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Purpose 
Profit or 
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Mutuality 
… a mutual benefit is a shared benefit;

a shared benefit will endure
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… resolved by two “mutual” objectives

1. nudging consumers to buy your brand by 
growing its mental and physical availability

2. nudging the world in the right direction 
by positively impacting the cause you 
are championing
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The stories we tell 
…how brand purpose campaigns REALLY work



They care
Just rarely behave in 
line with their attitudes
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64% report that 

they’re more likely to 

buy from a brand 

that’s willing to take a 

stance on social 

issues and conflict

79% of buyers say 

they’re more likely to 

purchase products or 

services from brands 

whose values align 

with their own

“2022 Higher Impact” Report commissioned by Amazon Ads 
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They are loyal
To a repertoire of 
brands… they find and 
think of easily and quickly



Haircare

People who bought the 

category this many 

occasions…

…bought 

this  many 

brands

1 time 1.0

2 times 1.3

3 times 1.8

4 times 2.0

5+ times 3.2

1

0

People who buy more often, buy more brands

It’s a repertoire world

Breakfast cereal

People who bought the 

category this many 

occasions…

… bought 

this many 

brands

1-3 times 2.6

4-6 times 3.8

7-9 times 3.8

10-12 times 5.7

13+ times 6.1

Hotels

Hotel 

Expend 

(USD$)

% of 

category

Avg Num 

of 

Brands

$500 or 

less

12 2.7

$501-$1K 17 3.6

$1K-$2K 26 4.3

$2K-$3K 16 4.7

$3K+ 29 6.7
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They are loyal
Predictably more to 
large brands and less to 
small brands
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Double Jeopardy in action Deodorant

Brands
Market 

Share

Purchase Frequency per age group (years) Average 

Purchase 

Frequency18-24 25–34 35–44 45–54 55–64 65

Sure 20 1.9 2.7 3.1 3.3 3.0 2.6 2.8

Lynx 12 2.1 2.7 3.1 3.1 2.9 2.5 2.7

Rightguard 10 1.5 1.8 2.2 2.5 2.3 1.9 2.2

Dove 7 1.7 2.1 2.4 2.5 2.5 2.4 2.2

Sanex 4 1.6 2.1 2.6 2.5 2.4 2.5 2.3

Impulse 3 1.7 2.5 2.9 2.7 2.9 3.2 2.7

Mitchum 2 1.9 2.1 2.4 2.5 2.7 2.4 2.3

Mum 1 1.4 1.6 1.8 2.0 2.4 2.4 1.9

Old Spice 1 1.4 2.8 1.8 2.1 2.3 2.3 2.1

Imperial Leather 1 1.5 1.6 1.7 1.9 1.9 1.8 1.8

Average 6 1.7 2.2 2.4 2.5 2.5 2.4 2.3

Source: Phua et al. 2020 



They notice
Only what helps them 
to complete their 
shopping task





They will be moved by 
emotional appeals

We need emotions to 
stay alive…

positive and at scale 



You don’t want 

to be a country 

song.



Purpose campaigns REALLY work 
by nudging lots of people

1
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Brand Purpose 
… should be fit for purpose!
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quantifiable business (and purpose) goals

with longevity

craft a universally compelling idea

distinctively yours

transparent results (& active partnerships)

learn, test & learn

internally motivating
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Give the Rainbow, Taste the Rainbow





2020:
The coral grew and 
marine life 
returned

2010:

Sets challenge to 

be 100% 

sustainably 

sourced by 2020

2015:

Partner with WWF to 

set sustainable 

fishing 

recommendations

2011:

Invests in 

developing the 

Reef Stars 

approach

2022:

96% of sustainable goal 

achieved. 

With WWF introduce 

Blue Finance initiative

2017:
Adopt new 
food positioning: 
‘Taste with 
Integrity’
•●

2018:
Move to 100% 
sustainably 
sourced fish
•●

2019:
Start the world’s 
largest coral reef 
restoration 
program

2021: 
Sheba gave the 
world HOPE. 

2022: 
5 new countries 
adopt the Reef 
Star system





Clear business objectives & 
transparency of metrics

Enables you to deliver
EXCEPTIONAL EXECUTION
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Expect What
You Inspect



You can EXPECT good…

when you INSPECT

good being NUDGED



Influence:
• adopted by 5 more countries

• 20 million YouTube channel views have raised enough for a crowdfunded reef restoration

Impact:
• 70% coral coverage

• +300% fish abundance

• +175% fish size

• +10% more fish species

• 40,000 square metres regrown, with a commitment to 185,000 within 10 years

• Renewed a local fishing village in Bontosua



You can EXPECT sales growth…

when you INSPECT how key levers 

of mental & physical availability 

have been NUDGED



Earned Media: 2.5 billion media impressions

18 million YouTube views

278,000 hours of content watched 

Retailer Integration: Sales building displays with physical and on-line retailers

Reduced % of volume sold on deal

Retailer awards in France and Australia with corresponding 

increase in brand visibility

ROI on paid media: Russia: +46% sales lift; ROI of 3.92:1

Germany: +3% sales lift; ROI of 3.3:1

France: +3% sales lift; ROI of 2.57:1





3
3

quantifiable business and purpose goals

with longevity

craft a universally compelling idea

distinctively yours

transparent results & active partnerships

learn, test & learn

internally motivating


