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1. Brand values and feel

•  Developing new wood based business 

•  Testing a rapid innovation process 

•  From bulk production to high quality products

•  Circular economy

•  ”Forest is the new gold”

•  Growing carbon sink

•  Tackle climate change

•  Decreasing amount of plastic 

•  Sustainable sources





Keywords

• Friendly

• Nature

• High quality

• Technology

• Good life & healthy people

• Innovative

• Circular economy

• Circular motion in nature

• Back to the nature

• Reliability

• Do good!

• Warm earthy colours

• Simple

• Clear

• Consisten / Cohesive

• Forest <3 people

• Relatable

• Empathy



Colors

Warm, earthy colors Modern but friendly

Typeface

Brandon Grotesque Black 
Brandon Grotesque Medium
Brandon Grotesque Light
Brandon Grotesque Thin



2.Research and facts 
History of the Finnish forest industry

16th 17th 18th 19th



The brand New Wood project

 Resources are scarce           Urbanization                 Demographic          Digitalization              Annoying Consumption



4. Name & slogan

Good life
healthy people

Good life
healthy people

The main goal of a name and slogan is to build awareness, buzz, recognition and interest
Name suggestions: Grove, Grove Project, In Carbon, Growth, Let’s Grow 
Slogan suggenstions: Good life and healthy people

Good life
healthy people



5. Target group

Politician Investors

Finnish
entrepreneur Media Spesialist

International 
companies



6.  Touch point

Website Facebook Instagram Linkedin

FairsMailInvitationNewsletter



7.  Social media
• Everyone is on Facebook so your 

business should be there too! There are 
over 600 million Facebook accounts 
and 50% of Facebook’s active users 
check their Facebook accounts daily. 
Increase your visibility by choosing 1-3 
other channels beside your Facebook 
page and websites.

• Choose manageable amount of social 
media channels. It is better to use 
couple of accounts well and consistent 
than all of them poorly.

• Choose an English name. Basics of 
forming a memorable brand name: 
keep it simple, short, unique, flexible 
and easy to pronounce. Long or 
descriptive names don’t work well in 
social media.

• Make a good first impression with 
well-made appearance. Make sure to 
pay close attention to cover image, 
profile image and about section. Often 
your cover is the first thing your page 
visitors will notice. Cover image should 
express who you are a business and 
your visitors should understand what 
your business is about at a glance.

• Use a consistent and frequent 
publishing schedule, ensuring that you 
have the right mix of conversational 
and promotional posts and updates. 
Post content using the 80/20 
rule: 80% should be informational, 
educational or have entertainment 
value. Only 20% of content should be 
specifically about the brands product 
or services.

• Involve your audience. When someone 
comment on your post, respond. 
When they ask you a question, give 
them a thoughtful reply. Ask them 
what they think. Ask them to share 
their story. Ask them to provide their 
opinion. Build trust by personalizing 
interactions with a human touch. Post 
should be written in first person, using 
a conversational tone of voice.

• Promote your page with targeted 
advertising and be sure to link your 
other social media channels to each 
other. Be aware of the tools you can 
use to track your ads and website 
visitors.

•
How to success in social media marketing? 



Cohesive style, products and people behind them, happy people, pictures that will sustain your brand’s feeling and values.

Feed imagery 



8.  Content analysis
•  Successful cases, stories

•  Informational videos appealing to emotion 

• Graphics how is it improving the world, percentages, etc 

• Products (show how unique you are)

• Process

Formats: posts, infographics, videos and photographs

Grove Project



9.  Website examples

https://hidakuma.com/en/



https://www.landlifecompany.com/



Storytelling is one of the main components of a  content
marketing and Emotional branding approach.

Emotional branding is a progressive marketing strategy that 
has the potential to drive revenue and increase customer 
retention. How a person feels about your brand typically 
determines whether they buy your product. A brand is a matter 
of perception. When you tell a story that embodies human 
challenges, you create an experience that resonates with your 
customers.

