answers to those that were collected within this re-
search. Company X could also conduct or commission research to collect consumers insights
about its innovation as well. Capturing and understanding the consumer perspective would
also be highly valuable for becoming an ingredient brand, a household name. Furthermore,
since Company X was still a smaller company during the time of this research it did not have
very much market power which may have impacted its cobranding relationships and how its
customers viewed the marketing collaboration opportunities. In the long run it would be bene-
ficial investigate and keep track of how Company X’s collaborative marketing dynamics
change and develop when it has more or less market power and brand recognition than its
host brand(s).

5.4 Suggestions for Further Research

As this thesis focused more on B2B relationships and perspectives, it would be valuable to
conduct further research on the consumer perspectives about sustainable marketing and
about Company X’s products overall. It would be interesting to examine the extent of the im-

pact of greenwashing and greenphobia especially when considering Company X’s innovation.

Since this thesis focuses on a company that has built its business around sustainability and is
not just doing the bare minimum to meet regulations it would be interesting to conduct further
research on the environmental regulations and their impact on businesses as a whole.

Clearly there are companies that are motivated to stay ahead and go beyond regulations, but
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the exact methods and motivators for how this is done should further be examined without
forgetting to consider the perspectives of organizations that do not act in this way. There are
not many companies that have thoroughly implemented sustainability throughout their busi-
ness strategy and operations. Therefore, this has been a limitation of this research but is also

something that should be researched more in the future.

The sample size of this thesis was small so it would be recommended to build upon the re-
search of this thesis and go deeper into the B2B perspective by collecting more data. Com-
pany X on its own or through another commissioned work could conduct in depth interviews
with their customers and partners, and also distribute the questionnaire to a larger sample.
Then it would be possible to further compare and contrast to this research and potentially pro-

vide more insights on collaborative and sustainable marketing of Company X’s innovation.

Brand relationships and ingredient branding are complicated. Only a few companies have
been able to become globally recognized ingredient brands. Therefore, conducting deeper
research about these different companies (e.g. Gore-Tex, Kevlar etc.) to gain more insights
on the exact methods, goals and objectives the companies had to get where they are today.
Most often, no one size fits all strategies exist, but perhaps more patterns or common prac-

tices could be identified.

This research focused on sustainable marketing as an overall concept, therefore, it would be
valuable further expand on the methods of sustainable marketing. Collaborative marketing
could also be further expanded especially regarding the outcomes of different types of collab-
orative relationships and their outcomes. This research elaborated on the concepts and pro-
vided insights for why companies engage in these collaborative activities but did not dive
deeper into how the collaboration was done and what concrete outcomes there were. Fur-
thermore, it would be valuable to examine the differences in collaborative marketing including

co-branding between B2C and B2B businesses.

Consumer purchase behaviors and decision-making theories should be further research with
respect to green marketing and the concepts of greenphobia, green fatigue and the Green
Gap. In general, the consumer perspectives on sustainability would be valuable to expand

upon.
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5.5 Commissioning Company Feedback

Two phone conversations were held with separate Company X representatives. The first call
was held on Tuesday May 4" 2021 with the Chief Marketing Officer or Interviewee A. As In-
terviewee A was involved at the very beginning of this research it was highly valuable to col-
lect feedback from him about the overall research and results. The second phone call was
held on Thursday May 6™ 2021 with a member of the Sales Team. This sales representative
was involved with the original sample selection making it extremely interesting to hear their
feedback. Most of the phone conversations focused on the results of the questionnaire. The
questionnaire results were particularly interesting as Company X had not conducted this type
of research before with its customers. Overall, the feedback given by the commissioning com-

pany to the author about this research was positive and lead to a lot of insightful discussion.

Both Interviewee A and the sales representative were happy to see a good mix of companies
both small and large from a variety of industries not only cosmetics. Interviewee A was also
very pleased to see that there were companies who focused on luxury and companies who

focused on high volumes (figure 7).

