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EXECUTIVE SUMMARY

Sustainability integration is now a core driver of profit, valuation, and access to capital, reshaping how
companies manage transition, carbon, regulatory, disclosure, and sovereign risks and opportunities
around the largest economic transformation of our time: decarbonization. In a global system where
financial and policy architectures are being rebuilt, firms that embed sustainability into strategy are
already securing lower financing costs, tapping a rapidly expanding pool of sustainable capital, and
positioning themselues to outperform as risks and value pools are repriced.

« Capital Strength: Credible sustainability integration, aligned with leading frameworks and supported
by high-quality disclosure, secures the ‘greenium” through tighter credit spreads, better financing
terms, and preferential inclusion in sustainability-focused mandates, turning risk management into a
direct lever for valuation and capital access.

« Operational Value Creation: Systematic integration across operations unlocks 4-10x submerged
value by cutting energy, logistics, and waste costs, while circular and resilient models help leading
firms grow up to twice as fast as linear competitors and limit disruption losses to under 1% of
revenue versus a 3.9% industry average.

« Brand, Talent, and Innovation Gains: Authentic, execution-based sustainability strategies capture
consumer premiums averaging 9.7%, mitigate reputational damage already experienced by 44% of
companies, drive 30-50% higher talent retention, and support up to 37% more revenue from new
products and seruvices as sustainability becomes a catalyst for commercial innouation and

long-term growth.




INTRODUCTION

The corporate race for competitive aduantage
has entered a new era. Sustainability has
evolued from peripheral compliance to a
central strategic lever for resilient, high-value
enterprises.’ This shift stems from a powerful
conuergence: stringent global regulations
demand transparency, while investors and
consumers reward it with capital and loyalty.” ®

Forward-thinking companies now ask not if
sustainability pays, but how it pays most-
delivering a triple dividend. It unlocks
submerged value via operational efficiency and
circular models; amplifies intangible assets like
brand trust, talent retention, and nnouation;
and future-proofs enterprises with strategic
optionality against regulatory, supply chain,
and geopolitical disruptions.”

This research delivers an actionable framework
for capturing sustainability's  full wvalue
spectrum. It moues beyond generic business
cases to show how targeted integration
fortifies financial performance, transforms risk
into aduantage, and builds tomorrow's trusted,
agile market leaders. The question is no longer
conceptual-it's about execution. It is time to
execute strategic sustainability and bank on
sustainable growth opportunities.
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STRENGTH, STABILITY, AND

RESILIENCE

Mouing beyond ‘“doing good, sustainability has
become a fundamental lever for building a more
ualuable, more profitable business. The euidence is
clear: strategic sustainability integration powers
three core engines of corporate resilience. This
section shows how leaders use it to outperform
financially, turn regulatory and market risks into
competitive aduantage, and cultivate stakeholder
trust as a critical stabilizing asset.

A. Financial outperformance & Investor
Appeal

A robust sustainability strategy can materially
lower a company's cost of capital by reducing
perceived risk and broadening its investor base. It
better
management, and long-term resilience, which can
into  tighter better
financing terms, and inclusion in sustainability-

signals  stronger  gouernance, risk

translate credit spreads,

focused mandates.

Inuestor Demand Is Mainstream and
Performance-Driven: Recent data shows that 84%
of global institutional inuestors plan to increase
their sustainable inuestments, driven by strong

financial performance.”

This demand is validated by research consistently
linking high sustainability ratings to lower costs in
both debt confirming
sustainability’s role in mitigating investor risk.

and equity markets,

'Greenium’,
preference
measurable financial benefit — the "green premium"

Securing the a Tangible Financial

Aduantage:  Inuestor creates a
— where companies with credible transition plans
and strong governance access capital more easily
and at a lower cost’. Credibility now depends on
adherence to ualidated, third-party frameworks
that prouide specificity and accountability, not just
pledges. The business case for this rigor is clear:
?1% of companies report positive impacts from
setting science-based targets (SBTi), with 80%
noting improued inuestor relations.® Frameworks
such as SBTi, TCFD, ISSB, GRI’, and others
translate aspirations into auditable commitments
by prouiding transparent, forward-looking data
that help the market price risk accurately. The
performance rationale is clear: portfolios weighted
toward firms with these robust, framework-driven
plans exhibit
stresses, prouiding tangible downside protection

lower wvolatility during market

that supports higher

Top reasons why sustainable investors see asset allocations increasing over the next two years

