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Abstract 

The advent of the Green Economy is reshaping the principles of market success, in which environmental, social, 

and governance (ESG) issues are becoming more central to business performance. The old methods of sale based 

on price and product attributes are not enough to satisfy the modern sustainability-oriented consumers and 

business associates. This theoretical work suggests an Integrated Sustainable Sales Strategy Model, which entails 

the integration of sustainability throughout the sales process. The model is interconnected with four pillars: (1) 

Internal Alignment and Sales Force Enablement, focusing on sustainability literacy, motivation, and practical 

tools; (2) Value-Based Storytelling and Radical Transparency, encouraging real, quantifiable and convincing 

communication; (3) Product-Service System (PSS) Integration, transitioning to performance based, circular 

solutions; and (4) Data-Driven Impact Measurement, empowering sustained monitoring, reporting and value co-

creation with customers. The synthesis of modern literature and market evidence allows the study to show how 

the functions of sales can develop into strategic sources of competitive advantage, customer loyalty, and business 

sustainability in the long run. This model offers a realistic road map to organizations that want to turn sales into a 

sustainability-driven growth engine and align corporate strategy with societal and environmental goals and 

position business to succeed in a green market that is projected to hit the 12 trillion marks by 2030. 

Keywords: Green Economy, Sustainable Sales, ESG, Value Co-Creation, Circular Business Models, Sales 

Strategy 
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1. Introduction 

The market of the 21st century is defined by a level of volatility that has never been seen before, a lack 

of resources, and an increased questioning of corporate power in society and the environment (Alkandi, 2025). 

The failures of climate action and loss of biodiversity are always among the leading global risks of the World 

Economic Forum. As a reaction, a new economic paradigm has been created, the Green Economy. The United 

Nations Environment Programmed (UNEP) states that this model is designed to improve the well-being of humans 

and social fairness and reduce the environmental risks and ecological shortages significantly (Adamowicz, 2022). 

The Green Economy is not just a regulatory or ethical issue to businesses, but a strategic necessity. It has 

been shown that sustainability has become an important element in consumer decision-making. According to 

Simon (2023), it is estimated that 60 percent of consumers around the world today take sustainability into account 

when buying products, which is significantly higher than it was in the past decades. Moreover, in B2B, big 

companies are expanding their net-zero promises across their supply chains, and sustainable procurement is 

becoming a prerequisite to conducting business (Basile et al., 2021). 

With all these obvious market indicators, there is a perennial mismatch between the corporate 

sustainability goals and the day-to-day activities of sales staff. The sales practices are often based on the traditional 

patterns of short-term transactions and volume targets instead of long-term value creation and alignment with 
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common sustainability objectives (Alkhodary, 2023). This disconnect shows that there is a dire necessity of 

bringing sustainability into the sales function. 

The paper fills this gap by providing an integrated holistic model that incorporates sustainability into the 

sales process as opposed to viewing it as a peripheral CSR program. The model offers a strategic framework to 

organizations that need to align the operational practice with the new demands of environmentally and socially 

conscious consumers and B2B partners by repositioning sustainability as a growth driver, differentiation tool, and 

customer loyalty. 

 

2. Literature Review: The Evolving Nexus of Sales and Sustainability 

2.1. The Rise of the Conscious Consumer and B2B Partner 

The change in the behavior of stakeholders is, perhaps, the most powerful force that prompts the 

implementation of sustainability in sales strategies (Armutcu et al., 2023). It is not a shallow trend but a radical 

change of decision-making processes in individuals and institutions. According to Alkhodary (2023), there has 

been a cumulative growth of 28% in products with ESG claims, as compared to 20% in products without the 

claims. Such numbers show that sustainability has ceased to be a nice-to-have to a necessity that affects the buying 

behavior and, therefore, sales increase. 

This sustainability premium is supported by the economic power of Millennials and Generation Z who 

have grown up in a world that is characterized by climate crises and social movements (Astadi et al., 2022). These 

consumers are also proactive in their research of supply chains, challenge corporate ethics, and they use their 

buying power to patronize companies that are in line with their values. To them, the price of the product and 

sustainability are two inseparable elements of perceived value, and they are ready to pay a premium to the brands 

that show real commitment (Basile et al., 2021). 

