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Connect!
● There is more to sustainability than environmental protection. Besides ecological factors, it encompasses social and economic aspects, as well. And first
of all, it’s not a superficial fix. Today, people expect a
clear stance and decisive action from brands – greenwashing will be detected immediately and reprehended mercilessly on social media. Nevertheless – or
which is why – sustainability is not a downer topic.
And it’s definitely not “just green”!
Peter Schmidt Group (www.peter-schmidt-group.
de) shows the diverse and exciting role sustainability can play in design and branding. Sustainability
is an integral part of its corporate culture, granting it
the required authority to assist clients like bodywear
brand Mey, Deutsche Bahn or KfW Group with their
ecologically, socially and economically sustainable
identities, and to help them become trailblazers and
“Better Brands”. The agency itself is leading by example, which is proven by the cover page of this compendium: white saves printing ink and is therefore
the most sustainable choice. On the following pages,
you can read more about what constitutes sustainable design, which aspects need to be considered and
which challenges designers face.
If you want to explore other creative competencies and topics, look up the other compendia of our
PAGE initiative Connect Creative Competence on
www.page-online.de/connect. There, you will find
further information in the form of articles, videos
and e-dossiers. Creative competence is in demand
like never before!
Nina Kirst,
Project manager PAGE Connect
(connect@page-online.de)
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Sustainable design
offers the chance
to intensify and
consolidate
customer loyalty
in various ways
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● Caught in the dense fog of ethical and
ecological assurances, people long for one
thing above all: transparency. Because they
could actually spend their whole lives planning their everyday routine in an ecologically correct way: Which products should I
buy? Which clothes should I wear? Which
vacation should I book, which energy supplier, which means of transportation, which
financial investment, et cetera, et cetera?
All the planning leaves hardly any time to
live. While endlessly researching the impact of their own behavior on the environment or on other people’s existence, many
might ask themselves: Aren’t there any
brands that I can trust unconditionally?
Brands that offer clear guidance through
the dense fog of diffuse information like
beacons, saving me valuable time? In the
age of overlapping crises – climate change,
the Covid-19 pandemic, social imbalance
– the yearning for guidance has become
stronger than ever.

informed and well connected users expose
isolated, superficial activities as greenwashing way too fast, causing massive harm to
the reputation and the economic success
of the respective brand.
The steadily rising demand for sustainability communications lead to more and
more agencies specializing in this field.
Those wo haven’t set the course some years
ago, are now scrambling to catch up – for
instance by forming a subsidiary solely
focussing on the topic sustainability. Time
is short, because customers’ expectations
of brands – and consequently brands’ expectations of agencies – will keep on rising in the future.

Generation Green
Climate change as a topic has long ceased
being merely conceptual. Global warming
is happening even faster than scientists
predicted, and the impact is not only

Experts wanted!
Since all brands have to include the topic
sustainability in their communications,
the main goal is earning and preserving
the consumers’ trust. Here, start-ups, that
have relied on ecological and ethical values
from day one and have embedded them in
their brand core, are at a clear advantage.
They put pressure on conventional brands
to advance change faster and more consistently. More than ever, established brands
are in need of skilled agencies to accompany them long-term and communicate this
shift in a credible manner. Because well

German consumers
expect a clear
stance and
decisive action
from brands.
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felt in faraway places, but also in Europe: lowering groundwater levels, withering forests, extreme weather phenomena,
and effects on the Gulf Stream, which determines our climate significantly, demonstrate the seriousness of the situation.
Against this backdrop, the subject climate
change has gained importance – fueled
by the Fridays for Future movement. A
study of the Federal Ministry of the Environment with the German Environment
Agency about the ecological awareness of
the general public in the year 2020, produced surprisingly unambiguous results:
about 80 percent of the respondents want
Germany to take on a leading role in climate protection internationally, and about
90 percent would agree to a timely while
socially acceptable conversion to a more
sustainable economy.
More and more people are trying to expedite change by their own consumer’s behavior. Which puts brands increasingly under pressure and forces them to be completely transparent. Those, who don’t fulfill

Sustainability
is becoming a
channel of its own
for cross-medial
communications.

the rising expectations will be punished.
The young generation especially makes its
critical position known: The online study
“Sustainable Consumption in Germany
2021” by statistics portal Statista ( https://
is.gd/Statista_Sustainability) showed, that
26 percent of respondents between the ages
of 16 and 29 are already boycotting brands
or stores due to their lack of sustainability.