Strong financial performance of sustainable inuestments or ESG strategies

Sustainable investing is becoming more mature as a strategy with an established track record
Sustainable themes offer exposure to a variety of growth opportunities

Regulatory or policy developments encouraging sustainable capital flows

Organizational or leadership commitment to sustainability

0% 5% 10% 15% 20% 25%

Source: Data analyzed and visualized by Bankable Zero (2026) based on Morgan Stanley Institute for Sustainable Inuesting's

suruey, Data as of September 23, 2025


https://www.msci.com/research-and-insights/blog-post/olive-is-the-new-black-the-rise-of-transition-funds
https://sciencebasedtargets.org/the-impact-of-setting-science-based-targets-on-businesses
https://sciencebasedtargets.org/the-impact-of-setting-science-based-targets-on-businesses
https://www.morganstanley.com/insights/articles/institutional-investor-sustainability-signals-report-2025
https://www.morganstanley.com/insights/articles/institutional-investor-sustainability-signals-report-2025
https://www.morganstanley.com/insights/articles/institutional-investor-sustainability-signals-report-2025

6 HOW SUSTAINABILITY INTEGRATION CREATES BUSINESS VALU

valuations and secures the “greenium™.

Measurement & Data: To capture the greenium
benefits, companies must close the investor-
identified gap in data quality and consistency.”
Without standardized, auditable metrics,
performance  comparisons remain  elusive—
masking true value and delaying financial rewards

until disclosures meet inuestor and regulatory

standards. Closing this gap is a strategic
imperative, accelerating the conuersion of
sustainability performance into competitive

financial advantage.”

B. From cCompliance to Competitive
Resilience

The global wave of mandatory sustainability
disclosure — from the EU's CSRD and SFDR to
like GHG
emissions reporting (Scopes 1, 2, and 3) and New

emerging standards California's
York's LL97 (real estate decarbonization law) — is
often uviewed as a compliance burden. Howeuver,
forward-thinking firms leverage this shift to build
systemic resilience beyond just ticking compliance

boxes ®

Proactive Management: Regulations mandate a
thorough review of supply chains, resource
dependencies, and climate risks. Companies that
begin this process early turn compliance costs
into strategic aduantages. They create integrated
data systems that offer unmatched insight into
operational risks and resource use, building a
competitive edge through better information and

preparedness.

Managing Physical and Transition Risks: This
ntelligence is critical for managing the two core
categories of climate risk: physical (e.g., extreme
weather, water scarcity) and transition (e.g.,

How institutional investors think climate-related
physical risks could affect asset prices in the next
five years

Major pricing impacts, widespread across the market
@ Some major pricing impact, but on a limited scope
@ Moderate pricing impacts across the market
@ Limited or localized pricing effects

@ No significant pricing impact expected

Don't know 1%
1%

Source: Data analyzed and visualized by Bankable Zero (2026)
d on Morgan Stanley Institute for Sustainable Inuesting

oa

\\\\\\\\\

November 2025. Data as of September 23, 2025

policy shifts, market changes). Investor priorities
confirm this. Ouer 75% expect physical climate
risks to materially impact asset prices within five
years.”” Proactive inuestment in adaptation and
transition planning is no longer discretionary. It
directly safeguards asset wvalue, ensures
operational continuity, and aligns companies with

long-term capital priorities."

Bridging the Strategy-to-Execution Gap: An
opportunity exists in turming commitments into
meaningful actions.  Analysis confirms that

stronger links between sustainability goals and
execution drive superior market performance.
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with
effectively executed transition plans consistently

performance. Companies credible,

stand out.”

C. stakeholder Trust as a Stabilizing Asset

Trust has evolved from a "ice-to-hauve"

component into a quantifiable stabilizer for
revenue, talent attraction and retention, and social
Effective

sustainability practices—supported by high-quality

license to operate. execution of
disclosure and transparency-builds this critical
asset, seruing as a crisis buffer and premium

growth accelerator.