The same tendency is reflected in the B2B sphere, where more than 80 percent of buyers now regard 

sustainability as the most significant factor as compared to the traditional aspects like price (Bongardt & Torres, 

2021). These drivers are strategic risk management, regulatory compliance, and long-term brand equity (D'Amato 

and Korhonen, 2021). The corporate sustainability objectives, including net-zero pledges, are transmitted down 

the supply chain, and sustainable procurement is a precondition to entering a new supplier. In this case, a B2B 

sales employee with the ability to make a sustainability story compelling can be qualified to obtain contracts 

despite price competitiveness (Dura and Azreen Azriana Binti Azham, 2024). Sales conversations are therefore 

shifting towards transactional interactions towards strategic partnerships that are aimed at reducing risks, 

compliance and shared sustainability objectives. 

2.2. From Greenwashing to Authentic Integration 

In the past, greenwashing used to be a phase of the corporate sustainability process when superficial 

marketing is more dominant than the actual modification of operations (Haleem et al., 2024). The initial phase of 

green marketing used to be based on unproven assertions, like the claim that a product is environmentally friendly 

or green, without any facts (Hao et al., 2023). Some of the tactics comprised focusing on minor sustainable aspects 

and downplaying larger environmental damage, also called the so-called hidden trade-off, or making technically 

accurate but practically irrelevant statements (Ionescu et al., 2022). This strategy eroded the trust of consumers 

and raised their awareness of businesses that are truly investing in sustainability (Li et al., 2023). 

There has been a change in regulatory environment. An example is the Green Claims Directive of the 

European Union, which requires scientific support of environmental claims, such as life cycle studies to support 

claims (Ma et al., 2023). In the same way, new US Federal Trade Commission Green Guides and other 

international programs have stringent requirements on the sustainability claims in marketing (Purwandani and 

Michaud, 2021; Rahmana and Bawono, 2021). These rules are an indication that environmental claims have 

become equally legal and reputational as financial or health claims. 
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True incorporation of sustainability involves the incorporation of verifiable practices into the operations 

and culture of the firm (Ren et al., 2022). It entails materiality evaluation along the value chain, science-based 

targets (SBTi) of carbon reduction and transparency of progress including setbacks (Shulimova et al., 2024). 

Radical transparency (including full life cycle assessment, material composition, sourcing and supply chain maps) 

can change the sales interactions that are not verified promotion to evidence-based partnership (Smol et al., 2020). 

The salespeople are viewed as teachers and co-creators of value within this paradigm and create trust and loyalty 

and minimize the legal and reputational risk of fraudulent claims (Sohns et al., 2023). 

2.3. Theoretical Underpinnings: Value Co-creation and Service-Dominant Logic 

When sustainability is integrated into the sales strategy, value creation and delivery should be 

reconsidered (Wei et al., 2022). Service-Dominant (S-D) Logic suggested by Vargo and Lusch is in opposition to 

the classical Goods-Dominant (G-D) Logic. Although G-D Logic considers value as a part of physical products, 

which can be extracted by sales via persuasion (Yin et al., 2024), S-D Logic focuses on co-created value via 

interaction, knowledge exchange, and service. In this regard, sustainability is not a fixed product feature, but a 

dynamic service that is achieved in the relational and operational settings (Starchenko et al., 2021; Söderholm, 

2020). 

Within S-D Logic, salespersons help to build partnerships in which sustainability is not a marketing 

aspect but a common objective (Shahzad et al., 2021). As an illustration, the value of a solar panel system is co-

created when the customer monitors energy production and minimizes the carbon footprint and the seller offers 

data analytics and maintenance (Rajapakse et al., 2022). This strategy will make sales less transactional and more 

consultative, which will result in long-term cooperation, trust, and loyalty (Putri et al., 2020; Luo and Cheng, 

2022). 

In a sustainability program, the redefining of customer relations based on the long-term effect and 

interdependence is achieved by S-D Logic through the shift of a one-time interaction into long-term interaction 

(Peng, 2024; Mustafa et al., 2022). The success of sales is not measured by the number of units sold, but by the 

co-created sustainable value during the lifecycle of the product, which strengthens the trust, brand loyalty, and 

strategic differentiation (Moşteanu et al., 2020). 

