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Abstract

This works intends to discuss the socio-environalesponsibilities, as a visible marketing
tool towards a brand identity construction to attaicompetitive differential in the market. It
can be accomplished by considering that globall siwciety asks for better quality in life
conditions, instead of corporate practices whidpgdize both human life and proper life on
Earth. It will focus on the principal internationagreements as a movement against the
economic growth at any cost. An example of a aikieaterprise with correct socio-
environmental practice will be explored.

1. Introduction

Nowadays, the great industrial challenge consistgromoting the global economic growth
without causing social and environmental damagesJune 2001, The European Union
Strategy for Sustainable Development (EU SDS) wadspied by European Union (EU)
leaders, as a result of the Gotheenburg Summighwided the environmental factor to the
two settled factors appointed at the Lisbon Europ€auncil, in March 2000: social and
economical factors to create an internationally getitive and socially inclusive European
Union. In fact, economic growth must assure soaialusion as well as environmental
protection. In spite of efforts done by the EU, tbeonomical growth has not led to
unsustainable development yet and therefore, cgqusammful effects to climate changes,
increasing poverty and social exclusion, depletion natural resources and loss of
biodiversity.
(http://ec.europa.eu/enterprise/environment/pobspects/integration/index.htm). For that
reason, in June 2006, the European Council coresidegven key challenges to incorporate
into this strategy: climate change and clean enesgstainable transport; sustainable
consumption and production; conservation and manage of natural resources; public
health; social inclusion, demography and migratierwell as global poverty. The objective is
to provide the needs of present generations withtbrgéatening the ability of future
generations to fulfill their needs. As far as incerns to climate changes, the Kyoto Prottol
Is the most important international agreement, wialbows sustainable development under a
three market-based mechanism also known “The Cakkemiket”. These measures intend to
diminish the carbon emission into atmosphere, watltausing a great impact on the level of
global economic growth (http://unfccc.int/kyoto_fwool/items/2830.php).

There is a worldwide awareness which global comtresihave claimed for effective
measurements and policies towards sustainable tmmlupractices. As a response, the
industrial sector has developed innovative techesgand methods to reduce environmental

! The Kyoto Proctol is an international agreemeatated to the United Nations Framework Conventian o
Climate Change, which established a reduction dreese gas emissions (GHG) among 37 industrialized
countries and the European Community. This agreeemered into force on 16 February 2005. Thesemst
ought to reduce their emissions to an averagevefger cent against 1990 levels over the five peaiod 2008-
2012,
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impact on economic activities, such as renewabdeggnuse, recycled material use, industrial
ecology practice, eco-efficiency measures, clegnaduction, lean manufacturing and others
in order to prevent or decrease polluted residubstnce, to optimize energy efficiency and
to reduce the fuel fossil matrix dependence. llo@as aspect, some strategic practices have
been also implemented such as local community tassis based on the following itemes:
health care, environmental education, building cdaparograms and others. Although these
measures imply a large sum of investment, the metur terms of corporate reputation may
turn out to be pay-off if the consumer recognizes firm as an ethical enterprise. Entering
into globalization process and information societgnsumer becomes more and more
conscious of his needs, rights, social and enviemal responsibilities and also demands
commercial ethical practices, social and envirortalebenefits from the industrial sectors
and service providers towards society. In this wsngial and environmental practices can
create a competitive advantage when well managed.

An organizational strategy based on the ethicarpnse concept, consists in communicating
the enterprise ethical position inwardly and outilyarthe firm frontiers. It means that a
corporative branding must be supported by an iatebmanding. By acting this way, the
corporate attitude and speech must be alignedttantbehaviors of employees must reflect
the brand values in such way they may communit¢etdrademark strength in order to guide
the consumer’s perception, particularly in senacganization. In this sense, the brand-name
plays an important role and creates a visibilityn@phere concerning technical and
operational aspects. Besides that, can also ergmumatitutions to look after the brand-name
good, as far as consumer could perceive the figh lperformance in delivering the brand
promise according to ethical values (Punjaisri, 7200

