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today's branding world, being env1ronmentally
conscientious is‘a good thing. Consumers around
the globe have been demanding it for so many

ye@rs »

But with so rnany brands bulldlng thelr value around thls and thelr advertlsmg and- promotlon campaigns

/'with the same underlined environmental messages, do the consumers even notice them anymore and

can the brands differentiate themselves from one another?One would cert:amly not dlscourage brands

for playmg thelr part n protectlng our envmmment Its about tlme i

To use Eco-friendly values to promote ones brand, the business must go a little further than this. The
brand, from the boss down to each and every employee must embrace the very notion that it is doing its
best to protect our environment. This should be instilled in the minds of the employees, the partners,
suppliers and should be a consistent brand experience for the consumers. Simply splashing a coat of
green colour, making references to nature, empty promises of a better world will pass largely unnoticed.

Unless you are able to deliver on that promise, you may want to look for a different, more unique Brand
Promise, one that relates more to your consumers. One that you can own.
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Suggested Reading

The Photoshop 7 Wow! Book
by Jack Davis

C15/MO0 /Y100 /K40

The Creative Business Guide to Running a
Graphic Design Business

by Cameron Foote
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