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Abstract 

Non-Financial reporting is undoubtedly becoming an increasingly prevalent practice in modern 

society in order to ensure transparency concerning an organization's contributions to 

sustainable development. 

The case study covers the first steps of The Company implementing a non-financial reporting 

software that aims to integrate “sustainability” into the enterprise’s business strategy to keep 

up with increasingly demanding sustainability regulations and the challenges they faced during 

that process. Afterward, in the individual teaching note, these challenges are explored solution-

wise. Finally, in the project evaluation report, it is discussed the opportunity of implementing 

that software in the Portuguese market and it is provided recommendations in order for them 

to thrive. 

 

Keywords: Sustainability Reporting, Non-Financial Information disclosure; Consulting; 

Brand Awareness; Sustainability; Brand Idea, Business Model 
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A non-disclosure agreement was necessary to gather company information and create the case 

study and report. Consequently, the name of the Company’s employees, their clients' names, 

sensible human resources information, and other identifying information were concealed or 

altered. The sensible nature of the information related to human resources made it impossible 
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Introduction 

The Company is an international consultancy company specialized in IT services. Founded in 

the 2000’s, and with headquarters in Switzerland, it is now established in more than 20 

countries worldwide. The Company provides consulting services, develops software, and is a 

systems integrator for a wide range of industries, aiming at improving clients' operational 

efficiency and decision-making capabilities through IT solutions and digital transformation. At 

the time of this case study, the Company had worked for more than 20 years with its Partner, a 

market leader in Enterprise Resource Planning (ERP) systems, that is, the platforms (i.e., 

software and digital tools) used by businesses to coordinate and manage the key elements of 

their operations. The Company, as one of the Partner’s most trusted partners, helps build, 

deploy, and run the Partner’s solutions for its clients. An example of such solutions is the 

Solution, a powerful calculation engine designed by the Company, which was initially intended 

to simulate business processes and enhance performance and profitability decision-making. For 

instance, it enables businesses to build profitability and cost analysis, and creates pricing 

models, forecasts, and simulations to help businesses' decision-making. 

The Company operates in Spain since it was founded and aims to intensify its position in the 

Iberian Peninsula, starting by strengthening its market position in Spain before expanding to 

the Portuguese market. To meet the growing demand for non-financial reporting and 

sustainability consulting services in the market, the Company decided to start developing 

products and services in this sector. In fact, new legislations increasingly require companies to 

generate reports that include non-financial data, such as their environmental footprint or their 

human rights impact. The Company took this opportunity to expand its offer of services and 

decided to create a tool that would assist clients in integrating social and environmental 

concerns into their business strategy. Thus, the Company slowly started to adapt its Solution 

to include social and environmental data analyses, metrics, and simulations. The present case 
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study intends to depict the Company’s first steps in providing sustainability reporting services, 

as well as the challenges it faced along the way.   

  

Understanding the origins of the Partner’s request 

The Company & The Partner  

The Partner is a world-renowned ERP software provider with several business solutions that 

help companies centralize data management, get better insights on all parts of the business, and 

thus improve workflows, operational efficiency, and productivity. Over the years, the Partner 

built a vast network of investors, customers, and development partners. Both companies have 

been working together for several years, and many potential clients are introduced to the 

Company through the Partner; while the latter handles the licensing of solutions and sells them 

to clients, the first is responsible for the development of these solutions (and their extensions), 

as well as the implementation services associated to them. The Solution is an example of such 

a dynamic.  

In 2020, the Partner was contacted by a client in Spain which was facing difficulties in 

producing its sustainability report.  

It’s important to note that one of the first steps to creating a sustainability report is to define 

sustainability goals (e.g., reducing carbon emissions) and the KPIs that will be used to measure 

progress towards those goals (e.g., tons of carbon emissions per month). In this client’s case, 

their difficulty was to report specifically scope 3 emissions, which are all indirect emissions in 

the value chain of the company, while already reporting Scope 1 emissions, which are the direct 

greenhouse emissions from the company and the creation of the product, and Scope 2 

emissions, which are linked to the purchase of electricity, heat, steam, or cooling. Then, on the 

one hand, this company was more focused on reviewing, automatizing, and improving the way 

it reported Scope 1 and 2 emissions, while on the other hand, it struggled to collect the right 
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data for Scope 3 emissions. As the latter are not directly linked to the production of the product 

and include the suppliers' and customers' emissions, reporting them requires the collection of 

significantly higher volumes of data on all the stages of the creation of the service or product. 

Among its large repertoire of solutions, the Partner determined that the flexibility, simulations 

and forecast capability, and strong calculation engine integrated into the Solution would make 

the latter the easiest tool to adapt and integrate the sustainability features required by the client.  

Context on the Spanish market  

Following a global trend, Spain underwent a moment of significant transformation in terms of 

standardization of non-financial information disclosure, also commonly referred to as 

sustainability reporting. Sustainability reporting is the practice of companies disclosing and 

reporting their progress towards environmental, social, and governance (ESG) goals. In this 

new environment, companies had to look for solutions to tackle the difficulties they were facing 

to cope with the new legislation. Besides struggling with being compliant with relevant national 

legislation, i.e., EINF (Estado de Información No Financiera, the Spanish Law 11/2018 on 

Non-Financial Information and Diversity), companies routinely failed to tell their story 

effectively, both externally and internally. (Epstein-Reeves 2012).      

The Company’s decision to start a sustainability service was partially based on information 

found on reports such as “Desarollo Sostenible de la Pyme España.", which aim to give insights 

on sustainability-related matters. This report in particular expanded on the difficulties faced by 

companies in Spain related to sustainability reporting. Through this report, the Company 

understood that 74% of the companies participating in the study saw "the lack of public help 

to support or empower sustainability in the companies" as the first reason not to comply, and 

60.2% said that there was a "lack of specialized consultants to help implement the rightful 

strategies." Truth is, many clients that came to the Company and the Partner, especially in 

Spain, were already producing sustainability reports. Instead of looking for support on how to 
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start doing a sustainability report, companies looked for more efficient and automatized ways 

to do one repeatedly, as well as have tools that allow them to respond and adapt quickly to 

legislative changes as well as stakeholders' demands for additional information.  

Choosing the Company  

The Partner has many trusted partners. And yet, they turned to the Company and chose it to 

help its new client overcome its challenges. Several factors contributed to this choice. Firstly, 

the Company had the technological know-how of the Solution, being the only one who 

developed it: the Company was thus suited to further develop the Solution and customize it to 

fit the client's needs. Secondly, because of its flexible design, the Solution could be adapted to 

address this client's needs as a pilot, and be further expanded to its full potential and support 

other companies as well, considering the increasing market pressure to report on corporate 

impact in economic, social and environmental areas, and the projected demand for effective 

sustainability reporting. 

Taking all of this into account, the Partner transferred the client to the Company, who 

immediately started working with them to provide a solution to their case. A team to do so was 

created, and it was led by Arthur Hilman, an employee of the Company that had worked with 

the Solution for more than 5 years. Moreover, he was someone with close contact to the Partner 

which, when added to his experience with the Solution and in the Company overall, made him 

the right fit to lead this project of adapting the tool and entering the Spanish market. However, 

such only happened with a few bumps along the road.  

 

Facing the learning pains 

The basis for the solution that the Company wanted to deliver was its Solution. This tool is a 

powerful calculation engine that allows for integration with any internal or external data source 

and includes a simulation application that allows clients to perform what-if scenario analysis. 
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It was initially designed to facilitate financial reporting and enhance profitability and 

performance management specifically, but given its extremely flexible design, it would be 

possible to tailor it to the specific needs of a client and make it include non-financial reporting 

as well.  

The new content 

To adapt the existing tool, Arthur and the team had to take some factors into consideration. For 

instance, it was necessary to create pre-defined content related to sustainability that would 

allow for different types of reporting, depending on the customer's needs, and that would help 

the Company establish a basis for clients to keep building on top of it. The sustainability content 

and KPIs that would appear on the newly-adapted Solution would be based on reporting 

standards, frameworks, and requirements such as the GRI (one of the most widely used 

reporting guidelines due to its comprehensiveness and reliability, and thus popular with 

clients), EU Taxonomy (since companies operating in Europe are obliged to comply with it), 

and the GHG Protocol (used to measure scope 1, 2 and 3 emissions, the first two being 

mandatory in many cases). On top of these basic features, there was flexibility to vary slightly 

the content and KPIs depending either on the type of report the client was aiming for or on the 

purpose the sustainability report would be used for, or both. If the client wished to solely 

comply with the national law, the Company would provide the basic features and KPIs 

necessary to comply with said law. In the same way, the content would be adapted if the goal 

of the client was to present a set of specifically demanded information to its stakeholders. For 

instance, the Company could provide more social and performance KPIs to a Bank, and more 

environmental KPIs to a company wishing to improve its environmental footprint. Content like 

the “Value Chain Sustainability Management” was especially relevant since it covered in-depth 

and holistically all ESG dimensions. For instance, it included different relevant standards and 

frameworks in the sustainability area, and a carbon footprint simulator to calculate and create 
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forecasts for scope 1, 2, and 3 emissions. Each content provided a reporting dashboard with 

condensed data and a sustainability process template for managing data input processes (which 

allowed companies to put the data in the tool by themselves). Moreover, with the adapted 

Solution, clients would have access to different environment-related KPIs for monitoring and 

reporting purposes (e.g., water consumption, land use, single-use plastic and hazardous waste 

used, waste recycled, energy consumption from which renewable energies). This tool also 

provided KPIs and analysis for social data, which allowed companies to improve their human 

resources processes such as recruitment, compensation and reward, training, safety, and 

diversity improvement. This human resource analytics approach allowed the Company to track, 

for instance, the headcount by country, personnel expenses and incentives, retention rates, 

training expenses, number of injuries, and the percentage of women in management.  

The new team 

At the time, the Company had a wide team with the required technical skills to work on the 

existing software (150+ employees spread globally), and Arthur was able to allocate this 

project to a team in Spain. However, this process of creating new content and adding new 

features was more complex than initially considered. Developers were required to know not 

only how to program and code everything into the existing software (hard skills) but also to 

have deep knowledge of the industry the client operates in and how exactly it is affected by 

current sustainability-related regulations (soft skills). More than people that were able to 

program, Arthur needed people who would be able to understand the industry's needs and how 

current legislation on non-financial data reporting would impact its client's business model. 

Only with this knowledge could Arthur’s team understand what content was relevant, what 

functions had to be created, what indicators had to be defined, what new calculations would 

have to be integrated into the software, and what data should be considered. As sustainability 

is a wide subject, sustainability experts from different sectors were needed, with knowledge 
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on, among others, waste management, cement, food, energy, textile industry, and GHG 

emissions. Therefore, there was a need to hire new experts in sustainability, to whom the 

Company could offer a young and open company culture. To attract such experts, they also put 

forward the possibility of enhancing their technical skills. At the start, as the Company was 

still getting known in the Spanish market and it was the first time hiring sustainability 

consultants, attracting, training, and retaining the right employees was no easy endeavour for 

Arthur and the human resources department.  

Data and processes 

When it comes to sustainability reporting, the main frustrations stem from high data complexity 

and lack of reporting standardization.  

In the first place, several companies struggle to understand what kind of data they should report 

on. Naturally, requirements stated in the national law are a good starting point, as well as 

standards that are internationally recognized and widely used (such as the ones developed by 

the GRI). Conducting a materiality assessment is also useful, as it allows the company to define 

what and how certain (financial, environmental, and social) issues are relevant for the 

company, as well as understand the impacts such issues can have on the company's value. 

This process is followed by data collection. Some types of data are easier to collect than others, 

but considering the increasingly broad and rigorous reporting requirements, which force you 

to disclose information not only about your business' direct corporate activities, but also 

information regarding your value chain (e.g., scope 1, 2 and 3 greenhouse gas emissions), 

companies are struggling to extract this type of data more than ever. Furthermore, companies 

vary significantly in levels of automatization of data collection, from doing it on paper, PDF 

and excel files, or to using specialized software. The more rudimentary tool a company uses to 

collect and record data, the more difficulties it will face when creating any report.  
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Nowadays, the difference between the reporting of financial and non-financial data lies exactly 

in the level of automatization of current tools that exist to aid in the creation of said reports. 

