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Sarah Kay has always advocated sustainable living and treading 1ight1y

upon the earth. By sharing her love of gardening with children,

Sarah Kay plants the seeds of a lifelong passion. The brand’s gentle
message of caring and sharing emanates from her garden and its ever
changing bounty- Her world is anchored in the garden and of the earth!

More and more consumers are demanding responsible behaviour
from the brands they support- In fact, eco-conscientiousness is fast
becoming 2 status symbol. The intention of Sarah Kay All Natural
is finding partners who share similar beliefs and commitment.

Sarah Kay All Natural products are deemed sustainable based on one
or more of the follow practices:

. use of materials that are environmentany friendly

. rnanufactured and transported responsibly

. produced using organic practices

ca portion of the sale proceeds are donated to non—profit
organizations dedicated to wildlife & land conservation,

ecological restoration, and environrnental protection.

By consciously making better, smarter; health
choices in our daily lives, we have the power to
own lives but we also have the power to change the world.
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labelled “eco—friendly”

Sarah Kay All Natural products
may or may not be certified by an official government
nable

or independent standard. They are deemed gustal
based on one or more of the following practices
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. Philanthropy — 2 portion of the sale proceeds are donated to support
non—profit organizations dedicated to wildlife & land conservation,
ecological restoration, and environmental protection










Advertisement Examples

Knitting &
Sewing Kits

Gardening -
Seeds &

Lettuce Seeds

Eco Cotton
TShirts & Bags
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Organic Brand Campaigns _ Autumn/Winter
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Organic Brand Campaigns _ Autumn/Winter
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Spring/Summer
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Organic Brand Campaigns -




Organic Brand Campaigns - spring/Summer
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KIDS IN THE GARDEN
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- Philanthropy - a portion of the sale proceeds are donated to support
non-profit organizations dedicated to wildlife & land conservation,

ecological restoration, and environmental protection
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Point of Difference
& Sarah Kay Girls Organic
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- Guidelines to be confirmed



THE LOOK:

I.Nasturtiums 2.Saturated Florals 3.Overscaled watercolours with semi-transparent photo collage - nature driven

© 2009, John Sands (Australia) LTD.




Brand Mascots
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Key [llustration to come
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