 

3. The Integrated Sustainable Sales Strategy Model 

The Integrated Sustainable Sales Strategy Model provides a systematic structure to incorporate 

sustainability in the overall sales process, including internal alignment and training and post-sale relationship 

management and impact reporting. It offers organizations practical recommendations on how to change traditional 

sales operations into a value-based, sustainability-based operation. The model is grounded in four pillars that are 

interconnected and allow companies to align internal strengths, convey strong value propositions, redesign 

business offerings, and measure results in a data-driven and rigorous way. 

3.1. Pillar 1: Internal Alignment and Sales Force Enablement 

A fully empowered and aligned sales force is the basis of any sustainable sales strategy. Internal 

alignment will make sure that the sales team is not only aware of the sustainability mission of the organization 

but can easily convey it to the customers without the danger of being seen as taking part in greenwashing. This 

can only be achieved through a multi-dimensional approach. 

Sustainability Literacy Training: The sales staff should gain an in-depth knowledge of environmental 

and social problems, such as climate science, the principles of the circular economy, ethical sourcing, labor 

standards, and social governance. They are to know the carbon reduction goals of the company, renewable energy 

programs, and other sustainability indicators to be able to speak about ESG considerations with clients with 

confidence. As an illustration, a salesperson who has this knowledge will be able to describe why switching to a 

particular energy-efficient solution lowers Scope 3 emissions throughout the client supply chain and how technical 

ESG measures can be converted into practical business value. 
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Incentive Restructuring: Without motivation, there is no knowledge. The sales compensation plans 

must be restructured to compensate for sustainability-focused performance, e.g. long-term client retention by 

offering sustainable solutions, onboarding clients with certified environmentally compliant suppliers, or selling 

green products successfully. The alignment will make sure that the financial interests of the sales team are directly 

connected to the sustainability goals of the company, which will support genuine and strategic behavior. 

Enabling Tools and Resources: Sustainability playbooks, digital platforms, and resources that are 

integrated into CRM are sales enablement tools that offer practical guidance to the sales teams. These should 

consist of life cycle assessments (LCAs), validated carbon footprint information, certifications (e.g., B Corp, Fair 

Trade, Energy Star) and scripted messages to overcome any customer apprehensions about greenwashing. These 

tools enable the sales staff to be able to base their conversations on actual evidence as opposed to general 

assertions, which enhance credibility and trustworthiness. 

3.2. Pillar 2: Value-Based Storytelling and Radical Transparency 

After the sales team is in place and armed, the sales narrative should be redefined. Traditional appeals 

based on features, price, or performance are no longer effective to a conscious and sustainability-conscious 

clientele. Instead, companies should adopt Value-Based Storytelling, which will represent the triple bottom line, 

i.e., People, Planet, and Profit, in terms of particular and measurable benefits. 

Quantification of Value: The claims of sustainability should be supported by some measurable 

evidence. As an example, a salesperson might not say that a product is eco-friendly but might show how a facility 

will save 50,000 kWh of energy per year and cut CO2 emissions by 30 metric tons by switching to a solar-powered 

system. This kind of specificity enables customers to see the actual effect of their buying behavior and report 

results to stakeholders. 

Radical Transparency: The world is growing more suspicious of greenwashing, and it requires 

authenticity. Businesses should publicly admit the areas where products or processes are deficient, lay out 

corrective measures and give plausible improvement schedules. Transparency brings about trust, builds 

relationships and makes the salesperson an informed partner who helps the clients to realize their own 

sustainability goals. 

3.3. Pillar 3: Product Service System (PSS) Integration 

When sustainability is integrated into the very business model, the most profound change takes place, as 

it redefines the product sold and the way the value is created. The PSS approach focuses on Ownership to 

Performance whereby emphasis is laid on the delivery of outcomes or services rather than selling products. 

The example of Lighting as a Service by Philips is a representation of this principle, as the customers are 

buying lumens of light instead of the actual bulbs. This encourages the firm to manufacture durable, repairable 

and upgradable products, reducing waste and promoting long-term relationships with clients. Equally, the industry 

equipment suppliers can sell the operational hours of a system instead of the parts, which are efficient and 

sustainable throughout the lifecycle. 