For example, to facilitate financial reporting, there exist frameworks such as the International 

Financial Reporting Standards (IFRS) that help bring consistency, transparency, and 

comparability across countries. Unfortunately, equivalent frameworks aimed at non-financial 

reporting are still being developed and perfected. Because non-financial reporting is not a 

standardized process yet, coupled with the fact that requirements vary across countries and 

industries, companies are often confused and struggle when reporting about their non-financial 

data. 

With the adapted Solution, the Company can alleviate this process for companies. The tool 

includes a feature that allows companies to build a process to manage input data that is tailored 

to their own internal organization. It involves setting different activities, allocating roles and 

responsibilities, and integrating data from various sources. In the end, the client gets to have 

its data collected (and posteriorly presented) in an auditable and traceable way. On top of that, 

once this process is designed (and it is included in the Company’s implementation services), 

the client will be able to replicate it repeatedly and without the Company’s intervention. In fact, 

the Company offers training sessions to its clients so that they can learn how to use the tool 

independently, which allows for further autonomy and automatization of processes (and, 

consequently, a decrease in costs) for the company whenever they need to adapt to the changing 

demands of stakeholders (investors, consumers, government, or society at large).  

Nevertheless, in this case, the first sustainability client of the Company presented a significant 

level of maturity in terms of automatization and data collection. Such circumstances 

significantly facilitated the implementation process and, within months, Arthur Hilman and his 

team were able to provide the client with a working solution that covered their EINF reporting 

needs. Today, the client still counts on the Company’s support to continuously improve its 
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sustainability management and is now better equipped to deal with the disclosure of its non-

financial information in a more efficient, reliable, and automatized way.    

 

Deciding to stay 

After successfully delivering the promised sustainability report to their client and creating a 

sound tool that enhances and facilitates the processes for such kind of reporting, the Company 

made a big decision: to continue providing this kind of implementation services in Spain. 

Through his role, Arthur Hilman had the responsibility of successfully implementing these 

sustainability services in Spain with his team. 

Spain has been developing a commitment to continually improve the non-financial reporting 

of its enterprises and, in 2018, the Spanish government adapted its legislation in accordance 

with the EU directives (i.e., the EINF). In fact, it was noticed through the "Sustainable 

Development Report 2020" report that the non-financial information coming from Spanish 

companies achieved high scores in sustainability indexes. And yet, according to other reports, 

companies were still struggling to produce their EINF, mainly due to a lack of public help to 

develop the report, as well as lack of both human and financial resources. That, coupled with 

rising pressures from other stakeholders such as investors, created good market conditions and 

opportunities that the Company could take advantage of. Furthermore, compared to its 

Portuguese counterpart, the Spanish market was more mature, since companies were already 

developing their sustainability reports, and so it would be more willing to bet on a service that 

would facilitate this process. After all, they were looking for a way to push this process to be 

more efficient and automated – and that's where the Company could help them with.  

Establishing themselves in the Spanish market and finding new clients proved to be more 

difficult than working with the first client. For once, the Company was still building its brand 

awareness and thus was not widely known in the market. In fact, as previously mentioned, most 
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customers are obtained through direct collaboration with the Partner . Moreover, the Company 

still relies mainly on word-of-mouth. In one way, this is a statement of the Company’s 

confidence in the quality of the products and services it provides. When clients try out its 

service and understand how it works (and that it does work), more clients follow. More 

"mature" (i.e., those that are already doing sustainability reporting to some extent and in a more 

automatized way) are, in general, the first ones (and more willing) to use the Company’s 

solutions. Other companies that are waiting for industry leaders to use these kinds of tools will 

wait for them to try them out first, and, if these turn out to be successful, they are quick to 

follow and implement them. 

Furthermore, there existed a mismatch between the customer expectations and what the 

Company provided. Truth is, customers expected to get a pre-built solution, something where 

they could easily plug in the data and that would automatically generate the needed 

sustainability report with all the necessary information and adapted it to the business needs. 

Unfortunately, sustainability reporting is much more complex than that, and the Company 

delivers a tool that requires adaptation to each client, which in turn calls for implementation 

services and industry-specific expertise to create the needed reports. It is relevant to point out 

that it's this customization that is key to a successful sustainability report. Although every 

company operates in a specific country and sector, bound by its own general requirements, 

each business has its own specificities that are reflected in differentiated corporate activities. 

This, in turn, calls for a certain degree of differentiation when deciding which KPIs to report 

on, for example, which the Company can help with through its Solution. This way, companies 

can build reports that are more reliable, accurate, and useful.  

When clients are not acquainted with your company and brand, they do not understand why 

they should choose you and your services over the competition, and so there exists a certain 

degree of lack of trust. Once again, the Company’s lack of brand awareness slightly hinders its 
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chances of attracting new clients, even if it possesses exactly what the market is looking for. 

Many clients did not fully comprehend the extent of the usefulness and practicality of the 

Company’s tools, and it was often necessary to explain to customers how these tools would 

help them overcome their troubles with sustainable reporting. Still, even after recognizing the 

usefulness of the offer, clients would be dissuaded from working with the company due to the 

financial costs associated with acquiring both the license from the Partner and the 

implementation services from the Company. After all, many companies were still not used to 

paying for this kind of service, and oftentimes preferred to assemble a technical team that would 

handle this internally.  

A point of confusion for clients that Arthur and his team had to fix was the communication of 

the available products and services. The Company works with the Partner’s software tools 

almost exclusively, and thus it has multiple products and services to choose from, all for 

different areas of a business (e.g., financial management, CRM and customer experience, 

supply chain management, etc) and different topics inside each business area (e.g., financial 

planning and analysis, accounting and financial close or treasury management, all of which are 

products related to the financial management of a business). Furthermore, the Company and 

the Partner have distinct sales teams that may be working with the same client but have different 

targets in mind for said client. It would happen that different salespeople were trying to position 

different solutions that, despite both addressing sustainability-related topics, would not help 

with the same challenges. The client would end up receiving different options, and the lack of 

coordination between the chief sales officers (of the companies and the customers) contributed 

to their confusion and indecisiveness.  

 

Zooming out  
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It is important to point out that the Company was far from being the only one facing these 

challenges. In fact, it is a perfect example of a very wide phenomenon.  

These past years, society at large and governments had no choice but to start acting to tackle 

pressing matters such as the climate crisis. There has been a rise in sustainability legislation, 

accompanied by the private sector putting forward the triple bottom line approach. This 

approach pushes businesses to concentrate not only on "profits" but also on the "people" and 

the "planet". Today, there is pressure on businesses from not only the government but also 

other stakeholders (clients, investors, banks, etc.) to report their non-financial statements. In a 

small amount of time, companies and organizations had to learn about the complex and ever-

changing rules of sustainability reporting. This is where consulting companies come into play: 

as businesses face challenges in their non-financial reporting, they turn to these companies for 

help. However, as shown by the case of the Company , consulting companies themselves faced 

troubles adapting to the demands of non-financial reporting. Adapting was hard, particularly 

for consulting companies such as the Company , which success is deeply based on their 

technical expertise. They had to change their "product push" and "get things done" mentality, 

typical of IT-based companies, to a more client-centric and generalist profile. Instead of 

concentrating only on selling their tools, they had to start explaining clearly the sustainability 

changes and how value can be created from it to the client in order to attract them. For that, 

these consulting companies not only had to change their brand management but also their 

human resources management. To create a sustainability reporting solution and communicate 

about sustainability with their clients, they needed consultants with expertise in sustainability 

who also had enough technical know-how to be able to translate the sustainability needs of the 

clients to the software coders. As shown in the example of the Company, finding the right 

consultants is difficult; however, retaining these consultants is even harder. In a sector with 
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high turnover rates as consulting, consultancy companies must fight to keep their best 

consultants, ensuring that they will not leave for better opportunities elsewhere. 

 

Taking the next step  

The Company entering Spain was no coincidence. Having its first client based in Spain and 

given the favourable conditions of the market (i.e., strong sustainability-related legislation, 

moderate level of automatization of companies, a considerable degree of sensibility towards 

sustainability issues, and strong pressure from various stakeholders towards social 

responsibility and sustainability reporting), it seemed natural for the Company to decide to 

pursue this opportunity in Spain.  

And yet, despite a seemingly positive environment to start promoting the new tool and 

service, the Company struggled. Initially, difficulties were mainly related to the adaptation of 

the existing Solution to support a sustainability consulting service. With time, other obstacles 

such as little brand awareness, a mismatch between customer expectations and the 

Company’s provided services, and poor product or service communication, became evident, 

causing the company to struggle when establishing itself in the Spanish market. Thus, how 

could the Company face these challenges and successfully enter the Spanish market? How 

could it ensure that its consultants would be well integrated into the company and would 

stay? Was the Company aware of and ready to make the most of the emerging business 

opportunities? What were the driving forces for these emerging trends?   
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1 – Case Overview and Teaching Background 

1.1- Case synopsis 

The process of implementing a non-financial report service in the Spanish market is the primary 

subject of the case study. Why is The Company partnering with THE PARTNER and why did 

THE PARTNER choose them as partners? What were the steps between creating the tool and 

implementing the service? What were the main challenges faced? The case study focuses on 

answering these questions.  

In this teaching note, we are going to deep dive into the challenges faced by The Company and 

try to offer solutions that could help tackle those challenges.  

 

1.2- Case Use and Teaching Objectives 

This case study can be taught through different approaches in various courses such as 

Marketing, Brand Management, Strategy, Entrepreneurship with Impact, and New Venture 

Management. 

The objectives of teaching this case study will depend on the course. However, one or more 

than one of these teaching objectives might apply:  

• To understand and develop brand management scope 

• To understand main brand components and coordination with business strategy 

 • Overview of the branding process   

• To understand how to improve customer relationship 

 

2- Teaching Plan & Case Analysis 

The case study ought to be covered in a single class, and it may be distributed beforehand for 

reading and analysis. The purpose of this teaching note is to guide intermediaries through how 

to cope with marketing challenges in companies.  
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2.1- Case Introduction 

Taking into consideration that the challenges being tackled in this teaching note are mostly in 

the marketing scope this case can start by covering the brand equity pyramid where we can 

understand better the company value and how important is the brand image and the brand 

awareness to thrive in the market.   

Brand Awareness is crucial in order to build campaigns that will not only help the company to 

create a better relationship with their consumers (familiarize the brand name to clients) but also 

to improve communication in general. In consequence, the client will have a better knowledge 

of their services and the company will know how to differentiate from their competitor.   

During the analysis of this teaching note, the students will be able to explore the brand 

development and management namely, brand equity, communication channels, and costumer 

relationship management.   

 

2.2- Class Discussion   

The class should start with a discussion on the process to implement the non-financial reporting 

service in a new market. The enterprise wanted to establish itself there, but it faced a few 

divergencies mainly, in the marketing sector. To keep up with this, the instructor needs first to 

introduce the class to the increasing trend and demand for this type of service. After that, they 

should examine how The Company went from the service idea to its implementation in the 

Spanish market and the adversities it faced. Lastly, it should be discussed the concepts to put 

in place when trying to overcome the challenges.   

 

2.3- Challenges and Possible Solutions   

2.3.1) A mismatch between customer expectations and The Company’s provided tools & 

services  
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Company Context 

There was a significant discrepancy between what the customer anticipated and what was 

provided by The Company. Customers anticipated a prefabricated solution that would permit 

them to expeditiously upload their data, thereby generating a sustainability report that would 

contain all required information and be tailored to meet their business requirements. However, 

as sustainability reporting requires personalization depending on the sector and The Company 

delivers a tool that still requires adaptation to each client, there is the need for consultancy 

services and industry-specific expertise to create the needed reports.  

 

Possible Concepts to implement 

Performing a strong customer relationship management is key to not stray away from 

customers’ expectations. For that reason, it is important to use models to understand and 

improve the customer experience.  However, before taking the major step of integrating 

customer relationship management software, it is important to take a step back and analyze the 

market. It is evident that, in order for Customer Relationship Management (CRM) software to 

be utilized to its fullest potential, it is necessary for an in-depth analysis of both the market and 

potential clients to be conducted. Therefore, the company must do a macro analysis (PESTEL) 

and a micro-analysis that has into consideration the consumer characteristics (Cultural, Social, 

Personal, and Physiological).  After analyzing the environment, it is possible to better adapt 

the product/ service to its potential clients empowering afterwards the use of a CRM software.  

