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Do we really need Brand Purpose? 

“Brands are not big things.
Nobody really cares about 
our brands or our purpose
and more often that not,
I believe purpose takes us in
the wrong direction.”

Mark Ritson
Marketing
professor and
columnist

“A company which feels it 
has to define the purpose 
of Hellmann’s mayonnaise
has in our view clearly lost 
the plot.”

Terry Smith
CEO
Fundsmith

“A brand only has purpose if it’s 
willing to make less money as a 
result. Most brands should not 
worry about higher order purpose. 
They should be like Amazon and 
figure out their purpose – with a 
small “p” – and do it.”

Nigel Hollis
Marketing thought leader, 
former Chief Global Brand 
Analyst Kantar



The case for brands to engage is clear, with purpose 
having a huge potential to steer growth
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However, taking up these themes in a 
compelling way is proving tricky for brands…
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Of consumers worry brands are 
involved in social issues just for 
commercial reasons

59%

Only…

Claimed to have never seen or 
heard false or misleading 
information about sustainable 
actions taken by companies. 

16%

Source: The Kantar BrandZ perspective on Brand Purpose, Kantar Sustainability Sector Index 2022



Marketeers are aware that good intentions are not 
enough and are paralyzed for fear of doing wrong. 
Poorly executed purpose can indeed backfire badly if … 

Your brand hasn’t earned the 
right to speak to an issue 

The purpose lacks long term 
commitment

The purpose aligns poorly 
with your brand position 

Your own behaviour 
undermines your claim to 

purpose



Purpose is a brand «ikigai»

What you do: Think about all the 
components of the product or service
you offer.

Why you do it: Why the company
was started. Consider the impact you
can have on users’ lives, functionally 
or emotionally.

How you behave: What are your
values? The way you treat employees, 
your supply chain, the environment.

What you do,
make or sell

How you 
behave in the 

world Why you 
do it

Brand 
Purpose

“We needed to
change the way
we made
money –not just 
give away some of
the money we
earned.”

Indra Nooyi 
Former CEO PepsiCo 



Discover how the best-in-class have brought to life the 
secrets of Purpose 

Source: Kantar BrandZ 2023

IKEA

‘To create a better everyday life for the many people’

IKEA’s Brand Purpose is clear across its immersive shopping experience
with in- store showrooms and accompanying restaurants, as well as
being one of the first to experiment with augmented reality to help
customers visualise their living spaces.

Brand 
Purpose 
Index

Europe average
Home Furnishings

Retailers 136 Brand 
Purpose 
Index

The Body Shop
UK Female

Beauty and Skincare 137

TheBody Shop
“To fight for a fairer, more beautiful world”

Health and beauty retailer The Body Shop is committed to fair 
trade in the beauty industry, campaigns against animal testing and 
sustainable business practice, all certered around the idea of 
“Changemaking beauty”.

Brand 
Purpose 
Index

Europe average
Home Furnishings

Retailers 127

McDonald’s 
“To make delicious feel-good moments easy for everyone”

McDonald’s is the quintessential representation of an open and  
unjudgmental brand; a safe space where to share and enjoy a 
good time no matter who you are.  
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What’s in it for me? Purpose is a matter of Closeness
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Impact of closeness on Purpose
Closeness Index score 

Weak Brand Purpose Strong Brand Purpose

Reducing friction
Brands that ease aspects of their
brand experience – at any part of
the consumer journey – are
winning. 

Superiority
Many brands make lives better
by exceeding performance
expectations among
consumers.

Simplification
Consumers are faced with
increasingly complex and
technologically-enabled lives that
brands have the opportunity to 
simplify. 

Working as an
ecosystem
The growth of technology creates 
opportunities for brands and
products to work more seamlessly
together.
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Closeness impact in driving brand relevance is growing
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Connect with people’s deep tensions and 
emotions  

Deliver your purpose in everything you do 

How to be purposeful to consumers? 

1
Make the difference in the here and now 

2 3
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