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COMMUNICATE LCA RESULTS 

EFFECTIVELYTO
DRIVE BUSINESS DECISIONS



GENERAL GUIDELINES



ORGANIZATIONAL INFLUENCERS

Product Development 
Teams/Engineering
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Sustainability Experts External Customers/ Investors

Marketing Groups



PRODUCT DEVELOPMENT 
TEAMS/ENGINEERING



SUMMARY

◼ What has been successful:
▪ Customize the message to you audience! What types of media work best?

▪ Webpage, poster, webinar, video, graphic, text/chart etc.

▪ Considerations (take away from each example as bullet)
▪ Skilled in understanding complex topic. 
▪ Show the audience their opportunity

▪ Solid evidence backed up by all the detail you have, Let them look over the evidence in their own time

▪ Expects data, not just stories. Focus on the data more than the conclusions.  Story telling based on sustainable attributes
▪ Capture examples and convert to detailed stories with photos etc.

▪ If results don’t align with their expectations, may question validity of the study. Make limitations of the study clear without 
undermining credibility of the study. Show enough detail of the complexity to support conclusions. 

▪ Prefer something actionable as an outcome
▪ Different functions are involved: sales, marketing, engineering and education

▪ Leveraging content into existing channels and tools in sale department

▪ Inspire, make results visual, meaningful and tangible.  Emphasize the positives and awareness of trade-offs. Involve them to 
promote study results and support next steps. 

◼ What has NOT been successful:
▪ Sharing too much detail and exact numbers. LCA deals with ranges and approximations. Always share normalized data or percentages. 

Engineers take numbers very seriously to decimal point level.



HELP THEM APPRECIATE THE ANALYSIS



KEY TAKEAWAY?



EXAMPLE product option is favorable across all impact categories.
We will use GHG emissions as a representative impact…

100% = Product with the highest 
impact in that category. 

<ADD TAKEAWAY>



EXAMPLE - SYSTEM BOUNDARY IN TERMS OF LCA PHASES
Understand data gaps and where uncertainty exists



Explanation of chart and material options 
here

Impact intensity of 
example material is 
~290X higher than 

example material choice

Explanation of chart and material options 
here

<ADD TAKEAWAY>



Specific explanation here

6X less 
impacts 

Single attributes such as “bio-based” doesn’t always mean 
it’s more sustainable. We can’t just rely on marketing info.

<Add Takeaway>



Perception vs. Reality (bio-based vs. fossil)
Eco-efficiency supports sound decision making

Bio-based materials 
may not be
“Green”.

Analysis supports 
informed decision 
making !

Analysis beats
Greenwashing !

Eco-efficiency portfolio comparing a wide range 
of applications utilizing bio-based materials

Greater benefits

Less desirable



Sustainability Communications -Avoid the Sins of Greenwashing



BUSINESS LEADERS



SUMMARY?

◼ What has been successful:
▪ Customize the message to you audience! What types of media work best?

▪ Webpage, poster, webinar, video, graphic, text/chart etc.
▪ Be Concise. What does it tell them. Why is it relevant.  How can they use it.

◼ What has NOT been successful:
◼ Sharing every LCA results from the report
◼ Highly technical discussions 

◼ Examples on following slides:



PUT IN CONTEXT



<ADD TAKEAWAY>



MARKETING GROUPS



Communication of LCA results to organizational influencers
Marketing Groups

◼ What has been successful:
▪ Customize the message to you audience! What types of media work best?

▪ Sharing information that can help tell a compelling story

▪ Webpage, poster, webinar, video, graphic, text/chart etc.
▪ Be Concise. What does it tell them. Why is it relevant.  How can they use it.

◼ What has NOT been successful:
◼ Sharing too much detail needed for decision making

◼ Examples on following slides:



<ADD TAKEAWAY>

Radio Flyer
Additional Sustainability Info

https://www.radioflyer.com/content/environmental-performance


<ADD TAKEAWAY>



Pluracol® Balance (PM) – polyols for flexible foams
Renewable feedstock vs. fossil based feedstock 

Effective results communication using 
environmental equivalencies



SUSTAINABILITY TRAINING



SUMMARY

◼ What has been successful:
▪ Customize the message to you audience! What types of media work best?

▪ Webpage, poster, webinar, lunch & learn, video, graphic, text/chart etc.
▪ Show examples of EPDs and try to include how that specific EPD helped your company

▪ Define LCA, EPD, and PCR and expand on… How they are linked?  What is their value? 

