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Rules Exist in
Green Marketing Advertising

Kokokusha Co., Ltd. (Creative Director) Kiyoshi Shimura

Plofile:

After graduating from the College of Art and Design, Musashino Art University in 1978,

he worked successively at an advertisement production company, an advertising agency,

and a sales promotion planning company. In 1986, he joined Kokokusha Co., Ltd.

Presently, he acts as the Creative Director, Creative Division, Communication Department, in the Tokyo Head Office.

Kokokusha Co., Ltd. became the first advertising company in Japan to be certified for Environmental SO 14001 in December 1999,

Can we not trust green marketing advertisements?

Nowadays, we often come across the words ‘gentle to the earth’, or ‘eco-...", and so on, in newspaper and magazine
advertisements as well as on product packages. And if we search under ‘environment’ on the Internet, we will find an
overwhelming number of sites. In this manner, the term ‘environment’ is unmistakably turning into a keyword
symbolizing the 21st Century.

Nevertheless, | am sure that, at the sight of such expressions, there are many people who have doubts, wishing to ask

questions like “I wonder how true this story is.”, “How serious is the advertiser in this message?”, or even It “says

‘eeco-friendly’, but what does this refer to specifically?"

There must be no lies or falsehoods in environmental information.

In short, the international standard called “Environmental Label Type I (ISO 14021)" has the functions of conducting a
thorough investigation on such conditions as stated above, and of deciding on appropriate rules (agreements).
Although it is called ‘label’, it does not merely refer to an adhesive sticker, and although categorized as an
environmental ISO, this is not a standard screened and certified by a third party as in the case of 14001. In fact, the
term ‘label’ has the nuance ‘to indicate’, which means that it concerns all environmental information related to a
product, not only the labels (those adhesive stickers) to be placed directly on the product itself, but also the product
package, manual, product catalog, WEB information, advertisements and PR activities.

Th'éTEnv‘L}:Qnmental Label Typell is based on the concept that vague and abstract claims, inaccurate and misleading
claims, unbacked claims must not exist. For instance, such expressions as ‘eco-friendly’ and ‘protecting the Earth’ will
be judged inappropriate as the wordings are vague and abstract. Such expressions not only confuse the consumers
but could even lead to the loss of confidence in other environmental information which a company is trying to convey
with accuracy, and have'the possibility of hindering fair competition in the market.

Moreover, Type Il also sets rigid definitions on 12 kinds of expressions (e.g. ‘recyclable’, ‘energy-conserving’,
‘resources-conserving', ‘water-saving’, ‘producing less waste’, etc.) which appear frequently in environmental
information, and stipulates that these expréssions cannot be useg uplgss they have cleared certain conditions. In this
way, Typell can be described as a standard which calls for extremely great care in creative works, particularly in copy
expressions, of green marketing advertising.



The balance between “conveying messages accurately” and
“conveying messages effectively” is important...
What about the advertising creator’s stance?

On the other hand, in the case of-an ordinary advertisement‘. it is inevitably required to draw consumers’ attention
without being buried among other advertisements, and to have the target consumers hold strong curiosity and
interest in the advertisement concerned. In other words, an advertisement cannot exist merely on the appeal of facts
in the perfect sense, but it is also required to have a kind of seasoning (impact, drama, unexpectedness, etc.). And
this is precisely wherein lies the essence of advertising creative works. <

In this sense, there is some incompatibility between environmental labels which attach importance on the accuracy of
information and advertisements which lay greater stress on the seasoning of information (added value), and, to make
an extreme statement, at a glance, these two are even directly opposed to one other... And how each advertising &
creator regards this point is the key point. R
However, the purpose of issuing environmental labels is “to build an environmentally sound and sustainable society
by appropriately providing environmental information.” That is to say, it aims to gradually establish an
environmentally sound and sustainable society by spiral-climbing effects resulting from the accurate conveyance of
environmental information to ordinary consumers, which will in turn lead to consumer actions in which consumers
will select products that are more beneficial for the environment. Here, we unmistakably have the major premise of
“conveying information effectively”. In other words, it is required that the information be accurate and, at the same
time, “information that will be conveyed - information which can arouse curiosity and interest.” And this is the very
aspect which necessitates the fine sensitivity of the creator. In this sense, it is no different from ordinary
advertisements. Even in the case of ordinary advertisements, if they contain falsehoods, they will most likely be

treated as “unjustifiable and misleading representations”.

