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When creating a brand, it is important to understand that it changes the picture of the world in which we live. There is a new unit that translates its history, a new product, and a new communication into the world. The brand can broadcast its ideas and values through its created product and visual communications. Bringing its vision into the overall picture of the world, the brand must solve the main task - to answer the important need of its audience, to find a way to satisfy this need with the help of the created product.

And if earlier these needs were sought in such categories as self-expression, renewal, comfort and functionality, belonging to any social group, emotional fullness, etc., now, among new generations, the ethics of interaction with the surrounding society and the environment occupies a huge weight in the system of needs and values.

Humanity is entering an era of awareness. Principles that used to be fashion trends (zero waste, slow-fashion, animal friendly, smoke-free, fair trade, eco-friendly, etc.), now organically entered into a single global concept of sustainable development.

Sustainable development – a general concept of the need to strike a balance between meeting the modern needs of mankind and protecting the interests of future generations, including their need for a safe and healthy environment.

The world's leading companies and brands have already adopted this concept as the foundation of their long-term strategies. And every new brand that expects to stay in this world for a long time should do the same.

What is this new brand ethic based on? At least for:

- reasonable consumption of natural resources that do not harm the environment;

- conscious restriction of mass production in favor of creating a better product, which also excludes inhumane exploitation of the poor;
 accessibility and transparency: information about each stage of product creation should be disclosed to the buyer;

- communication that supports the principles of dignity and value of the human person, cultural and social diversity.

Let's remember at least the boycott by global brands of the social network Facebook - this is a clear example of new ethical principles in action.

Within the framework of sustainable development, the concept of "eco-price" is also developing, in other words, a fair price. The prefix "eco" implies that the manufacturer sets fair prices for the goods, which correspond to real production costs and are not aimed at obtaining excess profits.

In the minds of consumers, too, formed their macro-trends (those that, unlike the "hot" trends, for a long time and globally affect the events taking place in society). 

Trendsquire trend bureau highlights among others:

- consumerism-asceticism, aimed at preserving the peace of mind, the will of personal space, the presence of time, energy, and resources, and the construction of human-nature-technology relations;

- de-archiving, the need for awareness of one's heritage and the search for cultural codes is formed by the need of people for self-education, the availability of information, and cultural heritage;

- symbiosis - the indissoluble existence of bionics and technologies, the use of developing resources and technologies, and the endless possibilities of man;

- inappropriateness - independence from things, freedom as a value, a new status of non-ownership of anything, the lease of any property.

The new ethical base of marketing, branding, and communication has ceased to be a matter of choice. Today it is a matter of necessity and a conscious approach to brand creation. And it's not just environmental, economic, and social issues. People are increasingly rethinking and realizing anew the value of the things around them. And brands must find their place in this new concept of sustainable living.