Better Brands are in demand
Young people’s outlook on climate change
and the hesitant behavior of politics played
their part in a verdict of the Federal Constitutional Court – published in April 2021.
The decision required the state to make
sure that civil liberties of today’s younger
generation won’t be restricted disproportionally in the future. To this end, the government brought forward the Federal Climate Change Act 2021, which is understood
as a generational contract. The specifications ask for the accelerated reduction of
carbon dioxide emissions, which would
have Germany reach greenhouse gas neutrality by 2045 – five years earlier than originally agreed upon.
But climate protection is not only important for the young ones. Otto Group’s
Trend Report on Ethical Consumption 2020
“Bewusster Leben. Konsumethik im Zeichen des Klimawandels und der Covid-19Pandemie” (“Living life consciously. Ethical consumption in times of climate change
and the Covid-19 pandemic”, available in
German language only: https://is.gd./Otto_
Trendstudie2020) indicated that sustainability is seen as a key aspect across all sections of the population. This conclusion
is confirmed by the study “Better Brands
2021”, conducted by Peter Schmidt Group
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in cooperation with market research institute quantilope. It showed that 73 percent
of consumers are interested in sustainability. The study also points out that consumers in Germany expect a clear stance and
decisive action from brands.
The vehemence in which people are
voicing their demands by now, should be a
wake-up call for brands. It doesn’t make a
lot of sense to keep running with the pack
of competitors, but behind the consumer’s
expectations. Instead, it has become necessary to actually surpass them and create
unique selling propositions that provide
great material for communications, for example, innovative ecological activities.

By supporting
brands in advancing
change, the
social aspects of
creatives’ work
gain importance.

Social justice
But ecology is just one factor of the multifaceted subject of sustainability. Nowadays,
it’s not enough to just care about environmental protection, as people are also increasingly asking for social responsibility.
Both areas can’t be separated anymore, because they are often firmly intertwined.
During the pandemic, the consumers’
position has become even stronger – in
contrast to what many had predicted in the
hope of justifying reactionary strategies.
The World Economic Forum, together with
market research company Ipsos, found out
in August/September 2020, that 86 percent
of people worldwide (78 percent in Germany), rather than wanting to return to
the status quo, are hoping for a more sustainable and just world after the crisis.
The study “Better Brands 2021” confirms
that social justice is becoming more important. For instance, treating all humans
equally – no matter the color of their skin –
plays a key role for all respondents. That is

why the study advises brands to engage
with social topics more extensively and
communicate this adequately.

Economic sustainability
Aside from ecological and social aspects,
economic factors are crucial when it comes
to sustainability. Companies can use more
sustainable measures – like energy efficient solutions, zero waste concepts or
circular economy strategies – to their own
financial benefit. The consumers’ rising
expectations are opening new perspectives
for them, too: Consumers are willing to
listen patiently when it comes to brands’
sustainability efforts. They are taking the
time to do active research and are getting
directly in touch with brands voluntarily.
At best, the positive feeling of being part
of a sustainable movement together with
the brand is being conveyed – a base for
long-term relationships that establish dependability on both sides.
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For this purpose, companies have to allow a glance behind the scenes and disclose
information about resources, materials,
production processes, energy supply, transportation, ethical principles, et cetera.
What had been reluctantly established by
many sellers, now proves to be a promising
perspective. The necessity of being transparent creates space for authentic content that the target group pays attention
to willingly – something that is harder and
harder to get in times of sensory overload.
Additionally, sustainability is becoming a
channel of its own for cross-media communications.
Agencies can definitely help their clients
to not think of sustainability as a tedious
chore, but as a big opportunity. At the same
time, this changes the role of creatives,

Agencies should
embed the topic
sustainability
tightly within their
own corporate
culture and live
up to it in daily
business.

too. By supporting brands in advancing
change, the social aspects of their work
gain importance.

Taking commitment seriously
To live up to this role, agencies have to concern themselves with the subject of sustainability in more detail. Having a few ecologically correct token cases in the portfolio
does not suffice anymore. Additionally, they
should embed the topic sustainability tightly within their own corporate culture and
live up to it in daily business. Those who succeed at this, are at a clear advantage compared to the half-hearted attempts of the
competition – also with new, qualified staff
in mind. As many young creatives, who are
already focussing on ecological and social
issues at university, will look for attractive
employers who fully embrace sustainability. Those, who initiate change within their
own company, can convey being qualified
to best support the clients’ transformation
more believably. This in-house experience
enables a holistic approach of the subject
– which is indispensable these days.
Agencies are facing the challenge of
raising sustainability communications to
a new level beyond established standards.
But to date, many have been taking part in
blowing the smoke of empty promises. This
widespread greenish haze makes it hard to
recognize which agencies are truly invested
in the topic sustainability and which are only trying to benefit by following along with
the long-term trend, without wanting to be
a part of the sea change. In consequence,
the true believers have to communicate distinctly and position themselves as 360 degree beacons shining through the greenish fog. Fiat lux!
Jutta Nachtwey
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Sustainable
design in
practice
Sustainability has many facets.
Taking its work for bodywear brand
Mey, KfW Group and Deutsche
Bahn as an example, Peter Schmidt
Group shows how multilayered
and complex the topic can be

Taking a close look
Creative Director
Niels Stehn and Senior
Designer Beate Ramm
are checking the quality
of a binding, because
only long-lasting means
truly sustainable.