As Ramello (2006), trademark is used to correct ketarasymmetric information by
preventing opportunistic behavior from competitdr@at could mislead the consumer
decision. The optimization of consumers decisionpurchasing as trademark conveys
information linked to the product quality, and educe information cost as it summarizes a
set of attributes associated to the sign. It cadirectly lead the consumer to identify certain
quality aspects of the branded product and reiefdscand promise delivery. Actually,
trademark is rather than a distinctive sign; itoatontributes to improve the benefits of
market and consumers as simultaneously leveragesefiutation of producers in a feedback
mechanism, in the sense that higher level of qugliiods or services offered to consumer
creates higher perception level of the firm repatatn the consumer’s mind. But trademark
world is not so marvelous for firms as it seemb&oAs a matter of fact, trademarks work as
a tacit “contract” between consumers and firmgt ljus an informal one, which provides the
consumer a way of retaliation, in case producers ndd meet the quality delivery
expectations. A negative reputation may conveydessghich are superior to the value of the
damage itself, as well blemishes the brand-namé&haik an intangible asset difficult to be
measured. In terms of corporate organization, Hfgat ipractices, negative social steps and
environmental behavior can also injure a brand-naméch implies losses of stakeholders
and consumers, as far as firms can be recognizednasdiocre one with a misleading and
unreliable behavior.

This works intends to show the highlights about Wwbility strategies, using the brand
image related to socio-environmental aspects arithst been divided into five parts. The
introduction outlines a panorama of the problenctiSe 2 presents the principal international
agreements on sustainability and the consumeifTaeathird topic is about the corporate new
trends and finally, the last topic is addressefihi@ conclusions.
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2. The Three Pillar Sustainable Visbility Strategy: Economic-Social-Environmental
Aspects

Environmental sustainable development strategy ig&hmmore than the aim of global
industrial sector. Actually, it is a global civibsiety demand and any positive steps towards
social-environmental direction will attain a nottde repercussion in the society. Indeed,
civil society interest in environment gets a largatention regard when natural resource
depletion threatens the future of the new generadiod even the Earth future - as long as
global matrix energy is focused on the fuel fossdtrix, an unsustainable energy and a
polluting structure itself. In spite of the civibaety claims, the environmental pillar of the
Sustainable Development Strategy was not immegiatecognized by governmental
authorities. On the contrary, it was along its angdrajectory wich was only achieved at the
Gothenburg Summit, in June 2001. In contrast, $aui@ economic approaches were put
aside on the sustainable development in the wode\wiscussion.

Undoubtedly, the increase of productivity ratem&éd to the advance in technology and after
the 70s, the advent of information technology bieee@fthe productivity growth in contrast to
the decrease of the employment rate, which had begged by the efficient productive
process driven by high rates of technological pgees. Thus, development policies based on
social sustainability have been discussed sinc&thployment Summit in 1998, also known
as Cardiff Initiative. It had explored a social eggech, fulfilled by employment, economic
reforms and social cohesion dimensions. Actualig, ltisbon Summit held in 2000, was a
continuation of this process which had comprehendetbmpetitive and social development
sustainable strategy model towards economic growth

The dialect interactive link of environment and mmmic growth towards sustainability
became consistent at the United Nations ConferemcéEnvironment and Developmént
(UNCDE/ RIO 92), held in Rio de Janeiro, where ot@8 Governments participated, in
1992. But, it was only at the Gothenburg Summit tine environmental dimension was
included in the sustainable economic growth ageddaa matter of fact, environmental
dimension concerns have been a result of globat@mmental awareness engaged by a set of
Union Nation Framework on Climate Change ConfersnedJNFCCC. One of the most
famous international agreements, the Kyoto Protasadlirectly linked to UNFCCC. In this
sense, it was an engendered response that hadigesince the mid - 2Dcentury by global
scientific community, as a consequence of pollutdiects, due to the intense industrial
process, particularly occurred throughout thd' T@ntury. Although Kyoto Protocblhad
been adopted since 1995, it entered into force wnRkebruary 2005. The implementation of
these measurements would reduce the whole worldoetiac development. So, it is an issue
that interests the world national governments, stigial sectors and scientific communities: to
face the challenges of economic growth, environnaert sustainability and the interaction
among these groups would be esssential to re-mfmreoperation in these fields.

