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INTRODUCTION

Pureit is currently struggling to gain traction in the Pakistani market. Upon analysis, there are two

glaring problems that need to be addressed:

1) The lack of incentives for customers to shift from the status quo of using traditional methods like

boiling water to buying a water purifier.

2) Trusting Pureit as a viable solution for obtaining clean drinking water.

Current Status of Pureit in the Consumer Market:

Unilever’s current modus operandi marketing and selling Pureit is not effective. Pureit Water
Experts(PWEs) merely list the potential advantages of Pureit. There is a need for establishing a
personalized connection with the target market, since a structural shift of opinion about the workability

and advantages of a water purification system needs to be established.

Benchmarking Pureit’s Current Implementation in Pakistan with India

In India, Unilever digitized the distribution networks of Pureit via a well maintained online delivery and
service portal. The adaption of the product was community driven. Endorsements from the health

authorities eased Pureit’s acceptance amongst the consumers.

In comparison, interaction between the product and the customer is missing in Pakistan. The Pureit
website is outdated and low in User Experience (UX), while the customer service leaves much to be
desired. We feel that Unilever Pakistan needs to get directly involved with its target audience and make
the buying process highly personalized, since the usage of Pureit requires the customers to be strongly

convinced about the product’s utility.




CENTRAL IDEA

BASIC INSIGHT:

The community in the target group(TG) is the main catalyst for our marketing campaign. We need a more
intrinsic, personalized interaction with our TG, hence we need to use internal stakeholders i.e. the Pureit
ambassadors and Pureit agents selected from the community, along with endorsements from doctors and

health officials.

CENTRAL IDEA:

‘Share water, create happiness.’

Problem 1: Lack of Incentives for New
Customers for Using Pureit

Problem 2: Trust In The
Workability of Pureit

Purepoint campaign: Be a
Pureit Ambassador

Trust building campaign

Activation campaign: ‘Saaf Pani,
Saaf samaaj’




PUREPOINTS CAMPAIGN: SPREADING PUREIT THROUGH AMBASSADORS

What are Purepoints?

We believe that Pureit customers need to feel that they are valued for their choice. They need to have something
“extra” to enhance the appeal for the product. ‘Purepoints’ are points that are gained either through continued
usage of Pureit or by referring people to buy Pureit kits . Purepoints can be used to buy other Unilever products

such as Dove, Lifebuoy, Knorr, Surf Excel etc. .
[ What can you do with

1 Purepoints?
The Purepoint System:

Purepoints can be used to purchase

500 points for buying a Pureit kit Unilever products at leading
supermarkets* in Lahore and Karachi. The

500 points for every filter purchase purepoint-Rs.  conversion is  direct,
meaning that you can directly cash out

1000 points for referrals (only Ambassadors* can refer) any products that you buy!

*Threshold value for becoming an Ambassador: 2000 points *(Metro,Chase Up,HyperStar)

Who are Pureit Ambassadors?

Pureit Ambassadors are our key activators. Initially, customers need to have continuous usage to gain ‘Purepoints’
and reach the threshold level of points (2000 points) to gain the status of Pureit ambassador. The threshold is
important to encourage only well thought out referrals (and negate possible hacks). Ambassadors can refer other
people to Pureit for a discounted price of 20%.

Why become a Pureit Ambassador?

® Referrals to friends, relatives etc. at a 20% discount.
® Personal Ambassador cards with Customer ID for using Purepoints to buy Unilever products.

® Bigger range of Unilever products to purchase from Purepoints.

How do referrals work?

An existing Pureit ambassador can refer a potential customer to Pureit at a discount of 20%. The potential
customer needs the Customer ID of a known Pureit ambassador and card copy.



PUREPOINTS CAMPAIGN: HOW IT WORKS

Key Enablers:

e A centralized customer database with records regarding purchases and Purepoints.
e Anonline portal for customers to order kits and filters, send in queries and check their Purepoint status.
o Network of Pureit agents* (Refer to Distribution Strategy)

What about referrals?