 

2.3.2) Lack of brand awareness  

Company Context 

Even when clients accepted that a complementary consultancy service was needed, another 

hindrance came to light: the lack of trust. When clients are unfamiliar with a company and its 
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brand, they may be unaware of the benefits of selecting that company and its services over 

other competitors. It is clear that The Company has space to improve in what concerns brand 

awareness and this is one of the major obstacles it faced when establishing itself in the markets 

they operate. When approaching new clients, The Company would often have difficulties in 

identifying a suitable point of contact. Such is because, most of the time, companies don’t have 

a sustainability department or manager. Moreover, non-financial reporting is often seen as legal 

reporting, which is usually under the CFO’s responsibility. On top of that, it is also difficult to 

communicate sustainability-related issues.  

Searching for possible clients wasn’t hard per se – after all, THE PARTNER had valuable 

clients and connections that The Company, being a valued partner to them, could easily have 

access to. However, most of these connections were linked to the IT sector, thus there was a 

lower demand for sustainability reporting. At the same time, these share the same pain as other 

industry-focused companies: the need for traceability, projections, and compliance with 

frameworks and legal requirements – and bringing all of this together was the real challenge.  

To become more known in the market, The Company invested in leveraging the relationship it 

has with The Partner by accessing the connections and clients the latter has. Additionally, The 

Company takes part in The Partner user groups, actively participates in sustainability events, 

and is part of BCSD, all of which provide The Company with further visibility. Finally, The 

Company relies heavily on word-of-mouth. When clients try out The Company’s service and 

understand how it works (and that it does work), more clients follow. The tendency is to start 

with clients who are already doing some sustainability reporting and then follow to the less 

mature enterprises. Other companies that are waiting for industry leaders to use these kinds of 

tools will wait for them to try them out first, and, if these turn out to be successful, they are 

quick to follow and implement them.  
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Possible Concepts to implement  

-> Brand Equity and Brand Equity Pyramid  

Taking into consideration that brand equity is the 

commercial value that a brand has in the consumers’ 

minds1, it is essential to build a strategy around it. 

With the help of the brand equity pyramid, it is easier 

to comprehend the scopes taken into consideration 

when developing this strategy.   

The scope covering the bottom of the pyramid is “salience”, which defines who the company 

is, (what it does). Here we can also have into account the brand image (sensorial, utilitarian, 

and economic aspects of the brand) and brand awareness.   

In the pyramids’ second stage we have “performance” (if the service matches the clients’ 

expectations) and “imaginary” (positioning, the place that the brand has in the consumers’ 

mind). On the third level, we have “judgments” (consumers/competitors’ opinions about the 

company) and “feelings” (clients’ emotional answers). On the top level, we have “resonance” 

which can be categorized into four dimensions loyalty, connection with the company, and if 

the client has an active involvement and a feeling of the community).2   

The previous model emphasized the need to create a conductive line for all activities run by 

the company in order to standardize and showcase the advantages of the brand. Defining the 

brand idea can be beneficial in ensuring that all decisions made, such as product and services, 

communications, experiences, and behaviors, meet a unified objective.  

 

 

 

 

Equity Brand Pyramid 

Figure 1 Brand Equity Pyramid 
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-> Brand Awareness 

The concept of brand awareness lies in the ability of a client to recognize and remember a 

certain brand or a certain product/ service.3 In this case, the lack of brand awareness of the 

company is notorious. Some strategies that The Company could use to increase brand 

awareness stands by offering an experience when a client purchases a service, always showing 

the quality, having slogans, logotypes, and other symbols that will make the brand memorable, 

making sure that the mission, vision and central values are always present in any kind of 

behavior that company has, run social media adds and other adds in other platforms; be active 

in social media.   

The book “Wally Olins, Wally Olins: The Brand 

Handbook, 2008.”4 Suggests the use of the following 

model to cope with the lack of brand awareness. This 

model’s main focus is to create a unified strategy in 

different areas based on a brand idea. There are four 

scopes around the brand idea model. The first one 

covers products and services that reflect the need to 

express the brand idea as straightforwardly as possible. The second scope is communication 

where the company has the opportunity to communicate with the consumers what is the 

differentiator factor of the brand. The third scope is the environment where it is explored the 

experience the product/service can provide. Finally, the fourth scope is behavior where it is 

analyzed behavior inside and outside the organization.  

 

2.3.3) Correcting and redirecting the right communication to clients 

Company Context 

BRAND IDEA 

Figure 2 Brand Idea Model 
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Many clients didn’t fully comprehend the extent of the usefulness and practicality of The 

Company’s tools. The Company had to often explain to customers how the tools can they 

develop to help them overcome their troubles with sustainable reporting. Sometimes, clients 

weren’t even aware of said troubles, since they just got used to it when they started doing 

sustainability reporting, so The Company would have to step in and educate them properly. 

Only after clients realize the issues they have at hand; they could fully understand the utility of 

the tools and services The Company provides. A serious stumbling block for clients was poor 

and confusing communication of the available products and services. The Company works with 

THE PARTNER software tools exclusively, and thus it has multiple services to choose from, 

both for different areas of a business (e.g. financial management, CRM and customer 

experience, supply chain management, etc) and different topics inside each business area (e.g. 

financial planning and analysis, accounting and financial close or treasury management, all of 

which are products related to the financial management of a business). In sustainability’s 

specific case, products were subdivided into dimensions such as “Climate Action” (e.g. the 

Corporate Emission Management tool), “Circular economy” (e.g. the Eliminate Waste and 

Pollution tool), or “Social Responsibility” (e.g. the Health and Safety tool), which made it 

complicated to communicate and sell the 13 products and/or services to the costumers. In fact, 

early on, during the launching of these new sustainability products, each part of the company 

was communicating and trying to sell its own tool, which further contributed to the confusion 

and indecisiveness of the clients.  

 

Possible Concepts to implement 

It is imperative that enterprises develop a communication plan to take advantage of targeting 

communication accurately; raise their profile and create a homogeneous image in the market; 

develop more efficient, effective, and lasting communication; and provide trackable key 
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performance indicators. In the process of developing a communication plan, it is important to 

start by identifying the purpose of the communication and its audience. Planning and designing 

the message to address as well as knowing where to find the resources are fundamental next 

steps. Additionally, it is also important to not only consider the obstacles and emergencies that 

can appear along the way but also how can the company connect with the media and important 

stakeholders that can help spread the message. After studying and developing all the possible 

scenarios, the last step is to create an action plan and monitor it for future and continuous 

improvement. 

Following up on the need to develop an 

action plan, a model that can be 

considered is AIDA Model. This model 

is intended to design a message by: 

getting Attention; holding Interest; 

arising Desire; and obtaining Action.  

 

  

AIDA MODEL 

Attention 

Interest 

Action 

Desire 

Figure 3 AIDA Model 
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A) Situation Analysis 

The Company is slowly, but surely, establishing itself in the Spanish market. After facing 

several challenges, namely adapting its Solution to include sustainability reporting services, 

assembling a team of sustainability experts, and communicating its brand, products, and 

services, the Company is now trying to tap into the Portuguese market. Despite being two 

neighboring countries, both subject to the same EU legislations, there are differences in 

compromise towards sustainability agendas, sustainability reporting maturity of companies, 

demand for sustainability-related services (especially in a voluntary basis), etc. That said, the 

Company can expect a different panorama in Portugal than it has in Spain, and it is the present 

report’s aim to understand the current state of sustainability reporting from a legislative 

standpoint, specifically in the European Union, analyze the competitive landscape in both 

countries, as well as provide insightful, useful and actionable recommendations to successfully 

enter and operate in the Portuguese market. 
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B) Research Question and Methodology 

Following the assessment of the Company’s entry in the Spanish market, it became relevant to 

understand how the company could leverage its expertise in sustainability reporting, while 

considering current and future legislation on this topic, the market that surrounds it (both the 

competitive outlook and the perspective from potential clients), with a particular emphasis on 

Portugal. The research ultimately culminates in the proposal of several actionable 

recommendations that consultancy companies such as the Company could implement while 

entering and operating in the Portuguese market. Sustainability reporting is understood in this 

research as the “part of a non-financial risk report in which a company provides transparency 

in their environmental and socio-ethical actions and outlines preventative measures for 

mitigating medium to long-term risks” (Sphera’s Editorial Team 2022)5.  Therefore, the 

proposed research question is as follows: “How can the Company lead in the Portuguese 

market for sustainability reporting?”. 

It is worth noting that this evaluation report, despite having a greater focus on the Company 

following up on the previously studied case study’s context, is still of value to a broader 

audience, as many findings that are presented can be of interest to anyone wishing to understand 

the opportunities and challenges of sustainability reporting. 

The applied research was conducted mainly through online research and several interviews 

with employees of the Company that play different roles , both from top management and more 

specialized departments.  A table of acronyms can be found in Appendixes (Appendix 1). 

 

C) The global context and issues faced by consultancy firms 

Today, sustainability is an accepted fundamental topic on the agenda of governments and 

intergovernmental organizations, as well as a core part of companies' corporate strategy. Over 

time, what was once a concern over the climate crisis only grew up to be a more comprehensive 
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understanding of our environment, economy, and society. Such is reflected in many companies’ 

shift from the traditional approach of having profits as the one and only priority, to the triple 

bottom line approach, which puts people, planet and profits on an equal footing. 

In light of pressures from both the government and the market to include and monitor non-

financial data in their quarterly or annual reports, companies, much like outsourcing business 

functions such as marketing or human resources, started to resort to the help of external parties 

when planning their sustainability strategy. Such services can range from sustainability 

reporting and compliance with legislation, to helping achieve specific certifications, to a more 

personalized and detailed delineation of a business sustainability strategy, as well as its 

implementation and monitoring. Normally, consulting companies offer this type of service to 

help businesses cope with the changing legal environment and the arising need to put 

sustainability at the core of a business’ strategy.  

In fact, the overall consultancy sector (not limited to sustainability consulting) showed a fast 

and exponential growth worldwide in the past years.  In Portugal, the annual consulting 

industry revenue growth has been multiplied by four from 2008 to 2020, and, between 2017 

and 2022, the number of management consultancy businesses has grown 4.1% per year on 

average6. The European management consulting services market is expected to continue 

growing, with a forecasted CAGR (compounded annual growth rate) of 5.8% between 2022 

and 20277.  

The fast growth of the consultancy sector confronted these companies with new challenges 

forced them to adapt accordingly quickly. In the case of environmental consultancy businesses 

specifically, the biggest issue reported was directly linked to the nature of their core structure 

and business. Environmental consultancy companies' strength often lies in the technical 

expertise they behold, which allows them to meet the high expectations and specific needs of 

their clients. However, for a company to ensure the long-term viability of its business it must 
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not only concentrate on the development of its technological assets, but also on the 

competitiveness of its business model and talent retention ability. For instance, the market 

proposition of environmental consultancy businesses was often focused on a “product push” 

of their technology, describing their technology and fees. To attract customers, they had to 

learn to push forward a value proposition that clearly portrays the potential outcomes, while 

defining themselves to the clients as an investment and not a cost. On the other hand, the “get 

things done” mentality typical of technically led firms also impacted negatively their human 

resources core business area, as they invested poorly in staff training and human resources 

management. Furthermore, the consultancy sector is defined by high turnover rates, which 

makes it generally difficult to retain the best consultants. Experienced consultants often leave 

with the knowledge they gained, and companies lose know-how (and sometimes intellectual 

property). The loss of experienced consultants and valuable knowledge, coupled with bad 

investment in human resources and senior management, tends to reduce the profitability of 

companies.8 

 

D) European legislative landscape 

More and more, companies are making efforts towards having a responsible approach to 

business and evaluating their non-financial performance. This change is largely incentivized 

by legislation coming forward on the part of governments and other intergovernmental bodies 

on sustainability reporting. Knowing that the Company has its headquarters in Europe, that the 

present evaluation report focuses on the Company’s operations in Portugal and Spain, and that 

both countries are EU Member States, it becomes relevant to give an overview of the European 

legislative landscape.   

