
 

 

 

 

 

 

Why we need to think 
about waste in marketing

1 

Digital technology contributes to 4% of global greenhouse emissions, double that of 
the global aviation industry. 

Marketing professionals in the sustainability sector must therefore build customer 
outreach strategies that maximise the value of their digital carbon footprints. 

Avoiding waste in digital marketing is about delivering sustainable business growth. 
Growth that not only delivers profit with excellent return on investment, but also 
delivers for people and planet. 

As we seek to "build back better" and ensure marketing contributes to a green 
economic recovery, this approach is more important than ever. 

Integrate these 10 steps into your content marketing strategy to ensure you’re avoiding 
waste and maximising value. 

Ruth 
Founder and Director, Sustainable Results Lab 

https://sustainableresultslab.com/contact/
https://sustainableresultslab.com/2020/02/05/digital-carbon-footprints-worse-than-flying/
https://sustainableresultslab.com/2020/02/05/digital-carbon-footprints-worse-than-flying/


 

 

    

 

    

 

 

  

  

  

 

10 ways to avoid waste 
in your content 
marketing

Maximise return on investment and make a difference by following these research-informed steps: 

1. Start with why 

Research shows that the most successful sustainable businesses articulate a clear 
purpose. This influences everything they do. Content marketing that focuses on your 
why - the reason you exist – is much more powerful and effective than content that’s 
feature-led. 

2. Use data for good 

Adding true value means really knowing your audience. Research their needs. 
Measure and test everything you do, constantly improving what you do. 

It can be tempting to skimp on research and data, especially if you’ve been working 
with the same audience for a while. 

But regularly interrogating your data ensures you are maximising the value of what 
you do, and therefore avoiding wasteful content. 

3. Focus on problems as well as personas 

Personas alone are not enough. Developing valuable content relies on an in depth 
understanding of your customers’ needs. 

Research by the Sustainable Results Lab showed that marketing professionals who 
focus on sustainability can find this particularly challenging. Many reported a tension 
between their personal desire to tackle climate change, and customers whose main 
concern is financial return. 

Customer problem statements help you focus on what really matters to your 
audience. 

Could your content 
Contact the Sustainable Results Lab for your free, research-backed be less wasteful? engagement audit to see how you could improve lead generation. 

https://sustainableresultslab.com/contact/
https://www.accenture.com/gb-en/company-news-release-strategy-gcpr-2018-uk
https://sustainableresultslab.com/2020/01/27/what-is-sustainable-marketing/


 
 

 

 
  

 
 

 

 

 

 

 

 

 

 

 

 

 

 

A technique borrowed from product development best practice, customer problem 
statements help you to create content that addresses fears and frustrations. 

Following this process gives you the confidence that you’re maximising 
engagement for each piece of content. This in turn reduces waste. 

4. Create reusable assets 

Rather than ad hoc blogs, focus on creating reusable assets such as lead 
generation tools and automated email series to nurture leads. 

Article-specific lead generation tools such as templates, guides and how tos are 
particularly effective. They enable you to maximise engagement value because 
you’re providing valuable advice at the moment someone is thinking about the issue. 

Personalising your content for different audience segments adds yet more value. 

Reusable assets are also scalable – enabling you to reach and engage more people 
without constantly creating new content. 

Don't forget to reuse and recycle old 
content either.

Look at your data – are there some high performing articles that consistently do 

well? Can you update or repurpose them? If it’s a popular topic, can you try a new 

treatment such as video or data visualisation to increase engagement further? 

5. Don't waste a headline 

We see too many wasteful headlines and email subject lines from businesses in the 

environmental and sustainability sectors. 

“Update”, “welcome”, “weekly newsletter” are ok, but there’s a risk that time-poor 
professionals won’t prioritise clicking to find out more as they are too generic. 

Headlines that create an emotional response such as fear of missing out or “I didn’t 
know that”, are much more likely to be opened. 

Could your content 
Contact the Sustainable Results Lab for your free, research-backed be less wasteful? engagement audit to see how you could improve lead generation. 

https://sustainableresultslab.com/contact/


   
 

 
 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

6. Make your brand the guide, not the hero 

At the Sustainable Results Lab we use Storybrand techniques to clarify your 
messages so customers will listen. 

Using the seven elements of great storytelling to grow your business; it’s a 
brilliant system for communicating complexity and engaging customers. 

Positioning your target audience as Luke Skywalker – the hero of your story – is 
vital. Your brand becomes Yoda – the trusted guide who equips Luke to win the 
battle. 

7. Add some science 

While great storytelling transforms content, using insights from the behavioural 
sciences makes your marketing even less wasteful by improving response rates. 

The guiding principle is making it easy for potential customers to do what you 
want them to. 

From compelling calls to action, to removing webpage clutter, there’s a myriad of 
small things that make a big difference. 

8. Engage emotions 

Neuroscientists have shown that “95% of all thoughts, emotions and 
learning occur before we are aware of it”. 

When it comes to making decisions, rational, conscious cognitive processes have 
a surprisingly small influence. 

This should have a big impact on how we communicate with customers. 

While factual details will help your 
customer’s logical brain justify the 
decision, marketers need to focus
on appealing to buyers’ emotions 
and unconscious needs.

This holds true for B2B marketing just as much as B2C. In fact, the 
more complex and technical your offering the more important it is to 
focus on buyers’ emotional drivers. 

Could your content 
Contact the Sustainable Results Lab for your free, research-backed be less wasteful? engagement audit to see how you could improve lead generation. 

https://sustainableresultslab.com/contact/
https://buildingastorybrand.com/
https://www.abebooks.com/9781578518265/Customers-Think-Essential-Insights-Mind-1578518261/plp
https://www.abebooks.com/9781578518265/Customers-Think-Essential-Insights-Mind-1578518261/plp


   

 

 

  

 

 

9. Ensure you appeal to different learning styles 

Did you know that there are seven different learning styles? 

Visual, auditory, physical, verbal, logical, social and solitary. 

At the Sustainable Results Lab, we see engagement rates more than double when 
you apply this learning and take a multi-media approach to content. 

10. Use cutting-edge technology 

While we need to be mindful of digital technology’s carbon footprint, we still need 
to embrace the latest tools and techniques. 

Automating how you distribute content, through email series to nurture leads, for 
example, is a brilliant way of developing a sustainable pipeline of new customers. 
You’re also building reusable, scalable assets. 

Could your content 
Contact the Sustainable Results Lab for your free, research-backed be less wasteful? engagement audit to see how you could improve lead generation. 



 

 

 

 

  

 

 

Could your content 
be less wasteful?

The Sustainable Results Lab helps environmental businesses grow sustainably. We 
collaborate with you to transform your marketing and sales to increase customer numbers. 

Mindful of our digital carbon footprint, we work with you to avoid waste in marketing and 
deliver evidence-backed growth. 

To see if your content could be working harder for your business, send us a link to your 
website, and we'll conduct a free audit. 

Using our research database, we will: 

• Give you evidence-backed tips on how to improve engagement with your audience

• Make suggestions on how to improve quality lead generation and conversions

Email ruth@sustainableresultslab.com to get started. 

Together we can build a low carbon future one customer at a time. 

PS. There’s no obligation to work with us after that, it’s up to you. 

Find out more at
sustainableresultslab.com 

https://sustainableresultslab.com/contact/
https://sustainableresultslab.com
mailto:ruth@sustainableresultslab.com
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