Interviewee A expressed their appreciation to the author for the theory provided especially
about ingredient branding. Given that the ingredient brand concept is not as well-know or
widely implemented, Interviewee A felt it was covered very well in this research and was ben-
eficial for increasing the understanding of the concept even within Company X. Next, Inter-
viewee A quickly pointed out how figure 9 “The Features that Separate the Respondents’
Companies from their Competition” and figure 16 “The value adding features of Company X”
were very in-line. Interviewee A mentioned how it was flattering and positive to see that what
the customers valued in themselves is something they saw to be valuable in Company X too,
it shows they know what they are talking about and know what they are looking for. Sustaina-
bility as number one value adding feature was obvious to Interviewee A, but it was great to
see the ones that came after sustainability (competitive advantage and differentiation, unique
look and feel & beautiful aesthetics) as they provide support for the strategic decisions that
have been made. The very positive rating of the assets also proved what a strong base and
context has been created for the product. Company X needs to make sure all of its products
now and in the future consistently match the expectations and provide the perceived value.
Interviewee A believes this especially is something it would not hurt to remind everyone in the

company of.
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Interviewee A pointed out how this research did not focus as much on collecting customers’
feedback about Company X’s products specifically. The research seemed to be more focused
on the perceptions of the company overall. Based on the survey the customers perceive
Company X to be very sustainable and high quality with a unique and beautiful product. Com-
pany X can add value to the customers or the host brands that they cannot create them-
selves. Interviewee A felt this was a nice proof of what is working and what should not be for-
gotten to be prioritized. This also emphasizes how Company X must uncompromisingly meet
these perceptions and expectations with the actual product. This showed that there is very
little room for slip-ups particularly when the current brand image was even seen as a value
adding feature of Company X. Because the survey did not cover the products in high detail,
Interviewee A was considering the survey could eventually be repeated especially product
specifically and/or industry specifically to see how Company X performs in each defined cate-

gory. More in-depth interviews could be conducted with customers as well.

Since the desire for “latest sustainability news” was so high (figure 11), Interviewee A immedi-
ately felt these news should now be added to the company’s monthly newsletter. Similarly,
since technical support was also so highly demanded each newsletter should mention the
availability of technical support or the accessibility to the technical support people of the com-
pany could be enhanced. Interviewee A was already actively thinking of ideas how to address

the needs and wants of the customers.

Seeing that 51% of the survey respondents wanted to collaborate in joint marketing (figure
12) was a big but positive surprise to Interviewee A. Interviewee A explained that in their point
of view most companies engage in joint marketing when they already have strong business
relationship and higher sales volumes not so much in the early stages. Given that Company
X is young and many of its customer relationships are fairly new, it means that the customers
see Company X as a springboard for achieving their sustainability goals which is something
they want to highlight through joint marketing, or they already see some genuine value in joint

marketing overall.

According to Interviewee A, it was very valuable to see which environmental sustainability ac-

tivities the customers’ companies supported. It helps to identify as well what types of features

and activities Company X should promote about itself to appeal to the customers. An appar-

ent challenge of course is the fact that the customers seemingly seek biodegradable products

and material, but Company X does not prefer to position its product and materials as biode-

gradable due to the varying interpretations, definitions and regulations in different countries.
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Interviewee A invited the author to join one of the next leadership team meetings to present

the results of the research in detail.

The sales representative said there were no major surprises with the types of companies and
representative departments. They were expecting cosmetics to be the largest category and
they were right, in fact they thought cosmetics would have had an even higher share. The
sales representative felt there was some lack of clarity with how the customers see sustaina-
bility already as their competitive advantage. The sales representative wondered do the cus-
tomers already see themselves to be very sustainable without Company X, or do they see
themselves to be sustainable because of Company X or do they see that Company X just
strengthens their already existing sustainable competitive advantage and solidifies their
unique market position. The sales representative felt it was good to know 72% say sustaina-
bility is in the strategy but wanted to know better how it is a part of the customers’ companies’
strategy. The sales representative felt it would be interesting to deep dive into this topic with
some customers to get a better understanding of their sustainable strategy. Regardless, the

sales representative felt it was important to see sustainability so pivotal.

Regarding the high demand for “latest sustainability news” (figure 11), the sales representa-
tive said it was very reinforcing to see that Company X is considered to be a reliable source
for sustainable news and that its customers trust it to convey the information to them. How-
ever, the sales representative felt Company X needs to tread carefully with this and make
sure any new information or e.g. regulatory changes are research in great detail and com-
pletely understood before sharing forward in order to avoid sharing incorrect information and
increasing misunderstanding. The sales representative highlighted how great credibility also

leads to great accountability.

