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CHOOSE THE EUROPEAN
ORGANIC LEAF
FOR A BETTER WORLD.
Good choices matter.



DR. ANDREA GRIMM
Ferdinand Porsche FERNFH | European Green Award

How to get green messages across to consumers?

GREEN COMMUNICATION 
IN TRANSFORMATIVE MARKETS



DR. ANDREA GRIMM
Ferdinand Porsche FERNFH

European Green Award

grimm.andrea@aol.com
andrea.grimm@fernfh.ac.at
ag@europeangreenaward.eu



TRANSFORM MARKETSEco Mega Trend

Digitalisation

Generation Z

G R E E N  M A R K E T S  I N  F L U X

CORE FORCES OF CHANGE
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LEGAL REGULATIONS



fair recycable helps organic

eco good 2nd Hand made
with
love

GREEN 
JUNGLE
EU Study | 2020 
Environmental Claims

53 % vague, misleading

40% not documented

https://eur-lex.europa.eu/legal-
content/EN/TXT/PDF/?uri=CELEX:52022SC0085



EMOTIONAL

AIM

CONTENT 
MAREKTING

BEHAVIOR & 
COMMUNITY

GREEN MARKETING 4.0

BENEFET

GREEN MARKETING 3.0

SOCIAL

MAREKTING FOCUS

RELATIONSHIP 
MAREKTING

ORIENTATION

VALUES

ENGAGEMENT

RELATIONSHIP



BEHAVIOR & 
COMMUNITY

ORIENTATION

VALUES VEGAN SUPERMARKET

COMMUNITIES

They organise their 
interests, values, 
lifestyle and they 
evaluate products in 
digital networks.

VEGANZ

https://veganz.com/



BEHAVIOR & 
COMMUNITY

ORIENTATION

VALUES

First Beer in Germany  
Economy for the Common 
Good

Social Business in Berlin.

Community 
= Key Stakeholder
= decides in which project      

the money goes.

QUATIERMEISTER

https://quartiermeister.org/en/



„I represent the Person of
Color Community on 
Quartiermeisters bottles
and make a statement
against racism and for a 
diverse society.“

PACKAGE
=

MESSAGE



Buyer Community 
Member

Re-User
Influencer

Brand Advocat

Prosumer
DIY

DIVERSE
ROLES 

CONSUMER



GENERATION Z
65 % consider sustainability important (Germany)
17 % consider themselves sustainable

Shift from ideological to rational
Personal benefit more important than generations before
Responsibility is a corporate agenda
information about sustainability via social media

Plant based nutrition becomes more relevant
Conscious lifestyle (meaningful + fulfilling)

BUILDING SUSTAINABLE CONNECTIONS





Build sustainable connections

involve

inspire

interact

Synchronicity brand & consumer

Customization = Key

Big data

Automatization

Individual offers

Personalized advertising

with retargeting
Relevance through content!



fair recycable helps organic

eco good 2nd Hand made
with
love

What remains?



TURN
GREEN FICTION OF GREEN WASHING

TO
GREEN FACTS OF TRUE GREEN PRODUCTS

https://www.crowdfarming.com/en





HIGHLY INFORMATIVE



https://www.crowdfarming.com/blog/en/the-orange-journey/

IMPACT



How can we be a sustainable company and sell
cheese at the same time?

DEEP TALK - CRITICAL, INFORMATIVE



ATTITUDE



NOT PERFECT



COMMUNITIES
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www.beingorganic.eu
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