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Part One The importance  
of getting ESG right

In a recent survey, “65% of new investors – and 83% of investors aged 18-
34 – want at least some of their investments to be ‘sustainable’, compared 
to 50% for the average investor.” 

The rise of ESG investing will see assets rising in 2022, according to 
Bloomberg, to $41 Trillion and an increasing number of asset owners and 
managers have made commitments to address environmental issues and 
alleviate climate change.

THE PURPOSE OF THIS STUDY IS TO:
• Look at the marketing trends in the field of ESG investing
• Highlight the ways that a wide range of leading asset managers 

position themselves and how/if they are differentiated.

NEW IN THIS SECOND EDITION, WE HAVE WORKED WITH OUR 
DIGITAL PARTNERS SMALLGIANTS TO CONSIDER:
• What claims asset managers are making in their communications 
• And, crucially, compare this with the messages that investors are 

hearing and responding to on social media. 

But we must remember that, while the headline figures are very positive, 
the rise of ESG investing also means increased scrutiny and the need to 
avoid ‘Greenwashing’…
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Although the next edition of the Responsible Investment Brand Index is 
delayed until 2023, Hirschel & Kramer have released a short thought-
piece on the importance of branding is asset management.

In Branding for Asset and Wealth Managers they state that they “found 
that less than half of (asset managers) articulate a Purpose (and that) … 
the average rating is less than 1 on a scale which goes from 0 - Mediocre 
to 5 - Excellent. It is evident, there is significant room for improvement in 
the industry.”

They also go on to helpfully remind marketers of the importance of 
branding to help people make decisions on an emotional basis as well as 
a rational one: “brand helps to differentiate. This is critical in an industry 
where, in Europe alone, there are some 4,500 managers pursuing the 
same clients.” A well-defined brand also helps to instil trust, simplify 
choice and, perhaps most crucially, creates pricing power.

As ever, the insights provided by Hirschel & Kramer are useful to 
marketers. In particular, we believe that they highlight the importance of 
the Rational to Emotive spectrum which is part of the methodology used 
to create this Report.

Contents

Brand in Asset 
Management



To avoid accusations of ‘greenwashing’ 
marketers of ESG funds and strategies need to:
• Create clear points of differentiation from 

their non-ESG counterparts
• Substantiate their narratives in marketing 

communications
• Ensure that targets are well-defined and 

measurable

The war on “Woke Capitalism”

This was the headline to a recent article in the Financial Times, which 
claimed that ESG investing is “under attack from populist politicians, 
finance industry contrarians and … activists.” This is indicative of the 
scrutiny being placed on asset managers from all sides, including those 
who support investing towards Net Zero goals as well as those who oppose 
the idea.

Marketers in this field are used to dealing with the fact that every claim has 
to be thoroughly verified. But the emphasis on ESG investing puts even 
more pressure on brands to maintain the highest levels of integrity in all 
their communications. 

A recent study cited by the American Marketing Association stated that 
78% of consumers say they’re more likely to buy products that are labelled 
as “environmentally friendly.” But nearly three quarters (74%) of those 
consumers admit they don’t know how to identify eco-friendly products. If 
that’s the case for relatively straightforward FMCG products such as soap 
and sweets, which have clearly defined ingredients, production methods 
and paths to distribution, imagine how bamboozling the world of asset 
management can appear to end-investors!

That’s why it is so important for asset managers to know how they are 
positioning their brand, how they are substantiating their position and how 
investors are understanding and reacting to their communications.
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Marketing ESG in 2022 & Beyond

The emphasis on ESG 
investing puts even 
more pressure on 
brands to maintain 
the highest levels of 
integrity in all their 
communications
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Federated Hermes

AXA IM

Candriam

“Sustainability. We mean it.” is the core 
message from video and other comms. 
“Climate action. Amplifying the voice of 
investors” is another key message. 
Visual treatment emphasises environmental 
projects.

Focus is on “Responsible Investing” with 
a balanced set of messages incorporating 
the three aspects of E, S & G. Imagery is 
particularly neutral lifestyle photography, with 
no relationship to the company’s positioning.