The 51% desire for joint marketing (figure 12) was interesting because if certain customers
see that Company X provides them with a competitive advantage, then they may be less
likely to want to do joint marketing as then they worry they may let their competitors know
their “secret” which could lead them lose their competitive advantage if the competitors switch
to Company X material as well. It is challenging because Company X wants to have more
brands using their products and materials while co-branding or joint marketing to share Com-

pany X’s message and increasing the brand awareness.
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The sales representative said it would be good to do this survey again at some point and add
some more questions that go deeper into Company X’s value adding features e.g. micro-
plastic-free to learn more about how the customers truly perceive and understand these as-
pects. Similarly, the sales representative agreed with the authors recommendations and felt it
could also be interesting to do a comparative study of Company X and its competitors to bet-
ter capture how do the customers and consumers view the differences, advantages and dis-
advantages. This study could or should include competitors that provide products made from
conventional materials as well and not just other sustainable material competitors. Further-
more, the sales representative claimed it would be interesting to know in more detail what

features do customers notice and value e.g. is microplastic-free something they look for.

5.6 Reflections on Own Learning

Through this research the author was able to develop herself significantly in many different
ways. The author has a passion for sustainability and marketing which was one of the primary
reasons for this research topic. Through this research the author has been able to further am-
plify her passion and increase her knowledge. The author has gained a deeper understanding
of sustainable marketing and collaborative marketing including ingredient branding. The au-
thor is thankful for the connections made through this research with the interviewees. It has
been valuable to learn about the developments of Company X and understand the reasoning
behind some of their strategic choices. The author has a huge appreciation and deep respect

for what Company X is doing for the world with their sustainable material and practices.

Prioritization and time management skills are something the author could further develop on.
It was admittedly challenging to work full-time and conduct research simultaneously espe-
cially during the Covid-19 pandemic. The author had to adjust to new working methods and
had to find ways to get past certain new obstacles such as libraries being closed among oth-
ers. The author was definitely able to enhance her creativity and problem-solving skills in or-
der to advance with the research. Admittedly, the research could have been conducted faster
but arguably the end results may then have differed. Furthermore, by being able to collabo-
rate with Company X over the course of several months the author was able to increase her
own understanding of Company X’s business and industry to also expand her own knowledge
about sustainable marketing overall. It has been incredibly vibrant and fascinating work

closely with a company like Company X. Considering the author’s future career aspirations, it
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has been extremely valuable to enhance knowledge in marketing and especially in sustaina-

ble marketing given the increasing importance of sustainable business practices.

At times it was difficult to proceed with the research in a way that would be equally beneficial
for the author, Haaga-Helia and Company X. Through this, the author certainly was able en-
hance her critical thinking abilities and perseverance in order to effectively guide the research
forward through compromises and minimal sacrifices by any of the involved parties. Negotia-
tion skills were enhanced as well especially when defining the scope of this research. Fur-
thermore, with a topic as dynamic and complicated as sustainably it is easy to get lost and
lose focus. Even in this research the author was inclined to add more information related to
sustainable development overall, but this was beyond the scope of this thesis. Occasionally it
was challenging to maintain the focus on sustainable marketing without diverting to sustaina-

ble development as a whole.

The author has been able to develop her research skills significantly and increased her un-
derstanding of research methods and types. This research also creates a solid foundation for
future research and academic aspirations. The author feels far more confident in conducting
research now than what she did in the beginning of the thesis process. She has been able to
learn more systematic ways for reviewing literature and data. In fact, if the author would do
this research again, she would be able to process data more efficiently and would most likely
slightly alter her research methods. If the author would re-do the research now, she would
most likely conduct some in-depth qualitative interviews right away with Company X’s cus-
tomers to gain more answers to the “how” and “why” questions such as “how is sustainability
implemented in company strategy?” This would have allowed the author to provide even

more detailed insights for Company X and the research overall.