Circularity and Take-Back Programs: PSS integration promotes circularity. As an example, old office 

furniture can be bought back and reused by furniture companies, creating new sources of revenue and 

strengthening customer loyalty. Companies establish sustainable relationships with their partners by providing 

maintenance, refurbishment, and upgrade services and entrench sustainability in the contractual relationship. 

Figure 1 illustrates the Product-Service System lifecycle, demonstrating how the circular flow from design 

through production, usage, take-back, and reuse/refurbishment creates continuous value while incorporating 

customer feedback. 
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Figure 1. Product-Service System Lifecycle illustrating the circular flow of design, production, usage, take-

back, and reuse/refurbishment with continuous customer feedback integration. 

Solution Bundling: Organizations can also increase client value by providing more comprehensive 

packages that are able to deal with more comprehensive challenges. Indicatively, a solar energy company can 

integrate panel installation with energy monitoring, predictive maintenance and efficiency audits. Bundling 

guarantees a comprehensive approach, greater reliance on the company by the client on its expertise, and 

sustainable practices in a systemic manner. 

3.4. Pillar 4: Data-Driven Impact Measurement and Communication 

Measurement and verification play a significant role towards credibility and continuous improvement. 

Evidence-based practices can help sales organizations to monitor sustainability performance, communicate 

impact, and build stronger relationships with clients. 

Sustainability KPIs: The sales teams are supposed to track important indicators other than the traditional 

revenue indicators. Examples are the percentage of revenue on sustainable products, the number of clients who 

have achieved carbon reduction goals by buying solutions, and the physical environmental results such as water 

or waste saved. 

CRM and Technology Integration: The new CRM systems should be able to store client-related 

sustainability information, such as ESG targets, material choices, and environmental impact indicators. Through 

these tools, proactive communication, customized product suggestions and display of quantifiable gains in client 

sustainability goals are possible. 
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Co-Creation of Impact Reports: Proactive organizations create tailored sustainability impact reports 

to clients, which record the overall environmental and social performance of the alliance. Such reports enhance 

strategic relationships, offer tangible evidence of value creation and distinguish the company with the competitors. 

Through this four-pillar model, organizations will be able to make sure that sustainability is not an 

activity that is peripheral but part of the sales strategy. It changes the position of the salesperson to that of a 

teacher, collaborator and co-creator of value, and makes commercial goals consistent with environmental 

stewardship and social responsibility. Figure 2 presents the Integrated Sustainable Sales Strategy Model, visually 

summarizing the interconnection of the four pillars. 

 

Figure 2. The Integrated Sustainable Sales Strategy Model illustrating the four interconnected pillars: Internal 

Alignment and Sales Force Enablement, Value-Based Storytelling and Radical Transparency, Product-Service 

System Integration, and Data-Driven Impact Measurement. 

 

4. Discussion: Navigating the Paradigm Shift to Sustainable Sales 

The shift towards a traditional sales model to a holistic sustainable approach is a major paradigm shift to 

organizations. The strategic payoffs are significant, although the trip is difficult, and it offers short- and long-term 

competitive advantages. Figure 3 illustrates how the green economy influences each stage of the sales funnel, 

from lead generation through post-sale engagement. 
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Figure 3. Green Economy Influence on Sales Funnel showing the integration of sustainability at each stage: 

Lead (identify sustainable-conscious customers), Prospect (value-based storytelling), Sale (product-service 

solution), and Post-sale (sustainability impact measurement and co-created reports). 

4.1. Navigating Implementation Challenges 

When integrating sustainability into the sales operation, organizations face three main challenges, 

namely, financial, cultural, and operational. 

The closest obstacle is Upfront Investment. A sustainable sales model will need capital to redesign 

training, create facilitating tools like digital platforms to assess lifecycle, and possibly re-engineer products and 

services to be circular (Astadi et al., 2022). As an example, converting to the so-called Lighting as a Service model 

implies creating products that are durable, repairable, and disassemble, which requires significant R&D and re-

tooling (Dogaru, 2021). In the case of SMEs, a pilot program will help reduce financial risk and prove ROI before 

the implementation at a large scale. 