Green imagery often dominates ESG-
related communications from Candriam 
and messaging is also often focused on the 
subject of “Carbon reduction”. There is no 
recognisable tag-line but the environmental 
commitment is clear.
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These four perennial leaders and two new entrants show that it is 
possible to be successful with a wide variety of ESG positionings. 
There is no single ‘correct’ answer.

03 H&K’s Leaders in ESG
DPAM

NN IP

Schroders

In comms from DPAM, sustainable investing 
is linked inextricably with environmental issues 
and an icon of a small green plant is used to 
symbolise the sector. As with Candriam, there 
is no attempt to use a single phrase to describe 
its approach to ESG.

We ought to declare our interest here as NN IP 
has been a client of Mohawk since 2018. However, 
we have tried to be as objective as possible in our 
comments.
Responsible Investing is the core promise from 
NN IP and this is defined as a threefold approach 
incorporating E, S & G - some communications 
emphasise the importance of addressing social & 
governance issues rather than purely environmental. 
Imagery often uses a globe in a variety of ways.  

We also ought to declare our interest here as 
Schroders was a client of Mohawk for more than a 
decade after our launch in 2007. Again, we have 
tried to remain as objective as possible.
In quite a bold move, Schroders changed their brand 
positioning to “Beyond Profit” last year. Although 
not exclusively linked to ESG, the connection is 
clear. This promises the rational benefit of profit 
while leaving open the potential for much more 
emotive benefits, including “positive change”. In 
terms of imagery, Schroders has focused on lifestyle 
photography with no direct link to the proposition.
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The 3Ds stand for: 

•  Durable Those messages that 
have lasted a long time and 
have been used frequently.

•  Dominant Currently favoured 
by many marketers.

•  Developing Just beginning to 
emerge

One image which recurs time and time again is the hand 
holding a seedling. The messaging which accompanies 
this often stresses the E of ESG above the other 
elements. In other words, marketers have historically 
emphasised the importance of Environmental issues 
above all else. 

The most frequently found single image in current 
communications is the earth from space though there are 
many variants of this one concept. We interpret this as an 
attempt to give a more rounded view (pardon the pun) of 
what ESG stands for, while still emphasising the importance 
of the environmental aspect. Copy still has a heavy emphasis 
on the environment and, more recently, COP26. 
The other image which can be seen in some supporting 
documentation is representation through icons of the UN’s 
Sustainable Development Goals (SDGs). The problem with 
this is that it requires significant time to interpret the multi-
faceted aims outlined by the UN and embraced by many 
governments around the world.

The messaging which we are beginning to see more and 
more often in relationship to ESG incorporates the concept 
of making a positive change. We think this goes beyond the 
effect of increasing numbers of impact funds. Though it may 
sound particularly simplistic, there is also a design device 
which often accompanies this: an arrow to suggest progress.
In our opinion the more interesting aspect of ESG comms 
which is in the very nascent stages of developing is the 
emphasis on the Social facet of ESG. This provides the 
opportunity to emphasise community and harmony of 
people and their world. More of this later when we look at the 
opportunities ahead.

The 3ds in ESG04

Understanding the 3Ds in ESG communications is a useful way to 
see how marketing in this field is changing and to plan ahead for the 
messaging which will cut through. 
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DURABLE

DOMINANT

DEVELOPING

The 3Ds is our established 
methodology for looking at trends 
in communications which helps us 
to look at marketing messaging 
(either visual or verbal or both) in 
the past, present and future. 



DURABLE

DOMINANT

DEVELOPING

06 ESG Positioning Spectrum Key
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ESG Marketing Trends05
RETURNS

The focus is on returns provided by investing in 
companies with sound ESG credentials. Often there is 
a message suggesting “no compromise” or doing two 
things at once: we call this “Returns Plus”. 

01

MEASURABILITY

This platform creates a sense of the science behind 
investing in ESG-related issues, introducing concepts 
such as measurability as well as the integration of ESG 
into portfolios.

02

GREEN SUSTAINABILITY

This Durable trend positions ESG investing as focused on 
environmental sustainability above all else. Environmental 
issues (and associated imagery) form the bulk of 
communications. 

03

GENERAL SUSTAINABILITY

This Dominant trend takes a more holistic view of ESG, 
with emphasis more evenly spread across the three 
aspects, including issues such as the circular economy. 