The essence of the message must be properly understood.

When it concerns green marketing advertisements, just as the expression ‘eco-friendly..." comes up ever so easily,
there are many creators who think “Green is the only color, right? And, as for the visual, | guess it's best to use the
Earth.” | have no intention of denying such choice of expressions, but | believe that, prior to imaging the kinds of
expressions we are going to use, we should first remind ourselves of the essential message to be conveyed and then
go on to build up the image from this perspective. According to a research, the consumers expect the following from
green marketing advertising: (1) that there is sufficient information, (2) that it is easy to understand, and (3) that
concrete expressions are used. That is to say, quantity and quality of concrete information on the environment are at
issue, and green marketing advertising can no longer be categorized among ‘image advertising’.

Environmental communication in its true sense can be arrived at only when we focus our creative skills called
sensitivity to complete the final advertising texts, after delving straight into the theme unique to an advertisement,
taking into consideration the environmental information that is to be conveyed on individual products or companies,
and building up an appropriate logic, while also maintaining a link with the global theme called environmental
preservation. Seen from this point of view, in the coming years, green marketing advertising is likely to serve as a
stage where advertising creators can display their real skills.



Editorial Notes

Creative Staff #lfEx %2y 7

CD: Creative Director
AD: Art Director

D: Designer

P: Photographer

I: [llustrator

CW: Copywriter

DF: Design Firm

CL: Client

SB: Submittor

Credit heading %4 ~Jv
Year of completion #Ifs&
Country from which submitted E#

W2 bR, 77172 bOELEERBDLESROFERBNERGTLE L.
Credits heading give the client’s business and the purpose of the artwork.

B HREOERICLY, 7Ly MF—20—BEEML TV EVSDFHYET,
Please note that some credit data has been omitted at the request of the submittor.

B BRERCMHETS “HSd. )" LU “HRSH. (B)” GEBLTERLTVET.

The "kabushiki Gaisha" (Corp.) and "yugen Gaisha" (Ltd.) portions of
all company names have been omitted.

W EERIE. BYFOSFANF. 7L NLFTREGH—LTVET,
All alphabetized names are indicated in initial caps.

B EROFEARBTNDI 6. FO—Sv—RNC Ty bELTRER—ET-oTVET,
“Brochure” has unified the notation as a "pamphlet”.
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Our works finding on the map. — Entrust us with soil cleaning.
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In order to have readers understand complicated technological explanations, top priority has been given to how to motivate people to read our
advertisements. We created 2 newspaper advertisements. In one of them, we depicted how a milk cow turns into a light bulb after having grazed, thereby

explaining the recycling system of how clean energy is produced from excrements, the disposal of which has been troublesome. The other advertisement
deals with the theme of "soil cleaning" expressed by a shirt just returned from the dry-cleaner's.

&4t Construction Firm  #i#IE4& Newspaper Advertising 2001 Japan
CL, SB: ARki&% Taisei Corporation
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Rather than always thinking about money, why not

give some thought to life once in a while? =
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With regard to the research conducted by College of Bioresouce Sciences, Nihon University, we specifically focused on the preservation of the global
environment and tried to express this in an impressive manner through easy-to-understand visuals.

K% University RA&Z— Poster 1998 /1999 Japan

CL: BAXZEMEFRFFEE Nihon University AD: BK 8 Yutaka Fujki P: 54187 Sadanori Nomura DF: IT—J— A.G.
SB: & AEIEFT Nomura Photographic Office
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*Q Focused on the Green.
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Based on Fuijitsu's slogan concerning their activities to preserve the environment "Focused on the Green", we did our best to produce green marketing
advertisements whose message can be easlly understood. We picked up a familiar theme from among the environmental activities and expressed these

themes in simple visuals with as little text as possible.

T FHEEE A—H— Electronic Equipment Manufacturer $#iBIAE Newspaper Advertising 2001-2002  Japan

CL, SB: E+3& Fujitsu Limited. CD, AD: B#tt8— Yoshikazu Fujimura CD: lUA&F# Hideaki Yamamoto D, I: B ##&F Akiko Higashi
I: BEBATF Hiroko Taguchi CW: %154 Kazuhiro Tarasawa / St&#%# Yoshikazu Takahashi / L/Z#E# Kaori Kitazawa / #/EF# Yasuo Nakai

Adv: BMIEE4L Asian Advertisers, Inc.
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