The prevailing legislation that pertains the disclosure of non-financial information is the 

Directive 2014/95/EU, commonly referred to as the Non-Financial Reporting Directive (i.e., 
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the NFRD). The guidelines present in this directive reflect the importance of sustainability 

reporting not only to increase the transparency of information in social and environmental 

matters but also to identify possible risks and increase stakeholders’ trust. This directive affects 

large public-interest companies (including listed companies, banks, insurers, etc.) that have 

more than 500 employees during the financial year, and obliges them to disclose non-financial 

information to an extent such that it is possible to understand the evolution, development, 

position, and impact of a company’s activities, referring to the following dimensions: 

environmental matters, social matters and the company’s treatment of its employees, respect 

for human rights, diversity on boards, and anti-corruption and bribery policies. Although the 

European Commission proposed guidelines on the disclosure of such information, these were 

not mandatory, and companies were given the opportunity to decide whether to use the 

European (e.g., Eco-Management and Audit Scheme, etc.), international (e.g., United Nations 

Global Compact, Global Reporting Initiative, ISO 26000 standard, etc.), or national guidelines. 

The non-financial information disclosure can be made either in the financial statement or in a 

separate report. Additionally, the company’s statutory auditor is responsible for verifying 

whether the non-financial information is included in the annual management report or in a 

separate report9.  

It should be noted that, due to the increasing number of frameworks and standards companies 

can choose from, combined with the lack of precise requirements, it is currently hard for 

companies to know what exactly they need to report. Moreover, companies are often asked for 

additional and complementary sustainability information from stakeholders, which only 

aggravates business costs. More often than not, the disclosed non-financial information is not 

sufficiently reliable nor relevant, as well as under-reported. This, added to the lack of 

standardization across industries and countries, poses significant challenges for stakeholders to 

effectively compare businesses regarding their non-financial performance and understand 
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whether they align with the stakeholder’s values or not, depending on the environmental and 

social impacts those businesses generate10.  

Bearing such limitations in mind, in April 2021, the European Commission came forward with 

the proposal of the Corporate Sustainability Reporting Directive (CSRD) which would amend, 

among other directives, the existing reporting requirements of the NFRD, improve current 

sustainability reporting practices (at the lowest cost possible), and ensure reliable, comparable, 

and transparent information for stakeholders.  

One of the main changes that this new directive entails is the enlargement of the scope of 

companies that are now obliged to disclose such type of information: it will extend to all large 

companies, listed or not, in which “large” is defined as exceeding two out of these three criteria 

for two successive accounting periods: a) employ an average of 250 employees or more during 

the year; b) obtain net revenues amounting to more than 40€ million; or c) hold 20€ million or 

more in assets; as well as listed SMEs with securities admitted to trading on an EU regulated 

market (except micro-enterprises that either have a turnover or total assets below €2 million, 

or have less than 10 employees). Additionally, non-European companies which generate a net 

turnover of €150 million in the EU, and which have at least one subsidiary or branch in the EU, 

are also covered by the CSRD. In total, this new directive will affect nearly 50,000 companies 

in the EU, around 75% of all EU companies' turnover, a significant increase from the 11,600 

that were already affected by the NFRD since 201811. The proposed timings to start enforcing 

the CSRD are as follows: companies that are already subject to the NFRD would be required 

to report in 2025 with reference to the fiscal year (FY) of 2024; large companies that are not 

presently subject to the NFRD would report in 2026 with reference to the FY of 2025; SMEs 

would be included through simplified reporting standards in 2027 with reference to the FY of 

2026. Furthermore, auditing will become stricter (limited and reasonable assurance within three 

and six years of implementation of the directive, respectively), and management reports must 



Partnerships for Sustainable Development | 33 

 

be prepared in an electronic reporting format such that allows to tag the non-financial 

information12.  

One of the amendments of the CSRD encompasses an improvement of the quality of the 

information disclosed. Following the CSRD, companies must provide both qualitative and 

quantitative, forward-looking and retrospective information on how the company’s activities 

impact ESG dimensions, and how these, in turn, affect the company’s short, medium and long-

term strategy and targets. Speaking of impact, companies must also apply double (both 

financial and environmental & social) materiality when preparing their report. In other words, 

they must demonstrate, conjointly with the impact climate change has on corporate activities, 

how these same corporate activities impact the economy, environment, and people. Moreover, 

it is also an objective for the European Commission, with the CSRD, to make companies 

disclose information about their value chain, their own operations and due diligence processes 

along the value chain, whenever such would make sense, thus slowly starting to push for 

disclosure of scope 3 emissions13 14.  

Finally, contrary to the NFRD, the CSRD will require companies to follow mandatory 

European sustainability reporting standards (ESRS)15, which are currently being developed by 

the European Financial Reporting Advisory Group (EFRAG). The EU fully supports the 

harmonization of global sustainability reporting standards thus it will contribute and build on 

existing frameworks, standards and initiatives carried out by entities such as the IFRS 

Foundation, the Sustainability Accounting Standards Board (SASB), the International 

Integrated Reporting Council (IIRC), the Climate Disclosure Standards Board (CDSB), the 

Task Force on Climate-related Financial Disclosure (TCFD) and the Global Reporting 

Initiative (GRI). The latter is distinctively relevant, as it is the entity the EFRAG is working 

with to co-create the ESRS European companies will have to abide to in the future. The GRI 

is a “global common language to communicate”16 the actions, as well as its impacts, companies 
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are taking in their sustainability journey. In other words, the GRI provides standards for 

sustainability reporting. On its website, companies can find several resources that will aid and 

advance them in their sustainable reporting practices. Through its work, the GRI has been 

contributing towards more transparency, accountability and informed decision-making that 

benefits the planet and its people. 

Moreover, the EFRAG, when outlining the ESRS, will seek to ensure consistency with existing 

policy provisions, namely the Sustainable Finance Disclosure Regulation (SFDR) and the 

Taxonomy Regulation. On the one hand, the SFDR instructs financial markets participants 

(banks, hedge funds, brokers, mutual funds, etc.) and financial advisors on how they should 

integrate ESG factors into their investment decisions and disclose non-financial information to 

their end-investors and asset owners. In order to do that, they must have access to adequate 

non-financial information from the investee companies, hence the importance of having a 

directive that ensures consistency between sustainability reporting requirements for all market 

participants and, particularly, one that allows financial market participants to answer the 

SFDR’s requirements. On the other hand, the Taxonomy Regulation outlines a classification 

system which helps identify whether an economic activity is environmentally sustainable or 

not, and details what indicators related to the extent to which a company’s activities are 

environmentally sustainable according to the taxonomy must be disclosed by companies 

currently under the NFRD.  

Altogether, the NFRD, the SFDR and the Taxonomy Regulation are the central components of 

the European legal framework that aims to “create a consistent and coherent flow of 

sustainability information throughout the financial value chain”17. The CSRD, through its new 

sustainability reporting standards (the ESRS), intends on giving continuity to these efforts. 
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E) Spain and Portugal sustainability reporting legislation comparison 

First and foremost, it is relevant to point out that Portugal and Spain are currently subject to 

their own national legislation regarding the disclosure of non-financial information, Decree-

Law n.º89/2017, of 28 July18, and Law 11/2018, of 28 December19, respectively, which in turn 

are both the result of the transposition of the Directive 2014/95/EU (i.e., NFRD). 

When analyzing whether Portugal and Spain changed or not requirements, when allowed, from 

the NFRD when transposing the European directive into their national law, the following 

conclusions can be drawn:  

➢ Both Portugal and Spain adapted the definition of a public interest entity according to 

their national law, and both adhered to the safe harbour principle;  

➢ Both Portugal and Spain adapted the definition of a large undertaking, the latter having 

included all other big non-PIEs (public interest entities); 

➢ While in Portugal auditors only need to assure the presence of the statement of non-

financial information, in Spain the consolidated statement must be verified by an 

independent assurance provider; 

➢ Portugal maintained the NFRD’s report topics and context, disclosure format, and 

diversity reporting requirements; Spain, on the other hand, included a topic on 

Community (showcase the company’s commitment to sustainable development, 

information about subcontracting and suppliers, as well as consumers tax information), 

adds the possibility to disclose information in a consolidated management report, and 

obliges listed PIEs to provide additional information on diversity; 

➢ Portugal defined fines for non-compliance ranging from 50€ to 1500€, whereas Spain 

did not specify any information on fines.  
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F) Spain and Portugal competitive market comparison 

A description of the competitive landscape describing a set of the Company’s competitors can 

be found in the appendixes for Spain (Appendix 2) and Portugal (Appendix 3). 

The consultancy sector is growing worldwide in the past years, so it is not surprising to observe 

a positive development of the consultancy market in both Spain and Portugal. However, it is 

important to note the differences between both countries. In fact, Spain’s consultancy sector is 

growing two times faster than the one of Portugal (growth rates of 6% and 2.7%, respectively, 

between 2017 and 2022). Additionally, both markets show low market share concentration 

(i.e., 5% in Portugal), which ensures competitivity and innovation in them. Although the 

consulting market is scattered in both countries, there are big international companies providing 

a wide range of consulting services, which could be threats to the Company. For instance, 

Accenture SL is the biggest player in terms of management consultancy in Spain. This player 

can also be found in the Portuguese market, along with other big competitors as PWC. Other 

than these important competitors, in terms of sustainability reporting, there are mostly smaller 

and specialized competitors in both markets. 

Through the detailed competitors' research found above, other pertinent findings have come to 

light. For instance, most of the Company’s competitors in Spain and Portugal tend to not give 

a detailed description of the tools and software they use. Some of them do not even name such 

tools on their websites. Another relevant finding is that most of the competitors in Spain and 

Portugal offer a training service on top of their consulting services. In fact, there seems to be 

an interest in providing training for the client’s employees, in particular online training. These 

training courses offer, for example, the possibility of learning more about sustainability (i.e., 

sustainability legislation, carbon footprint) and human rights. 
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G) The Company’s entry in Portugal  

Current situation   

The Company decided to enter the Portuguese market with its sustainability consulting services 

in 2021. The team working for the Portuguese market is composed of nine employees of 

different nationalities. As the Company did not open an office in Portugal yet, the employees 

are home-based. Most of the employees are working from Spain (Madrid) and Portugal 

(Lisbon), which facilitates the contact with Portuguese companies and stakeholders. The 

Company is on the path to contracting its first potential client in Portugal. This client was found 

directly through the Company’s partnership with its Partner. Now, the Company is planning to 

work on a consultancy project, laying out the groundwork to sell its client the sustainability 

adapted Solution in the future. In the short term, its goal is to become more known in the 

market. According to interviews with the management team, the Company strives to enhance 

its visibility by participating in sustainability events, contacting new potential customers, and 

being part of the Partner’s user groups. It also relies on word-of-mouth, expecting that good 

results from the first projects will attract other customers in the future. 

Motivation  

The Company chose to enter Portugal with a long-term vision in mind. In fact, its management 

team knew from the start that entering the Portuguese market would be harder than the Spanish 

one, because of the low market demand for sustainability reporting services. However, in the 

past years, Portugal has taken steps to improve its sustainability practices and policies: since 

2015, the Green Growth Commitment (GGC) adopted by the Portuguese government follows 

the path set by the UN’s SDGs by increasing green jobs and efficiency in resources utilization, 

while improving biodiversity, air and water quality20. Through the UN 2030 Agenda 

framework, Portugal is also set to improve its human rights, gender equality and sustainability 

in the future21. This overall increasing interest in sustainability, as well as the legislative 
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proposal of the CSRD, gives positive prospects for the future of the sustainability reporting 

market in Portugal. Furthermore, the forecasts for the Portuguese consulting market are 

positive, with an expected increase of 6.06% from 2018 to 2023. Being one of the pioneer 

companies providing sustainability reporting services in Portugal could allow the Company to 

create a partnership and a client base early on (through an early mover advantage), and help 

become a market leader in the future.  

The client’s need to automate 

To better understand the clients’ need to automate their reporting process, it is important to be 

aware of the differences between non-financial reporting and financial reporting. When it 

comes to financial reporting, businesses will already have in place highly automatized 

processes, as well as well-established guidelines and reporting standards. In the case of non-

financial reporting, companies will usually subcontract consultancy companies to collect data 

and create KPIs. This is because, when it comes to sustainability reporting, the process is more 

complicated as the traceability of data is more difficult to achieve with the same tools used for 

financial reporting.  

Knowing that the “one size fits all” approach is not as efficient as having personalized and 

specific KPIs for the sustainability sector further motivated the Company to develop a tool (the 

Solution) where the KPIs are personalized for each company.  