Storytelling can be an effective method of presenting the user 
point of view and a user’s goal of seeking and achieving the 
activity process.

10. Storytelling
Why Storytelling?

More and more brands make the move towards 
content marketing.

Digital and social media is at the core of the future of all 
communications. Today, brands need to evolve from being 
a singular voice to being the collective meaning of a larger 
community.

“The opportunities to tell stories as part of direct and indirect 
brand marketing initiatives have become a strategic priority.”
Susan Gunelius 



Have a great title to grab customers’ 
attention

Show Brand Message clear via storytelling

Case studies have shown that the brain 
processes images in comparison to word 
60 times faster.

1. Our brain is built to connect with 
compelling stories. A story activates 
parts in the brain that allow the listener 
to turn the story into their own ideas 
and experience thanks to a process 
called neural coupling.

2. The brain releases dopamine into 
the system when it experiences an 
emotionally-charged event, making it 
easier to remember and with greater 
accuracy.

Storytelling is not inventing a story. In 
fact, the very reason why your business 
exists, why you have developed products 
and services and why you do what you do 
is filled with stories

Tell stories that are real or at the very least 
based on real stories and tell them in a way 
that evokes feelings and emotions 

What is good “ Storytelling”?

Keep it short! Give a experience Hit the emotion

Good storytelling isn’t even directly about you, your brands and your solutions/products. It’s about emotions, experiences,  
needs and the written and unwritten images associated with these emotions and needs, in relation to what your brand evokes.



Brand story

Forest culture
History

Background 
of 

project birth



11.  Marketing B2B
In a business to business marketing the quality of products, cost, 
revenue and benefits it’s what is most important to consider, it’s 
necessary to focus in the facts and maintain a close relationship 
with the client, keeping a good reputation transmits reliability 
and consistency. Nowadays people rely on digital formats to seek 
information it’s crucial to have a well structured and clear site. 

Customers respond to relevant information and education, it’s 
important to tell your story several times, without overloading it 
by using different formats and platforms true a more dynamic 
content (videos, posts, infographics).  To increase your online 
presence focus on sharing useful and successful targeted content 
that is of interest of your target group and the people you want 
to connect with.

 

Due to globalisation there are great marketing opportunities if 
the end goal of the project is to go international, first you need 
to know where you want to go, because there might be needed 
some adjustments according to each countries culture, being 
aware that business works differently in different countries and 
people might be looking for different thing when partnering with 
a new company. It’s crucial to research each market before and 
come up with a well tough and targeted strategy plan for each 
business proposal for the specific country.



• Attending and hosting industry net-
working events and trade shows to 
connect with partners, clients and 
competitors

• Attending fairs and expositions to pro-
mote the project 

• Sending out email newsletters pre-
senting the project

• Maintain all the social media active, 
be interactive, make it easy to stay in 
touch and build commitment 

• Advertise products and services to 
build awareness and generate sales

12.  List of operations
• Website clear and easy to navigate

• Attention to the tactics that engage 
thought leaders, influencers and con-
sumers

• Paid media, advertise your content can 
lead to potential investors 

• Upcicle content to different platforms 
and formats

• Create excitement about the benefits 
of the initiative

• Have a presentation template to keep 
a professional consistent and coordi-
nated look, keep it simple and straight 
to the facts

• Organise visits to potential clients to 
show them the project

• Invest in a good and professional visual 
identity



13. Swot

• Unique idea

• Innovative

• Not much competition

• Good intentions

• Environmentally friendly

• High quality technology

• New / recent project

• Unclear vision

• Visibility

• Communication

Strengths Weaknesses



13. Swot

• Environmentally awareness is trending

• Politicians are interest in environment

• Companies want to impress their buyers 

• Companies want to use sustainable resources

• Current topic amongst influencers

• Change of mentality in society from massive 

consumerism to hight quality and long lasting 

products

• Recognition

• Projects with similar theme

• New technologies

Opportunities Threats



Kiitos