012

PAGE › Connect Creative Competence › SUSTAINABLE DESIGN

● For 93 years now, Mey has been producing high-quality bodywear in Albstadt,
Swabia. The family business has been using organic cotton for a long time – now
cultivated on their own, sustainably farmed
fields in Peru – the twine is manufactured
in the neighboring village, and everything
that is possible is made in Europe. So,
sustainable all around. But these merits
were rarely communicated, and the logo,
colored in bright orange and pink, didn’t
tell that story either. It was high-time for a
brand relaunch.
For Heidrun Angerer, Executive Creative
Director at Peter Schmidt Group, there was
no doubt, that a high-quality brand was
hiding inside Mey. But her visits at the
company left her surprised, still: “Producing high-quality products meticulously
and without compromise is second nature
to the employees, so nobody ever thought
about communicating this externally,” she
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says. The jumping off point for the creatives
was: When you put so much value and effort into producing a high-quality, longliving product, you have to show it – and
thus look completely different.

Versatile toolbox
First came the logo. Heidrun Angerer and
her team developed it from the serif type
font Bota, which is used for Meys communications, together with the sans serif
Circular XX. “When you hand stitch letters
onto fabric, you automatically create these
gaps – we transferred this onto the logo,”
Heidrun Angerer says. Only the slant of the
y remained from the old trademark. The
addition “1928”, the year that Mey was
established, is being used for umbrella
brand communications, but omitted when
it comes to the product. Newly added was
the brand claim: “Speaking Quality”, representing the company’s values.

Like embroidery
The stencil elements
in the logo remind
one of the gaps that
occur when stitching
letters onto fabric.
Occasionally, Mey’s
founding year joins
the word mark, the
claim represents the
company’s values.
Pictured on the bottom
is the old logo.

Pastel patterns
The broad palette of pastel colors offers
many artistic possibilities. For instance, the
creation of beautiful patterns that
allow Mey to communicate in a characteristic way without using the logo.
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»It’s absolutely
rare these days,
to enter a German
company where
sewers are known
on a first-name
basis, why not
communicate this
outwardly?«
Heidrun Angerer, Executive Director
at Peter Schmidt Group

The palette comprises pastels and strong
colors that can be broadened seasonally,
in order to incorporate trends. Specifically created icons emphasize the products’
characteristics and offer visual guidance.
“We wanted to create a toolbox for the
brand,” Heidrun Angerer says, “allowing
for a big, playful variety. With which you
can tell different stories in a very entertaining way, and generate different patterns
that still always lead back to the brand’s
corporate design.”
Mey isn’t exclusively showing images of
models anymore, but also of employees and
manufacturing locations. “It’s absolutely
rare these days, to enter a German company where sewers are known on a first-name
basis, why not communicate this outwardly?” Heidrun Angerer says.

Illustrating quality
The packaging had room for ecological improvement. Package made of uncoated,
FSC-certified cardboard, printed with as
little color as possible and finishings that
use embossing instead of hot foil are supposed to replace the poly bags, that have
been used up to now, more and more.
The elements of the new corporate design visualize the high quality and the total commitment and care for the product
– from the resources to the people who
produce it. And that’s important, because
quality has a price tag. If you want to
convince consumers it is sustainable and
makes sense to pay thirty Euros instead of
three for a camisole or a pair of boxers, it
has to be communicated visually.
“Continually producing high-quality,
forever-lasting goods for almost 100 years
– that is the kind of sustainability that
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Good packaging
High-grade cardboard packaging
is supposed to replace poly
bags more and more. Labels in
different colors offer guidance,
the icons communicate the
USP of the respective product.

016

PAGE › Connect Creative Comp

ABLE DESIGN

017

Light green? Yes, but ...

Accessible colors
The triple arrow might be distinctive but it
doesn’t convey information – so KfW will
keep depicting it in light green, even though
this is an inaccessible shade of color.

modern people look for,” Heidrun Angerer explains. And so the creatives at Peter Schmidt Group want to signal to the
consumers to think before buying, about
why underpants at a discount store cost
two Euros and ninety cents and a properly
produced brand product has to be a little
more expensive.

KfW: Accessibility as
sign of quality
Accessibility is a central element in sustainable corporate work, and holds great
significance for KfW, Germany’s largest
promotional bank. But the initial development of the corporate design some years
ago was more focused on implementing
brand positioning and values. Leading
from this basis, Peter Schmidt Group and

KfW developed the corporate identity further, with the goal to meet the challenge
of accessibility. “Sustainability, responsibility and improvement in terms of public
benefit characterize KfW’s activities. We
really live by diversity and inclusion, these
terms are not empty verbiage to us,” Dörte
Fischer, Corporate Design Manager at KfW,
explains the strong motivating force for
updating the design. Besides, KfW as a public institution is bound by the Federal Equality Law – the bank is mandated by law to
provide accessibility.
The creative balancing act Peter Schmidt
Group had to master for this project, was
maintaining the already established corporate design, while also measuring up to
level AA of the Web Content Accessibility
Guidelines (WCAG). Which is the mandatory level for public corporations in Germany,
according to the Ordinance on Accessible
Information Technology (Barrierefreie-Informationstechnik-Verordnung, BITV).