Cultivating  Loyalty and  Pricing  Power:
Transparent, substantive sustainability reporting
contributes to customer loyalty and purchasing
intent, enhancing firm value. This impact grows as
companies refine communications of sustainability
activities and investors sharpen their ability to
assess report quality and factual oversight of

commitment execution.*®

builds
and earms market rewards

Disclosure trust stabilizes
relationships, like

premium positioning and resilience. This is driven

trust,

by socially conscious consumers rewarding value-
aligned companies, giving high-trust firms greater
goodwill protected during
disruptions.”

and revenue

Long-Term Horizon Requirement: Building trust
through sustainability reporting and execution of
underlying principles delivers clear financial
benefits, often materializing over the long term as
frameworks mature beyond initial inuestments.
This challenges short-term earmings focus, as
these efforts might not be immediately visible
the

Sustainability

within upcoming  quarterly  results®

efforts must be understood—
nternalized from C-level to all levels—and then
communicated to inuestors to demonstrate lasting
value creation,
management of short-term expectations. With

and

risk mitigation, and effective
euoluing normative, muestor
demands, consistent transparency signals quality
and bolsters companies' market position.”

consumer,

Strategic sustainability integration makes a clear business case: it builds more valuable, resilient

companies by aligning with investor priorities, turning risk management into competitive aduantage, and

cultivating trust across stakeholders. This cohesive strategy — where elements mutually reinforce -

creates durable value.

How institutional investors rated potential concerns about sustainable investing

@ Very Significant

Data availability and consistency

Fluctuating regulatory guidance

Uncertain political environment & it's effects

Greenwashing by corporates or other investees

SI are not creating enough real-world change
0 20 40 60 80

)ata ana LU zed

of September 23, 2025

@ Somewhat Significant

100

and visualized by Bankable Zero (2026) based on Morgan Stanley Institute for Sustainable Investing's suruey,
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OPERATIONAL EFFICIENCY

THROUGH

SUSTAINABILITY INTEGRATION

The next strategic step transforms cost centers
nto value engines. This delivers immediate ROI
through strategic procurement, circular models,
supply chain resilience, and integrated resource
management—-unlocking submerged value”, which
is hidden revenue, wasted assets, and trapped
processes.  This
submerged ualue can be 4-10 times more than the

innovation from inefficient

visible value. %°

Submerged Value is

4-10)(

A. Capturing Quick Wins

The most immediate, calculable sustainability ROI
stems from direct improuements in energy, waste,
and process efficiency. These quick wins cut costs
while generating capital and momentum for
deeper sustainable transformation aligned with
responsible business practices.

Energy and Resource Efficiency - The Strategic
'Low-Hanging Fruit": Prioritizing prouen, low-cost
measures — like high-efficiency lighting, heating,
ventilation, and air conditioning (HVAC) upgrades,
and optimized resource systems (e.g., robust water
management practices) — delivers fast paybacks
and direct savings.”

The International Energy Agency notes that
efficiency measures and renewables inuvestments
cut business energy costs over time.

costs for key clean technologies

Moreouer,
continue declining sharply - the IEAs Clean
Energy Equipment Price Index hit a record low,
down 60% from a decade ago.”” Furthermore, the
World Economic Forum emphasizes that this
returns-centric approach aligns decarbonization
with financial performance, making operational
upgrades a core competitive activity.”

B. Strategic Procurement and Supply
Chain Resilience

Sustainable procurement is no longer peripheral.
It's now a core lever for boosting profitability and

cutting risk.

Direct  Cost  Savings:  Hauing a  broader
sustainability materiality assessment guides
supplier engagement-it's both rational and

essential for managing risks. Collaborating with
suppliers on efficiency to reduce material waste
and streamline logistics unlocks direct financial
value, with leading companies reporting 8-20%

sauings on waste, energy, and logistics costs. ¥/

Technology-enhanced operational partnerships—
for risk mapping and supplier due diligence-offer
into  supplier risks,
identification and onboarding of resilient partners,
and cut financial exposure.?® Inuesting in supplier
decarbonization and capability building fosters
more collaborative, stable partnerships,

clear visibility speed up


https://www.weforum.org/stories/2025/01/how-cfos-are-driving-corporate-sustainability-agendas/
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strengthening the entire network's resilience and
value” This is how strategic procurement turns
assessment into operational agility and protected
revenue.

