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REPENSAR PRODUCAO,

DESCARTE
E CONSUMO.




2016 | REPENSAR PRODUGAO,
2 de Junho 14h as 18h

Seminario "Reciclagem e Logistica Reversa de Embalagens"
Em parceria com o CEMPRE

Painel “Logistica Reversa de Embalagens: Visao Geral”

e André Vilhena — CEMPRE

e Gilmar do Amaral — Associacao Brasileira da Industria do Plastico

e Ailton Storolli — Associacao Brasileira das Industrias da Alimentagao

» Claudete Ferreira — Movimento Nacional de Catadores de Reciclaveis / R]

Painel “Aspectos Praticos da Reciclagem de Embalagens”
e Pablo Barros — 8Positive

e Thais Vodjovic — Coca-Cola

* Bruno Pereira — Dow / Associacao Brasileira de Embalagem (ABRE)




Comportamento consumidor e residuos

02 de junho de 2016 - FIRJAN
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A EIGHT TRABALHA PARA QUE MARCAS E
ORGANIZACOES CONECTEM SEUS OBJETIVOS

DE NEGOCIO A ESTRATEGIAS EFICAZES DE
INFLUENCIA POSITIVA.
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BRANDING // BRAND CONVENING POWER // COMUNICACAO

>> Positive Branding
>> Brand Convening Power, Networking e estratégias de dialogo, engajamento e articulacao

>> Desenho de estratégias, ferramentas e conteudos de comunicacéo
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INFLUENCIA POSITIVA

>> Desenho de estratégias como arquitetura da escolha, nudges, respostas emocionais, prova social, brand convening
power, decision making assessment, entre outras, para influenciar comportamentos e criar beneficios para
marcas e negocios, consumidores e sociedade.

>> Desenho de estratégias e de ferramentas para influéncia em mudancgas de comportamento, especialmente de
clientes e colaboradores.

>> Desenvolvimento de projetos-piloto com base no
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CONHECIMENTO E TENDENCIAS

>> |dentificacdo e analise de tendéncias globais e locais e suas implicacdes para o ambiente de negocios
>> Desenho e facilitacdo de diadlogos, co-criagdo e workshops
>> Producéo de publicagdes, estudos de mercado e pesquisas

>> Realizagéo do
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DESIGN DE EXPERIENCIAS

>> Design de experiéncias/intervencdes positivas de marca

>> Prototipagem e pilotos
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CLIENTES

Entre os clientes da Eight estdo Unilever, Nestlé, Nestlé Watters, Invepar, Duratex, Dow, Metr6 Rio, Coca-Cola,
Heineken, Pepsico, Reckitt Benkiser, Natura, Easy Taxi, Cielo, Ecofrotas, Ecobeneficios, IES e Cebds

PARCEIROS

Entre os parceiros da Eight no Brasil e no exterior estdo ABA, ABRAP, ABP, ESPM, Brainjuicer, Cause, Garage,
Trendwatching, Tatil Design, Futerra Sustainability Communications, Sustainable Brands, Custom Communication
(Social Media Influence), Forum for the Future, Burnhammarketing, Do Sustainability, Where Good Grows,
Goodvertising Agency e Collaborating Center on Sustainable Consumption and Production (CSCP)
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COMPORTAMENTO CONSUMIDOR E
INFLUENCIA DAS MARCAS




BARREIRAS E INCENTIVOS
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BARREIRAS E INCENTIVOS

a (ex.: “reciclo porque me
wd considero apto ou
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BARREIRAS E INCENTIVOS

a (ex.: “reciclo porque me
wd considero apto ou
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ESTRUTURAIS

COMPORTAMENTO (ex.: “meus vizinhos reciclam
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e devo fazer o mesmao”)



BARREIRAS E INCENTIVOS

a (ex.: “reciclo porque me
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@ atraido por fazé-lo”)

»
WL 3 N ;1.‘ .
4/ A N |
et P A 1 —58

Wi\ i

\-

- ﬂ’@
U @) £ | 2o ~fL !\Q
020

| e |
1 e

ESTRUTURAIS
(ex_: “estruturas para a (eX.: “meus ViZinhOS reCiCIam

reciclagem est&o ,entao posso
disponiveis e séo de facil uso”) e devo fazer o mesmo”)

COMPORTAMENTO



uvogeid
Rynqeureisns
7\

Ok

@ EMEL] AL AV ALY
ouey Ry 0 oqnees iy y

935 praom oy

S ) ol Suvsiswmpun ey Crwaras peas o | o

1RV
etk [T e p——
wow pue 10masd ayy 3o »