The Company’s first strength: the Solution 

The Solution is part of the Company’s added value for customers, as it allows them to automate 

and facilitate the way they do reports. Today, most  companies use Excel to do so, which makes 

it difficult to understand the source of the data. In other words, traceability of data (and 

consequently feasibility of the expected outcomes) is lower. Compared to that, the Solution 

brings a big improvement. Through the Solution and its user interface, the Company is 

analyzing the needs of the customer, creating analytics, and pinpointing which KPIs are 
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important for each specific sector. Namely, they create material analysis, on CO2 emissions, 

water, plastic production, etc. The Company explains how to calculate KPIs and which data 

sources should be used. Then, the software of the Solution is prepared to keep track of the 

data’s sources, and allows the client to access them whenever such is needed.  

The Company’s second strength: its sustainability consultants 

However, during the interviews with consultants from the Company, it was understood that it's 

not just what they do, but also how they do it, that gives them a competitive advantage. In the 

field of sustainability, the Company puts its efforts into creating an environment of deep 

expertise and automation in its services. As companies operate in different sectors and therefore 

have different targets in their non-financial reports, it is crucial to adopt different strategies to 

customize this report to the client’s needs. Having consultants that have the right expertise is 

part of the Company’s strengths for sustainability consulting. These consultants are experts in 

terms of sustainability, and they are adept at addressing extremely complex topics like waste 

management and CO2 control. On the contrary, a lot of consultancy companies are the typical 

depiction of an IT business: they have trouble understanding and considering that engines such 

as computers produce CO2. Another example is the difficulties some consulting companies 

have understanding the gender diversity challenge, as the IT sector is mostly constituted of 

men. The Company has the right people, which know how to speak the same language as 

sustainability experts and how to measure all sustainability KPIs. They have been chosen 

specifically for having graduated with a sustainability master’s or having worked on top-level 

sustainability projects. 

Sustainability reporting Pioneers: Their long-term vision 

The Company’s strength lies in its software’s capacity to continuously improve. At the 

moment, companies tend to do reports once a year, because it is what stakeholders require for 

now. However, in the case of sustainability reporting once a year will soon not be enough. 
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Through its Solution, the Company facilitates reporting and allows enterprises to report 

monthly and improve their sustainability impact. The Company provides a solution that is part 

of a monthly cycle, is agile, and promotes automatization (versus manual reporting). The 

Company also believes that in the future sustainability and financial data will be probably 

reported together. In fact, for financial reports, there is a process in place: companies simply 

find an auditor, and the auditor takes care of the reports and sign them. Companies, at the 

moment, are somehow doing the same for sustainability. The difference is that, for 

sustainability, there is no process in place. Now, sustainability is not yet reinforced, companies 

only report it once a year. But in the future, when sustainability reporting will be reinforced, 

they will have no choice but to change this process and automate it. This is where the Solution 

comes into play. 

Lastly, the Company’s strength lays in its long-term vision. They want to provide clients with 

a “sustainability accounting system”. They believe that in the same way people count and 

exchange money today, people will count and exchange CO2 in the future. In the same way 

people do accounting today, people will measure sustainability in the future. It will probably 

take more than 5 years to get to this point, but this is why the Company is starting to position 

itself on that path to be able to be someday perhaps the leader in this sector. In appendixes, can 

be found a SWOT analysis of the previous research findings (Appendix 4). 

 

H) The potential clients  

According to the Observatory of the ESG in the Portuguese companies’ annual report22, 95% 

of the 60 largest companies operating in the Portuguese economy and 100 Small and Medium 

Enterprises (SMEs) acknowledge that sustainability is a “strategic opportunity”. Furthermore, 

they also state that 61,7% of those companies’ main motivation to do sustainability reporting 

is to have an “impact on the industry as a leader in sustainability”. To follow up with this 
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context, it is noticeable that there is an opportunity in the Portuguese market to continuously 

improve sustainability reporting.   

Having a more detailed look into the Portuguese market, it was observed that in the year 2020 

big size enterprises represent 0.1% (1.312 companies), medium size enterprises represent 0.5% 

(7.180 companies), small enterprises represent 3.3% (4.3678 companies), and the micro-

enterprises represent 96.1% (1.264.086 companies) of the overall enterprises in Portugal 

(1.316.256 companies). 23  

It is clear, small and medium size enterprises have a high representativity at a national level 

accounting for 58,3% (approximately 230.207,2 m€) of the total turnover.  Truth is, the 

remaining 41.7% (approximately 164.846,6 m€)24 correspond to only 0,1% of the overall 

Portuguese companies. For this reason, we advise the Company to concentrate on the big size 

enterprises since they would be more likely to have the funds to purchase the Solution.  

Looking closely to some of the biggest players operating in Portugal and as sustainability KPIs 

for non-financial reporting differ depending on the sector, it was necessary to scrutinize the 

details of each sector and find crucial players.   

Retail enterprises in Portugal represents 16.3% of the overall market in Portugal and have an 

average turnover of 140.636 m€25. The biggest players in this sector are Modelo Continenet 

Supermercados, S. A.; Pingo Doce – Distribuição alimentar, S. A.; and Auchan Retail Portugal, 

S.A..26 In the Agriculture, animal production, hunting, forestry, and fishing sector, which 

represents 9.6% of the overall companies in Portugal and have a turnover of 7.711 m€, three 

examples of the major players are De Prado Portugal, S.A.; Best Farmer – Atividades Agro 

Pecuárias, S.A.; and Intersuínos – Suínos de Portugal, S.A.27. Manufacturing industries 

corresponds to 5.0% of the overall market in Portugal and have a turnover of 86.439 m€ where 

some of the relevant players would be Companhia União Fabril; Cimpor – Cimentos de 

Portugal, SGPS ; and Sodecia. 28 In the Accommodation and catering sector, which represents 
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8.5% of the overall market and have a turnover of 9.611 m€, Pestana Hotel Group, Vila Galé 

Hóteis, and Accor Hotels correspond to three of the biggest players in this sector.29 The 

Construction sector represents 7% of the overall market, it has a turnover of 23.645 m€ and 

major companies operating in this sector are Mota Engil; Teixeira Duarte; Soares da Costa.30 

Human health activities and social support, which represents 7.9% of the companies in Portugal 

and have a turnover of 7.540 m€, is a very broad sector. For that reason, well-known enterprises 

that operate in Portugal in the healthcare industry were chosen: CUF31, Trofa Saúde32, and 

Hospital da Luz33. In the real estate activities, this sector represents 3.9% of the overall market, 

having an overall turnover of 8.914 m€, and some important players in this field are Remax, 

Era, Centory 21, and KW.34  The transports and storage sector acquires 2.6% of the overall 

market, it has a turnover of 17486 m€ and the biggest players are Transportes Aéreos 

Portugueses S.A.; NetJets – Transportes Aéreos, S.A.; and CTT – Correios de Portugal S.A..35 

Financial and insurance companies characterize 1.2% of the overall market, it has a turnover 

of 23.578 m€ and, naming some of the most important players in this sector: Fidelidade; 

Occidental Vida; and Generali Seguros. 36The electricity sector stands for 0.5%  of  Portuguese 

companies,  it has a turnover of 22.989 m€ and three big players operating in Portugal would 

be EDP- Energia Portugal; Galp Energia SGSP, and Greenvolt Energies Renovaveis S. A. 37For 

extractive industries, which represents 0.1% (1023 companies) of the companies in Portugal,  

and have a turnover of 1.106 m€; two examples of relevant players would be SOMINCOR - 

Lundin Mining; and Almina – Minas do Alentejo. They take care of some of the most relevant 

mining projects in Portugal.38Finally, because there are many other sectors that combined 

represent 37.3% of the companies in Portugal, and an overall turnover of 45398 m€,  below is 

portrayed an overview of the 20 most profitable enterprises operating in Portugal: Jerónimo 

Martins, SGPS; EDP Energias de Portugal; Galp Energia- Nom; Sonae; B.C.P Banco 

Comercial Portugês; Mota Engil; Semapa; EDP Renovaveis; The Navigator Company; NOS 
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SGPS,SA; INAPA Investimentos; Corticeira Amorim – SGPS; CTT – Correios de Portugal 

SA; REN; Altri SGPS; Teixeira Duarte SA; Toyota Caetano; IBERSOL – SGPS, Martifer, 

SGPS, SA; Impresa SGPS SA.39  

 

Future outlooks of the Portuguese market  

Legal 

Sustainability reporting is an increasing trend, as investors and stakeholders require more 

detailed information about how companies are generating a relevant impact and adding value 

to society. 40 As it stands, Portugal follows the current mandatory legislation on the disclosure 

of non-financial information, that is, it transposed the NFRD into its national law. Still, this 

trend's development is far from over: in April 2021, the European Commission came forward 

with the proposal of the CSRD, a directive which would amend the NFRD, among other 

directives, and empower the improvement of current sustainability reporting practices. This 

directive will bring changes such as enlarging the scope of companies that are now obliged to 

disclose this information, affecting nearly 50,000 companies in the EU. On the 28th of 

November 2022, the Council of the European Union adopted the legislative act for the CSRD, 

which will enter into force 20 days after its publication in the Official Journal of the European 

Union. Member States are expected to implement it in the following 18 months. 

Additionally, auditing requirements will tighten (limited and reasonable assurance within three 

and six years of the directive's implementation, respectively), and management reports must be 

created in an electronic reporting format that enables the non-financial information to be 

identified. 

Technology 

As the demand for disclosure of non-financial information arises, automating the reporting 

process has become essential. Collecting data is often a pain point of sustainability reporting 
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due to the lack of accuracy and traceability. Technology, among other ways, can help to tackle 

environmental issues by aggregating real-time data and optimizing processes.  In the future AI 

and advanced analytics are set to provide real-time and accurate data, so that it is possible to 

empower the performance and automatization of sustainability reporting.  41 

Political and Economic  

Although at a slower pace compared to Spain, the Portuguese government is walking towards 

a more sustainable way of operating as a society and community. To do so there were several 

commitments they put in place when designing the partnership Portugal 2020. One of those 

commitments was that by 2050 Portugal would become carbon neutral.42 Furthermore, the 

Portuguese government is also stepping up and making huge progress in renewable energy 

implementation. By 2026 it aims to achieve 80% of its electricity output being sourced by 

renewable energies43. Moreover, in Portugal’s green growth agenda, the aim is to be the 

national leader in sustainable and economic growth focusing on a low-carbon economy, great 

resource efficiency, and an increase in jobs related to sustainability. The 2030 agenda focuses 

on the 5Ps: People, Planet, Prosperity, Peace and Partnerships. 44  

 

I) Targeted recommendations 

Having analyzed the upcoming changes in European legislation on the disclosure of non-

financial information and the competitive landscape in the Spain and Portugal, and 

characterized the Portuguese market by sector and largest players, several opportunities for 

improvement were identified. First, legislation on sustainability reporting requirements is 

quickly evolving and companies wishing to step up their sustainability reporting services must 

be aware of potential opportunities to do so and adapt to these changes accordingly. 

Furthermore, clients often scout potential sustainability services providers online and choose 

them based on online communication (e.g., a company’s website). Therefore, it is necessary 
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for companies to improve their digital communication throughout all stages of the client’s 

decision process. Additionally, the Portuguese market is mainly characterized by SMEs and 

micro-enterprises, which have generally less available capital to cope with the increasingly 

strict requirements related to sustainability practices. 

To address these areas for improvement and challenges, and to make greater use of the current 

panorama in the field of sustainability reporting, a number of recommendations are provided 

below. 

 

Recommendation #1 – Being acquainted with the forthcoming standards and its 

consequent opportunities 

Consultancy companies that wish to expand their sustainability reporting services in Europe 

should have a good understanding of the requirements of the law, both at a national and 

European level, when it comes to sustainability reporting, and at the same time accompany the 

most prominent reporting standards.  

This said, EFRAG assumes significance within the CSRD as it is responsible for creating the 

standards that the directive will use. In April 2022 the EFRAG launched a public consultation 

on the ESRS exposure drafts. The results from this public consultation were taken into account 

upon further development of said standards, which culminated in the submission of a set of 

twelve draft ESRS to the European Commission in November 2022. These standards are 

expected to be adopted as delegated acts in June 2023 and will be applicable to all companies 

starting in the financial year of 2024. A second set of draft ESRS are expected, this time focused 

on SMEs and sector specific standards45.  

