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Brand Purpose

Strategy:

Goals, Choices,
and Tradeoffs

What this training covers: strategic
logic, practical frameworks, decision
criteria for brand purpose

Purpose is a strategy problem,
not a slogan or CSR campaign

Three lenses: Goals (what purpose
must do), Choices (how to anchor it),
Tradeoffs (what it costs)
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rWhy Purpose Matters Now

e Stakeholders demand action:
employees, customers,
investors, regulators EMPLOYEES 4 <RI A CUSTOMERS

® 96% of Gen Z rate purpose
as key to job satisfaction

® Consumers reward authentic VA /N
commitment; skepticism of ~—
'purpose-washing' grows :
: S INVESTORS e REGULATORS
® Purpose builds trust; inaction = i

becomes reputational risk




Purpose, Mission, Vision, and Values:

Clearing Up the Confusion

Purpose Mission " Vision Values | “wCANlZAT'ON

Purpose is the enduring "why"; mission is today's "what"
Vision is the future "where"; values govern "how"
Confusing these terms weakens all four elements

Translate purpose into behavior, not just language




Purpose as a Strategic Filter, Not a Campaign

® Purpose shapes products,
markets, and partnerships,

not just marketing | L product
| @ DEVELOPMENT

® CSR/ESG are peripheral;
purpose is the central
value driver

* |f your purpose ignored
your last three major
decisions, it’s not real

® Purpose as an operating
system across the entire
business

@ FILTER OUT NOISE. FOCUS ON WHAT DRIVES VALUE )
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The Business Case:

Where Purpose Creates Value
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- Purpose drives differentiation,
premium pricing, and talent
attraction

- Companies with embedded
purpose show faster growth
and resilience

- Employees: 96% of Gen Z and
97% of millennials want
purpose at work

- Consumers: 46% cut ties
with brands failing society
or planet

- Permission economy: consumers
grant conditional, revocable
brand license

DIFFERENTIATION TALENT " RESILIENCE
MAGNETISM

CUMULATIVE VALUE
DRIVEN BY PURPOSE ALIGNMENT




Goals:
What Do You Want
Purpose to Achieve?
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Setting Metrics That Make Purpose Real

- Dual measurement: business
performance and social impact

Stie ok, i Financial Outcomes:
- Leading indicators: engagement, revenue growth,

sentiment, consideration margin, market share

- Business drivers: retention, CAC,

NPS, talent attraction Business Drivers:
retention, CAC, NPS,

talent attraction

- Financial outcomes: revenue
growth, margin, market share

/ Leading Indicators:
- Baseline before action; public wd ) 9"93%9'“9_“’& sentiment,
targets create accountability Dl




Finding a

Credible Purpose Territory |
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e Sources: founder story, product benefit,
category tension, societal need

* Credibility test: history, capability,
and daily operations

* Avoid purpose washing and overclaiming

e Test: if purpose didn't shape your last
3 major decisions, it isn't yours

~ Surface-level claims
+with no real roots.




People, and Partnerships

Choices: Anchoring Purpose in Product, Pricing, ? I
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» Purpose must shape PRODUCT PRICING

operational choices, not L AR
just messaging - - =

» 4Ps as a purpose audit:
product, pricing, people,
partnerships

» Product: make purpose

tangible through design =
and delivery P__EOPLE

» People: align hiring,
incentives, and culture
with purpose

» Focus on the few places
where purpose is most
visible

N\




adeoffs:
What You Give Up
and When You Say No

Purpose limits pricing, channel,
audience, and product choices

Internal cost of commitment:
time, budgets, and leadership
attention

Prepare for public accountability / |
and tough decisions

Authenticity is proven by
willingness to sacrifice
short-term profit




Case Studies Iin
Purpose Tradeoffs

e CVS dropped $1.5B tobacco
sales to prove health purpose

Patagonia's "Don't Buy This
Jacket" built credibility via
lost sales

Allbirds and Everlane failures:
purpose without a moat



From Statement to
~ Actionable Strategy
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Build a simple roadmap: articulate, align, pilot, measure, iterate
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Embed purpose into decision frameworks, performance, talent, and governance

Ultimate ownership: CEO and executive team, not just CMO or HR

Pilot purpose in one market, product line, or channel before scaling

& ¥ Y
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Cross-functional group: strategy, brand, HR, sustainability, operations
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® Purpose must guide daily
decisions, not just marketing

® Protect against leadership
turnover weakening commitment

® Avoid overpromising; don’t use
purpose as crisis PR

® Watch for misalignment between
messaging and actual practices




Tools and Next Steps for Your Brad

Self-diagnostic:
Is your purpose clear,
credible, operational?

; ).
Clear

e Decision checklist: [] Purpose is easy to understand
choose, test, and activate [] Aligned with our values
your purpose [ ] Guides priorities and decisions
 Immediate action: Credible
define goals, pick a pilot, [[] Rooted in real stakeholder needs
name owners [ ] Backed by evidence and insight

[ ] Consistent in what we say and do

e Use purpose as a

decision filter for Operational
major choices [] Embedded in day-to-day work
: [ ] Resourced and owne
@ e T
Publish ta,rge_ts to hold (" [[] Measurable and actionable )
your organization b TN = i ’fi red
accountable — Yot 7




PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A
personwise.ai/t/258a00ad/public


https://personwise.ai/t/258a00ad/public?entry_surface=public_courseware_pdf