Another important challenge is Cultural Resistance. Traditionally, short-term sales goals like revenue 

and quarterly quotas have been used to motivate sales teams. To move towards long-term value creation, 

sustainability-oriented storytelling, and common ESG goals, it is necessary to get past deep-seated attitudes. The 

resistance can be in the form of skepticism, non-cooperation, or opposition to new incentive systems (Wei et al., 

2022). To overcome this, it is necessary to have continued top-down communication, redesigned compensation 

schemes that reward sustainable performance, and identification of internal sustainability champions who 

exemplify and support the desired behavior. 

The third problem is Data Acquisition and Transparency. In the modern days, genuine sustainability 

claims require verifiable and frequently highly technical data, including carbon footprints (Scope 1, 2 and 3), 

Lead:

Identify sustainable-conscious customers

Prospect:

value-based storytelling

Sale:

Product-service solution

Post-sale:
sustainability impact 
measurement & co-

created reports



Minnesota Journal of Business Law and Entrepreneurship 

Volume 2026, No. 2 

ISSN: 1540-3270 

3005 
https://kommerstad.org 

water consumption, material sourcing and labor practices across the supply chain (Wei et al., 2022). The 

technological infrastructure, including CRM modules or dedicated sustainability management platforms, is a 

complex and expensive implementation. Even the most detailed sustainability strategies are bound to fail without 

a strong data backbone. 

4.2. The Compelling Case for Adoption 

Nevertheless, the strategic advantages of implementing a sustainable sales model are overwhelming 

despite these challenges. 

Competitive Differentiation is instantaneous. Verifiable and proven sustainability is an inimitable market 

edge, as it turns the discussion around price and features to common values and overall impact (Wei et al., 2022). 

Price Premiums and Resilience are logical consequences. B2B and consumers are becoming more 

interested in sustainable products, and they are prepared to pay a higher price, thus establishing a sustainability 

premium (Wei et al., 2022). Sustainable products are also more resilient in periods of economic decline since they 

are viewed as long-term investments, as opposed to products that can be disposed of (Luo and Cheng, 2022). 

Better Customer Loyalty is a major long-term advantage. Relationships that are based on sustainability 

lead to trust and advocacy and turn clients into partners that promote environmental and social programs of the 

company. This will result in increased retention, decreased churn, and lifetime customer value (Luo & Cheng, 

2022). 

Strategic benefits are also Regulatory and Reputation Advantages. The implementation of sustainable 

practices at an early stage can guarantee that organizations remain ahead of the regulatory demands, reduce the 

possible fines, and protect the brand equity (Dura & Azreen Azriana Binti Azham, 2024). 

Another important advantage is Talent Attraction and Retention. Millennials and Gen Z are more than 

ever demanding meaningful work in companies that are dedicated to the well-being of society and the 

environment. The sales strategy that is oriented towards sustainability helps to attract and retain the best talent, 

increase engagement, innovation and general organizational performance (Bobojonova, 2025; Alkhodary, 2023). 

In general, although the transition to sustainable sales is tangibly challenging, the strategic benefits of 

differentiation and resilience, as well as customer loyalty and talent retention, make it a necessary change of 

organizations that want to grow and remain relevant in the green economy in the long term. 

 

5. Conclusion and Recommendations 

The green economy is no longer a far-fetched dream of the future; it is a real and immediate reality that 

defines the market dynamics today. Companies that still operate on the sales models that are based on short-term 

transactions, cost-based incentives, and feature-based selling are becoming more aligned with the demands of 

modern consumers and B2B customers. Such inconsistency threatens obsolescence, with competitors who have 

made sustainability a part of their core sales approach having a better market presence, top-tier talent, and 

sustainable brand equity. 

The sustainable sales strategy that is integrated in this manuscript offers a holistic model to make the 

sales function a source of long-term value creation. Companies can stop thinking of sustainability as a cost or a 

compliance issue and start considering it as an engine of growth and a competitive advantage by integrating 

sustainability into all their sales processes. 

The four pillars of the model, which include Internal Alignment and Sales Force Enablement, Value-

Based Storytelling, Product-Service System (PSS) Integration, and Data-Driven Impact Measurement are not 

standalone interventions but a logical system. These pillars are interdependent: when the sales staff are internally 

aligned and motivated, they will be able to produce powerful and data-driven sustainability narratives, and because 
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of PSS integration, even the product can contribute to the realization of the long-term environmental and social 

goals. Data-driven measurement bridges the gap and proves assertions and leads to continuous improvement. 