04

CHANGE

This Developing trend emphasises the concept of 
actively making positive changes for the better in the 
world. It is perhaps related to the rise in the number of 
Impact funds now available. 

05

COMMUNITY

This is the development we are beginning to see. It 
prioritises the Social aspect of ESG and includes the 
concept of a greater sense of community/harmony in the 
world. 

06
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ESG Positioning Spectrum

A powerful way to compare and contrast the various positioning of 
asset managers is to look at them on a spectrum from functional 
to emotive. We should emphasise that there is no ‘correct’ place 
to be on the spectrum – every position can be as valid as any 
other. But it does help to show the companies which are distinctive 
in their positioning and who are more likely to be standing out in 
their messaging.

Our scale begins at the functional promise of no compromise 
on returns in order to achieve goals related to ESG and ends 
at the emotive promise of creating a better, more harmonious 
world. In the middle is a large, highly populated section devoted 
to sustainability. The first (A) is focused almost exclusively on 
environmental benefits, the second (B) includes the other aspects 
of ESG, namely Social and Governance factors.

As in the methodology earlier in this document, we have 
considered communications including: websites, print & digital 
advertising, brochures and social listening on sites such as 
LinkedIn and Twitter. Again, it should be stressed that we have 
looked at what we consider the primary positioning of each asset 
manager based on the materials visible to us.

It goes without saying that the drive to Net Zero and the 
importance of climate-related issues will make environmental 
sustainability a major factor for all businesses, organisations 
and governments for decades to come. But staying squarely 
positioned inside sustainability on its own is not necessarily ideal 
for asset managers for two reasons:

1. There are so many asset managers in this space that 
differentiation is close to impossible

2. The issue of climate change is complex and it’s not always 
easy to see a direct relationship between the solutions and 
the desired eventual outcomes. So any positioning based on 
a relatively abstract numbers-based concept such as Net 
Zero tends to lack immediacy & cut-through. 
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Positioning Spectrum Key
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E

G

S

14-18m
monthly

search volume

1-2m
monthly

search volume

Environmental, Social, Governance 
(ESG) Universe

Environmental
80.51%

Social
7.43%

Governance
12.07% SRI-related keyword topics

Climate Change

Deforestation

Pollution

Supply Chain Management

Resource Management

Environmental ManagementAnimal Welfare

Greenhouse Gas Emissions

Carbon Footprint

Recycling

BiodiversityPackaging

Renewable Energy

Ecological Footprint

Water Management

Diversity

Equal Opportunities

Human Rights

Pay Equity

Supplier Management

Employee Well Being

Customer Responsibility

Labour Standards

Child Labour

Community Impact

Inclusion

Learning and Development

Health and Safety

Gender Diversity

Supplier Diversity

Compliance

Corporate Governance

Greenwashing

ESG Score

Anti-Corruption

ESG Rating

ESG Governance

ESG Policy

Shareholder Rights

Gender Diversity

Audit

Business Ethics

Governance

Stakeholder Engagement

Corporate Sustainability

SRI Impact InvestingResponsible Investing

Socially Responsible Investing

Divestment

Environmental Management

Green Bond

Corporate Sustainability

Net Zero

Sustainable Investing

Greenwashing

Paris Agreement

Ethical Investment

When evaluating corporate behaviour and assessing 
potential investments, ESG is the Environmental, 
Social, and Governance criteria that companies 
use. ESG evaluation has become so prevalent that 
it now frequently complements traditional financial 
analysis. This is carried out in terms of ESG risks and 
opportunities - i.e. the money the company could lose 
by not acting on ESG risks and, conversely, what it 
could gain by taking ESG opportunities. The primary 
objective of ESG investing is financial returns. 

Sustainable, Responsible, Impact  
(SRI) Investing Universe
Socially Responsible Investing (SRI), which is also sometimes referred to as 
social investment, is an investment that is considered socially responsible. It 
is often related to and intertwined with socially conscious investing.
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Inclusive Development
10.12%

Ukraine Conflict
5.18%

Impact Sourcing/
Supply Chain
9.16%

Sustainable Investing
3.54%

Climate Change
62.75%

Regulation/Reporting/
Corporate Disclosures
9.24%

10 - 12 m
keyword searches 
p/month related to 

ESG

Climate Change

Considering most people equate ESG and sustainability 
with the topic of climate change, it is no surprise that the 
highest volume of searches can be found in this territory. 