In practice, the design update was mostly
about color contrast. A preliminary analysis identified several problem areas the
creatives needed to work on. “When we
developed the corporate design in 2016,
sustainability was an important factor,
but more in regard to the effect of the
design. Light green was a perfect choice:
In implicit tests with clients and decision
makers, we had found out that it communicated the desired attributions perfectly,” Felix Damerius, Creative Director
at Peter Schmidt Group, says.
“Unfortunately, very light green and
blue have low contrast, meaning that the
required WCAG level can’t be achieved.”
Exactly these parameters had to be adjusted – carefully: because the distinctive brand

features had to be preserved regardless.
One thing that made it easier, was that the
brand identity already made use of some
decorative elements. These do not necessarily have to be accessible and could remain unchanged – for instance graphic
illustrations or the prominent triple arrow
in light green: it introduces headlines or
can be used as a graphic element to highlight main topics.
But whenever conveying relevant information is key – no matter if in graphic or in word – accessibility has to be ensured. A tabular summary shows the allowed color values and offers guidance

Content icons
Decorative elements like these
content icons can be shown
in inaccessible corporate colors.
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to the users. “An arduous piece of work,”
Felix Damerius points out. But simply essential for a design that wants to be accessible to everyone.

Diligence and Focus
The WCAG might define basic standards
for online content – but several reasons
made it necessary to optimize the entire

»The tabular
summary of
allowed color
values and font
sizes was an
arduous piece of
work, but simply
essential for a
design that wants
to be accessible
to everyone«
Felix Damerius, Creative Director at
Peter Schmidt Group

design. “When we compile corporate documents, it’s not predictable whether they
will be only for analog use, or if they might
end up on the website in the long run,”
Dörte Fischer says. “So we retouched everything. Also to make sure KfW’s visual appearance is consistent everywhere.”
Yet it wasn’t about the design alone,
but also about technical and editorial chal-
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lenges like the creation of Office templates and offering the requisite alternative texts for pictures and graphics. Also,
staff awareness for the matter needed to
be improved – because it means a big adjustment in everyday work: KfW employs
about 6000 people. They all have to know
how to use the corporate design – in PowerPoint presentations, fact sheets and

Color chart
Guidance through the jungle of colors:
the chart shows precisely which
colors have enough contrast to meet
the WCAG standards.
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Factored in from the start

DB Smile
Abstract but likable, and above all
gender neutral: DB Smile is Deutsche
Bahn’s new chatbot.

brochures. Implementing the standards
should not be too complex. Nobody wants
to check the guidelines every time they prepare a presentation.
“Assembling a document so it ends up
being accessible, needs a lot of diligence
and focus. We found a solution that preserves our brand characteristics and is
easy to apply,” says the Corporate Design
Manager. By now, the Office templates for
corporate communications and tutorial
videos for the staff are ready to use. Of
course, the implementation of accessibility is an ongoing process that might have
to be updated every now and then.

Reviewing their design in regards to accessibility will become necessary for many
corporations, soon. “As a designer, you can
complain about it, but accessibility concerns us all, it improves usability,” says
Felix Damerius. “When I am looking at my
phone while standing in a sunny park, a
good contrast ratio is to my advantage, too.”
Partly, accessibility could become a hygiene factor in design – meaning, it would
only be noticed consciously, when it didn’t
meet the standard and caused discontent.
Therefore, it makes sense to address the
topic at the beginning of a project. “It is
a lot easier to put accessibility front and
center from the start, instead of including
it after the fact,” the Creative Director
knows. “Of course it has an impact on the
design, too. It’s not for nothing that Apple,
Google and others all use a similar shade
of blue: there is not a lot of scope there.”
Some designers might worry they will be
restricted in their creativity. But in the
interest of equal access to digital content
for everyone, they should be able to get
over it. And decorative elements are always an option . . .

Deutsche Bahn:
Equal rights for all
Ecologically, Deutsche Bahn is on a good
track. More and more people consider
eco-friendly transportation methods as a
starting point for lowering carbon dioxide
emissions, and accordingly, the corporation puts its sustainability efforts in the
center of its communications, from use of
green electricity in long-distance traffic,
up to the promotion of biodiversity. For