O 5 8L " oodee v

JO ¥001a000 Sudeiua o

o yuiy) |
]O.—“:nlﬁ. SHNONODT NI 212184

| TI40ON 1L J10 TINNIM

NVIWNIANHV

uompy papuvdzy puv pasisay
UIdisung 'y ssey) pur Iajey g paegory ortadadl 520 &Qn:\f
NQQ& u..,u,gkc.& t.w\u\».u: n:\,\

ssaurddeyy pue ‘qapeay ‘qyeoy

THINVA

moqy suois1da(] Suraosdur|

SN IR R ATIONA

—

MQT1S ™ LSV

0005 She®d

000 0S¢

NTNL 300R

351539 SINIL N¥OA MIN

¥IT1351878 STIWIL XNOA MIN THI
gi113s1s3e sFNIL YNOL H3N ﬁu._._




LEARN FROM WATCHING OTHERS

Profile pictures

Back to Album - Mark's photos - Mark's Timeline Previous - Nex

Like Comment

Mark Zuckerberg Profile pictures
Created with facebook comicelebratepride

@ Public
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DEFAULT OPTION




OVERLOAD CHOICES
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CONSISTENCY

amazon
Hello, pablo

Shop by
Department ~ pablo's Amazon.com Today's Deals GifiCards Sell Help Your Account ~

Books  Advanced Search  New Releases  BestSellers  The New York Times® Best Sellers  Children's Books ~ Textbooks ~ Textbook Rentals  Sell Us Your Books

Customers Who Bought This Item Also Bought

i L "
VAR HOW TO
WIN FRIENDS m
& INFLUENCE =
PEOPLE Nudge
gy .
]
B lepsv'f';‘slrslﬂ““ -
ROBERT 8. CIALBINL PO L]
Influence: The Psychology The Power of Habit: Why How to Win Friends & Nudge: Improving Predictably Irrational, Quiet: The Power of
of Persuasion, Revised We Do WhatWe Do inLife  Influence People Decisions About Health, Revised and Expanded Introverts in a World That
Edition and Business > Dale Camegie Wealth, and Happiness Edition: The Hidden. Can't Stop Taiking
Robert B, Cialdini » Charles Duhigg i 3,666 » Richard H, Thaler Dan Asiely » Susan Cain

Wiy 17 867 % 3,081 Paperback {rir 349 7 4,087
CIZSET in Marketing  Paperback $8.22 Prime Paperback Paperback [ #1 Bost Soller {N
S macel o §9.50 Prime $10.20 ~Prime $9.57 Prime Behavioral Peychology
Paperback Paperback

$10.69 /Prime $9.07 Prime
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AUTHORITY

eRobertParker.com

The independent Consumer’s Guide

to Fine W

ey

nes

96-100:

An extraordinary wine of profound and complex character displaying all the attributes
expected of a classic wine of its variety. Wines of this caliber are worth a special effort to
find, purchase, and consume.

90 - 95:
An outstanding wine of exceptional complexity and character. In short, these are terrific
wines.

80 - 89:
A barely above average to very good wine displaying various degrees of finesse and
flavor as well as character with no noticeable flaws.

70 -79:
An average wine with little distinction except that it is a soundly made. In essence, a
straightforward, innocuous wine.

60 - 69:
A below average wine containing noticeable deficiencies, such as excessive acidity
and/or tannin, an absence of flavor, or possibly dirty aromas or flavors.

50 - 59:

A wine deemed to be unacceptable.
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LIKING

na thQ CHAME UM CONSULTOR QUERO SER CONSULTOR ‘ ATENDIMENTO e IFNce TN A Natura encontra para vocé Q

bem estar bem

A NATURA NOSSAS MARCAS LANCAMENTOS  PERFUMARIA MAQUIAGEM CABELO CORPOEBANHO ROSTO HOMEM  BEBEE CRIANCA  PRESENTES

Home > Chame um(a) Consultor(a)

Chame um(a) Consultor(a)

Busque Consultores Natura na sua rede de amigos ou perto da sua casa e faca seu pedido com rapidez e comodidade

BUSQUE POR NOME, CEP, ENDERECO OU NO FACEBOOK

&

natura CHAME UM CONSULTOR NATURA

bem estar bem
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MODELO DE INTERVENCAO FASE

DIMINUI AS BARREIRAS E
AUMENTA 0S
INCENTIVOS PESSOAIS,
SOCIAIS E DE
ESTRUTURA

E INTERESSANTE,

CATIVANTE E FALA

COM O MUNDO DO
INDIVIDUO

ESTA LIGADA A STATUS,

SOCIAL PERTENCIMENTO OU

DIFERENCIACAO

) ~ E PASSIVEL DE SER
EXEQUIVEL [EEarvr/N ey N0 8—I—

ESPACO DETERMINADO
(ON LINE OU OFF LINE)




OBRIGADOQ!

Do you want to be Brand Positive? Let's do it together!

pablobarros@eightpositive.net

www.eightpositive.net

‘POSITIVE




