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Using marketing to win over
mainstream consumers for

sustainable consumption







Eco-Fans
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Green attitude =
green behavior
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Sustainable offers are still in a niche
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Insight 1

Among the 60%, the word sustainability - and
related words - have an image problem.



Sustainability




sustainability liability
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o WHAT TO YOU ASSOCIATE WITH THE WORD OF
SUSTAINABLE FASHION?

Quelle: Zalando (2021): Attitude-Behavior-Gap Report



Which word would tempt you to buy the minced meat?

S MEATLESS

Vegan

Vegetarian

Disgusting

Quelle: The Good Food Institute (2019): Key findings from a Mindlab study into implicit perceptions of the plant-based category



Words such as “circular economy”’?
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Beschreibung der Folge

In dieser Episode befassen wir uns mit dem Thema kreislauffihige Produkte, einem immer

Aspekt F I mit einem Fokus auf unser
Rethink-Projekt bei VAUDE. Zu Gast sind Judith Wild, eine unserer Produktdesigner*innen
und unser René Beide haben intens

... Mehr anzeigen




If you do not want to sell a lot,
write

If you do not want to sell at all,
write



Insight 2

A lot of brands are stuck in the Eco-
Trap!



Product design like that of an old health food
store? The 60% want stylish and modern
products that complement their lifestyle.

Prices like those at a farmer’s market? The 60%
need to save money — partly because they enjoy
being thrifty, and partly because they often have
more month left than money.

Rhetoric like that of a climate rally? The 60%
seek brands that surprise and inspire rather
than overwhelm them with facts.

O

Found only in specialty stores? The 60%
neither have the time nor the inclination to
search for products — they are used to
products finding them.




Out of the Eco-Trap!
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Insight 3

We must reframe sustainable
consumption!
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Customer benefit

Sustainability for the 60%
or the 60%

Said but true:

Sustainability and related words are not a
primary benefit for the 60%.




e Umwelt & soziales Engagement
liegen uns am Herzen. Ihnen auch?

Wenn Sie heute auf die

% Zimmerrcinigung verzichten mbchten,
L 7" spenden wir € 3,00 an unsere

I
Mo Kolping Sozialprojekte
und Sie unterstiitzen damit auch

i unser umweltschonendes Handeln im
Hotel.

Danke fiir Ihre Unterstiitzung &
Kooperation

STADTOASE
KOLPING

Which one do you think will
work better for the 60%?
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Sehr geehrte Gaste,

wenn Sie bei Aufenthalten, die mehr als eine Nacht betragen, keine
Zimmerreinigung benotigen, melden Sie sich bitte an der Rezeption.

Als Dankeschon erhalten Sie ein Ix Hiirner Bier gratis in unserem Brauhaus

*kk

Dear guests,

please tell the reception if you don't need your room to be cleaned by & stay
longer than one night. P
As a thank you you'll receive x Hiirner Beer in our restaurant for free.
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Jetat Gratis Probieren!*

“Netiancernen 00 B4 bis 1043001
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BLUEBERRY SORBET, COOKIE PIECES



We do not put sustainability at
the baCk’ because it is nOt Sustainability Customer benefit for the

important to us.
® ®
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On the contrary:
We put it at the back, as it is
important to us.



Case Work

You work on one case with a group of 4-5.

Per group you find one page wit QR codes.

Please scan these codes with your phone, immerse yourself into the brand and
try to answer the following questions. Each group will present shortly
afterwards (max. 2 minutes per group).

1) Who is the primary target audience for this case?

2) How do they communicate sustainability? How is sustainability portrayed?

3) What do you you think: What are the three main customer benefits for the
primary target audience?



You find more of these
insights in our latest book!
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o Prof. Dr. Johanna Gollnhofer
Associate Professor for Marketing, University of
o ?—I St. Gallen; Director Institute for Marketing & C...
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Available in German & English :
https://amzn.eu/d/2sTCMu8
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