▪ What is the expected timeline to complete?
▪ Life Cycle Assessment: the process/methodology
▪ Environmental Product Declaration: output or outcome of LCA
▪ Product Category Rule: starting point, framework & rules (typically developed by industry)

▪ Briefly reviews the various types of impacts that can be studied

◼ What has NOT been successful:
▪ Technical jargon & acronyms

◼ Examples on following slides:



Guidelines for Providing
Product Sustainability Information –
Link to PDF

<MAIN TAKEAWAY/PRO-TIP>



Sustainability Communications
Guidelines for Providing Product Sustainability Information



Sustainability Communications
Guidelines for Providing Product Sustainability Information



LCA OVERVIEW



<MAIN TAKEAWAY/PRO-TIP>



WHAT IS NEEDED FOR AN EPD?



IS LCA VALUABLE, HOW CAN IT HELP MY BUSINESS?



SUSTAINABILITY EXPERTS



SUMMARY

◼ What has been successful:
• Provide high -level overview of LCA, if not familiar, emphasizing the following:

o LCA is  not  a  ne w me thod (firs t  LCA conducte d in the  la te  ‘6 0 s !)

o It  is  gove rne d by ISO s tandards  tha t  addre s s  da ta  quality re quire me nts , c rit ica l re vie w, e tc .

o It  a llows  for holis t ic  as s e s s me nt  of impacts  and e valuat ion of t rade -offs /burde n s hift ing be twe e n life  cycle  s tage s  and diffe re nt  type s  of 
impacts

• Dis cus s  re s ults  in c le ar and concis e  manne r

o Us e  charts /graphs  whe n pos s ible

o P rovide  s imple  de s cript ion of LCIA impact  ca te gorie s

• Expla in important  s e ns it ivity and s ce nario analys e s

• Addre s s  inhe re nt  lim ita t ions  of LCA and any s ignificant  s tudy limita t ions  or da ta  gaps

◼ What has NOT been successful:
◼ Ove rs ta te  the  pre c is ion or accuracy of the  re s ults

◼ P rovide  more  de ta il than ne ce s s ary, e ve n though the  audie nce  may be  familiar with te chnica l s us ta inability topics

◼ Tout  LCA as  the  only me thod for s us ta inability as s e s s me nts , but  ins te ad note  tha t  it  complime nts  othe r approache s  s us ta inability e xpe rts  may 
a lre ady be  familiar with 



<MAIN TAKEAWAY/PRO-TIP>



EXTERNAL CUSTOMERS/INVESTORS



SUMMARY

◼ What has been successful:
▪ Customize the message to you audience! What types of media work best?

▪ Webpage, poster, webinar, video, graphic, text/chart etc.

▪ Keep it simple. Apply to a real world situation. Leave with an easy takeaway
▪ Comparative LCA results are the strongest
▪ Relate to customers point of view
▪ Consider what the customer values beyond sustainability? 

◼ What has NOT been successful:
◼ Highly technical results that aren’t in placed in a customer context.
◼ Displaying every LCA result from the LCA report

◼ Examples on following slides:



Graphics to display the results

Cloth vs. Paper Napkins
Study by Georgia Pacific



Provide context and lead your reader to the main takeaways



Dos & Don’ts

<MAIN TAKEAWAY/PRO-TIP>



Save up to 20% of water and energy when doing the laundry!

<MAIN TAKEAWAY/PRO-TIP>



The Life Cycle of a Plastic Bag [Infographic]

<MAIN TAKEAWAY/PRO-TIP>



Although you may only use a plastic bag for about 20 

minutes, its lifespan is much longer than that.

In fact, it could sit in a landfill for 1,000 years – that is, if, by 

then, it hasn’t been picked up by animals, potentially eaten 

and posing a more significant threat to their health.

<MAIN TAKEAWAY/PRO-TIP>



<MAIN TAKEAWAY/PRO-TIP>

BASF – Concrete EPD
Infographic video

https://www.youtube.com/watch?v=1492bds3UEY


Communication of LCA results to organizational influencers
External Customers/Investors - EXAMPLE



<MAIN TAKEAWAY/PRO-TIP>

Interface Carpet
Sustainability Info

http://www.interface.com/US/en-US/campaign/climate-take-back/carbon-storing-carpet-en_US


Workgroup #1 –
Communication of LCA results to organizational influencers

◼ Participants 
▪ Jana Fogarty- Kohler (co-leader)
▪ Keith Lindemulder –Nucor (co-leader)
▪ Carrie Pearson- 3M
▪ Brandie Sebastian- AISI
▪ Nagapooja Seeba - Whirlpool 
▪ Beth Ann Cano- Saint-Gobain
▪ Mandy Montazeri- Kohler
▪ Connie Hensler- Interface
▪ Russ Balzer- Phoenix Group
▪ Alison Conroy- Georgia-Pacific
▪ Bruce Uhlman  - BASF
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