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Lecture 7: Overview
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Lecture 7: Overview

Episode 1: (Pre-) Purchase, Use, Post-Use

Episode 2: Sustainability Branding

Episode 3: Case Study Sun Chips
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Learning Objectives

Learning Objective 1:
Appreciate the importance of sustainability brands.

Learning Objective 2:
Understand major sustainability brand decisions.
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Structure of the Episode

• Introduction

• Creating Sustainability Brands

• Naming Sustainability Brands

• Positioning Sustainability Brands

• Developing Sustainability Brands
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Introduction

Sustainability Brands

“… product and services that are branded to signify
to the consumer a form of special added value in 
terms of environmental and social benefits.” 

Source: Belz and Peattie 2012, p. 185
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Introduction

Source: Belz and Peattie 2012, p. 185
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Creating Sustainability Brands
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Source: Belz and Peattie 2012, p. 127
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Creating Sustainability Brands

Source: We Beat the Mountain 2012
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Creating Sustainability Brands

Source: www.propheten.com
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Creating Sustainability Brands

Source: Followfish 2012
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Creating Sustainability Brands

Source: Ben & Jerry’s Source: Unilever
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Naming Sustainability Brands

• Mobility Car Sharing

• Toyota Prius

• American Apparel

• The Body Shop

• Seventh Generation
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Positioning Sustainability Brands

Sustainability Marketing 
“Myopia”
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Positioning Sustainability Brands
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Positioning Sustainability Brands

Inherent Consumer Benefits

• Cost effectiveness

• Health and safety

• Status symbol
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Positioning Sustainability Brands

Motive Alliances

• Taste

• Convenience

• Design

• Durability
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Developing Sustainability Brands

Source: Kotler and Armstrong 2012, p. 296-297
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Review and Discussion Questions

1. What are sustainability brands? Give specific
examples from your everyday life. 

2. What does sustainability marketing myopia mean?
How can companies overcome sustainability
marketing myopia?

3. Do you think Toyota Prius is a good sustainability
brand name? Why? Why not?

4. Discuss the advantages and disadvantages of
sustainability brand extensions. 
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In Cooperation