A pressing and ongoing issue for a large proportion of the 
public, many wider keywords can be found here, including 
decarbonization, a Developing term, with 50% YoY growth, 
renewable energy, a Durable interest, and resource 
management, also a Developing term, with 22% growth in 
volume YoY. 

Waste management deserves our attention too. It has the 
second highest volume in the category with 1.2 million 
searches and a 23% growth, not only YoY but also month-
on-month (MoM). 

Inclusive Development

Inclusive and sustainable industrial development (ISID) as 
a primary source of income generation has been a topic on 
the rise since the 2013 Lima Declaration. 

In this instance, inclusive should be taken to mean that all 
parts of society must benefit from technological progress. 
Industrial development must include all countries and 
all peoples, as well as the private sector, civil society 
organisations, multinational development institutions, and 
all parts of the UN system.

Within this theme the highest volume keywords are fair 
trade - Durable, with unchanged high volumes over the 
last years, and sustainable development - Developing, with 
22% growth in search volume YoY. 

Regulation/Reporting/
Corporate Disclosures

This last theme is focused on all things regulatory, as well 
as metrics and reporting. With audiences and investors 
committed to real solutions, it is to be expected that 
greenwashing sees over 165,000 searches per month. 

ESG data, policy and risks all have 22% growth YoY, while 
ESG metrics has grown 24% and ESG compliance is up 
by 89%.

Impact Sourcing/Supply Chain

The supply chain, when studied through the lens of ESG, is 
not only about sustainable sources or reducing greenhouse 
gas emissions within the chain. Ethical and human rights 
considerations as well as biodiversity loss need to be taken 
into consideration too. 

The words used within this theme, however, tend to 
focus on the high level and sustainable sides to impact 
sourcing. Terms such as supply chain management and the 
opportunity are frequently used. Meanwhile, searches for 
sustainable value chain have grown 50% YoY and corporate 
sustainability searches are up by 22%.

Ukraine Conflict

Naturally a Developing theme, the horrifying crisis in 
Ukraine is impacting search terms worldwide in 2022. The 
conflict touches on all aspects of ESG and a very tangible 
impact is already visible on both energy policies and food 
supply chains, as well as cybersecurity. 

The conversation around renewable energy is unavoidable: 
it is a Durable theme that is crucial to sustainability efforts. 
In an international situation complicated with sanctions 
and oil dependent economies, the topic is as important as 
ever. Food security is the second highest trending term. In 
relation to climate change it is a Durable question, pushed 
into higher volumes by the fact that Ukraine is one of the 
main world exporters of grains, as well as vegetable oil.

Sustainable Investing

Asset Managers and government bodies alike aim to align 
their investments with the global temperature targets. 
The former transition their portfolios towards equity in 
low emitters, while the latter aim to increase the flow of 
financial resources to sustainable development priorities.  

Most questions (according the search volumes) centre 
around the Paris Agreement (74,000 searches globally) 
and ESG investing (60,500 instances) but opportunities 
often lie within the somewhat lower volume, higher growth, 
Developing key terms. For example, net zero investing has 
seen 50% growth YoY, so has decarbonisation, while green 
bonds are up 49%, with a volume of 27,000.

One of the key marketing tools supporting ESG 
positioning is the content. The topics you most 
discuss and the specific expressions you use will 
all determine the tone of your ESG marketing 
strategy. 

Mapped across the Durable, Dominant and 
Developing areas, the main ESG themes are listed 
below.

To compile this list we reviewed all words relating 
to ESG, and looked for patterns. We then grouped 
these expressions into categories, and some clear 
motifs emerged: 

ESG Content Trends



4

Brian Deese
Global Head of Sustainable 

Investing
+80k Personal Foll.
+1.6M Brand Foll.

5

Inger Andersen
Executive Director 
+60k Personal Foll.

+19M Brand Foll.

6

Kate Brandt
C. Sustainability Officer

+45k Personal Foll.
+50M Brand Foll.