Key details for the database:
Referred customers have to go directly through

o iic) s et i Unilever’s delivery system. The Pureit agent will

. ) note which Ambassador referred and credit his
e Device ID linked to customer

oints.
e Purepoints status and history P
How will Purepoints be credited?
f N 4 N N f ' { I
Cistomer makes Pureit agent Customer checks
o delivers at the Agent goes back his status online,
order for Pureit kit dd el .
or filter direct| dCOress anCimaKes and updates or on the helpline.
ectly a receipt for the customer database Also holds onto
through Unilever. . . .
Purepoints gained receipts.
. J Y Y \ J \_ J
4 A 4 A 4 h ( h
Customer calls up . Customer checks
. Pureit agent sets ) .
: the helpline and : his status online,
Customer buys kit up device and .
asks for the : or on the helpline.
from dealer . makes the receipt
nearest Pureit . Also holds onto
for Purepoints .
agent receipts.
\, J \ J \ J

How will Purepoints be debited?

( ) ( )  Normal customers 4 A

. . will use their .

Customers visit Customers will . . New balance is

) . Purepoint receipts .
major shop for Unilever while automatically
supermarket in products in b d m updated since
their city different categories af assa. ors_W| database is shared
use their swipe

\ y \. y \ cards J \. J

oy L v



HOW DOES THE CENTRALIZED DATABASE WORK?

Pureit Data Centre
Holds Records About all of
the Pureit Customers
YWerification of Pureit Paints p .
for Unilever Goods ing Customers’
lected Stores ]

High End Stores for
Buying Unilever
Products in Exchange

for Pureit Points
on Online

FPortal -
] {\ Customer Senvicing

Infarmation About I -~

Customer's Pureit points
updated and ac sedin
realtime

N

Pureit Agent

Buying Unilever products in
exchange for Pureit points
from selected stores

SAMPLE AMBASSADOR CARD

r Wilr 3

Terms & Conditions
pureit Ambassador Card

Stores in which
Customer Na

Any other info mer
Device ID

Expiry Date (3 years from the date of purchase)

A y W€ y




TRUST BUILDING CAMPAIGN:

The purpose of this tier is to convince the customers that the Pureit kits actually works.

The reason for establishing this trust is that our target market has been using the traditional methods of obtaining clean
water since generations(namely boiling water) , due to which their perceptions about the functionality of our water kits
is skewed.

The following steps can be taken for this trust building campaign

1) Getting endorsements from medical practitioners in the community’s hospitals and clinics. These endorsements need
to be displayed on the Pureit promotional flyers, posters and advertisements printed in the advertisement-only

magazines that are distributed free of cost in the majority of the households in Karachi and Lahore,e.g HomeExpress in

Karachi.

2) Bringing the provincial health departments of Sindh and Punjab on board. Endorsements from these departments
regarding clean drinking water, and their implicit endorsement of the effectiveness of Pureit would be advertised on the

all of the promotional material of the campaign.

In India, the government was bought on board for endorsing Pureit, and it was a successful strategy to create trust about

the product.
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TARGET CONSUMER ANALYSIS

WHOAM I 3 REASONS FOR ME TO ENGAGE 3 REASONS FOR ME NOT TO ENGAGE
LM 5T WITH PUREIT WITH PUREIT

Smart Economizar 1. Brandname . Lack of money and high cost of the
product
i \:U’ House wife
L et

. Reluctance in adapting new technology
Mals head of the and concerns that only boiled water

family . Reduces the problem of warks
boiling water

)

Average incomaof
Rupsss 13,000 . Socilin #oceptances concern regarding

PERSOMNA MAME: Lookinef
Milafar khan ali pafigkhan ooking fors ‘smart’ ] .
watar solutionwith . Provides pure drlnk|r.1gwater
benafits — healthy for the entire
AUDIENCE SEGMENT: family

“wihat and when will 1 tell my friends?"

regarding Purelt

MY INTERESTS MY PERSONALITY Y SKILLS WY DREANMS WY SOCIAL

o ENVIRONMENT

Cooki Strong— runming Multitasking Movingup the - Midurban locdles
coking bousshold . mobility ladder in Karachiand

effactivaly Emnuj:mca]ly and Lahor=

TV Shows fmancially shrewd Aspiring to come

Anupcoming .

Better lifestyle individud who isin Ability to cocial

: the secly stages of mmmunm.and Healthy and safe v\:th reiﬁves s.:.]:li

Higher pav his carear and describe relev an_t future for children i

understandsthe problems effectively

importanecs of

health for his antire

family

out better Two to three kids

Getting value for Community driven
money initiativaes

Basic Consumer need: A cheap, hassle-free and time-saving method of obtaining healthy water.

