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The two topics of this workshop, branding on one hand and quality standards on the other, are to be considered as two sides of the same coin. Where branding –whether projected at a national park such as Parcs Naturals de la Comunitat Valenciana or at an nature conservation organisation managing protected areas like Staatsbosbeheer- is orientated at the world outside, a system for ensuring quality standards like Eco Management and Audit Scheme (EMAS) used by Pas de Calais is its internal counterpart. 

The value of a quality system is to be found in the predictability and transparancy of an organisations’ or government’s behaviour and actions. As a steering instrument it gives meaning and direction to those who are involved in the sustainable development of a region like the one of Calais, which measures 5,000 ha and contains 55 different sites. This applies to staff and management, but it applies to the wide range of regional stakeholders as well. Even if these external actors do not actively adopt the system, it offers them a coherent frame of reference of the aims and objectives of the regional management-efforts and of the way these are to be reached. That is an essential condition for the development of ‘trust’ and that value is a key factor for successful “branding”.

The subject of ‘branding’ within the context of nature conservation was presented from two different perspectives: the branding of a specific national park on one hand and ‘name branding’ on the other. Both had in common the ultimate objective to create support for environmental policy and for nature conservation. 

The approach on the level of the just recently founded national park in the region of Valencia, is for the moment primarily aimed at raising awareness among those living and working in the national park of the added value of the new status from a socio-economical and socio-cultural point of view.  Encouraging enterprises to use of environmentally friendly methods is a major objective, to enable the region to develop in a sustainable way with respect of the intrinsic values of nature and landscape. By generating and marketing high quality regional products and services, the general public will eventually be reached as well. The element of ‘trust’ is an important one: the regional stakeholders should come to believe in the added value of the national park-status and act accordingly and willingly.
The approach of Staatsbosbeheer, an organization managing protected areas scattered all over the Netherlands, is based on the assumption that a positive attitude of society towards the organisation will contribute to societal support for the protected areas it manages and nature conservation in general: “ If people love Staatsbosbeheer, people will love nature” is the core principle that underpins their branding. 

The organisation seeks ways to reach parts of society outside the traditional constituency of nature lovers, e.g. by a mass campaign seducing people to explore the outdoors. In this highly urbanized country, protected areas are constantly under threat and a resilient societal basis for the values of nature-sites and their manifold ways to enjoy it, serve as a buffer against those threats and contribute to the legitimacy of environmental policy in general.

Frome these two examples one may conclude that there is ‘no best way’: every approach should be valued in its own context with its specific challenges.

More information on EMAS with its integral scope and cross sectoral approach, stretching into socio-economic and socio-cultural spheres, can be found on http://ec.europa.eu/environment/emas/index_en.htm

