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Saurabh Bajaj serves as the Executive Vice
President of Prepaid Marketing at Vodafone
Idea. An esteemed graduate of Delhi College of
Engineering and IIM Indore, Saurabh brings over
two decades of rich experience in sales and
marketing to his role. His impressive career
spans several high-profile organizations,
including Mondelez India, Diageo India, and
Britannia Industries, where he has consistently
driven growth and innovation.




Crafting a Brand Purpose
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How are Categories built differently

.- 1
Every organization on the planet
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Progucts they sell Or the services
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Some organizations know HO

they do 1it, These are the things
al or set them

that make them spec

apart from their competition
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Very few organiz

they do what they do, WHY is
not about making money. That's
a result. WHY is a purpose, cause w HA ‘

or beliet. It's the very reason your

organization exists



BRAND LADDER

Social Benefit

How does it change society?

Open Happiness (Present)

BUY ME Transformational Benefit

How does it change my life?

Emotional Benefit

The sign of good taste (1957)

\

Functional Benefit America’s Favorite Moment (1937)

What will | get? I_

Delicious & Refreshing (1904)

How does it make me feel?

| AM

Attributes

What are your unique product/ service features? -/




BRAND LADDER
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Functional Benefit Emotional Benefit
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Sensory Appeal Saves you money Feel Optimistic

Feel Like Feel Free

Get Noticed
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Makes y;ou sma.rter Simplifies your life

Be Myself Feel Comfortable

Experience Curious for knowledge



Main headline
should capture
Use consumer

the brand ldea =
iInsights or enemy
\ to captivate

Guilt free pleasure with Gray’s Cookies / consumers

Do you feel guilty when you stick your hand in the
cookie jar? Wouldn't it be great if you could just sneak a

cookie without worry that you have gone off your diet? The promise
* Gray’s Cookies are the best tasting yet guilt free ‘ statement
pleasure so you can stay in control of your health. brings main
« That's because Gray'’s is low in fat and calories, yet still
. : : consumer
U tastes great. In blind taste tests, Gray's cookies b fi lif
S€ matched the market leaders on taste, but has only 100 enefit to lite
support calories, with 2g of fat and 3g of sugar. In a 12-week
visual to study, consumers using Gray's once a night as a
summariz dessert lost 10 pounds.
e concept , . . , Support
Try Gray’s Cookies and find @ 9.\ points with
your way to stay healthy BeGTHATE two reasons
to believe

Motivating call-to-action, to
help prompt purchase intent



Purpose
The #ShareTheload Journey

The aim: a happier household where men and women Share The Load equally.

#ShareThe
Load

W¥e we teaching our sons
| what we been teaching o ‘f daughters?

@ Ariel - #ShareThelLoad

Copy link

Why is laundry only a mother’s job?
- 71% women sleep less than men

Dads #ShareThelLoad ‘due to household chores

Il <) 1s58/200 B ©& Youlube [



Purpose

TATA TEA

HOW TO HELP KNOW IMPACT OF
YOUR GREEN AC

CLIMATE CHANGE IS TAKING AWAY
OUR KIDS’ FUTURE

OUR CHILDHOOD @ OUR CHILDREN’S
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FIGHT:
CLIMATE
CHANGE
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THIS EARTH DAY, LET’S PLEDGE TO WORK TOGETHER TO BRING BACK ,El tﬁ;gfb"”@m mmw
THE JOY IN OUR CHILDREN’S LIVES. - | : ‘-‘-“"“4‘ | Sante mow more-
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Purpose
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Transforming the shill landscape
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Purpose
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( Saffolalife }
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Take the

World
Heart Day

Today’s newspaper is free!
TOI & Saffolalife gift your heart this edition.

Yous boart has an ags, and this Woerld Muws! Day we decided

s wish it l“ Iﬂl‘l‘ Wlueh why sur eeery page
tollap bo ain b . e Al Y TR
L by yous bea t yumuy as pou usmisg Uds weuude fal yiit,

to know your heart risk score.
www.saffolalife.com

. Saffolalife
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Because knowing your heart

is the first step to a healthy heart.
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Rules of a Good Purpose
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Your Brand must have the credibility of owning the purpose

The purpose your brand has decided to own must have a link to why your consumers
prefer your brand.

Ideally, your purpose should be something that consumers cant do on their own, and
would like to feel that they are part of a larger movement.



Thank You'!