Actual Cost Savings across different areas in the
past three years

20%

15%

10%

5%

Source: Data analyzed and uisualized by Bankable Zero (2026)
based on data from Capgemini Research Institute, Sustainability
business ualue survey, March 2025, N = 1001 executives, Figure
shows weighted auverage of savings

Risk Mitigation as Quantifiable Cost Avoidance:
Sustainable procurement’'s true RQOI lies in costs
neuer incurred. This eleuates it from cost center to
ualue-protection Mapping
locations and their sustainability performance

center. supplier
(e.g., water stress exposure or regulatory non-
compliance) equips companies to preempt
physical and transitional risks.*

This proactive visibility enables firms to auoid the
seuvere costs of production downtime, emergency
logistics, and reputational damage. Resilient firms
using these practices lose less than 1% of annual
to disruptions—-versus the industry
average of 39%.*

revenue

C. The Circular Economy: Redefining
Value Creation
Shifting from linear "take-make-dispose" to

circular models drives efficiency, creates new
revenue streams, and decouples growth from
resource constraints.

Financial Performance and Growth, the Circular
The
compelling. Since 2020, circular industries have
grown 3.1 percentage points faster than linear
ones, while circular-native businesses expand up
competitors.*  This
outperformance comes from capturing value that

Aduantage: commercial case is now

to twice as fast as

linear models discard:

+ Designing for durability cuts warranty costs
and strengthens post-purchase customer

relationships.*

and product-as-a-service

asset

- Rental models

maximize utilization and generate
recurring revenue.*

+ Refurbishment and remanufacturing programs
unlock high-margin revenue from existing
products.®

This goes beyond recycling. It redefines ualue
creation systemically, turning cost centers into

profit centers.

How to Grow Cost Centers into Value Centers

Warranty and
Replactment Costs

M Designing for
» &@ Durability

Underutilized Assets

Deeper Customer Loyalty

Recurring Revenue

N A
Asp/ » @?ﬂﬂ Product-as-Service

Discarded Products

22
Ul

High-Margin Revenue Streams

@_)El'b Refurbishment and
» {g} ‘-_ﬁ%l] Re-manufacturing

Source: Bankable Zero, 2026


https://www.capgemini.com/wp-content/uploads/2025/04/Final-Web-Version-Research-Brief-Sustainable-Business-Value.pdf
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Three top certifications
for business energy
efficiency

Execution Challenges: Capturing the circular

aduantage demands intentional design and
muestment. It requires redesigning products,
processes, and business models—along with
upfront capital and cross-functional
collaboration*® Consumer adoption hinges on
economic value and conuenience, not just
environmental messaging. Success demands

compelling circular strategies—like new reuvenue
models or durable products—tailored to specific
markets and business contexts. No one-size-fits-
all exists; customization reueals hidden value for
your operations and customers.”’

Operational  efficiency

through  sustainability

integration unlocks submerged ualue.

Quick wins like high-efficiency lighting, HVAC
upgrades, optimized water systems, and strategic
procurement deliver fast paybacks, hedge against
energy volatility, and turn cost centers into profit
engines.

Proactive risk management in supply chains, via
mapping supplier
(eg.
regulatory non-compliance), equips companies to

locations and sustainability
performance water stress exposure or
preempt physical and transitional risks. Circular
models amplify this by creating new revenue
streams, with leading firms growing 3.1 points
faster than linear peers while slashing disruption
losses to under 1% of revenue.

builds
resilient, innouative organizations that outpace

Sustainability integration in  enterprise

competitors. Systematic execution transforms
sustainability from a compliance checkbox into a
core driver of profitability and enduring value.

Organizations that have integrated sustainability into their practices

Not integrated: Sustainability initiatives are
completely separate from core business operations

Minimally integrated: Sustainability is mostly
separate from core business operations

Partially integrated: Sustainability is considered in
some business decisions and processes

Mostly integrated: Sustainability is considered in
most major business decisions and processes

Fully integrated: Sustainability is already integrated
in all business decisions and processes

5%

11%

32%

35%

17%

Source: Data analyzed and visualized by Bankable Zero (2026) based on data from Capgemini Research Institute, Sustainability

business value suruey, March 2025, N = 1,001 executives


https://www.capgemini.com/wp-content/uploads/2025/04/Final-Web-Version-Research-Brief-Sustainable-Business-Value.pdf
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BRAND VALUE, TALENT, AND

INNOVATION

Following operational gains, sustainability builds
essential intangible aduantages. It boosts brand
reputation and loyalty, attracts top talent, and
stakeholder
expectations here creates a self-reinforcing cycle

accelerates  innouation.  Meeting

for long-term market leadership.
A. Brand Equity and Consumer Premiums

A strong sustainability profile now differentiates
from other market options and drives revenue.
Consumers increasingly base purchases on
sustainability considerations, value alignment, and
the broader image of what the brand represents.
This creates a clear market premium for credible
backed by

supported, execution-based strategies rather than

sustainable  brands, evidence-
dry commitments shaped by conjunctural political

winds.