Speaking of which, EFRAG established Community Sector Groups across different sectors and 

set up several workshops in October and November 2022 to allow for an exchange of inputs 

and ideas that would contribute to the development of Sector specific draft ESRS46. It is 
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recommended for companies to be attentive to this kind of opportunity in which they can 

actively contribute to the development of the ESRS. Moreover, being part of this process gives 

additional knowledge that will be useful to develop and improve the services offered within 

the scope of sustainability reporting, hence becoming a possible advantage against competitors.  

Furthermore, it should be noted that the GRI, a global authority on reporting standards and one 

of the most widely used by companies, is co-creating the ESRS with EFRAG47, and thus it 

constitutes another relevant reporting standard consultancy companies should be familiar with.  

 

Recommendation #2 – Become an Independent Assurance Service Provider  

As previously observed, under the proposed CSRD companies under its scope would be subject 

to limited assurance of the non-financial information provided. Later on, such assurance would 

be reasonable. The difference between the two levels lies in the greater rigour and demand, and 

therefore reliability, form the former to the latter. This transition from limited to reasonable 

assurance is a progressive one for a number of reasons. First, companies enjoy an adaptation 

period to accommodate the necessary changes and control the increased costs that come with 

this assurance requirement. Second, it gives time to the audit services market to improve its 

current capacity and technical ability. Third, it also allows more time for the creation of 

sustainability assurance standards, which would later on be used as the basis for reasonable 

assurance. In fact, as it stands, the EC has not yet adopted an assurance standard, nor has it 

defined clearly the subject matters. Until the EC does so, Member States may apply their own 

national assurance standards, procedures or requirements.  

It is worthy to point out that the European Commission predicts the possibility of Member 

States, if these choose to do so, allowing "independent assurance services providers" to 

participate in the market for sustainability assurance alongside with the usual auditors of 

financial information48. This means that, in addition to chartered accountants (belonging to the 
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OROC in Portugal, for example), audit, certification and consulting firms could also possibly 

be qualifiable to provide assurance. Regardless of who is allowed to provide sustainability 

assurance, it is commonly agreed a levelled playfield must be put in place: all must comply 

with additional requirements and training which attest to their competence to carry out this 

kind of service, as well as apply the same professional assurance standards to ensure 

consistency, quality and trust.  

The preference of most stakeholders as to who should provide this type of service falls largely 

on specialist environmental auditors (to the detriment of financial auditors)49. Given the high 

level of complexity and specialization that is required to be able to provide sustainability 

assurance, subject matter competence is highly valued and prioritized, hence the preference for 

consultants and auditors that already have experience navigating sustainability.  

The Company is favourably positioned to take advantage of this opportunity, in case the 

Member States the company operates in, namely Portugal and Spain, choose to open the market 

to independent assurance services providers. As an IT consultant that has been specializing in 

the past couple of years in sustainability reporting, a company that thoroughly understands the 

underlying processes leading to a sustainability report (an understanding which stems from the 

practice of creating a tool specifically designed for that, the Solution ), and possesses extensive 

knowledge on sustainability-related topics in numerous industries (thanks to its investment on 

a growing number of sustainability consultants with experience in different industries), the 

Company is in a favourable position to leverage the expertise it has been accumulating.   

Companies such as the Company could also benefit from qualifying as an independent 

assurance service provider from a competitive perspective. Many potential clients already 

resort to the competition for advisory services. Should they look for an independent assurance 

provider, the latter must be a company other than the one which supported the creation of the 
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sustainability report. This constitutes an opportunity for companies such the Company to step 

in and act as the assuror.  

Furthermore, it is advisable for consultancy companies to be a more active voice in the 

discussion about whether Member States should open the sustainability reporting market for 

independent assurance providers or not, as well as engage in public consultations and put 

forward its own recommendations related to the application of the CSRD, since the European 

Commission is open to stakeholders’ inputs and insights.  

Nevertheless, providing assurance services will only be possible in case Member States allow 

for it. Countries like Portugal, which usually transpose the minimum requirements, in which 

there is a low percentage of companies reporting on sustainability on a voluntary basis, and in 

which statutory auditors believe that they should be the ones to prepare and assure the 

sustainability reports exclusively50, the probability of this limitation becoming real is high.  

 

Recommendation #3 – Enhance the Company’s blog with sustainability articles 

Through our Spain and Portugal market analysis, it was observed that many competitors offer 

articles and publications about new sustainability trends and sustainability regulations. These 

articles have the benefit of retaining the client's attention while increasing the perceived 

reliability of the company on sustainability topics. The recommendation is for the Company to 

provide a wider range of articles in its blog, concentrating further on the recent development 

of the Portuguese market in terms of sustainability and regulations. In particular, in the 

Portuguese market, where clients tend to be more cost adverse, providing visible proof that the 

Company is knowledgeable and up-to-date on sustainability topics can increase the potential 

client’s trust in the company. By displaying articles on the need and benefits of non-financial 

reporting and green incentives, the Company can also increase the sustainability awareness of 

its existing clients. This would allow to convert the clients interested in financial reporting into 
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potential clients for the non-financial reporting services. The recommendation aims to take 

examples from the best strategies and services provided by successful competitors. It is 

recommendable to add online events and interactive features to the blog. In a similar way to 

Accenture (Appendix 5), it is suggested to add “real world” examples and success stories on 

the blog, if possible inspired by the Company’s clients. This will provide the potential client 

with proof of the success of the Company’s sustainability services. It is also possible to take 

the Company  itself as an example for sustainability reporting and sustainability-friendly 

actions. These “success stories” would portray the sustainability commitment, accountability, 

and transparency of the Company, while providing pragmatic examples of the benefits of such 

commitment. As in the example of Accenture (Appendix 6), these articles can also focus on 

the partners of the Company. It is also recommended to increase the visibility of the blog on 

the rest of the website and provide the possibility to subscribe to it. Some examples of 

competitors' sustainability-related topics51 52 to relate in the articles are displayed in Appendix 

7. 

 

Recommendation #4 – Improve the display of the Company’s solutions 

Along Spain and Portugal’s market research and analysis, it was observed that smaller 

competitors tend to not display extensive information about their tools or software used on their 

websites, contrary to bigger competitors  like Accenture which provide a description of their 

tools. The Company provides a description of its tools on its website, as well as  its Partner's. 

However, as observed in the interviews, it can still be difficult for customers to understand the 

specificities and benefits of each tool. It is possible to decrease the risks linked to 

miscommunication and losing the interest of potential clients by changing the way these tools 

are displayed. At the moment, the Company’s tools are displayed on the website individually, 

with the name of the tool and an explanation of the features. However, one tool can be used for 
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several purposes which can create confusion. For instance, the Solution is displayed on the 

Company’s website as a profitability and cost analysis tool, although it also executes ESG 

reporting. This can lead to the client not understanding that the Company  provides this 

sustainability tool by solely looking at the “solutions” page. The recommendation is to organize 

the tools in themes or categories, as in the examples of BearingPoint53 and Sygris (Appendix 

8). Some possible themes or categories could be: Sustainability, Human Resources, 

Profitability and cost analysis, and Insurance. Through this method, tools could be described 

in different categories simultaneously, and it would also allow to target and adapt the product 

communication more specifically to the client’s needs. This would allow the Company to lose 

less time in communicating its tools and would ensure not losing potential clients at the very 

start of the process. As Sygris, it is also suggested to state clearly the pains and gains for each 

tool (Appendix 9): the challenges faced by the clients and the benefits of each tool have to be 

clearly communicated to attract the client. To increase the product’s attractiveness and 

perceived reliability, adding key facts and numbers for each tool (i.e. number of clients using 

the tools, positive feedbacks), as well as real-life success stories and quotes from the 

Company’s clients, could be beneficial. To facilitate the contact with the client, it is suggested 

to offer the possibility to fill out a form and be contacted directly by the Company (rather than 

the client having to contact the Company as it is now). In particular, for the Portuguese market 

which tends to be more cost-averse, providing a “free trial” of the tool (Appendix 10) could 

be an option to work a sample and increase the potential client’s trust in the tool. 

 

Recommendation #5 – Offer courses through an online academy 

As noticed previously, companies turn to consulting firms for help to create sustainability 

strategies and follow sustainability regulations. As these become more complex over time, the 

metrics and tools necessary to measure sustainability have also become increasingly more 
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detailed and expansive (i.e., Scope 3 emissions are harder to measure than Scope 1 and 2 

emissions). The consulting companies accomplish the “hard work” for their clients by 

providing the software, checking the quality and viability of the data collected, and providing 

information on the new regulations. However, especially in the long term, the clients 

themselves have to learn to use the tool or software provided and learn the basics of 

sustainability reporting. As a result, consulting companies are introducing significantly more 

certifications and online courses as part of their services. Through our Spain and Portugal 

market analysis, it was determined that 5 of the 7 competitors in Spain, and 6 of 8 competitors 

in Portugal provided courses for their clients. These courses can be divided into two categories: 

the courses that teach the client’s employees to use the tool or software provided by the 

consulting company (which often finalize with a certification), and courses on ESG topics 

which are more similar to academic courses (the courses on ESG topics can be done online, in 

the office, through events, personalized, or in a group). In particular, in Portugal where the 

market lacks sustainability awareness, starting the change from the roots and fueling the 

interest in sustainability can help the Company attract its potential future clients. Some of 

Portugal’s market leaders as Accenture and PwC have started offering these courses by creating 

an “Academy”. However, these academies and online training services are only at the start of 

their journey, which offer still the opportunity for newcomers as the Company to start their 

own.  On top of the tool-related training provided, it is recommended that the Company  creates 

online courses and training through an online Academy. The recommendation aims to take 

examples from the best strategies and services provided by the Company’s successful 

competitors. In the same way as PwC and Sygris (Appendix 11), offering different pricing 

options to attract a wider range of clients would be beneficial. This pricing could vary by 

individual or group, increasing with the size of the group. This would allow the Company to 

attract individual entrepreneurs, SMEs as well as increasingly bigger companies. It is 
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recommended for the Company to start by only offering online courses through its Academy, 

to lower costs and facilitate the planning and organization of the courses. However, once this 

service starts to take off, it is possible to expand the offer to real-life training by organizing 

private events tailored to the company's and team’s needs. The real-life events would allow the 

Company to create stronger relationships with its clients and increase brand awareness, with 

the goal to offer later on consulting courses to these potential clients. On top of the certification 

provided by the Company, providing a system to track and monitor the client’s progress could 

increase their motivation to follow the courses. This can be provided by “gamifying” the 

platform (i.e., by offering visual cues which trigger the internal reward system in the client and 

track its level of experience) and providing e-badges. Providing online live events and webinars 

can also ensure an interactive experience (Appendix 12). The subscription to the courses has 

to be as customer friendly as possible (i.e. with a “subscribe now” button and offer the 

possibility to pay online). The e-badges and certifications system can be used for the courses 

linked to the mastering of the tool, but also for more academic-like courses. 54. This community 

can allow the clients to collaborate and help each other with the training. To increase the trust 

in the online training offered, it is important for the Company to visibly provide proof of 

success. In the case of Oracle (Appendix 13), they provide examples of companies that have 

followed the training (“success stories”), display positive customer reviews, and offer a free 

trial. As soon as the demand starts to grow for this service, it is possible to provide numbers on 

the digital minutes watched, the completed courses and trainings, or the number of trainers. 

The recommendation is for the Company to provide this online Academy service directly on 

their website as its competitors, especially as the Company has already the technical knowledge 

and coders necessary to create this online page. Partnering with an online-courses company in 

Portugal could allow the Company to increase sustainability awareness while attracting and 

molding the first potential clients. Providing online courses would allow the Company to have 
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another revenue stream (on top of its consulting and software services) by attracting the many 

SMEs in Portugal which tend to be more cost adverse. For academic-like courses (the courses 

which are not focused on the tools or software), some examples of sustainability courses 

provided by other companies are displayed below. 

Examples of sustainability courses offered by competitors: 

“Education ESG and sustainability management; The evolution of the history of Sustainability: 

Trends, standards, and guidelines; Waste management; Water management; Air pollution; 

Renewable energy; Environmental legislation and Legal Conformity Assessment; Evaluation 

of the life-cycle of products and processes; Internal audits of the environmental management 

system; Specialization in Environmental Management, Training in Environmental law.” 