Sensitive
From language, to
icons and imagery,
up to the chatbot –
gender sensitivity
matters greatly to
Deutsche Bahn.
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»It was good for
us to see, how
gradually, everyone
bade farewell to
the friendly service
person with the
neck scarf, and
warmed up to our
abstract but
likable chatbot«
Felix Damerius, Creative Director
at Peter Schmidt Group

some time now, the corporation has also
been intensifying its attention to social
sustainability.
In regards to accessibility, Peter Schmidt
Group found good basics to start from,
like the corporate typeface, meticulously designed by Erik Spiekermann. “We

simply optimized it a little for the use on
screens and added a medium weight,”
Creative Director Felix Damerius explains.
And the Deutsche Bahn Red only needed a
slight alteration in order to meet WCAG
requirements.
But topics like diversity, too, play a crucial role for the railroad company – it is a
big corporation, that wants to be equally
accessible to everyone. For instance, this
applies to icons that are to be gender-sensitive. Consequently, in future you won’t
find icons of a woman and a child at the
doors of the parent child compartments,
but two big figures and a small one.
Gender equity also matters for avatars,
the virtual assistants of Deutsche Bahn.
First, the creatives took stock and realized: Across the company, various interpretations of avatars could be found. From
kind robot Kai and talking train Kio, to a
friendly secretary and a helpful waitperson, up to a quite realistic 3D head model. “The respective departments had focused more on technology and less on design – a central strategy didn’t exist,” Felix
Damerius explains the variety.
There are not many studies about gender equity in speech interfaces, which
are a relatively new medium, most extensive is the study “I’d blush if I could”, published by UNESCO. “Most people don’t
question virtual assistants, Siri just talks
like she does,” Felix Damerius says. “At
the same time, they have established ideas
on what constitutes a female or a male
voice, and what they communicate. Female voices have a calming, optimistic,
likable and accessible effect, male ones
seem more competent, but also assertive
and authoritarian.”
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Big and small

Neutral voices
Does this mean a female avatar is a better
fit for Deutsche Bahn, because the goal is
helping people with their questions, and
not patronizing them in an authoritarian
way? Despite the UNESCO study’s conclusion that the selection of female voices
can reinforce prejudices against women?
“The silver bullet would be achieving absolute neutrality in voice and diction.
There are a few synthetic, neutral examples like genderlessvoice.com,” says Felix
Damerius. “Another option is utilizing
dialogue form, with two voices that take
turns – for example in on-hold messages.”
Visually, the creatives found a gender
neutral and logical solution: DB Smile. In
2020, Peter Schmidt Group already developed a digital design feature, the “pulse”:
a lively red line, that through its behavior –
like quick pulsation – conveys informa-

Two grown-ups and a child, instead
of mother and child, demonstrate
that gender sensitivity is a crucial topic
for Deutsche Bahn.

tion and emotion alike (see www.pageonline.de/empathic-branding-praxis). DB
Smile is a speech bubble containing a
smiling pulse – an obvious solution that
still had a long way to go. “Many employees had known the digital assistants for
years and were very fond of them. It was
good for us to see, how gradually, everyone
bade farewell to the friendly service person with the neck scarf, and warmed up
to our abstract but likable chatbot,” Felix
Damerius says.
Corporate Design, packaging, accessibility, diversity: Peter Schmidt Group’s
projects demonstrate once again, that a
designer’s job is versatile and fascinating.
And they prove: In the end it all comes
down to sustainability. Antje Dohmann
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How do you define
sustainable design?
»Understanding
interdependencies,
uncovering values
and translating them
into sustainable
dimensions«
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● Branding and design offer various starting points for sustainable solutions. From
brand codes supporting a brand message,
to the use of resource conserving materials in packaging or minimizing the data
load of digital designs, up to the positive
economic effects of sustainable design – at
Peter Schmidt Group, sustainability is an
integral part of the agency’s everyday work.
Projects that are being created here give ecological, as well as social, impetus.
We talked to managers Lukas Cottrell
and Ruediger Goetz about the development
and implementation of concrete actions,
the growing importance of social aspects,
and possible colors of sustainable design.
What exactly is sustainable
design about?
Lukas Cottrell: Sustainable design means

Lukas Cottrell
(above) is Managing
Partner, Ruediger
Goetz Managing
Director at
Peter Schmidt
Group

making a positive contribution to society
and the environment by treating economic, social and natural resources responsibly. Clients, who have set their strategic
course in regards to sustainability in the
past years, now want to know how they
can send sustainable messages in a tangible way. It’s less about doing or not doing
something, and more about the how.
And how can you figure that out?
Cottrell: By understanding interdependen-

Lukas Cottrell, Managing Partner at
Peter Schmidt Group

cies and looking at the topic sustainability
in a holistic way. Of course it’s good to reduce the percentage of plastics in packaging or to convert websites so they have correct, accessible contrast ratios. But now,
above all, it’s about looking at how to take
action on companies’ large-scale processes effectively. Because with big product
batches, small adjustments add up to massive savings.
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It must be an advantage if the
subject is deeply embedded in your
own agency.
Ruediger Goetz: Definitely, and there is no

way around it. Especially our young staff
members are a driving force here. With
many personal initiatives they motivate us
as employers to engage with the subject
of sustainability in a substantial way, and
to not only follow standards, but go one
step further. So that we make sure that
sustainability turns from a luxury to a part
of everyday life.

