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Modern Challenges

• world with profound challenges / opportunities

• accelerated pace of change

• multi-faceted phenomena – including a series of complex, 
seemingly “inter-woven” formative elements

• not merely directed by the movements of the marketplace

• increasingly comprising the very fabric of modern life
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Why Brand?

• concept of “Brand” as an intervention point for building global 
sustainability— broad systemic impacts

• re-contextualizing Brand as an instrument of positive change—an 
active component in building a rich, sustainable world

• we define sustainability as a process where the activity of modern 
life is balanced with the transformational possibilities and 
resilient capacities of the social and natural ecosystems—and 
where neither of them becomes exhausted or less diverse

• Brands continue to thrive and remain profitable
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Definition of ‘Brand’

“We consider ‘Brand’ as a generic ‘container of identity’ 
structured around common purpose—whether of 
organizations, cultural movements, governments, social 
programmes or any activity involving the coordination of 
multiple parties and entities, be they individuals, Brands 
or other types of organizations.”
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Research Question

“How might Brands be successful and relevant  – while 
enacting positive impacts on creating a socially and 
environmentally sustainable future?”
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Slide show….

Trends
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Trends Scanning

• 32 Trends identified

• 11 Trends: 7 ‘Drivers’ + 4 ‘substantively influential’

• 8 selected as ‘key highlights’
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critical uncertainties
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Future Shaping

• different future world possibilities implied by key 
trends and drivers

• what can we define as ‘critical uncertainties’?

• brands intrinsically ‘adapt’ to different worlds
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Critical Uncertainties

• Brands do not exist independently in the world, and must actually be 
actively integrated into the larger landscape – in order to be successful.

• Brands must also be able to successfully interact with people; who rely 
on their sense of personal, group and societal values, in order to gauge 
their interactions.

• Based on this analysis, we have identified a “horizontal” and “vertical” 
axis. On both axis, we have identified that they can be either 
“integrated” or “fragmented”.

• The horizontal axis was named “Consumer Values”, while the vertical 
axis was named “Landscape Integration”.
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Fragmentation | Sensemaking
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Practical Brand Anatomy
(Lencastre, 2010)
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Org Culture, Identity, Image
(Jo Hatch, Schultz, 1997)
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Eco-semiotic Locality
(Maran, 2007)
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Brand = Identity?

• increasingly, brands themselves are ecosystems

• ecosystems appear to be ‘fragmented’

• how do we think about ‘identity’ and ‘brand’?

…semiotic approach  analysis
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Measuring Alignment

• A new type of ‘semantic differential’ (Osgood, 1957)

• A ‘vector’ can be computed showing a differential 
between the existing brand alignment and the 
projected necessary direction in the future
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Brand as an Ecosystem: FoodShare
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‘Composite Identity’: Enclosing Systems

Societal 
Support 
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Community 
Identity 
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Personal 
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Systems Theory: Adapted from 
Gharajedhagi
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What you are about to experience…
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2014 was the year FoodShare 
went homeless. How might we 
choose a space that suits and 
supports the ecosystem of 
FoodShare?

Workshop: find an answer to the question –
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“Minimizing environmental impacts” – decreasing 
transportation costs, dependency on gasoline

2014

2040

“Minimizing food stigmatism” - ensuring 
positive social environment impacts

“Local food” - locally sourced, and grown with 
minimizing environmental impacts

“Integrity and purpose” - acting in the world for 
improving community well-being

“Healthy food” - extending reach of 
healthy food to all of society

“Food equality” - providing ‘food access 
for everyone’
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At your tables…

Please answer the following questions with your group:

• To what extent do your values align with the core goals of 
FoodShare, in 2014?

–Locate your point A

• What could we have done differently – in 2014 – to 
ensure the survival of the FoodShare ecosystem; and, what 
would those values have looked like?

– Locate your point B

– Let’s talk about it with your group!

– Define points A and B
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For FoodShare, “integrated with environment” means:

 “Local food” - locally sourced, and grown with minimizing environmental impacts

 “Minimizing environmental impacts” - transportation costs, dependency on gasoline use, etc.

 “Minimizing food stigmatism” - ensuring positive social environment impacts
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For FoodShare, “integrated with environment” means:

 “Local food” - locally sourced, and grown with minimizing environmental impacts

 “Minimizing environmental impacts” - transportation costs, dependency on gasoline use, etc.

 “Minimizing food stigmatism” - ensuring positive social environment impacts

Fo
r 

Fo
o

d
Sh

ar
e

, “
in

te
gr

at
e

d
 in

d
iv

id
u

al
 v

al
u

e
s”

 m
e

an
s:


“F

o
o

d
 e

q
u

al
it

y”
-

lo
ca

lly
 s

o
u

rc
ed

, a
n

d
 g

ro
w

n
 w

it
h

 m
in

im
iz

in
g 

en
vi

ro
n

m
en

ta
l i

m
p

ac
ts


“H

e
al

th
y 

Fo
o

d
”

-
tr

an
sp

o
rt

at
io

n
 c

o
st

s,
 d

ep
en

d
en

cy
 o

n
 g

as
o

lin
e 

u
se

, e
tc

.


“I

n
te

gr
it

y 
an

d
 P

u
rp

o
se

”
-

en
su

ri
n

g 
p

o
si

ti
ve

 s
o

ci
al

 e
n

vi
ro

n
m

en
t 

im
p

ac
ts

A

B

‘current state’

‘desired target state’



®

A

B
A

B

A

B

A

B

A

B A
B



®

integrated 
individual 
values

fragmented 
individual 

values

fragmented relationship 
to environment

integrated relationship 
with environment

somewhat

significantly

highly

A

B



®
45

Key Takeaways

• when used carefully, semiotic methods can be particularly 
powerful to clarify areas of uncertainty

• the topics of ‘branding’, ‘sustainability’ and ‘resilience’ seem to 
lend themselves particularly well towards semiotic analysis

• combining research with design thinking, foresight and systems 
theory can yield interesting approaches

• perhaps most importantly, we owe it to ourselves, the brands we 
serve and the future generations to investigate and achieve 
methods for enabling and creating a resilient future
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thank you!


