
 SECRETS OF BRAND

elevation and growth 

BRAND PURPOSE INSPIRATION 



The secret to exponential productivity: 
Productivity among dissatisfied employees is 71%, satisfied employees are 100%,  

engaged employees hit 144%, but inspired employees deliver 225% productivity  

(according to Bain & Company partners Eric Garton and Michael Mankins in  

Harvard Business Review)1. Garton and Mankins state that employees are inspired if they 

get meaning from their company’s purpose and are inspired by their company leaders.

Inspiration comes easily when fueled  

by purpose. You may recognize the  

importance of the company’s mission 

and communicating it to the outside via 

branding and marketing connecting to 

conscious consumers. Do you realize 

how important it is to also share the 

brand’s purpose with your employees? 

The path to the inspiration of stake-

holders is in alignment with the  

impact mission of the brand. 

The secret to sustainable growth: 
Unilever announced in 2019 that its purpose-led, Sustainable 

Living Brands are growing 69% faster than the rest of the  

business and delivering 75% of the company’s growth.2   

“We believe the evidence is clear and compelling that  

brands with purpose grow. Purpose creates relevance for a  

brand, it drives talkability, builds penetration and reduces  

price elasticity. In fact, we believe this so strongly that we  

are prepared to commit that in the future, every  

Unilever brand will be a brand with purpose.”  

- Unilever CEO, Alan Jope

There is mounting evidence that purpose-driven business is crucial for  

sustainable brand success. Customers tend to purchase from companies that 

commit to a higher purpose. Brands become elevated by how much environmental 

or social impact they embody. 
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The secret of loyalty: 
93% of adults surveyed worldwide  

demonstrate more trust and loyalty  

for an organization that is socially  

responsible. 91% would switch, even if 

more expensive (Cone Communications 

Global, 2015).3 

Today the majority of consumers  

demand that companies act  

responsibly. Nine-in-10 consumers  

expect companies to do more than 

make a profit and operate responsibly 

to address social and environmental  

issues. 88% of Americans want to hear 

about businesses’ social responsibility, and the most preferred place to hear  

about these efforts is on the product’s packaging or label.

Danielle Daly

The two most important days in your life are the day you  
are born, and the day you find out why. —MARK TWAIN

1https://hbr.org/2015/12/engaging-your-employees-is-good-but-dont-stop-there
2https://www.unilever.com/news/press-releases/2019/unilevers-purpose-led-brands-outperform.html
3https://www.conecomm.com/news-blog/2015-cone-ebiquity-csr-study-press-release



Communicating the company purpose.
The company’s purpose is more significant than its product, service, technology,  

or any leader. It’s the company’s soul or “chi” and the big “why” of its existence.  

1. Define WHAT the company does. How does your company solve a problem for:  

customers, employees, the planet, community, or the world?

2. VALUES of your company. The pillars must be embodied throughout the company to 

be aligned and in integrity with the purpose and mission. Do you embrace:  

transparency, sustainability, enthusiasm, well-being, etc.  Ben and Jerry’s  

example: racial justice, democracy, support GMO labeling, and fair-trade.

3. Use plain but INSPIRING language in your statement. Spark interest and  

move people to stretch boundaries. 

4. LIVE by your purpose. This isn’t just a marketing statement; it’s the core  

culture blueprint for your employees and customers. Live it, breath it, be it.

Purpose fueled mission statement examples:

Patagonia

“To make, distribute and sell the finest quality all-natural ice cream and euphoric  
concoctions with a continued commitment to incorporating nutritious, natural  
ingredients and promoting business practices that respect the Earth and the Environment.”  
- BEN & JERRY’S

We believe being active opens doors to a bigger life. And that unleashing the power of your 
body can translate into mastery of your mind and serenity in your soul, too. - Athleta

Bakers on a Mission. We Change Lives. - Greyston Bakery

Embrace your purpose and communicated it authentically with powerful aligned visuals.

Want more purpose and passion in your brand strategy and visuals? Awesome, we can  

assist if you need a boost. Schedule a brand clarity consultation.

Sirena Andras, 

Creative Guru at Creative Chi.

www.createchi.com

https://createchi.com/contact/