»Sustainability
as a topic is
not about ecoguilt anymore,
but about
enjoying life«
Lukas Cottrell

What is your approach when
consulting clients?
Cottrell: We developed an action checklist

that helps us reveal the potential for sustainability in design. We analyze the status quo of our clients in five areas and then
create action packs that lead to measurable success. Sustainability has long been
more than a label, it’s a growth driver – also
for the economic success of our clients.
What do these action areas
look like in detail?
Cottrell: In Sustainable Mindset, we ana-

lyze what the brand stands for and which
starting points for sustainable design result
from it. Design Footprint checks the room
for improvement in regard to the use of resources. Sustainability Codes explores how
to reach all target groups with an unambiguous design language, meaning not only the majority, but also minorities. The action area Digital Sustainability is about resource conserving measures in the digital
appearance of the brand, and Sustainable
Ecosystem ultimately analyzes how all of it
is connected, how to uncover holistic interdependencies. With these five action areas,
we can evaluate design strategies in the context of sustainability and suggest actual
improvements (see graphic on the right).
Meaning, accessibility is also an
aspect of sustainability?
Cottrell: Providing access to information

is a very important job. For example, readability: which fonts to choose in what size?
What are the best contrast ratios? All of
that has to be considered, not only for the
large majority, but also for target groups
with a different sensory perception.

Has the pandemic added significance
to the social side of sustainability?
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Cottrell: Yes, this is also documented in our
study “Better Brands” (https://is.gd/PSG_
BetterBrands_eng). Respondents named
environmental and climate protection, but
also respect for human rights, among the
top 5 topics. Equal treatment was even number 1. Because ecological issues receive a lot
of media attention, we tend to forget that
it’s really about balancing ecology, social
aspects and economy. We must remember
that something we introduce as ecological
improvement, can have an effect on jobs.
That doesn’t sound like the typical job
description for a designer.
Goetz: I think that it does. As a Designer

you should aspire to contribute to social
discussions and problem solving. Looking
at the creative awards of the past years, you
see more and more projects visualize the
subject of sustainability in a substantial
and intelligent way. Designers are wellplaced in this field and should make use of
their role as multipliers.
Cottrell: Too often, we reduce design to the
craft. The job profile is changing towards
social aspects and this has to play a key role
in education, too. Students have an incredibly strong creative drive. But we mustn’t
forget: designers are no missionaries. We
work on behalf of our clients. Of course you
can and should express what you stand for,
too, but not in an ideological way
Sustainability is a complex topic.
How do you acquire the essential
know-how?
Cottrell: It’s an ongoing process. And there

are experts who help with assessing things
accurately. For example, how accessibility works in the digital space. You have to
accept that you can’t know everything, that
you have to let others speak as well. This

Action plan for sustainable design
To consult corporations in establishing and
successfully applying sustainable design,
Peter Schmidt Group identified five action
areas. Based on these, the agency develops
customized “action packs” for brands.
Read more about it in a white paper that
can be downloaded here: https://is.gd/
PSG_Sustain_Whitepaper.

Brand specific
strategy for sustainability

Action areas
1
Sustainable Mindset
2
Design Footprint
3
Sustainability Codes
4
Digital Sustainability
5
Sustainability Ecosystem

Action checklist

Sustainable
design
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might even lead to a new brand attitude.
Suddenly, you’re no longer the brand that
broadcasts its own achievements, but a
multiplier of other messages.
Goetz: For building competence, personal
experience is immensely helpful. Developing your own products is a part of this.
Like the soaps made out of coffee grinds
for our Grace-of-Waste collection. Or the
products made out of cork that we produced under the label N ÜBER C (“N over
C”). Here, we learn directly what it means
to realize sustainable added value – in a
way that it ends up on a shelf and is affordable, too. The experience we gain here,
creatively, but also in regards to sourcing,
logistics and distribution, provides valuable insights for our clients’ projects and
compliment the sincerity of Peter Schmidt
Group’s understanding of sustainability
at the same time. Which is not being a
claqueur or pseudo critic on the sidelines,
but seriously trying to be economically successful in a sustainable way.
In the study “Better Brands”, more
than half of the respondents indicated
that polychrome, popping colors
go well with the subject sustainability.
Are the times for green as a visual
trademark over? And how will
sustainable brands make a difference visually, then?
Goetz: Sustainability has multiple facets

and can have different looks. Luckily, the
next evolutionary level of cultural sustainability codes makes it very clear that we have
left superficial signals behind. Sustainability can’t be proven by foppishly adopting some visual elements, semantics or
semiotics that have been learned somehow.
Quite the opposite, it rather makes con-