 

Recommendation #6 – Integrated Continuous feedback 

It is recommended for consultancy companies as the Company to create systems for detailed 

and continuous feedback.  One of the enterprise’s main goal should be delivering the best 

products and services, alongside great customer support. This can only be achieved through 

receiving users’ feedback and understanding what is not working for them while creating 

meaningful modifications to make the final product and services more user-friendly. This way, 

it is less likely to stray away from customers’ needs.   

On the client’s side, this feedback system could be implemented by putting into practice a 

periodical survey covering the customer satisfaction and overview of the Solution. There is 

also the opportunity to implement a survey for the potential clients that decide not to stick with 

the Company. By collecting the reasons why they did not choose the Company, the latter can 

have a clearer overview of the market: where it stands, to where it is evolving and where to 

improve. By putting into practice integrated feedback for the Solution, both credibility and 

customer trust will increase. Customers will not only feel understood and valued but it also 
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demonstrates a concern for the personalization of the services. Furthermore, the creation of a 

continuous feedback system allows the dissemination and communication of the company 

itself, which attracts new consumers and can also enhance customer loyalty. 

 

Recommendation #7 – Strategic Partnerships   

The development of added-value partnerships to get inside Portugal’s sustainability network is 

recommended for the Company. By partnering with already trusted brands in the field, 

enterprises can leverage their credibility and reach new audiences.   

Many companies reported that one of the biggest obstacles to embrace sustainability reporting 

was not only the budget they had to spend but also the lack of knowledge.55/56 Through 

partnerships and new contact points there is the mutual benefit and creation of new 

opportunities both by filling gaps and for the creation of new offers for different market 

segments. Relevant contact points/partnerships would be: Academic institutions doing research 

in the sustainability field; sustainability certifying entities and associations working in the 

sustainability field. It would also be interesting to partner with the confederation of the main 

sectors such as the “Confederação do Comércio e Serviços em Portugal”57; “Confederação dos 

Agricultores”58 and “Confederação Empresarial de Portugal”59. It is through partnerships such 

as these that new market opportunities can be created by increasing competitiveness and 

reducing the associated costs and burdens.  

Moreover, and as previously mentioned, the Company, and consultancy companies in general, 

are recommended to target big size enterprises to deliver their services. Even though they 

represent only 0.1% of the overall market in Portugal, their turnover accounts for 41.7% of the 

total national turnover. In addition to this, big size companies are, today, more targeted in terms 

of sustainability reporting requirements, which means they are leading the demand of this 

service.  
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J) Conclusion  

It was the aim of the present evaluation report to understand how consultancy companies such 

as the Company can lead in the area of sustainability reporting, specifically in the Portuguese 

market. For that, several key findings which were gathered throughout the evaluation report 

are presented below. 

The enlargement of the scope of companies that would be affected by the CSRD forces almost 

50 000 companies to disclose non-financial information. That’s equivalent to the number of 

clients that are now potentially interested in the services the Company provides, which 

constitutes a major opportunity for it. Moreover, the Company can also explore the possibility 

of becoming an independent assurance services provider, should the Member States in which 

it operates open the market for firms other than statutory auditors to assure non-financial 

information. This would be a way to recover clients that are now resorting to the competitors’ 

advisory services on sustainability.  

Although Spain shows a higher growth rate of its consultancy sector, both Spain and Portugal 

present a low market share concentration in this sector. Despite the market being scattered, 

large multinational enterprises such as Accenture SL and PWC still pose a threat to the 

Company.  

It was noted that competitors are hesitant to provide information on the software and tools they 

use to provide services related to sustainability reporting, and thus such type of information is 

scarce. It was also noted that competitors, in general, provide training to their client’s 

employees to increase knowledge in sustainability-related topics.  

Finally, it is important to highlight that despite the Portuguese market is mainly comprised of 

micro-enterprises and SMEs; large enterprises account for a turnover of 41,7% of total national 

turnover. Added to the fact that large enterprises are the ones currently targeted by stricter 
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sustainability reporting requirements, one can conclude these types of enterprises represent the 

most attractive potential clients for the Company to pursue now. 

 

K) Future research  

 

This evaluation report had the goal of giving a broad overview of how sustainability reporting 

is evolving in the European Union, specifically in the Iberian region, while covering legal 

aspects, competitors, potential clients, and future outlooks. This analysis was accompanied by 

targeted recommendations to consultancy companies such as the Company and was aimed at 

pointing out possible opportunities for business in the Portuguese market. 

While developing research for the report, the lack of comprehensive information about the 

company (much of which was deemed as sensitive and thus could not be shared) was 

doubtlessly the biggest limitation when trying to provide the abovementioned 

recommendations. From a forward-looking perspective, possible steps to overcome the 

limitations were identified, as well as ways to further the research presented in the report.  

In the potential client’s section, the first step would be contacting entities responsible for 

tracking the growth of enterprises in Portugal in order to create a list of the biggest companies 

operating in Portugal per sector. After collecting that information, it would be crucial to 

conduct either surveys or focus groups with the potential clients and understand: are they 

reporting their non-financial information?; what were their main motivations for making the 

decision to report or not?; did they get help from a consultancy company to develop the non-

financial report?; how much would they be willing to pay?; How does non-financial 

information influence the decision-making inside the company?  

On the competitor’s side, the same methodology (i.e., surveys, focus groups) can be applied to 

companies already operating in this field. Interesting information that could be acquired and 

further developed is the sectors these competitors target, what are their current pain points, 
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points of improvement, and where are they generating a meaningful impact. With this 

information, the next step would be to deeper analyze the market context and provide more 

detailed recommendations that could help provide better sustainability reporting services. 

 

L) Appendixes 

Appendix 1: Table of Acronyms 

BSCD  Business Council for Sustainable Development 

CAGR  Compounded Annual Growth Rate 

CDSB Climate Standard Board 

CO2 Carbon Dioxide  

CRM Customer Relationship Management 

CSRD Corporate Sustainability Reporting Directive  

EC European Community 

EFRAG  European Financial Reporting Advisory Group 

EINF  Estado de Información No Financiera 

ERP Enterprise Resource Planning  

ESG Environmental, Social, Government 

ESRS  European Sustainability Reporting Standards 

EU European Commission 

FY Fiscal Year  

GGC Green Growth Commitment 

GHG  Greenhouse Gases 

GRI Global Reporting Initiative 

HR Human Resources 
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HRM Human Resources Management 

IFRS International Financial Reporting Standards 

IIRC  International Integrated Reporting Council 

ISO  International Organization for Standards  

IT Information Technology 

KPIs  Key Performance Indicators  

NFRD  Non-Financial Reporting Directive 

SASB  Sustainability Accounting Standards Board  

SFDR  Sustainable Finance Disclosure Regulation 

SMEs  Small and Medium-Sized Enterprises 

TCFD  Task Force on Climate-Related Financial Disclosure 

UN  United Nations 

 

 

Appendix 2: Spain’s competitive landscape 

Spain’s overall consultancy sector is a fast-growing market with strong potential. In fact, 

between 2017 and 2022 it has grown on average 6.0% per year. It is defined by having a low 

market share concentration, with the company with the biggest market share being Accenture 

SL. The number of consulting businesses is also growing each year, with an average growth of 

3.2% between 2017 and 20221. When analyzing the main competitors of the Company, on top 

of acknowledging the enterprises themselves, the software they use must also be considered. 

Below, the competitors’ description and particularities are depicted:  

 

Oracle- Oracle is an international consulting company created in 1977 and established in 140 

countries. It provides computing, storage, networking, database, and platform services to 

effectively manage data towards strong business outcomes1. In what concerns sustainability, 
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Oracle Cloud offers services related to ESG goals and analytics, and also about more 

sustainable computing processes. Oracle has a high presence in sustainability solutions for the 

supply chain business1. In Spain, the company has offices in Valencia, Barcelona, Madrid, 

Bilbao, and Malaga1. Oracle also provides online courses, which teach how to use their 

platform, digital training on Oracle cloud products, and provide an Oracle certification1. This 

enterprise was chosen as a direct competitor due to the fact that it is a well-established business 

with a great presence in the Spanish market.   

 

Clarity Ai- Clarity Ai is a consulting company with offices in Madrid, New York, London, and 

Abu Dhabi. It offers sustainability solutions for Impact, Risk, Climate, and Regularity 

Compliance. To do so they use a user-friendly SAAS tool that through business intelligence 

and machine learning facilitates analyses, automated and fully customizable reports, data 

mining, and predictive modeling with the help of dashboards. They cover a wide range of 

business fields such as Banks; Consumer eCommerce; Wealth Managers; Asset owners, Tech 

Platforms; and enterprises in General. It provides online research articles but does not seem to 

offer online courses. Clarity AI was chosen as a competitor because this enterprise operates in 

Spain and as a strong software that covers many tools and functionalities1.  

 

Sygris – Sygris is a Spanish enterprise that, among other services, provides Sustainability 

solutions. They use their own software applications with the help of low code. Their versatile 

tools help companies empower and guarantee data quality by automating data collection and 

management; optimize resources by reducing the cost and time of assigning; connect 

sustainability and business by intersecting sustainability strategy with the company’s 

sustainable goals1. Sygris provides group and personalized training as well as certifications to 

use the tool1. Since Sygris uses low code, which provides its client with further autonomy (a 
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quality companies are increasingly looking for), the company is viewed as a potential 

competitor. 

Metrio – Metrio is an end-to-end sustainability reporting Software. They operate worldwide 

and for all enterprise sectors. Their software allows customers to centralize ESG data in a 

collaborative reporting tool; track sustainability performance with personalized analytics, 

KPIs, and dashboards; comply with any corporate disclosure requirement by using a library of 

source data; build trust and transparency with stakeholders by publishing auditable reports.  

Metrio was chosen because they have a strong and well-designed tool and strong partnerships.1 

  

Cority – Cority is a well-established enterprise in more than 120 countries, that offers a wide 

range of solutions concerning sustainability reporting. Their solutions provide a 360 view of 

sustainability and ESG programs and then they create objectives and targets; collect data from 

the entire organization and use dashboards to analyze their efficiency. This sustainability 

workflow helps to simplify companies’ sustainability reporting. It was chosen as a competitor 

due to the diverse sustainability standards covered and the great customer experience 

overview.1  

 

PwC Spain – PwC is a consulting, assurance, tax and audit company created in 1998. The 

company is widely established internationally in 152 countries1. In Spain, PwC has offices in 

Barcelona, Alicante and La Coruña1. The company provides services such as sustainability 

assurance and reporting for the corporate, private equity and public sector1. It provides its 

clients advice on socially responsible investing, sustainability performance (with the help of 

sustainability metrics) and provides assurance on the data for sustainability reports. For their 

reports, they use standards like the Global Reporting Initiative (GRI), Greenhouse Gases 

(GHG) Protocol and AA1000. For instance, they measure EU ETS, RTFO, and GHG 
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emissions. PwC provides internal audits on the current ESG (environmental, social and 

governance) situation as well as forward-looking sustainability strategies. They also provide 

legal services on standards and regulations. With the help of their “green taxes and incentives” 

tracker, they inform companies on the costs of green taxes and the benefits of green incentives. 

PwC uses a wide set of tools1, and also provides online courses of accounting and finance; tax 

and legal, talent development, banking and insurance, compliance and governance, digital and 

analytics, sustainability, and solutions for e-learning through its “PwC Academy”1. Accenture 

is considered an important competitor because of the size of the company and its offer of 

sustainability reporting services. 

 

Accenture Spain – Accenture is a consulting, technology and outsourcing firm with 

headquarters in Dublin (Ireland), created in 1989. It is considered the largest consulting 

company worldwide. It is today established in more than 120 countries, has 249 partners, and 

has more than 721K employees. It has a very wide range of services on top of consulting, in 

sectors such as strategy, technology, digital, and operations1. In Spain, Accenture has offices 

in Alicante and Barcelona, Madrid, Biscay, Vizcaya, Zaragoza, Vigo, Seville, Malaga, León, 

and La Coruña1. Accenture was assessed by the Everest Group as being the “Leader in 

Sustainability Enablement Technology Services”, when Accenture provided sustainability 

assessment for 14 companies. Accenture provides sustainability services, such as helping 

clients create a sustainability strategy and helping them achieve a net zero transition. They 

provide measurement, analytics and performance linked with sustainability. Accenture also 

helps its customers in the execution of these strategies, for example in creating a sustainable 

value chain, a sustainable technology, improving the sustainability of the leadership and the 

organization, and creating a sustainable customer experience and brand1. Accenture offers 

training through its “Accenture Training center”, they provide in-company training and online 
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trainings1. Accenture is considered an important competitor because of its size, its wide range 

of consulting services, and its offer of sustainability reporting services. 