In fact, the growing interest in financial marketsthe sustainability approach, based on
economic, environmental and social aspects, becaare evident after the 1990s. Investors
did not lay their decisions only on financial crite and its outputs. Indeed, nowadays,
stakeholders tend to consider environmental andlsoteria in their investment decisions,

2 United Nations Conference on Environment and Dewmlent undertaken a set of measurements in a global
region and local actions, named as Agenda 21, ischwovernments that were compromised to the aggaem
accepted to be monitored by the Commission on adtie Development

% Kyoto Protocol established a reduction level afegrhousing gas emission in the atmosphere, abaueaage

of five per cent against 1990 levels over the frear period from 2008 until 2012. Throughout mdrart 150
years of industrial activities, developed countrége compelled to have a heavier burden on thisctexh.
Kyoto Protocol principle is “common but differertd responsibilities”, in the sense that environtalen
responsibility is addressed to everyone, althotighriot equal for everybody.
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in contrast to the idea of maximizing performancel grofits. Some stakeholders have
considered socio-economical factors as potents&lsrand opportunities to be driven into a
long term business success, such as the caserlbobncanarket. The price for emission rights
per ton of CO2 tends to rise in the Emission Trgdétheme, as far as the enterprise and
governments have not achieved the agreeded caddoigtion figures. In 2005, it reached a
three-fold increase at the beginning until the efdhat year. Others stakeholders have
considered sustainability as a matter of instinalosalues rather than value. In this sense, the
qualitative criteria pulls the investment decisiottsvads corporate governance, brand
management, energy consumption, water use, hunsanirees development and others. In
some cases, a legal obligation forces institutiomagstors to take into account environmental
and social aspects in their investment decisioningakSustainability issues are driven in
investments as an assets, according to Dow JorgtaiSability Indexe’s

As industrial sectors have been obliged to re-geatheir production processes in order to
maximize efficiency and investment, a considerablen of money in research and
development was put in to seek a clean and alteenfairm of energy. A corporate strategy is
necessary to converge efforts to give transpardgncthese internal measurements, as a
promise delivery of environmental cares resultimg differentiating product brings into
market. The use of business models based on am getrsuit of efficiency and innovation in
respect to environmental issues seems to be awapdo re-inforce the brand-image and to
become resilient in the market. Indeed, these jgecseem to be widespread in the business
management, spotting that innovation in environm@leptotection, service economy, and
consumer ethics is a key to success, as far asitw@ns are able to link socio-environmental
responsibilities to the corporate brand-image. Niaya, business sector tends to incorporate
environment as a production factor in decision-mglprocesses towards achieving a citizen-
enterprise imagine as well as to prevent fineh&mful environmental practices.

The citizen-enterprise concept englobes any peactowards environmental protection,
improvement in quality of life driven to employmeand local communities where the
company is located in, Melo Neto and Froes (1999,1@0). So, a corporate identity
associated to a corporate branding can establisategr visibility to products and services
which can be a powerful tool of penetration ia tharket by increasing the acceptance level
among the consumer, resulting in upgrading safes aonsequentely, an increasing in
profits. Besides that, a social satisfaction chaibuilt: customers are satisfied in acquiring
products from socio-environmental responsible firfiliers which belong to the supply chain
are known as co-responsibles. By doing so, any kingartners are motivated for having
their images associated to these responsible figaernment and civil society are naturally
engaged in such processes. A citizen-enterprise thien customer respect and admiration. As
Melo and Froes (1999), for a citzen-enterprise, $hstainable development fosters the
conquest of new customers, the increasing of theallrethe public loyalty and
acknowledgement, contributing to be in the firsgal in the consumers’ mind, as known as
the top of mind.

In this sense, the concept of citizens-enterprisges as a correct practice to leading the
market, specially when considered that it is altesfuchanges from a production age into a
consumer era, where the consumer has a power seeer before. Consumers awareness
demands for clean industrial processes, or at leaser harms to environment and also for
social programs to diminish inequalities. So, tedbgical progress should not assure only a
large sum of incomes to the owner of the technglagynsumers expect some kind of
compensatory measurements to justify the profitgeimse, such as socio-environmental
responsibilities.