Capturing the Sustainability Premium: Market data
confirms a clear financial upside: consumers pay
an auerage 9.7% more for sustainably produced
goods, with over 54% globally ready to pay
switch brands for stronger
This shift makes
sustainability one of the most major drivers of
purchase decisions. The opportunity
translating this into lasting brand value.*” Leaders
like Patagonia and IKEA build powerful, authentic
durability,

premiums  or
enuironmental credentials.*®

lies in

narratives  around repair, and
circularity. These command deep loyalty and
insulate from pure price competition. “° The lesson
is clear: integrating sustainability into your core

brand identity protects and grows margins.

The Authenticity Premium - Building Trust to
Capture Value: The consumer premium is an
muestment in trust. This trust delivers massive
commercial value. For example, Apple's perceived
sustainability ~ commitment  contributes  an
estimated $39.0 billion to its brand value, showing
the immense premium of credible action. In
like
influences

purchasing decisions” Howeuer, this trust is
fragile and contingent on authenticity. A major risk
is the perception gap: 57% of consumers believe

brands they use engage in greenwashing.”.

sectors luxury automobiles, sustainability

nearly a quarter of consumer

Impact of sustainability across various
parameters
100%
85%
76%
/1%
61%
5% 54
50% I
0%
& K} & & X N
S NS & Q{\Q Q& >
(ég é 0)0 \<</ © 8"
06 &O'((\ Q/é\ OO Q %\O
(O 09 < O
QO O Q\OOJ é&
& o

Source: Data analyzed and visualized by Bankable Zero (2026)
based on data from Capgemini Research Institute, Sustainability
business value suruey, March 2025, N = 1001 executives


https://www.capgemini.com/wp-content/uploads/2025/04/Final-Web-Version-Research-Brief-Sustainable-Business-Value.pdf
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Any disconnect between rhetoric and reality
sparks seuere reputational and financial backlash.
Thus,
marketing claims. It is secured by embedding
authentic, substantiated action at the core of the
brand promise, turning sustainability from a cost
center into the strongest driver of customer
loyalty and price resilience.*

brand value ROI demands more than

Managing the Perception-Performance Gap: The
alignment between a company's sustainability
performance and public perception acts as a
direct financial lever, with gaps risking billions in
untapped or lost brand value.*

For instance, Microsoft holds over $5.6 billion in
unrealized brand ualue, as its strong sustainability
performance outpaces perception. Tesla lost over
$7.3 billion in sustainability-driven brand value in
one year due to declining perceptions.” This
underscores a superior
performance authentic
communication.

strategic process:

critical  imperative:
proactive,

Closing the gap

demands
requires a

Navigating the Affordability Challenge: Consumer
willingness to pay a sustainability premium is not
absolute. It clashes with economic realities when
household budgets tighten®® This highlights a
critical
mnouate to bridge environmental impact and
consumer affordability.*” The long-term goal is to
leverage design, efficiency,
sustainable choices become the accessible default,
not a luxury premium. Leaders will democratize
sustainable

strategic balance. Companies must

and scale so

consumption  without

enuironmental integrity.

sacrificing

Share of consumers actively considering and
adopting sustainable alternatives has grown,
making it a key purchasing criterion

Aspire

/1%

of global consumers feel that
enuironmental sustainability is
as important or
important to
compared to last year

Prioritize of consumers

more
them as

rank

sustainability as a top 3 value
driver in at least one category,
which means it is an important
purchase criteria and a key
differentiator in the ouverall
ualue proposition

« Conduct Regular Audits: Benchmark actual
performance against public perception®

+ Develop a Proactive Narrative: Transparently
communicate progress and goals to close a
positive gap or address a negative one.”’

64%

Effectively managing this gap turns sustainability Spend
from an internal metric into a communicated pen
of all consumers self-reported
that they are willing to pay
more for sustainable
products/services on auverage

across categories

asset. It ensures the market accurately ualues
your performance.

44 %,

Organizations that have
reputational  damage

04%

Source: Data analyzed and uisualized by Bankable Zero (2026).
based on Simon-Kucher; Global Sustainability Study 2024
(N=6,120)

incurred

due to Overall, we expect sustainable concepts to become

more affordable and a mass-market concern, as it

sustainability inaction

happened in the case of renewable energy material
falling sharply, resulting in
becoming more affordable and widely accessible.