7

Lisa Jackson
VP of ESG
+27k P. Foll.

+24M B. Foll.

8

Bea Perez
SVP and CC, Sust. & 
Strat. Partnerhips O.

+26k P. F.
+8M B. F.

9

Lucas Joppa
C. Environmental O.

+24k P. F.s
+27M B. F.

10
Alexandra Palt
Chief Corporate Responsiblity Officer
+14k Personal Followers
+4M Brand Followers

13

Peter Lacey
Global Sustainability Services Lead  
Chief Responsibility Officer
+6k Personal Followers
+9M Brand Followers

11

Virginie Helias
Chief Sustainability Officer
+14k Personal Followers
+7M Brand Followers

14

Suzanne DiBianca
Chief Impact Officer & EVP, 
Corporate Relations
+5k Personal Followers
+4M Brand Followers

12

Kathleen McLaughlin
Chief Sustainability Officer
+13k Personal Followers
+5M Brand Followers

15

Jean Rogers
Global Head of ESG Investments
+5k Personal Followers
+600k Brand Followers

Non Asset Manager Asset Manager
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The journey towards climate action, social equity and more balanced societies is a long one, 
but narratives are visibly shifting. According to Dow Jones Factiva, ESG has seen a 150% 
increase in news coverage over the past two years and corporations as well as influential 
individuals contribute to this momentum, which keeps topics alive on social media.

In our research we have considered individual reach as well as the  
power of the company accounts behind the influencers, to give you the 15 most prominent 
names in the ESG space.

Asset Manager Top ESG Individual Influencers10

1
2

3

Christine Lagarde
President of the E. C. B.
+3M Personal Followers 
+1M Brand Followers

The French politician, economist 
and lawyer has served as President 
of the European Central Bank since 
1 November 2019 and commands 
the attention of over 5 million 
followers. Through her channels 
she has the opportunity to urge the 
orderly transition to carbon neutral 
and provide information about 
the role of the financial sector in 
achieving a more sustainable future. 

Inflation

Crisis

Quantitative Tightening

Green Energies

Climate Crisis

Quantitative Tightening

Larry Fink
Charmain and CEO of BlackRock
+800k Personal Followers 
+1M Brand Followers

Founder, Chairman and Chief 
Executive Officer of BlackRock. 
With 855,146 followers on Linkedin, 
527,200 pairs of eyes on BlackRock’s 
Twitter page and over 10 million on 
the company LinkedIn profile, Larry 
Fink has the widest reach within the 
community. In the ESG realm, he often 
addresses “the need for the public and 
the private sectors to come together to 
address climate change by mobilising 
investments into new technologies to 
build sustainable economies.”

Climate Change

Carbon Footprint

Ukraine

Mark Carney
VC and Head of ESG of Brookfield
+100k Personal Followers 
+200k Brand Followers

Third on our list due to his personal klout 
on LinkedIn, the former Governor of 
the Bank of England has the potential 
to reach 137 thousand followers. It 
is interesting to note that this is a 
significantly marked decline from 
Lagarde’s 3.3 million and Fink’s 837k.

A client finance reformer and the 
UN Special Envoy for Climate Action 
and Finance (amongst other roles), 
he uses his reach to actively raise 
awareness and keep the climate action 
conversation going.
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The measure of success in this case is how often content is written and published, and how 
often viewers actually click, read and share that content. 

ESG (the umbrella term) is interestingly not as strong here as you might expect: as we’ve 
understood on slide 00, it is apparant that the SRI category and its themes are the areas 
Asset Managers write and talk about most. 

The other notable insight to note in this data is the discrepancy between the global interest 
in climate change as a theme and the comparatively low placement of the category, when we 
look at the topics Asset Managers are most concerned about.

In terms of who performs the best, it’s the brands that have the most significant reach in 
the financial services category, as well as covering topics that are trending and getting user 
engagement.  We also see that some challenger Asset Managers are focussing on specifc 
growth trends and are gaining signifcant traction and momentum. 