Appendix 3:  Portugal’s competitive landscape 

 

Portugal’s consultancy sector can be defined as a growing market, with a market growth of 

2.7% per year on average between 2017 and 2022. It can also be defined as a scattered  one: 

with its low market share concentration, no consultancy company in Portugal owns a market 

share greater than 5%. The number of consulting businesses in Portugal is also quickly 

increasing; between 2017 and 2022 a growth of 4.1% per year on average was noted. For 

instance, only recently the international consultancy companies PNO consultants and Bain & 

Company entered the Portuguese market1 1. 

In terms of consultancy in general, the Company will face some important competitors in the 

Portuguese market, to name a few: Eurogroup consulting, TGS Portugal, Acumen, CB 

Business consulting and Mercal Consulting Group1. In terms of environmental consultancy, 

the competitors are very diverse but tend to concentrate on selling specific sustainability-

related products or being specialized on a particular field (i.e., engineering and construction, 

restoring biodiversity and ecosystems in damaged lands, petrol and gas industry, renewable 

energies, waste management and composting solutions, as well as improvement of air and 

water quality). Examples of these specialized environmental consultancy companies are QED 

Environmental Systems, EDZ Environmental Consulting Lda, Tanknology Inc., Floradata, and 

Ecogestus Lda. It is interesting to note that several consulting companies that offer 

sustainability-related services do not provide sustainability reporting services. In this 

landscape, the strength of the Company is their broad offer of services (financial, innovation 

management, operational etc.) but more importantly the sustainability reporting service they 

provide. Below, can be found the few examples of consultancy companies in Portugal offering 

such sustainability reporting and advisory services: 
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Noctula – Consultores em Ambiente 

Noctula is an environmental consultancy company created in 2009 and based in Viseu that 

offers environmental impact reports and monitoring as an Environmental Impact Assessment 

(EIA), they help their clients achieve environmental compliance and due diligence to Portugal’s 

sustainability rules.  On top of its consultancy services, Noctula offers sustainability solutions. 

The other services provided by Noctula are as follow: monitoring of environmental noise and 

water quality, forest and biodiversity management, studies and monitoring of offshore wind 

energy (i.e. wind-powered technologies), research on the production of green hydrogen gas 

(h2), thermography (research on the best solar solutions with the help of a drone technology), 

monitoring of health and safety at work, monitoring of ecosystems and of the stock of carbon 

in the soil. Noctula does not seem to offer online courses or give further information on the 

software and tools it uses1. 

 

Ambiléxico - Consultoria em Ambiente, Qualidade e Segurança, Lda. 

Ambiléxico is a environmental consultancy company created in 2000 and based in Linda-a-

Velha. Its team being mainly composed of law professionals, it specialises in legal advice, 

providing legislation database and information on legal compliance and licensing. This legal 

advice is deeply focused on environmental due diligence and reporting, social responsibility, 

health and safety, management of construction and medical waste, and risk control. On top of 

providing its clients with technical documentation, internal audit, communication with 

authorities, Ambiléxico also offers training sessions on topics as environmental law and labour 

law. The tool Ambiléxico uses to offer its clients continuous updates and explanation of the 

new laws and ensure legislative compliance is called Datalexico1. Some of Ambiléxico’s 

clients are Galp Energia, Ctt, Pt Comunicações, Abb, Siemens, Fertagusm, Dhl, Oceanário de 

Lisboa, Schindler.  
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AmbiPrime - Consultoria e Gestão Ambiental, Lda. 

AmbiPrime is an environmental consultancy company created in 2004 and established in 

Cacém. It provides consulting, training and legal services to private and public stakeholders in 

terms of environmental best practices. AmbiPrime advice its clients on how to lower their 

energy consumption, switch to renewable energies, calculate their CO2 emissions, and improve 

their waste management and recycling practices (i.e. construction waste). With the help of their 

Sustainability Reporting framework, which is in line with the GRI guidelines, they provide 

audits and strategies to improve the environmental impact and assess environmental damage. 

With the help of the Lvlegislação website, AmbiPrime provides health, safety and 

environmental legal advice to its clients. To ensure the client’s regulatory compliance they 

provide complete information on environmental due diligence, technical procedures, licensing 

and permits1. Through a partnership, AmbiPrime also offers online courses on environmental 

legislation and conformity, and environmental management1.  Some examples of AmbiPrime’s 

clients are Decathlon S. A., Banco de Portugal, IKEA Furniture and Decoration, Lda. , Câmara 

Municipal de Cascais, Câmara Municipal de Serpa, Câmara Municipal de Lagoa, Câmara 

Municipal da Pampilhosa da Serra, and Campo Militar de Santa Margarida1. AmbiPrime’s 

partners are: Anthesis Consulting Group; Enac , Engineering, Auditing, and Consulting, Lda.; 

Formaçãonline - Courses and University courses; InAcoustics - Engineering, Acoustics, 

Vibration, and Environmental Lda; Term Consultancy Projects and Training, Environment, 

and Safety in the Workplace, Lda1. 

 

Qcertmais – Engenharia, Consultoria e Formação, Lda 

Qcertmais is a consulting company created in 2008 and established in Viseu that provides 

support on subjects as quality management, environmental protection, health and safety (i.e. 
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on construction sites), social responsibility, safety, research, development and innovation, 

human resources, food safety, integrated management systems, maintenance and risk 

management, and project management. They offer auditing, technical advisory, market 

research, feasibility studies, investment advice, certifications and legal advice. Their website 

also showcases online courses and training about quality management, food safety, 

environmental and security management, sales and marketing, computer science, and farming. 

On the environmental consultancy aspect, they offer advice on energy certifications and costs 

management, decision making and human resource management, and products and processes 

improvement. They offer environmental studies and audits, advice on environmental 

management systems and licenses1. Some examples of Qcertmais clients are Repower Systems,  

Galp Energia, EDP - Energias de Portugal, Grupo Floponor , EP - Estradas de Portugal S.A., 

Martifer group, and APCER -  Associaciao Portuguesa de Certificacao1. 

 

BearingPoint 

BearingPoint is an international management and technology consultancy company created in 

2009. With its headquarters in the Netherlands in Amsterdam, it is located in more than 23 

countries, from which in Portugal in Lisbon. BearingPoint offers consulting services on topics 

such as customer experience, finance and risk, governance and compliance, operations and 

logistics, strategy, sales, human resources, technology (data analysis, Artificial Intelligence, 

IT) and sustainability. In terms of environmental consultancy, BearingPoint created a cloud-

based emissions calculator, which calculates businesses’ carbon footprint and works as a 

reporting and simulations software1. BearingPoint ensures the collection of sustainability data 

(i.e., emissions and consumption) and creates industry-specific sustainability assessments (for 

example through sustainability performance indicators) and sustainable business strategies. To 

promote traceability, compliance with environmental laws, improved risk management, and 
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reusing and recycling of raw materials, BearingPoint collaborates with different partners such 

as ECOVADIS1. They have different 27 different softwares starting from their “Emissions 

calculator” for sustainability, to softwares for management or security. BearingPoint does not 

seem to offer online courses1. 

 

Stravillia – Sustainability Hub 

Stravillia is a sustainability consulting company based in Lisbon and created in 2020. It is a 

member of Portugal’s Business Council for Sustainable Development (BCSD) and GRACE1, 

and it has partnerships with ELEVATE Limited, Lift World, and aplanet. Stravillia offers 

consulting services linked to strategy, management, and communication, such as: stakeholder 

engagement, benchmarking and trend analysis, carbon capture, supply chain management, and 

management systems.  Stravillia is specialised in environmental and human rights consultancy, 

providing sustainability reporting, environmental due diligence and SDGs compliance. As a 

certified training partner of GRI in Portugal, Stravillia offers courses and trainings through its 

Stravillia Academy1. These courses are specialised in sustainability reporting, SDGs, 

Integrated Report, human rights, carbon, GRI, and stakeholder engagement1. Some examples 

of Stravillia’s clients are Aeroportos de Portugal, ATM Manutenção Total, CUF, El Corte 

Inglés, NOS, and Sociedade pontoverde. 

 

PwC Portugal  

PwC is a consulting, assurance, tax and audit company created in 1998. The company is widely 

established internationally in 152 countries. In Portugal, PwC has offices in Lisbon and Porto1. 

The company provides services such as sustainability assurance and reporting for the corporate, 

private equity and public sector. It provides advice to its clients on socially responsible 

investing, sustainability performance (with the help of sustainability metrics) and provides 
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assurance on the data for sustainability reports. For their reports, they use standards like the 

Global Reporting Initiative (GRI), Greenhouse Gases (GHG) Protocol and AA1000. For 

instance, they measure EU ETS, RTFO, and GHG emissions. PwC provides internal audits on 

the current ESG (environmental, social and governance) situation as well as forward-looking 

sustainability strategies. They also provide legal services on standards and regulations. With 

the help of their “green taxes and incentives” tracker, they inform companies on the costs of 

green taxes and the benefits of green incentives. Through its “PwC Academy”, PwC also 

provides online courses in accounting and finance, tax and legal, talent development, banking 

and insurance, compliance and governance, digital and analytics, sustainability, and solutions 

for e-learning. 

  

Accenture Portugal 

Accenture is a consulting, technology and outsourcing firm with headquarters in Dublin 

(Ireland), created in 1989. It is considered the largest consulting company worldwide. It is 

today established in more than 120 countries, has 249 partners, and employs more than 721K 

people. It has a very wide range of services on top of consulting, in sectors such as strategy, 

technology, digital, and operations. In Portugal, Accenture has offices in Porto and Braga1. 

Accenture was assessed by the Everest Group as being the “Leader in Sustainability 

Enablement Technology Services”, when Accenture provided sustainability assessment for 14 

companies. Accenture provides sustainability services, such as helping clients create a 

sustainability strategy and helping them achieve a net zero transition. They provide 

measurement, analytics and performance linked with sustainability. Accenture also helps its 

customers in the execution of these strategies, for example in creating a sustainable value chain, 

a sustainable technology, improving the sustainability of the leadership and the organization, 

and creating a sustainable customer experience and brand. Accenture offers training through 

its “Accenture Training center”, they provide in-company training and online trainings. 



Partnerships for Sustainable Development | 68 

 

 

Appendix 4 – SWOT Analysis 

Strengths 

• Flexible Solution with a strong 

simulation engine  

• Diverse set of tools and services (for 

Insurance, Finance, Sustainability, 

and Innovation) 

• Strong team of sustainability experts 

• International company with 

worldwide contacts 

• Strong partner entity  

Weaknesses 

• Low sales (marketing and sales to improve) 

• Confusing product communication 

• Low brand awareness (not known by the 

Portuguese public) 

• Low companies’ tendency to sustainability 

reporting 

• Small company compared to bigger 

competitors, such as Accenture  

 

Opportunities 

• Future improvement of the software 

and tools (technology and AI 

improvement) 

• New stricter sustainability reporting 

legislation 

• Automatization and digitalization 

(due to Covid-19) of companies 

which ensures smoother data 

collection 

Threats 

• Competing consulting firms entering the 

Portuguese market 

• Portuguese demand being price sensitive 

(pricing perception) 

• Consulting firms in Portugal implementing 

sustainability services 
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Appendix 5: Accenture virtual events and success stories. 
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Appendix 6: Accenture's Partners sustainability commitment. 

 
 

Appendix 7: Accenture and Oracle's articles offer 
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Appendix 8: BearingPoint and Sygris’s products categories. 
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Appendix 9: Sygris's tool description. 

 

 

Appendix 10: HyperCube's free trial service. 
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Appendix 11: PWC, Oracle and Sygris’s offer options 

 

 

 

 

 

 

 



Partnerships for Sustainable Development | 75 

 

Appendix 12: PWC’s interactive platform and reward system   
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Appendix 13: Oracle's proofs of success 
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