Source: Visualization by Bankable Zero (2026). based on
data from Capgemini Research Institute, Sustainability
business ualue survey, 2025

costs renewables


https://www.capgemini.com/wp-content/uploads/2025/04/Final-Web-Version-Research-Brief-Sustainable-Business-Value.pdf
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B. Talent Attraction, Retention, and
Productivity

A compelling, authentic,  execution-based

sustainability commitment delivers a decisive edge

N the competition for top talent, boosting
recruitment, retention, and performance.

The Sustamnability Imperative for a Modern
Workforce: For the growing majority of the

workforce, Millennials and Gen Z a company's
enuironmental and social stance is a key factor in
Over 70%
practices influence their long-term decision to

employment decisions. say these
stay.”® This yields a powerful bottom-line impact:
companies with strong sustainability cultures
achieve 30-50% higher employee retention rates
than industry averages.” Retaining top talent is
critical, as it directly drives revenue, customer
loyalty, innouation, and strategic execution. A
robust sustainability proposition is therefore not
an HR sidebar. It's a strategic tool for building a
stable,
organization.*

more capable, and high-performing

How Sustainability impacts Career decisions of a
Modern Workforce

Millennials

Percentage of respondents who rejected a potential
employer based on their personal ethics/beliefs

Percentage of respondents who left a job because it lacked
purpose

eloitte Global 2025 Gen Z and Millennial Suruet

Source: Data analyzed and visualized by Bankable Zero (2026),

USTAINABILITY INTEGRATION CREATES BUSINESS VALU

Driving Engagement and Performance:

Sustainability provides a powerful source of
meaningful work, driving higher employee
engagement, motiuation, and collaboration. This
creates a virtuous cycle: authentic commitments

attract purpose-driven talent, who then drive

execution  and advancement  of  those
commitments. > This cycle delivers direct
financial and operational gains by sharply

reducing costly turnover and stabilizing teams. The
impact is measurable:

« Cost Sauings: Voluntary turnouer costs an
organization 90-200% of the
employee's annual salary.”

« Revenue Growth: Each additional year of

departing

average employee tenure increases customer
satisfaction, resulting in approximately 0.5%
revenue growth >
+ Innouation Premium: Companies that invest in

learning and retention generate up to 37%
more revenue from innouvation.”

Strong sustainability practices ultimately build a

more stable, capable, and innouative workforce,

with retention as a key performance driver.

From Branding to Embedded Culture: Realizing full
talent ROI demands embedding sustainability
deeply into operational culture and daily work,
beyond superficial branding. This requires visible
leadership systematic
approach to make it tangible for every employee.”

commitment and a

Key implementation levers include:

+ Leadership & Communication: Consistently
prioritize responsible business practices and
transparently share progress from the top.”

nto  Workflows:

ndividual roles,

+ Integration
goals directly to
metrics, and compensation.®

Link company
success

« Empowerment & Ownership: Prouide training,
platforms, and recognition for employee-led
sustainability into

nitiatives, transforming

shared responsibility.**


https://www.innovativehumancapital.com/article/the-strategic-roi-of-human-capital-translating-workforce-investments-into-business-value
https://www.innovativehumancapital.com/article/the-strategic-roi-of-human-capital-translating-workforce-investments-into-business-value
https://www.innovativehumancapital.com/article/the-strategic-roi-of-human-capital-translating-workforce-investments-into-business-value
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This cultural shift conuerts a sustainability
proposition into an authentic, daily driver of

engagement and retention.

C. Innovation and Long-Term Competitive
Advantage

The most strategic return on sustainability
integration lies in its role as a powerful catalyst for
mnouation, driving companies to rethink products,
services, and business models for a resource-
constrained future.

Driving Market Leadership Through Innouation:
Sustainability challenges are innouation drivers.
Research states they catalyze long-term uvalue
creation, requiring new execution models.® This
mnouation unlocks new reuvenue streams and
secures first-mover aduvantage in emerging green
markets. The financial impact is clear:

Companies that invest most in employee learning
generate 37% more revenue from new products
and seruices than those that inuest least®® This
creates a compounding knowledge advantage that
is difficult for competitors to replicate, as human
capital is a long-term component that cannot be
easily replaced.

