
marketingorganic
HI! I'M LO! I OWN AND RUN AN 

AGENCY CALLED AIRPORT... WE 

SPECIALIZE IN DOING THINGS 

NOBODY ELSE IS DOING... 

INCLUDING MARKETING 

ECOLOGICAL PRODUCE BACK IN 

THE DAY NO ONE EVEN 

THOUGHT OF IT AS A "TREND"...

*Yale University Environmental Performance Index based on performance over the last decade

IT IS IMPORTANT TO 

UNDERSTAND THAT IS BUT A 

PROMISE - A POTENTIALLY 

GREAT MARKETING TOOL 

AND LEARNING FACTOR...

Trend EPI Rank1



case studyLatvijas ekoprodukts

back when there was no such trend 

as "organic" we did a campaign for 

an all new brand called the 

latvian eco product; it was a time 

when there was no "social media" 

so will use the term "integrated"...

challengesthen

for more insight into our 

experience and process here's some 

of the challenges we faced back 

then...

case studyLatvijas ekoprodukts
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organic produce = "faceless"
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challengesthen
organic produce = "faceless"

perception = "country"

extremely limited availability

non-existent transport/recycling

weak range & development
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insightsthen
surprisingly research from the 

time proved there is no better 

moment to get into business if you 

trust the perspective of the 

consumer...
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insightsthen
"this produce is good for health, 

production is ecologically 

sustainable, it is tastier compared 

to other produce and it is Latvian, 

the work of locals."
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insightsthen
"i like it when i can get to know 

the producer personally, then i'm 

more convinced..."
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insightsthen
"i would like to buy more "eco" but 

i don't know where to get more 

info!"
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insightsthen
"i'd like to choose from a broader 

range and i'd like the produce to be 

more accessible!"
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insightsthen
"i believe ecological produce can 

be value for money (i'm willing to 

pay up to 20% more)!"
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communicationstrategy
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multi-level 

communication

- awareness
problem awareness through attacking "traditional" produce

- integrated
main-stream media through opinion leaders and celebrities

- generic brand
a name to name a category

- eco packaging
let the produce speak for itself!

- btl
as much sampling as possible!
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communication
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national tv

our integrated solution went on 

national television that got the 

brand more awareness than it 

would with regular spots...
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EVENTS

getting in close encounters with the 

consumer and the society was a major 

goal of the campaign; in the long run 

- the educative aspect of the campaign 

already has and still will prove 

worthwhile... 



so what's the storyNOW?
a lot of the challenges of back 

then still remain... at the same 

time - as much as we can learn 

from yesteryear there's not a niche 

more dynamic than organic food!

TODAY "ECO" AND "THINKING 

GREEN" ARE ARGUABLY THE MOST 

USED-UP TRENDS IN THE WORLD!

this can also be observed in the 

latvian market...



since Latvijas Ekoprodukts was 

introduced the number for "eco" 

sites on the internet 

"local" goesGLOBAL
as ecological produce that's by 

definition a localized business rises 

as a global trend, "traditional" 

global companies embrace it by 

following in the footsteps of "eco" 

communication "cliches"...



"local" goesGLOBAL
identity packaging communication

the "eco" ofNOW
i'd like to tell you about some of 

the trends we've been observing...



packaging by way of audience lifestyle

organic = major fast-food potential



new packaging codes:
personalized, handmade, ecologically ultra-sustainable

(3R: Reduce, Reuse, Recycle)

aa-ssuussttainnableppeersoonnaalliizzed, hhaannddmmaaddee, eeccoollooggiiccaallllyy uullttrr

new packaging codes:
COLOUR! COLOUR! COLOUR!



or...

PACKAGING



COMMUNICATION: the intimate, the authentic

COMMUNICATION: the organic global?



COMMUNICATION: the organic global?

there's somethingHAPPENING
ALTHOUGH THIS IS A TREND ALL SOCIAL 

RATHER THAN COMMERCIAL IT'S EXISTENCE 

MAY HELP US UNDERSTAND WHAT TO EXPECT 

IN THE FUTURE TO COME!



Riga, Kalnciema quarter

the Kinfolk manifesto



there is no future for eco

there is no future for eco
ECO IS THE ONLY FUTURE