The author would like to express her gratitude to the interviewees (A, B and C) as well as her
thesis advisor for the support given throughout this research. It has been a great joy and privi-
lege to receive insights from individuals that are such esteemed experts in their fields. The
author learned a lot of valuable information from these individuals that was beneficial for this
research but also will be beneficial for the author in the long run as she continues to build her

own professional and academic experience.
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Appendices

Appendix 1. Interview Questions for Interviewee A and B

Company

1. Where do you see Company X in 5 years?

2. Currently, what are Company X’s most important objectives in marketing (Interviewee
A), in sustainability (Interviewee B), and overall? How will these objectives be
reached?

3. What are Company X’s greatest challenges in marketing (Interviewee A), in sustaina-
bility (Interviewee B), and overall?

4. How does Company X pick which companies it works with? (Customers, subcontrac-
tors, investors, suppliers)

5. Interviewee A only:

a. Why was an ingredient brand approach selected for Company X?

b. How do you define an ingredient brand?

c. What are Company X's greatest challenges with ingredient branding?
Market

1. Who are Company X's key competitors and how does Company X differentiate from
them?

2. What value does Company X bring to other brands and their products?

a. Why would a company want to do joint marketing / co-branding with Company
X? (Interviewee A only)

3. How does Company X support its customers? (What has been effective what has
not?)

4. How can Company X collaboratively communicate with brands to end-users/consum-
ers?

5. What kind of current or future collaboration would you like to see Company X do with

its customers/partners?

Sustainability

1.
2.
3.

Why and how is sustainability important to Company X?
What makes Company X "a truly sustainable choice"?
What kind of role does Company X have in shaping future sustainability expecta-

tions/demands/criteria?
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Appendix 2. Interview Guide for Interviewee C

1. Why did you select the ingredient brand approach for Company X?
a. Why did you think it was a good strategy for Company X at this point?
b. How can an ingredient brand status be gained and earned?
How was Company X’s role in saving the world from plastic waste redefined?
| heard you originally resisted the ingredient brand approach for Company X, could
you elaborate why and what were the challenges or concerns that you had?
4. What are the greatest challenges for Company X with ingredient branding and their
new strategy?
5. What kind of information, feedback or collaboration does Company X need from its

customers or partners to reach its goals and build and ingredient brand?
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Appendix 3. Customer Questionnaire

1. In which function or department do you, as the respondent, work in? Please choose
one. *

Administration

Marketing

Production

Purchasing

Research & Development
Sales

Supply Chain
Sustainability

Quality

Other, please specify

2. What company type do you represent? Please choose one. *

Consumer brand
Converter
Design Agency
Distributor
Material Supplier

Retailer
Other, please specify
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3. What is the size of the company you represent? Please choose one. *

> 500 employees

250-500 employees
51-249 employees

< 50 employees

Prefer not to say

4. What describes your company the best? Please choose one. *

We emphasize luxury and provide luxurious goods
We are a premium brand in our specific industry category

We prioritize affordable quality in accessible quantities

We focus on high volumes and widespread supply
None of the above, please specify

5. What industry does the company you represent primarily operate in? Please choose
one. *

Cosmetics

Dietary supplements

Fashion & accessories
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Food products
Household goods
Hospitality & tourism
Medical & pharmaceutical
Packaging & display
Personal care & hygiene

Restaurants & cafés

OO OO0 000

Straws & Cutlery

() Watches & jewelry

O Other, please specify

6. What separates your company from its competitors? Please choose one or more.
Aesthetics

Cost-effectiveness

Efficiency

Functionality

Price

Reputation & Story

Sustainability

Quality

Other, please specify

O OOonodnn
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7. How important is environmental sustainability to the company you represent? Please choose one. *
Very important

Important

Somewhat important

Neutral

Somewhat not important
Not important

Not important at all

8. How is environmental sustainability implemented in your company's functions? Please choose one or
more. *

Included in company strategy

Actionable individual projects

Goals that are transparently measured

Driven by regulatory requirements

Through the company sustainability department

Other please specify

9. What environmentally sustainable actions does your company promote? Please choose one or more.*

Biodegradable raw materials or products

Biobased raw materials or products

Donating to sustainable charities or funds (e.g. WWF)
Industrially compostable raw materials

Investing in sustainable projects
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Microplastic-free raw materials or products
Recycling