5.1. Strategic and Market Implications 

Differentiation and Brand Equity: Firms that practice sustainability in the sales process stand out in 

markets that are becoming increasingly dominated by conscious consumers and B2B partners who are more 

concerned with ESG performance. This distinction transcends the conventional aspects or cost, and the discussion 

moves to the common values, collective influence, and long-term strategic orientation. The credibility, trust and 

reputation that results provide a shield against competitive forces as well as a growth driver. 

Financial Resilience and Premium Pricing: Sustainability-based products usually have a higher price 

because of the perceived value of the customers who are environmentally and socially conscious. Companies can 

use higher prices by associating the performance of their product/services with tangible sustainability results to 

reduce the risks of commoditization. Furthermore, products and services that are created with the concept of 

circularity and durability are more likely to be effective in economic recessions, which adds to the financial 

resilience in general. 

Customer Loyalty and Strategic Partnerships: Sustainable engagement in the long term will create loyalty 

that goes way beyond transactional interactions. Customers are co-creators and co-partners, who are interested in 

the common cause of environmental stewardship and social responsibility. This increases customer lifetime value, 

churns and turns clients into advocates, which increases the market impact of the firm organically. 

Regulatory Preparedness and Risk Mitigation: The world is becoming more demanding on governments 

and regulators to enforce tougher environmental regulation, carbon pricing and due diligence of the supply chain. 

Integrated sustainable sales practices implemented early in the company put the company ahead of the regulatory 

curve, minimizing the risk of compliance, fines, and reputational harm. Proactive alignment also helps firms to 

use regulatory frameworks as strategic advantage and not as a constraint. 

Talent Attraction and Workforce Engagement: The contemporary talent, specifically Millennials and 

Gen Z, wants to work on purpose and with impact on society and environment. A sales company that is truly 

focused on sustainability will have motivated and skilled employees who are more involved and productive. This 

does not only save on recruitment costs and turnover but also encourages innovation and strategic problem solving 

throughout the organization. 

5.2. Recommendations for Practitioners 

Conduct a Comprehensive Sustainability Audit: Conduct a comprehensive sales process, incentive 

system, messaging, and CRM system diagnostic analysis to determine gaps, misfit, and opportunities. Compare 

the ecosystem that was there with the four-pillar model to rank the interventions that have the most impact. 

Launch Pilot Programs: Begin with pilot projects of high quality and demonstrating the sustainability 

and viability of sales integration. Pilot programs enable training modules, messaging strategies, and technological 

tools to be tested in a controlled setting, which produces data, feedback, and success stories which can be used to 

influence a wider organizational implementation. 

Develop Data-Driven Storytelling: Transforming the raw sustainability indicators that include life cycle 

analysis, carbon footprint analysis, social impact analysis, etc., into effective stories that can appeal to the goals 

of the client. Train sales teams should be trained to convey these stories in the most effective manner, emphasizing 

quantifiable environmental and social benefits as well as conventional financial payoffs. 

Ensure Top-Down Leadership Commitment: The C-suite ought to be actively engaged in the process of 

resource acquisition, cultural change promotion, and strategic priority. Leadership support makes sure that pilot 

programs are sponsored, initial successes are celebrated, and resistance is managed in a constructive manner that 

builds a culture of sustainability that is incorporated throughout the organization. 
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Invest in Technology and Measurement Infrastructure: Install advanced CRM systems and sustainability 

management platforms that can capture, analyze and report ESG related measures. Transparent reporting and real 

time increase credibility; decision making and always improve. 

Foster Cross-Functional Collaboration: The sales teams are expected to collaborate with the marketing, 

sustainability, product development, and supply chain functions to maintain the same message, evidence-based 

claims, and operations. Cross-functional integration increases the credibility of sustainability work and the 

creation of the maximum value to the company and its clients. 

In conclusion, sustainability in sales is neither compliance nor ethical practice but rather strategic 

requirement that is reshaping competitive advantage in the 21st century. With the alignment of internal strengths, 

the use of data, the creation of a new business model, and the establishment of clear, value-oriented relationships, 

firms will be able to turn their sales activities into growth, resilience, and beneficial influences on society. This 

paradigm shift will see to it that sustainability is not only a differentiator, but the cornerstone of long-term business 

success in the new green economy. 
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