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Sustainability is a shared task 
that requires dialogue and stakeholder involvement 
 
In many companies, ESG and sustainability have become an administrative and legal 
compliance task, with a focus on rules, standards, and reports. But if sustainability is to 
create value for a company and its surroundings, it requires strategic focus, frequent 
internal and external communication, and the involvement of stakeholders with different 
perspectives and expectations. 

These are some of the main points in the new book “Sustainability and Branding – A 
Concept for Corporate Responsibility Branding.” The book is published by consultant and 
lecturer Lars Sandstrøm, who has previously published four other books in this field. 
 
A Responsible Brand 

“There has been a lack of both research, theory, and practical methods within 
sustainability communication and branding,” says Lars Sandstrøm. “My new book focuses 
on how corporate leaders, communicators, and ESG managers, under the concept of 
Corporate Responsibility Branding, can lead and communicate ESG and sustainability in a 
responsible way. It describes how you can develop a responsible corporate brand that 
balances business, people, and society.” 

The book compiles research and new insights within the field and provides methods and 
tools for analyzing and developing engaging sustainability communication and branding. 

The book is aimed at students and researchers in communication, management, and 
sustainability. In addition, it is relevant for corporate communicators, brand and 
sustainability managers in companies and organizations. Here, the book helps to clarify 
concepts and the many initiatives and opinions in the field. 
 
Focus on Current Challenges 

Lars Sandstrøm: “The book addresses some of the very current ESG challenges that 
companies and leaders face. This applies not least to the challenges companies have in 
winning and maintaining trust and achieving legitimacy in their work with responsibility 
and sustainability.” 

The new book discusses how stakeholder involvement, business ethics, stakeholder 
capitalism, activism, as well as ESG communication and reporting, can be useful 
perspectives for the development of the responsible brand. 

 



 
 
 
More Information 
Sustainability and Branding – a Concept for Corporate Responsibility Branding is self-
published through BoD Publishing. The book is 244 pages, priced at 289 DKK as paperback 
and 189 DKK as an e-book. 

Further information about the book can be found at: www.cr-branding.dk 

A book for review can be ordered at presse@bod.dk 
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About the Author 
 
Lars Sandstrøm holds a Master of Social Science in PR from Roskilde University (RUC) and 
is a consultant as well as owner of the consultancy firm Corporate Relations. He conducts 
stakeholder analyses, develops communication and branding strategies, teaches 
communicators, and advises on annual reporting and communication of ESG and 
sustainability. 

He is also an external lecturer and supervisor at RUC Communication and has served on 
the boards of the Danish Investor Relations Society and the Danish Communication 
Association. He is the author of the books Den meningsfulde virksomhed (2021), 
Relationsstrategi (2012), Corporate Branding (2006), and Online Branding (2005). 
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