Regulation 
9.24%

Inclusive Development 
10.12%

Supply Chain 
9.16%

Sustainable Investing 
3.54%

Ukraine Conflict 
5.18%

ESG General

Climate Change 
62.75%

ESG related keywords ranked 
in the top 50 on Google

Developing Dominant

Less

2-10

More

11-100

Less More

101+

Less MoreLess

New entries

More

1-2M
Total SRI search  

volume per month

14-18M
Total ESG search 

volume per month

0.5-1B 
Total search pages 

across ESG/SRI 

Content Engagement11
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ESG and/or SRI positioning are implicitly 
strengthened by the topics and conversations 
that are given time and reach by a brand.

It will come as no surprise then that Blackrock 
dominates these channels, given its overall 
share of voice within the investment 
community, though there are a number of 
noteworthy differences between content and 
social activities. 

The first of these is the share of volume 
between themes. In contrast to the lack of 
traction arising from its content, Blackrock’s 
generic ESG umbrella provides bases for 

debate and discussion, which is no doubt 
partially due to the earlier noted differences 
between its ESG and SRI philosophies.

In terms of content trends, Sustainable 
Investing slides back in to third place here, 
while Climate Change gains advantage: it is the 
second most discussed topic across the social 
channels. 

The most notable change here is in the ranking 
of the top three performers: JP Morgan and 
BNP Paribas joins Blackrock in being most 
active and achieving the highest engagement 
through its social media exchanges. 

Less

0.01-0.99%

More

1-4.99%

Less More

5-100%

Less More

Regulation 
9.24%

Inclusive
Development 

10.12%

Supply Chain 
9.16%

Sustainable 
Investing 

3.54%

Ukraine Conflict 
5.18%

ESG General

Climate Change 
62.75%

Developing Dominant

Share of Voice on Social Media
Less

New entries

More

52k
Total ESG-related social 

posts (1M)  

185k
Total engagement for ESG 

related posts (1M) 

500-600M
Potential 

impressions 

Share of Voice12



www.mohawkhq.com | www.smallgiants.agency Marketing ESG in 2022 & Beyond

26 27

Current Opportunities (What is working for brands now)
What are the opportunities for Asset Managers wanting to position their messaging and content strategies based 
on what we have seen in the past 12 months?

SRI topics and directions are 
overperforming in the ESG 
territory, meaning interest in 
socially responsible investing is 
high at the moment. Shaping 
your content strategy to clearly 
and succinctly communicate 
your firm’s direction in the 
territory has the potential to 
yield short- and medium-term 
results and attract investors 
committed to placing their 
assets responsibly.

Climate change holds 
significant attention and 
investors prioritise net 
zero and decarbonisation, 
as well as green assets. 
This territory is where the 
volume and engagement 
is, so asset managers need 
to find the right way to tap 
into their green thought 
process and communicate 
it effectively.

Content is a proven 
tool for supporting 
and shifting brand 
perceptions, as is social, 
but engagement is key: 
which means advantage 
lies in a conversational 
format as opposed to 
announcements, and 
discussing topics that are 
currently in the forefront 
of the audience’s mind.

While the quality and congruence 
of marketing positioning when 
it comes to ESG is important, it 
is clear from the data that large 
players with significant audiences 
still hold the majority of share of 
voice, even if their focus is not in 
the examined territories. 

Therefore, successful digital 
strategies must consider how to 
develop audiences and build reach. 
This can be achieved through 
collaborating with influencers, 
taking an active role in large 
events, as well as using the right 
supporting advertising strategies 
to build foundations.

Future Trends (Next 12 months)
Looking at the ESG themes on with the upward trajectories we project the following areas to 
be gaining higher volumes and user engagement.  These areas offer opportunities for the Asset 
Manager to think ahead and produce content strategies that will resonate with the user base in the 
next 12 months.

Climate change: a 
hugely important topic 
that has large volumes, 
which are rising still 
further in 2022. 
As such, it provides 
challenges to be solved 
and requires content to 
be focusses on both the 
short- and long-term.

Greenwashing: as 
audiences get more 
educated and aware, 
greenwashing will 
become a source of ever 
more disappointment 
and audiences will 
gravitate towards 
companies that 
can show there is 
substance behind their 
sustainability messaging. 

Large events related 
to ESG drive high 
interest, high search 
traffic and intense 
social engagement. 

