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e A company should not start

e A brand should not only by setting the brand’s

define its functional identity.

purpose, the job that it is  The company should start
going to do, but also to by setting the brand’s
express the brand’s higher purpose.

purpose.

e Brand purpose answers the

. : question of what job is the
The higher purpose brand promising to

suggests emotional and accomplish for the buyer?
social benefits coming from

choosing that brand. # Philip Kotler, 2016

# David Aaker, 2017

17‘;“'1 -
https://www.ama.org/marketing-news/5-reasons-brands-need-a-higher-purpose/
http://www.marketingjournal.org/brand-purpose-to-beneficence-philip-kotler
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Product Consumer Values Didital Era
Marketing 1.0 Marketing 2.0 Marketing 3.0 Marketing 4.0
A good product will sell The customer is King! Relationship with customers Moving from Traditional
itself. determine our

company's future to Digital
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71 https://www.entrepreneur.com/article/324001




SUSTAINABLE PRODUCTS: SHARE OF SALES

% of total store sales

19.70% 22.30%

29.40% 90.50%

2014 2017

Sustainability combines free from, clean, simple, sustainable and organic labels,

Source: Mielsen Product Insider, Powered by Label Insight, Week ending 10/20/201 8, Projections based on 3 and 2 year CAGR

Copyright © 2018 The Mielsen Company (U5), LLC. All Rights Reserved

23.0%

2021 FORECAST

. Sustainable products

. Other transparent label
products

. Conventional products
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e nsaaeildsuifaudmiduuuungnnanys (Mixed method)

* maaaminunn (Qualitative interview) 1dian smunauassansss
saufunisdnn el (interview) ngui{lidayatiislna 30 Au

* q1ntil AniiungIaeLEaLBunns (Quantitative research) fqeagaqeda
41994 (Survey research method) anngusinating 568 Fivacing




WISDOM for Change

SUDSIEESC

guidnmmsianndeiuuaziAsugiawaifiog

Sustainable Development and Sufficiency Economy Studies Center

NAN1S VY

ar o ar ar W ar =
H".l*ti']ﬂ_ﬂ"lﬁugﬁ'i'li.lﬂﬂﬂu

ArufsfiumarTEghe
(Economic sustainability)

AT IEUNNG ENHLIAADY
(Emvironmental sustainability)

faullsslamsniuns&u

eyl dvelulad@BTnldiiadsslaudls

Tsssufivna (MsuswshdanGssL)

Insasnuiiodiunaay

RS UERYaU [ﬂﬂ@ié?ﬂlﬁe@?ﬁﬁﬂ

TrsedEnsEuifiiudnsiudadoy

TnsAnduruiduidnaald

N5 U IRNS TR FIAa Y

*i’uﬂwmﬁuﬁﬁawgd AP 1k e ls,

Tnsudaguisnunldeh (Regycle)

InEldngAvainessusd Sunid (Organic) Uaandy

AU a9 3Ry
(Social sustainability)

AMUAHIUINIETUUARR LAY FUNT
(Personal and Health Sustainability)

NSuERIAILS VR URDASAY

=

el LT veR

TRTURTEWLNEAVEL Y

qsEd Sl WRUlEAUA T TUUS L AW

IinsfInssuiTIsvEodemy

e AU RU g wEU g EUAn TUs ALY EY
AUGTLE
il

Tfanssuifiaguruiostiu

dawailselen douflgnuadiuilonld

T PP RGP G T N e TR g IS T

welirugInINA

InswALaslioaaEiashsaiodiusiy

Woldualinaldasfie anadis 9 dosnne

finstasnssws il

eyl MRUIn SRS ENS aU LA S S URaNTEN LTI
Wirtuluowesla

greduaSulieuayEadondud fvueauld




SUDSIEESC

guidnmmsianndeiuuaziAsugiawaifiog

Sustainable Development and Sufficiency Economy Studies Center

WISDOM for Change

s

ar .¥u i 1 =fad | a
AIUIN ﬂ"l'ﬂ‘lﬂﬁmﬁ’l'ﬂﬂﬂﬁﬂ TMMHABLRUITURA

ﬂﬁﬂ A1 Value equity

fifinuAnIaud Brand Equity

fifAaudunus Relationship Equity

annInvRelalulvia sy

HIHATILAUAE

il lnaflansualyniiu

FNENT SR AR BT ERR N

ef%"l-anﬁ%’uﬁ*ﬁémnﬁﬂmi

ﬁﬂﬁ@uﬁﬂﬂﬁﬂﬂﬁ%ﬂﬁmiﬁLﬁwﬂ:i’@ﬂr:f's

L

AufPTNEnUluEsEuAUEnIs

w

ATHNFFUGTUANAT AR WA

il
WlEuETnaEnh dnisdeatsiududiods
GGEHE!

