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Sustainability from a new perspective

n times of overabundance, people expect brands to do
more than just satisfy their material needs. Awareness of
shortcomings around the world is increasing, and with it
the expectations of social and ecological responsibility.
And therein lies a great opportunity for brands. They have the poten-
tial to become the new source of trust in our times. People believe
that brands generally have the competence and possibilities
to develop solutions to global challenges and to correct some
of the world’s shortcomings (72 % of survey respondents).

Hence, they expect brands to use their influence (87 %), though not
necessarily for free. Doing good and making a profit don’t rule
each other out, respondents feel. Instead, they are even willing to
pay an average of 13.5 % more if they know that the brand is working
to correct some deficiency. This is particularly true of the millen-
nials and GenZ generations: They would even pay 16.8 % more.

In this environment, a new species of brand is emerging that
exemplifies responsibility and sustainable activities like no other:
Impact Brands. As they see it, this active commitment to positive
change in society in no way contradicts economic success.
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In the new BrandTrust Impact Brands Study 2020, Klaus-Dieter
Koch and Sarah Béhmer introduce the new, highly relevant species
of Impact Brands. At the same time, they support responsible deci-
sion makers and business leaders with preparing their brand ma-
nagement for future requirements to secure and build their
brand’s success.

The hopes that people place in brands creates a new frame-
work for action. It offers brands a chance to increase their signifi-
cance and set themselves apart from the usual sustainability mea-
sures. People are aware of their individual influence and want to put
it to use. Brands that credibly support them in their effort are
regarded as highly attractive.

Read our study to find out:
= the secret to the success of this brand species

= what the mentioned developments mean for establis-
hed brands

= whether and how your brand can become an impact
brand
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Source: BrandTrust Impact-Brand-Studie 2020, Basis: n = 3.176'(Germany = 1029, Austria = 1064, Switzerland = 1083),

Five success factors of impact brands that can strengthen
established brands as well

1. Clear focus and sharpening rather than a colorful spray of
sustainability measures

Impact Brands use their individual impact mission to make peo-
ple comprehend their standpoint. Established brands should ask
themselves how they can create clear focus with their sustaina-
bility efforts that will distinguish them within the competitive en-
vironment.

2. Consistent attitude beyond the product

Impact brands align everything they do with their impact mission.
To do that, they take measures that go beyond their range of pro-
ducts and services to build credibility and trust.

3. Solutions rather than appeals

Impact brands do not delegate the responsibility for social and
ecological issues to the marketing or PR department. They con-
centrate on finding solutions for the world's problems rather than
issuing well-intentioned appeals to their stakeholders.

4. Community as a success factor

Impact brands tap into the individuals’ sense of responsibility. They
allow their customers to become part of the solution rather than
the problem. They make them feel they are achieving something
great. They establish a common goal to create a strong sense of
belonging, an intense emotional connection.

5. Information rather than advertising

Impact brands are very good at clearly expressing their impact
mission, their background and their actual impact. They do not
exaggerate with creative ad messages, but focus on information.

A brand is an expressed will!

And will is exactly what is needed first before a brand can use the
attractiveness driver “sustainability” as a positioning space. Only
when there is a will to put this focus center stage (and not see it as
just an additional task), develop it credibly to form the core of the
brand and elevate it to the first level of perception, only then can
brand attractiveness and differentiation increase.
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