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Current status of the development of
the Biosphere Reserve brand identity
at the local level

The Lima Action Plan endorsed by the 4th World Congress of Biosphere Reserves and adopted by
the 28th session of the International Co-ordinating Council (ICC) of the Man and the Biosphere
(MAB) Programme on 19 March 2016 gives responsibility to the MAB Secretariat and National
Committees to conduct an analysis of the development of a Global Biosphere Reserve logo/label
and elaborate guidelines for its use. This is in part in preparation for application of the biosphere
reserve brand on products and services - ‘labelling’ - to allow the Biosphere Reserve logo/label to
be used in the marketing of goods and services (C7.2). The analysis and guidelines are to be
completed by the end of 2018 with an official launch of the guidelines.

In connection with the development of the communication strategy and action plan to be adopted
by the MAB Council in 2018 (Action D2.1), and as an activity of the ‘Biosphere Reserves as a Tool
for Coastal and Island Management in the South-East Pacific Region (BRESEP)’ project, financed by
the Government of Flanders, this questionnaire is part of the global effort to establish a Global
Biosphere Reserve logo/label (Actions C7.1, C7.2, C8.1 of the Lima Action Plan for UNESCO's Man
and the Biosphere (MAB) Programme and its World Network of Biosphere Reserves (2016-2025)).
It aims to compile information on the current situation regarding the development of biosphere
reserve logos at local and national level, and to review progress made in the use of these
logos/labels on marketed products, goods and services through labelling schemes.

Please complete this questionnaire and share your experiences with us. The information collected
will be distributed and shared among all those who have participated in the survey and among the
World Network of Biosphere Reserves.

Based on this questionnaire and the results of the volunteer pilot sites, the MAB Secretariat will:

- Undertake an analysis to strengthen the global biosphere reserve logo/label in line with the Global
Communication Strategy and action plan and guidelines for its use. This objective is in alignment
with the draft communication strategy objective '‘BELONG: Increasing people’s pride of being part
of a global network and worldwide solution to help people to commit to the vision and goals of the
MAB'. The use of the UNESCO name and logo comes with strict guidance to protect the integrity of
the brand. A network-wide labelling system must function in accordance with this restriction. The
analysis will set out a creative visual language and partnerships to verify businesses who wish to
use the logo/label in association with their products or services.

- Draft associated national guidelines for the use of the global BR logo and identity at local level,
based on the experiences and needs of participating countries and volunteer pilots sites (C7.1).

- Develop a platform on its website and make use of social media to share and promote good
practices and local initiatives.

We hope that this exchange of experiences and practices will also encourage and inspire other
biosphere reserves to develop their local economy in a sustainable way and enhance collaboration
among biosphere reserves. A labelling system used by the World Network for products and
services will increase both the visibility of biosphere reserves and local pride. (C7.2 Use the brand
in products and services in line with national guidelines; C8.1 Encourage joint promotion and
marketing of BR products and services among BRs and beyond).

Thank you for your cooperation and time.
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O Option 1

What is the name of your biosphere reserve? *
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What is your function? *
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Current status of the development
of the Biosphere Reserve brand
identity at the local level

D7
Questionnaire

Does your biosphere reserve have a its own logo? *

Logo/Logotype:
BR brand identity: recognizable and distinctive graphic design,
unigue symbol, stylized name or other device for identifying your BR.

O Yes (please share your logo with us mab-survey@unesco.org)

No

O
O No, but we share one logo with a national park or other designated
area which forms part of the BR.

O

TOA:

Is/are your logo(s) protected by copyright? *
O Yes
(O Not yet

O =oft:

https://docs.google.com/forms/d/e/1FAIpQLSd6wRxamKAmSL1m_oM6jsNhigvN-L... 2018/01/24
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Who is in charge of management of the logo? *
(O MAB National Committee

(O Biosphere Reserve Management Committee

(O Association or organization

O Social company

(O Private sector

O =

Do you have guidelines for the use of the logo? *

O Yes (please send us the guidelines or the link to the relevant
webpage if these are available to mab-survey@unesco.org)

() Not yet

O zoft:

https://docs.google.com/forms/d/e/1 FAIpQLSd6wRxamKAmSL1m_oM6jsNhIgvN-L... 2018/01/24
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Is your logo being used for any of these purposes?
(multiple choices) *

(] Publications (books, etc.)

Communication materials for free distribution (flyers, brochures,
posters, maps, etc.)

Websites, social media, applications, etc.

Working documents related to your biosphere reserve
Plaques, flags, banners

Road signs

Promotional products (T-shirts, bags, umbrellas, stationery, etc.)
for special events

Commercial products and services

OO0 ocoooo O

T DAt

Do you have a specific label(s) for the commercial
products and services of your BR? *

Labelling scheme:

This takes the form of printed information affixed to a product or service

that communicates to consumers or other users the particular category

or classification to which the product or the service belongs.

(Different labelling schemes are used within the WNBR according to the diverse
local situations.)

(O VYes (please share your logo with us mab-survey@unesco.org)

ONo

(O No, but we promote the use of existing labels (Fair Trade, BIO, etc.)

O =znf

https://docs.google.com/forms/d/e/1FAIpQLSd6wRxamKAmSLIm_oM6jsNhIgvN-L... 2018/01/24
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If yes, who is in charge of the management of the label?
(O MAB National Committee

(O Biosphere Reserve Management Committee

() Association or organization

(O Social company

(O Private sector

O oA

Do you have guidelines for your specific label(s)? *

O Yes (please send the criteria and regulations or the link to the
relevant webpage if these are available to mab-
survey(@unesco.orgq)

O No
O zof:

Does your BR have a vision statement? *

Vision statement:

A Vision statement outlines WHERE you want to be. Communicates
both the purpose and values of your business. Often it describes not
just the future of the organization but the future of the industry or
society in which the organization hopes to effect change.

(O Yes (please send a copy to us @unesco.orq)
O No
O =of:

https://docs.google.com/forms/d/e/1F AlpQLSd6wRxamKAmSL1m_oM6jsNhigvN-L... 2018/01/24
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Does your BR have a mission statement? *

Mission statement:

A Mission statement talks about HOW you will get to where you want

to be. Defines the purpose and primary objectives related to your customer
needs and team values.

O VYes (please send a copy to us mab-survey@unesco.org)

O No
O =off:

Do you have a branding strategy in place combining the
logo, label, vision and mission? *

O Yes (please send a copy to us mab-survey@unesco.org)
O No
O zoft:

Would a global BR brand with a common logo, label, vision
and mission statement be useful for your BR? *

O VYes
(O No
O zoft:

https://docs.google.com/forms/d/e/1FAIpQLSd6wRxamKAmSL1m_oM6jsNhlgvN-L... 2018/01/24
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What benefits do you think your BR could obtain from
adopting the global BR brand mark/labelling system?
(multiple choices) *

(O It would help us to reduce cost (communication costs, brand
creation and registration costs)

It would raise the credibility of the BR

It would strengthen the sense of belonging to the WNBR

o O O
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