business for a sustainable future

a finite resource
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closed loop eco-design

Back to - Redesign
soil Recycling

Manufacturing
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Biodegradable bottle offers hope of
cutting Britain’s mountain of waste
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NEURO-PHYSIOLOGY OF MOTIVATION

thought

emotion




psychographics of green consumerism

other consumer
A 60%

BRAND STRATEGY

Blue Consumers Green Consumers

QUALITY VALUES




BRAND STRATEGY

Blue Consumers Green Consumers

QUALITY VALUES

performance ECOLOGY
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PSYCHOLOGICAL BENEFITS
- Wish Fulfillment -

Conscious appearance Unconscious

attractiveness Social Acceptance

Stylish life Sex / Love / Marriage

Stylish home : _
Attractive friends Children / Security

Beautiful world

Immortality

Product or service
delivers beauty

. We Are Selling
Happiness Happiness & Immortality




TONE OF VOICE
- Personality of the Brand -

The Psychology of Cool

Being Stylish / Cool

Self Esteem

Achievement

Appearance Approval

Beauty Fashionable MAhead of Crowd

Social Acceptance /
Security

Immortality

STYLISH /
COOL

Delivering Cool

Brand led name

Effective Color

Company Attitude

Word of Mouth

ECOLOGICAL VALUES

The Psychology of Ecology

Rational/Emotional Aesthetic

safer planet beauty

Less Risks
for You, Your
Family, Your

World

Cleaner
Planet

. More Beautiful
Live Longer Life

Immortality Happiness

ECOLOGY

Delivering Ecology

Relevant Name
Relevant Color

Relevant Logo, Symbol & Label
Related Tagline
Possible Kite Mark

Side Copy

P.R.

Word of Mouth

Advertising
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BRAND COMMUNICATION STRATEGY

Channel Message USPs Beauty Stylish/Cool Ecology m
NAME *

COLOR >
LOGO
SYMBOL
LABEL
TAGLINE Mission or quality
KITEMARK 1. mission-related
2. quality
SIDE COPY Wission
Quality
Style

Engagement

PR
WORD OF MOUTH

ADVERTISING Reed Pagdet copyright. 2010
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tipping point dynamics

2.5%
Innovators

Early
Adopters
13.5%

Early Majority
34%

Late Majority
34%

My
Backyard

Laguard\
16%

creating a green trend

All Rights Reserved, One Earth Innovation 2011

Y

the

new cool




the power of a good example
THE %™

® First 'green’ coniaines
goes an sale in British stores
® Leading fivims opt for
hindegrsdoble packaging

® Development couk! help
cut netons waste moantsin
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Biodegradable bottle offers hope of
cutting Britain’s mountain of waste
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DRINK INDUSTRY BEFORE

BEFORE BELU
Blenheim
Brecon carreg
Buxton
Evian
DeCantae
Frank
Harrogate
Highland Spring

Kingsdown
Llanllyr
Minton
One Water
an Pelligrino
peyside
trathmore
ynant
Volvic
Voss
oke

Nestle
Danone




Carbon Profits to promote PVC-| Pro Tap
SINCE BELU Neutral charity No Export Free Caps Water Bio-plastics | Compostabl
Belu YES YES YES YES YES YES YES
Blenheim NO NO NO NO NO NO NO
Brecon carreg NO NO NO NO NO NO NO
Buxton NO NO NO NO NO NO NO
Evian NO NO NO YES NO NO NO
DeCantae YES NO NO ? NO NO NO
Frank NO YES YES NO YES NO NO
Harrogate NO YES NO ? NO NO NO
Highland Spring YES NO NO YES NO NO NO
Hildon YES NO NO NO NO NO NO
Kingsdown YES NO ? NO NO NO NO
Llanllyr YES NO NO NO NO NO NO
Minton NO NO NO ? NO NO NO
One Water NO YES YES YES YES NO NO
San Pelligrino NO NO NO ? NO NO NO
Speyside NO NO NO NO NO NO NO
Strathmore NO NO NO NO NO NO NO
Tynant NO NO NO ? NO NO NO
Volvic YES YES NO NO NO NO NO
Voss YES NO NO YES NO NO NO
Coke NO NO NO NO NO YES NO
Pepsi NO NO NO NO NO YES NO
Nestle NO NO NO NO NO YES NO
Danone NO NO NO NO NO YES NO
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green behaviour change

i
. thought
environment matters a little -

emotion
must ba green to ba liked

instinct
must ba grasn

to get laid

and survive

today’s consumer future consumer
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