sumers suspicious, because they have experienced first-hand that this is the easiest way of claiming sustainability. These
days, it’s more about stance on the matter,
about coherence between self-perception
and image, between capability and signal.
Consumers are clearly more empowered
in this regard, now.
Cottrell: Sustainability as a topic is not about
eco-guilt anymore, but about enjoying life,
and that has an effect on design as well,
which can be shrill, popping, loud and funny. It’s no longer about a green label on
packaging. We have to detach ourselves
from triggering this key stimulus, because
it also invokes platitudes and questions the
sincerity of the subject sustainability. That
doesn’t mean avoiding the color green
completely – it mostly means that we have
to communicate seriously.
Goetz: One example is the brand Patagonia. If I knew nothing about Patagonia and
saw the brand, the name, the clothes, the
design in a store for the first time – I would
never realize how consistently the brand
is positioned on sustainable values, and
that the company might even abstain from
making a profit in order to allow for sustainable added value.
Or the Swedish brand Nudie Jeans that
offers a lifelong, free repair service. I’m not
sure how many people make use of this,
but I definitely do. This way, jeans, which
have a sensationally bad ecobalance, obtain a completely different kind of sustainability. A pair of jeans that is worn until it’s
impossible to repair, is the most sustainable one you can have. But you can’t tell
that by looking at the brand Nudie. It uses
all relevant codes of an urban jeans brand,
the topic sustainability is in no way part of
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its signaling. A good example, that the really strong brands are focussing on the joyful and artful presentation of an achievement, and not just showing off with suspicion-arousing, worn out codes.
So brands should create sustainable values before thinking about
communications?
Goetz: And they should remember that they

can be extremely powerful. With branding
techniques we generate ownership. A really strong brand, especially in consumer
goods, gets treated better and with more
care when it has a strong brand identification – a value, we create together with
the consumers. I’m handling an Apple
product more carefully, and thereby more
sustainably, than an Asian product that’s
probably technologically identical. In this
respect, brands are tools steering users and
customers towards a sustainable treatment
of resources and objects. Designers can really make a big contribution to this.
One product, in which creativity, aesthetics, lifestyle and smart sustainability
come together beautifully, is our furushiki
cloth made of ocean plastic. In fact, it’s
classic upcycling – but at the same time it’s
introducing the Japanese ritual of wrapping gifts in a reusable cloth to Western
culture. It’s immensely fascinating how
sustainability can reinvent itself again and
again, when you artfully combine aesthetics with storytelling.
Cottrell: Taking cultural rituals into account can also be a form of sustainability, which at the next step creates identity.
And defining identities with sustainable
design is not only an amazing creative task,
but also the leading aspect of our design
work.
Antje Dohmann

»By artfully
combining
aesthetics and
storytelling,
sustainability
can reinvent
itself again and
again«
Ruediger Goetz
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Glossar
Barrierefreie-InformationstechnikVerordnung (BITV)/Ordinance on
Accessible Information Technology
stands for unrestrained accessible
design of information and communication technology. BITV applies to
websites, mobile apps and graphical
user interfaces, among others.
The ordinance is based on the Web
Content Accessibility Guidelines 1.0
(WCAG) and refers to the principles
perceptibility, usability, intelligibility
and robustness. Since 2004, BITV is
mandatory for all public websites of
the Federal Republic of Germany.
Brand Equity means the monetary
value of a brand. Other than real
estate, patents and employee
potential, it represents the immaterial value of a company. Brand
equity can be measured with different models, each based on their
own evaluation criteria – there is
no general definition. Assessment
of brand equity and its fluctuation is relevant for strategic brand
management.
Brand Identity comprises a brand’s
essence and character defining
attributes. It determines market
positioning and provides guardrails
for actions within a company. Brand
identity and positioning should be
revised on a regular basis.
Brand Portals bundle all relevant
information regarding brand, corporate identity and corporate design
on a central online platform. On there,
the company’s staff and external
communication service providers can

access all assets that are needed
for the design of brand specific
communications materials, like
advertisements, posters, websites
and stationery. Brand portal solutions can be provided by software
companies and also by branding
agencies. They are usually modular
and tailored to the customers’ needs.
Circular Economy describes a regenerative system in which the use of
resources and energy, as well as the
creation of waste and carbon emissions, are being minimized by the
slowdown, reduction and closing of
energy and material flow cycles –
for example, the construction of
long-lasting products, that can be
repaired, reused and recycled.
It’s the opposite of linear economy,
in which industrially produced
goods are getting disposed of
after a short use. Even more consistent is the cradle-to-cradle
approach, developed by Michael
Braungart and William McDonough,
in which products can either be
returned into biological cycles
or used endlessly in continuous
technical cycles.
Corporate Design is a component of
a company’s corporate identity and
covers everything related to its image.
Aside from the logo, this includes
colors, typography and specific design
grids and styles. Corporate design is
used for all communications materials
of a company, like business documents,
print advertisements, packaging,
websites and advertising spots.

