
Tell your 
environmental 
story

Showcasing what you’re doing to help the environment 
is a good way to win f riends and influence people – 
whether they ’re customers,  investors,  funders  
or employers. 

Post-Covid,  this may apply more than ever: 

>  Many forecasters are predicting that consumers
wil l  put a higher value on ‘green’ business,  waste
reduction and ethical consumption.

>  Strong environmental credentials may also help win
new business,  contracts,  funding and investment.

There are many different (and simple) ways to tel l  
your environmental story,  but do keep it  real .  People 
are increasingly quick to spot ‘greenwash’.
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Control  
the narrative 
Remember the ‘Blue Planet’  effect? When a single  
episode of a TV series put plastic pollution at the top  
of the global environmental agenda.

Surges in consumer and media interest in specif ic 
environmental issues are good news but can also distract 
f rom other environmental challenges or solutions.  Your 
customers may be asking about your plastics usage, but 
overlooking your other good initiatives or asking the  
wrong question.

What can you do about this? 

Get your own  stories and environmental successes out there. 
For example,  through:

> social  media

> case studies tel l ing what you’ve done

> outreach with schools or communities 

> awards entries

> PR and other communications

Become an influencer!
Your sphere of influence is probably wider than you think. 

I f  you want to tel l  people about environmental issues or 
solutions,  or correct myths or misconceptions,  there are 
lots of people to start talking to,  and most of them are 
easi ly reached:

    Your workforce – make them environmental 
champions too.

    Your suppliers – i f  you have buying power,  try  
to use this for good or collaborate both upstream  
and downstream to bring about change.

    Media – help journalists f ind good stories and  
get their facts right .

    Your family – your children and other young  
relatives have the power to change the world.

    Schools and colleges – use outreach and work 
experience to influence and inform the next 
generation of environmental influencers.

    Your customers – talk to them via packaging, 
marketing and social  media.
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Connect to  
the bigger picture
I f  we mention the UN Sustainable 
Development Goals (SDGs),  you may think 
they ’re nothing to do with you. But you’d 
be wrong.

Among the 17 challenges are steps you 
are already taking or that you could easi ly 
do.  Goal 12 ,  for example,  is  ‘Responsible 
Consumption and Production’,  which l inks 
directly to our suggestions for cutting 
food waste.  And Goal 13 – Climate Action 
– connects to our t ips for cutting energy
emissions.

A great way to steer your cl imate change 
strategy is to look at the 17 Goals,  select 
two or three,  and l ink your targets to them. 
This is  what Glasgow–based Matthew Algie 
did and it  helped them take a whole-f irm 
approach to sustainabil ity.

Using the Sustainable Development Goals 
as a guide also provides a f ramework for 
tel l ing your environmental story.  This could 
be super-helpful for :

> winning tenders and contracts

> securing grants and investment

> attracting customers or staff
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Use social media  
to be greener
There are lots of ways social  media can benef it  your business – f rom building brand awareness to driving traff ic to your 
website.  You can also use it  to be greener – to tel l  your environmental story,  al ign yourself  with green business practices, 
inform customers or consumers,  and reach new audiences.  Follow our f ive practical  t ips:

1 . 
As with al l  social  
media practice, 

different channels  
have different 
strengths.  Eg,  

LinkedIn is useful 
for B2B influencing; 

Instagram more 
consumer-focused.

2. 
Try to f ind a good 
balance between  
self-promotion, 
sharing useful 

information about 
environmental issues, 

and entertainment.

3. 
On all  social  

media channels, 
hashtags are a 

good way to l ink to 
key environmental 

themes and reach new 
audiences,  but don’t 

overstuff  your content 
with them – people 

may f ind it  annoying.

4. 
Social  media  

posts with a strong 
visual are 10 times 
more l ikely to get 

engagement.

5. 
Share and like other 

people’s content, 
but do be cautious 
on this. A ‘like’ or 

‘share’ will usually be 
taken to mean you 
endorse everything 
in the content. This 

could backf ire if, eg, 
someone’s LinkedIn 

post or tweeted article 
on green issues also 

happens to stir up 
controversies about 

politics or other 
sensitive areas.
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Win awards  
and recognition
Awards are a smart way to win recognition for your efforts to 
reduce packaging, food waste,  carbon emissions and water 
usage. They can also help you: 

> get access to buyers

> generate good press coverage

> motivate (or recruit)  staff

Here’s a selection of annual awards with Environment, 
Sustainabil ity or Innovation categories (at the time of writ ing) 
– some are food & drink only,  others more general .

Remember the l ist  isn’t  exhaustive,  and may also change 
post-pandemic .  Keep an eye out in social  media and the press 
to f ind others because new awards or categories crop up each 
year – locally,  regionally or nationally.

Awards Relevant categories 
or information

Food and Drink  
Federation Awards 

www.fdf.org.uk/fdf-awards.
aspx

Categories include:

> Environmental Leadership

> Innovation

> Sustainable Packaging
Initiative (new for 2020)

VIBES – Scottish 
Environment Business 

Awards 

www.vibes.org.uk

Categories include:

> Small  businesses

> Circular economy

Queens Award for 
Enterprise 

www.gov.uk/queens-
awards-for-enterprise

Categories include:

> Sustainable development

North-East Scotland Food 
& Drink Awards 

www.
nesfoodanddrinkawards.

co.uk

Categories include:

> Sustainabil ity

> Innovation

Highlands and Islands 
Food & Drink Awards 

www.hifoodanddrinkawards.
com

Categories include:

> Sustainabil ity

> Innovation

ECO Stars 

www.ecostars-uk.com/
about-eco-stars/what-is-it/

I f  you have HGVs or vans, 
the ECO Stars scheme 

recognises best practice 
on aspects l ike fuel 

management.  ECO Star 
ratings range f rom 1 star 

to 5 stars.
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Want to 
know more?

UN Sustainable Development 
Goals and SMEs 
There’s an interesting blog on how  
SMEs can l ink to the Sustainable 
Development Goals on the RSA website.

You can f ind out more about  
the Goals themselves here

Engaging staff
This WRAP programme can help  
you get employees across your  
business to throw away less food  
and packaging. And Zero Waste 
Scotland’s staff  engagement toolkit  
is  worth a look

Get consumers  
on board too
The Love Food Hate Waste  
campaign shows households  
how to waste less food. There  
may be helpful advice you can  
share and use in social  media
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