The this
mnnouation demands patient capital and a culture

Investment  Challenge:  Unlocking
embracing experimental problem-soluing, since its
returns take longer to realize** Success hinges on
two factors: leadership commitment and a

dedicated process. Leadership commitment
muolues dedicating resources to long-horizon R&D
focused on sustainability challenges. A dedicated
process involues structured mechanisms—like an
mnouation steering committee to tie sustainability
goals to R&ED and new product budgets. Track
progress by

sustainability-driven innovations.

from

revenue
65 66

measuring

Industry viewpoint on sustainability as a driver of Market Leadership

We see more investors showing interest in our company
due to our sustainability program

We hauve experienced an increase in our brand equity due
to sustainable practices

Sustainability initiatives have helped us attract new
customers and/or retain old customers

We have deuveloped new products through sustainable
product design and that has opened new markets for us

We can directly attribute a portion of our revenue increase
to sustainability initiatives

Our sustainability inuestments haven't yielded the
expected business impact

81%

76%

Source: Data analyzed and visualized by Bankable Zero (2026) based on data from Capgemini Research Institute, Sustainability business

ualue suruey, March 2025, N = 1001 executives

In today's competitive landscape, sustainability amplifies a company's key intangible assets: brand,
people, and ideas. It builds consumer trust that commands premiums, attracts top talent that drives

performance, and fuels innovation for future growth. This creates a self-reinforcing aduantage,

positioning sustainability as the ultimate multiplier of human and brand capital.


https://www.capgemini.com/wp-content/uploads/2025/04/Final-Web-Version-Research-Brief-Sustainable-Business-Value.pdf
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CONCLUSION

Capital & Resilience

Sustainability integration is now a material performance driver, lowering the cost
of capital and enhancing resilience by aligning with investor demand and
regulatory shifts. Eighty-four percent of global institutional inuestors plan to
increase sustainable allocations, and ?1% of companies with science-based targets
report positive impacts, including 80% citing improved inuvestor relations and
access to a “greenium.” Proactive use of frameworks such as SBTi, TCFD, ISSB, and
GRI, coupled with better data quality, conuerts sustainability performance into
reduced volatility, higher uvaluations, and more resilient access to capital.

Efficiency & Risk

Operational integration of sustainability unlocks significant, quantifiable efficiency
gains and risk reduction across the value chain. Targeted measures in energy,
water, and waste deliver quick ROI, while leading companies report 8-20% savings
in waste, energy, and logistics costs and see disruption losses fall below 1% of

reuenue versus an industry auverage of 3.9%. Circular business models amplify this
impact, with circular industries growing 3.1 percentage points faster than linear
peers and circular-native firms expanding up to twice as fast by turning cost
centers into recurring, high-margin revenue streams.

Brand, Talent & Innouation

Sustainability has become a core intangible-ualue engine, strengthening brand
equity, talent outcomes, and innouation capacity. Consumers are willing to pay an
average 9.7% premium for sustainable products, 54% self-report willingness to pay
more, and sustainability already accounts for a top-3 value driver in at least one
category for 64% of consumers, translating into sizable brand premiums and
reputational risk if greenwashing is perceived. For talent and innouation, strong
sustainability cultures deliver 30-50% higher retention, up to 37% more revenue
from new products and seruices, and a measurable edge in attracting Gen Z and
Millennial employees, directly reinforcing growth, competitiveness, and long-term
market leadership.
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ABOUT BANKABLE ZERO

Bankable Zero is a sustainability and transition advisory firm that helps businesses turn challenges
around sustainability into concrete sources of competitive aduvantage. We work side by side with
leadership teams to translate climate, regulatory, and market uncertainty into clear strategic
options, focusing on research-driven insights, board-ready strategy, and execution support. We
advise clients on sustainability integration, decarbonization strategies, thought leadership, reporting,
and compliance with euolving disclosure and climate regulations, and on the design of
forward-thinking, practical solutions that are grounded in financial and operational outcomes.

Bankable Zero helps organizations conuert sustainability priorities into measurable business results
by strengthening resilience to systemic disruptions, protecting and enhancing reputation, and
unlocking new auvenues for growth and profitability. We cut through complexity to connect
sustainability integration with core levers such as profitability, capital access, risk management,
supply chain resilience, and innouation, enabling clients not only to adapt, but to lead with clarity
and confidence.

For more information, please contact info@bankablezero.com or visit www.bankablezero.com, and
connect with us at https://www.linkedin.com/company/bankable-zero.
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