* Dow Jones Sustainability Indexes is the word'stfiglobal index that integrates economic, enviromialeand
social criteria. It points out the best corporatstainability practices in the world.
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3. New Corporate Tendency

Correct socio-environmental corporate strategiessteess and reinforce corporate imagine,
as far as the marketing corporate tools are uséditd the positioning citizens-enterprise. In
contrast to incorrect social-environmental corp@ratasurements which may trigger a global
rejection, inducing a collective boycott with nagatimpact in the brand equity, injuring the
brand image, sometimes in an irreversible manner.afareness global society does not
admit irresponsible behavior created by inconsegpesfit earnings, leading to damages in
social-environmental aspects. Besides that, enwigstal harms can lead not only severe
penalties such as several fines but also repaihten itself, which can imply in grave
financial problems for the infractors. Thereforegcial-environmental approaches can
aggregate intangible values to products and sexvioea competitive market, being a
competitive differential. It is true that the cansttion of differential competitive will depend
on socio-cultural aspects and awareness levelaaf society, which seem more evident in
developed countries. But, the globalization proclkas accelerated the consumer profile
changes, which tends to be more critical, demandimd) supportive to socio-environmental,
moral, ethical corporate policies.

Developing countries society begin to come up i thality, as a consequence of a global
awareness developed by global media systems, esult of the globalization phenomenon.
Nevertheless, developing countries governmentsaar@e about the importance of good
social-environmental practices to reach internaiomarket, as developed countries have
been using harmful social-environmental standsvtdaimportations of goods and services,
working as a disguised barrier. International Stadd (ISO) are essential to establish a
minimum coherence among global technical manufarurproceedings to facilitate
international exchanges in every area, especiallyhe quality of goods and services to
support supplier-customer relations (ISO 9001: 2088 well as in environmentally
sustainable corporate stands (ISO 14001: 2004).s fak as technical innovations are
presented in the state of the art or in emergielgl$i, new ISO are set forth. An International
Standards on environmental management system e&aped accordingly to a global need to
settle correct environmental corporate postures tandientify their products and services
brought into market.

In this context, green stamp certification procesgresents an environmental management
engagement towards corporate visible strategy, maplishing international standard
environmental safeguard patterns, as known as 18@d family. Certification stuck on
products and services signal to customer that woatis efforts have been done to improve
environmental performance, based on a systematigrgm implementation, focus on
environmental objectives and targets (policieshpland actions). It sets up a common
reference in an international environmental managegmcommunication between
organizations and their customers, regulatorspthdic and other stakeholders. In this sense,
ISO 14000 family certification assures to theseemwl stakeholders that international rules
have been undertaken and so the transparency @irdicess is delegated to an independent
certification body (http://www.iso.org/iso/iso_140(essentials). Besides, it works as an
award to products and services, which have lesadétngn the environment and so deserve to
be differentiated from the others.

® |SO denotes all standards-type documents, inotpduides, international standardized profiles,
recommendations, technical reports, technical gend assessment, etc
(http://www.iso.org/isof/iso_catalogue/how_to_use ttatalogue.htm)

® At ISO 14000 family deals with environmental mgement and, the first two standards are 1ISO 14P004

(in respect to requirements needs) and ISO 140m34 @n respect to general guidelines). The ottardards in
the family treat specific environmental aspectsjuding labeling, performance evaluation, life &yenalysis,
communication and auditing (http://www.iso.org/iso/ 14000_essentials).
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Conclusion

Corporate branding comprehends to manage a trallestaategy outline consistent and
aligned with the brand values in such manner thatn aggregate values to products or
services. Nowadays, global communities pressureemovents, policy-makers and
economical activities agents towards to promoteas@nd environmental benefits. Thus, a
corporate brand, which incorporates such values) eaert positive perceptions to
stakeholders and consumers and at the same toreaies a powerful corporate brand with a
visibility strategy based on social and environmaémnésponsibilities. In this way, visibility
strategies can be attained if some points listéalAbare observed:

- clear structures are needed to communicate tsurnars how the industrial and service
sectors measurements information are related t@alsmed environmental processes and for
that reason, the corporate strategies must make wigich kind of brand-image they pursue
and so what type of information serves to whichcpss and which public they want to drive
theirs target in order to build a citizen-entergris

- the department integration strategies (sectanatagnability) should reflect the corporate
vision and mission, which must consider sustaiftgiheasurements and social programs to
real contribution to the citizen-enterprise image.

- innovation in environmental protection and sbpegram when well managed can be a
differential in the market

- consumer’s behavior has changed through thetVesmty years; he seems to be more
conscious and asks for environmental and sociakfiisnas a coin of bargain to the
tremendous enterprise profit.

Social and environmental aspects can lead a cotiwpetidvantage in the market by bringing
visibility to corporate image, which may result differentiating products and services to
contribute for a premium price strategy.
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