As previously seen, 
sustainable investment 
is uptrending: 
specifically all topics 
that have to do with 
the measurement of 
its impact, further 
showcasing maturing 
audiences and an 
understanding of 
responsible investing.

The Social & Governance 
elements of ESG are going to 
be more understood and sought 
after, over time. The data shows 
that while environmental issues 
currently hold the most sway, 
with growing awareness and 
understanding, the roles of social 
equity, inclusion and responsible 
governance are becoming clearer. 
Search volumes for this side of 
ESG are growing in correlation 
with that.
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One aspect of the content and social conversations our research hasn’t touched on 
is authenticity. As with most things in the world, quality trumps quantity and carefully 
crafted content strategies that are aligned with company values and investment strategies 
will always be the most powerful.

Your brand might not attract traffic from millions of searches or engagement levels 
in thousands. However, attracting the right audience and presenting an authentic 
positioning will pave the way to loyal customers and a trusted ESG or SRI brand. 

This is greatly represented in sentiment analyses. While some brands might hold the 
majority in terms of share of voice, higher reach and volume - with less congruent 
messaging and a diversity of reach, as well as more controversial opinions and perceptions, 
positive sentiment can be as low as 49%.

Organisations with smaller share of voice but more focus on ESG topics might reach 
lower numbers but often achieve much higher positive sentiments. PGGM and M&G are 
great examples of this: holding 0.2 and 0.9% of social share of voice in ESG topics, the 
sentiment analysis shows 96 and 90% positive sentiment towards their communications. 

FOLLOW TRENDS AND 
BE AWARE OF THE 
DATA SHOWING HOW 
AUDIENCE INTERESTS 
FLUCTUATE. 

TAKE AUTHENTIC 
ACTIONS BEHIND 
COMMUNICATION 
AND CONGRUENT 
MESSAGING TO ACHIEVE 
POSITIVE SENTIMENTS, 
AND AVOID EVEN 
THE MEREST HINT OF 
GREENWASHING.

RELEVANT REACH IS KEY: 

BUILD YOUR STRATEGY 
TO GROW AUDIENCES 
AND RELATIONSHIPS 
WITH INFLUENCERS 
FOR FUTURE 
COLLABORATION AND 
ENGAGEMENT.
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In summary, 
here are 
your three 
key steps to 
successfully 
support 
your ESG 
positioning: 

We believe there are 
opportunities for many 
asset managers to 
become more distinctive 
from their competitors 
on this subject.

Opportunities ahead

At Mohawk and SmallGiants we believe there are opportunities for asset 
managers to simultaneously differentiate themselves from their competitors 
and engage effectively with the topics that are both relevant and important 
to their markets.

Because the sheer number of companies positioned in the middle of the 
ESG Positioning Spectrum should not act as a barrier for asset managers 
looking to stand out from the crowd. In fact, we believe there are a wealth of 
opportunities to be had. This is exemplified by the fact that there are those 
who have already done exactly this, with considerable success. And what is 
clear from the spectrum is that there is no ‘correct’ direction to go in. For 
example, Schroders is as true to its positioning on ESG as PIMCO is to its own 
(radically different) positioning - and both approaches work. What matters in 
both cases is that they have found a direction that enables them to express 
their positioning on ESG in harmony with their brand. Elsewhere, what is also 
interesting about the spectrum is that (as yet) we see no companies on the 
right-hand side, which denotes an emotive positioning. In our opinion this 
presents a clear opportunity for a brand, or perhaps a challenger brand, to 
step out into an atypical space. In doing so, they can distinguish themselves 
from the ever-swelling pack in the middle. 
Establishing authentic ESG brand positioning is a crucially important first 
step. Once this step has been taken and established, brands have a significant 
opportunity to build content strategies that resonate with audience sentiment.  
After all, acquiring new customers (as well as supporting existing customers) 
and managing brand reputation in both instances, ultimately depends on what 
you say about your brand and what others say about you. Looking forwards, 
ESG will undoubtedly continue to grow in importance as a topic, so getting 
ESG brand positioning, content and marketing strategy right will be a major 
differentiator.

To discuss this, and any of our findings in this document, contact 
ken.muir@mohawkhq.com and al.ramich@smallgiants.agency. 
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