Corporate Social Responsibility
(CSR) is a key term in business
ethics. It refers to the social responsibilities companies take on beyond
legal requirements. CSR stands for
accountable entrepreneurial behavior
in the market place, ranging from
ecologically important aspects to
employee care and interaction with
relevant stakeholders.
Design Manuals/Style Guides contain all necessary information for
maintaining a corporate design and
keeping it unaltered and distinctive.
For instance, they define the logo,
as well as fonts and colors. Were
design manuals compiled in fat,
analog binders in the past, they are
now more and more available online
– to all creative service providers
of a corporation. The manuals
are designed in an increasingly
adjustable way to do justice to the
constant development of new
communication channels.
Design Systems are necessary to
ensure a consistent brand image
and user experience. They are more
extensive, more flexible and more
modular than design manuals and are
primarily used for digital products.
They function as single source of truth
for everyone working on the corporate
and experience design of a corporation, and thereby facilitate the flawless collaboration between designers
and developers, for example.
Diversity and Inclusion Management
concerns the handling of employees’
diverseness and heterogeneity in a

company, with the goal of making
optimal use of the advantages of
diversity, and of preventing discrimination of minorities and the formation of subgroups.
FSC stands for Forest Stewardship Council, an international
nonprofit organization that developed a certification system for
sustainable forest operation. Paper
goods with the FSC label originate
from forests that are responsibly
managed. FSC aims for a more
environmentally appropriate, socially
beneficial and economically viable
management of forests.
Greenwashing describes PR methods
that try to position a company as
an eco-friendly, responsible corporation, without the existence of a legitimate base to this claim.
Web Content Accessibility Guidelines
(WCAG) are an international standard for the accessible design of
online presences that is mandatory
for all websites and mobile applications of public entities in the European
Union. The guidelines were developed
by the Wold Wide Web Consortium’s
(W3C) Web Accessibility Initiative.
They define that digital content
has to be accessible and usable for
people with sensory, movement and,
to a certain extent, mental disabilities, too. This includes, among other
things, precise layout structures
for documents and alt attributes
for images and animations. More
information at www.w3.org/
WAI/standards-guidelines/wcag.
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connect
creative
competence
AN
INITIATIVE
BY

The PAGE initiative
for the advancement
of new expertise in
agencies, universities
and corporations

● New technologies lead to new fields of
work. And new fields of work require new
skill sets. Resulting in diffuse job descriptions and so far only insufficiently defined
training programs, but also new business
areas and challenges we can only begin to
fathom at this point. Which is why young
talents, as well as experienced creatives,
who want to help shape a sustainable future, won’t get around garnering crossdisciplinary competencies. A holistic, interdisciplinary know-how and mindset are

the order of the day. The initiative PAGE
Connect supports design, communication,
and digital agencies, as well as universities, corporations and junior employees
in their (re-)orientation and in the acquisition of extensive qualifications. PAGE
Connect makes intricate processes transparent in a journalistically sound way, and
offers a platform for media discourse. Because theory alone doesn’t help with deciding which field of work, which training course or possible additional qualification, might be a good fit for me – nor
with deciding which issues a corporation
or agency should urgently engage with for
a successful future.

Creative competence in
agencies and corporations
Those proving their skills in daily business,
striving for solutions together with their
clients, offer the most extensive real-life
insight. For this reason, we carefully examine individual creative disciplines, and
accompany designers and their teams in
their practical work on interdisciplinary
projects. We also dedicate ourselves to
complex current topics that concern the
creative industry, and take a look at inhouse labs and think tanks. Which is
where agencies and corporations are trying out new tools and methods for the
active and responsible participation in the
digital transformation.
The outcome are 36 page long compendia of relevant topics and job profiles, that
we distribute at universities and industry events. We also offer a free download at
www.page-online.de/connect/download.
Here is a small selection of subjects and
fields of work you can already browse:
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Live talks: At industry events like the
Forward Festival, we talk with our
Connect partners about their fields of
work, challenges and perspectives.
Pictured above: Nina Kirst, Deputy Editor
in Chief of PAGE, with Lukas Cottrell,
Managing Partner at Peter Schmidt Group

Compendia of creative
competence
All PAGE connect booklets are available in
the PAGE shop for free download and in the
printed version (while stocks last).
↗ www.page-online.de/shop/connect

· Corporate Design
· Interaction Design
· UX Design
· Virtual Reality Design
· KI and Design
· Digital Systems Design
· Design Management
· Empathic Branding
↗ www.page-online.de/connect

Creative competence at
universities
Additionally, we provide insight into the
everyday life of those who shape and educate future generations of designers: university professors. On www.page-online.
de/connect, professors partnering with the
PAGE initiative, exclusively talk about the
different challenges of their respective
degree courses and do away with common
misconceptions.

Creative competence
with PAGE+
PAGE, the magazine for the creative industry,
featuring all relevant trends in design,
development and work in practice, is available
in single issues and as monthly terminable
subscription – in printed and digital form.
↗ www.page-online.de/pageplus

pagemag
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