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How to develop a strong brand
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A jungle of more than

,;* 3.000 different messages

every day. And every person.
What can we do?
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» ’companies looking for
!Sorientation, for cleare
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Orientation or Confusion?

cradletocradle
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“A brand is a name, term, design, symbol,

packaging, sound, flavour, colour or any other feature
that identifies one seller’s good or service as distinct from those of
other sellers” (American Marketing Association).

w

Sustainable brands are products and services that are branded to
signify to the consumer a form of special added value in terms fo
environmental and social benefits.

However, a brand is also much more than that.
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Well / Change and
established \ consistency
One more

Orientation —————— _ logo

Europe \ ’ﬁ’* w ¢ \ Sustainability
L
Reliability ———

-
Management ———

—_— .
Community

Trust
System
\ Environment
protection
Competitive
Advantage Clrcular
Continuity —~ .. Economy

EMAS - the perfect tool
to avoid greenwashing!
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Marketing — always on the go.
Kotler | Marketing 4.0

Products Clients Values
Functional Emotional & Emotional
Mass functional Digitisation
Promotion of Directmarketing to be found
products Recruit clients

Collaboration

Social
Networking
Responsibility
Hybride comm.
Community
Sharing
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Brands are like good friends!
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BRANDING deals with your heart,
your passion, ... with your spirit!
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uIt takes 20 years to build a
reputation and five minutes

to ruin it.”
Warren Buffet

Two tasks for the EMAS brandmanagement:

mmm) EMAS as a brand for itself.

mmm) EMAS as an important part for sustainable
or CSR brands.
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Ingredients for strong and
successful green brands:

* Exciting Story

* Strong business
* Reason for being
* Innovation

* Sustainability

* Values

*  Emotion
* Passion
* Trust

* Focus

* ...and a big ©
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% What are the key elements of EMAS?

% What are the hard facts?

% What are the emotional facts?

% Tell me your story?

% How we can develop a powerful EMAS brand?

+» How can we transfer our ideas to the
whole EMAS community?

% Which communication tools are appropriate
and useful to tell our story?

19



07.05.18

READY FOR V>

F

TAKE OFF? [}

Reinhard Herok
reinhard@herok.at !
+43 664 427 5010
www.herok.at
www.waytopassion.com
@Herok

only with passion
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