Ténaauwmaunalumadondodum F5HNFIU j‘;ﬁ WTuftandils ﬁm'-saﬁuﬁa:_faﬂ%ﬁammﬁm‘fuﬁwuzm:1
TBnslaesaniia afumsiuiindnvasiiedlula WilviluELnraEnfanala
FUATTIRLRLEEY aSumsusaidudifasrmlsandy | sunsanBuuiusudnlimnlifaels

LT}

fanuAuAEITIAN

L

B HNTIUEEuA L Ele wasfmela

wildiiuElnrigndrnuligla

e laifuaudszann

afnnsiuiialusnduim Audunds

FUF d"l]ﬂmﬁ‘ﬁ

adnnsiuiialuduiidunssuade

ﬁﬂﬁ@u’ﬂﬂﬁﬁﬂfﬁ AT e HE Rl
AUUARAATI

FuAden AR

[ S 1 T w -
g A Eaninlulialnaiin

InguivalaRTIeEu 9 'ﬁmﬂum

FURA leﬂ’I‘iEE.F‘ILI.‘LI'U‘:"]‘a"I‘?.&E‘iﬂJH

anuidrdisdrngszanEEuIaY

afwaiEnilAdegne Sey
LATHETIT WAEAULDS

il ﬁ-’iN‘LI"TﬂF'iE‘FITIL‘JhE‘i'mﬁ dﬂaﬁﬂﬁﬂﬂw
‘t&J‘UuﬁTﬁuﬁ T

adnnsu il fidwariog oy
AL IMTEEN LasRadluTsNzeT

WliulnrgEnindushuwislums
TIVRDYLTU

H'S'H.‘r'l’l'i'i"l_l‘i“l mﬂm‘lﬂ'iiﬂumu"Iﬂﬁ*

wUTUAY TrnsoanuuuitEtaay

A3 HN1TIUE rrlelaludnday

ﬂ%’ﬂamﬁﬁﬁd mailalaluyneu

PR = Lo i 1 e I
HUTUAUY Lﬂuwﬂwmamm "I'lJ'ﬂﬂ-'i’l.l"ﬁ‘iElﬂ 2
Blelfe FI'F’I'II "IﬂJ"Lﬁ'IlI"i] EHITR uliiu ﬁu“lwmu

ﬁ‘i"lﬁﬂﬂﬁ'iuiﬂmqﬂm‘l.a'i'.ﬂ*Lu NITULDe
UFEn

LL'LI?U'FIHU Lﬂ'ﬂkﬁlﬂﬁlﬂﬂﬂ EEUIUNTEE l'ﬁwi"l
Lﬂﬂ T4 F!‘UE‘MFI’IWEI‘UEH’I‘?HENLLEJ?%&NHn.

ﬁ%"lamﬁ'uj':ﬁq AITRDUEUDIAT LRSS
LS H L SRR g b
Rl

wusuAtiy Wi e siun s nause
HANTSIURDYLTY 4393 LHTRERa LasRLES

ananssuihdnhnenaed
wawnwed alfosinsadsoald

A ssuEIndnnaiuiiun g
387U

amTsuFhdinsinuneg wadheua




UDSIESC

guidninswanndeiuuaziasegiawaifiog

Sustainable Development and Sufficiency Economy Studies Center

WISDOM for Change

ATUSIEUN

LA TEgRa

ATLSEIUN
A1

MITuIng

ATudsEunS 0685 ANTiunIstie
La 5
ANTNLIREDY A7UE 8
ATTLESEIUN ST

UARE WAL 0T

*gzAuiladn '”fy 05, **seaindedn '”fy .01

RRMUAIRTIELA
AslHAMAYS
duslnafifiianniudn  Josel=
T T =~ Reudiniug
AnuRilede

ATUIITNANA

vaaguilag

A mm‘mfﬁﬂ

- 0.624

S

H - L 1
‘| FTUATTUBARED




SUDSIEESC

WISDOM for Change

(4 ar - dr y G o Q QJ
ﬂuﬂﬁﬂﬂ'\ﬂﬂ‘iﬂmu’lﬂﬂ\‘lﬂuLlﬂzlﬁ"ﬂ!ﬁﬂﬂﬂﬂl‘WF.N QU ~
Sustainable Development and Sufficiency Economy Studies Center 61] a !) u a !) !)“ Q .)u ﬂ ’] j u N a ﬂ ’] j ,J ﬂ 8

Tseana 1y

* A9AN3I mifm\‘nuﬁﬁ*ﬁ@ VauneNIUNIATY NABINITRANTULITUA
m@qmﬂmmmmw mﬂumﬂmmmﬂummgummummu

mnmqmqmu LL@“’V]’V]’W?@@ZQ’W?SLMLﬂﬂﬂ’]ﬁ‘ﬁ‘ﬂﬁ‘iﬂﬂﬂﬂ@ﬂdﬂﬂﬂﬂﬂ N8
ﬂ’m\lﬂ%‘l’]ﬁl‘ﬂﬁﬂ’ﬁ‘ﬂ”‘l’]’m’]ﬁ‘@@@f]ﬁ‘ﬂﬂﬂ

* Rapava dedeansaulatl Wulaniafessns PUILNIUGINA 1198
PUIENIUNATT %VLMfamﬂﬂmﬂ@umm‘ﬂmimmqmﬂu




‘ LY ' I ) \ I -< L Y
SUDSESC
guidnuniswaundeiuuasiAsegiawaifisg
Sustainable Development and Sufficiency Economy Studies Center

WISDOM forChange
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Where Innovation
Drives Communication
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