Reducing plastic

Renewable energy

Resource efficiency

Setting yearly or quarterly sustainability goals

Sustainably sourced raw materials

Other, please specify

10. Why is environmental sustainability important to your company? Please choose one or more.

*

Competitive advantage and differentiation
Consumers demand it

Employee pressure

Part of company vision and/or strategy
Planning ahead for the future

Regulatory influence or pressure

Societal expectations

Other, please specify

11. Does your company currently use Company X’s material in its manufacturing or within its products
and/or services? Please choose one. *

Yes, and we will continue using
Yes, and we may keep using

Yes, but we do not want to use

No, but we want to use
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No, but we may want to use

No, and we do not want to use

12. How strongly do you agree with the following statement: Company X can add or already addsvalue to
my company's products or services. Please choose one. *

Strongly agree
Agree

Slightly agree
Slightly disagree
Disagree

Strongly disagree

13. Through which aspects could or does Company X add value to your company's products and/orser-
vices? Please choose one or more. *

Beautiful aesthetics

Competitive advantage and differentiation
Functionality

Quality

Company X's reputation and story
Sustainability

Unique look and feel

Other, please specify
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14. What kind of feedback have you received from your stakeholders (e.g. customers or partners)about
using Company X? Please choose one. *

O Positive

O Slightly positive

Neutral
Slightly negative

Negative

ONONOR@.

Have not received any feedback

15. How helpful have Company X’s assets been to you? Please rate all.

Image of Company X’s assets.

This image has been removed for confi-
dentiality reasons. It was included as in-
tended in the survey sent to the custom-

ers.

Have not
Very Slightly Slightly Very seen or
helpful Helpful helpful unhelpful  Unhelpful  unhelpful  received

Brochures

Images and videos
Sample boxes
Scientific documents

Technical documents

O0000O0
O0O000O0
O0000O0
O0O000O0
OO0O00O00O0
O0O00O00O0
OO0O00O00O0

Web-pages
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16. What has your company's experience been like with Company X's customer support and communica-
tion? Please choose one. *

Very good
Good

Somewhat good

Neutral

Somewhat bad
Bad

Very bad

17. What has your company's experience been like with Company X’s products or material? Please
choose one.*

Very good

Good
Somewhat good
Neutral
Somewhat bad
Bad

Very bad

No experience yet
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18. What kind of support would your company like to receive from Company X? Please choose one or
more. *

Educational content

Latest sustainability news

Participating in events with Company X

Sales training

Sustainability seminars hosted by Company X
Technical support

Technical training

Visual assets (e.g. photos and animations)

| am not sure, | would like to be consulted about this

Other, please specify

19. What kind of collaboration would your company like to do with Company X? Please choose oneor
more. *

Joint marketing activities

Co-branding with Company X

Joint development and research

Product design

Joint consumer education

Take-back programs (recycling)

| am not sure, | would like to be consulted about this

Other, please specify
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20. Why did you choose Company X or why are you considering choosing Company X? Please describe.

21. Do you have any improvement advice for Company X? Please describe.
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Appendix 4. Email Response from a Gore-Tex Representative

Thu 4,
To: Sutton Miranda

-—@wmre-com» B 6 o >

Dear Miranda,

Thank you for your interest in W. L. Gore & Associates. Due to the large volume of requests we receive from individuals locking to learn more about our culture and structure,
unfortunately, we do not have the resources to accommodate these requests. We do have a list of reading resources on our company website that we hope you will find
helpful: hitp://www.gore.com/en_xx/aboutus/fastfacts/read_about_gore.html

You may also be interested in checking out the presentation that our former CEO Terri Kelly gave to the MIT school of management: http://techtv. mit edu/videos/16462-
nurturing-a-vibrani-culture-to-drive-innovation

Here is also some information material available to download in pdf format:
hitps //www.gore com/news-events/press-materials/enterprise-press-kit

In addition, attached is a video from Chemical Heritage Foundation’s - "Scientists You Must Know" segment featuring Bob Gore: https://www youtube com/watch?
v=H_MhOWQpEws

Thanks again for contacting us and we hope these resources are helpful

Kind regards,

Brand Experience Center, Administrative Support
@wlgore.com

W. L. Gore & Associates
Together, improving life
1901 Barksdale Road
Newark, DE 19711

United States

gore.com
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