OUR VALUE PROPOSITION

VALUE PROPOSITION CUSTOMER PROFILE

GAIN CREATORS - tow oA

. Easeofuse
product will create customer gains? . Timessved our product

1. Goodsarvice HBa"Eherlsllrhe: .
) 2. Upward mobility Z‘::;rra L the mabiity
PRODUCTS & 3. Healthimproved .

. Induding famous brands in
SERVICES - daity Festyle CUSTOMER JOBS

Wwhat our _pm:ilxtis % — What the customer
offering? wants done?

1. Single filter
providesclean

Cleaning water
Health of
family

2. Aftersales 1. Physical method . Physical labor

EETVICE PAIN RE LI EVE RS - Howe our 2. Gasz Boelecricty

supply needed

. Limited options

1. Mo physical work required availzble
Modependenceon gas . Difficulty in emptying

2
3. Modependencecn electricity the h‘_"ll&ﬂ water
4. Timeissaved Time is wasted

water

product will reduce customer pains?




MARKETING OBIJECTIVES

Gaining
acceptance and
trust of Pureit as a
reliable and safe
water purification
device

Marketing
objectives

Enabling the
community to
become the
leading actors for
the adaptation
and widespread
usage of Pureit

Proposition:

Packaging

Promotion



Promotional campaign: ‘Pure water, pure communities’/ ‘Saaf Pani, Saaf

Samaaj’

Insight: We want to link Pureit to not just pure water, but with ‘pure communities’. The idea is to
interact with communities in person, use our PAs to help us promote Pureit in certain locales, and to

drive CSR efforts in these places.

Start of
Activation

Identify specific areasin
Karachi and Lahore for
running the Activation Period
(eg Gulshan-e-lgbal Hyderi in
Karachi

Hire and Train Pureit
Agents(PAs) in each of these
areas. PAs would be
members of the communities
where the activation is being

don

Reach out to the influential
people in each community,
PAs engage with them as the
early adapters/ambassadors
of Pureit

Pureit Team comes back to the
community bi-weekly, carries out
cleaning process of the locality,
donates plants to and repaints dirty
walls with the "Saaf Paani,Saaf
Samajh”("Pure Water,Pure
Communities” )Tagline.This is the
direct CSR initiative of the marketing
plan,also ensures that Pureitas a
brand is present in the community’s
life

Flyers in Urdu/English distributed bi
weekly to homes. Flyer describes the
dangers of impure drinking water
and list benefits of Pureit. They also
mention approaching the
Ambassador for more info/live
demonstration about the kits,ora
local electronic retailer in the locality

sunsilk

THE SAUDA BUNDLE

Activation Day Chosen during
the last week of every month
so that the customers have
the monthly budget for buying
groceries etc for the month

Distribution of Flyers/Posters
in the Communities in
English/Urdu,about date/time
of the launch day
event description of
event/activities for entire
family list of Unilever product

Attractive Discounts on Future
Pureit Filters/Unilever
products offered to early
adopters,along with huge
Ambassador Program
incentives

This entire activation phase is
a community driven, customer
intensive drive with real
emphasis on engaging with
community on personal level.

Activation/Community
Engagement Initiatives would
be documented heavily on
Facebook

During Activation Day Event-
Games for children, Lucky
Draw/Quiz for Women,On Site
Demonstration of Pureit Kits,
Sauda (Groceries) Bundles
being sold with Pureit for
attracting new buyers

Pureit Ambassadors/PAs are
key in spreading message in
the community on a personal

After a One/Two day launch
event, the Pureit Activation
team moves to
other neighborhoods in
same locality




DISTRIBUTION STRATEGY

Details about C
Forwarded for |
and following up

Pureit Factory

ra lling Pureit kits to Customers, ! 2
Lahare Distribution Iy on Credit Points,Ordering Filters
Centre

Kits forwarded to
Electronic Stores
Distributor Distributor  Distributor Distributor  Distributor  Distributor

' 2N AN oY N P P
&0 » W & & W

ureit Agent  Pureit Agent  Pureit Agent Pureit Agent  PureitAgent Pureit Agent
-~ o~ )

-~ ) _~

Who are Pureit Agents?

Pureit Agents are employees of Unilever, but more importantly are people from the community that they cater
to. They know how their locales work, and are in a better position to help out Pureit customers in a specific
area. They act as a link between the customers and distributors.
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COMPETITOR ANALYSIS

200000

180000

160000
140000

120000

100000

80000
60000

40000

20000

~5K -
0 1=

1st year 2nd year

Figure 1: Cost comparison over a time spread

How are we different?

3rd year

4th year

5th year

~ Boiled water
* PurelT
* bottled water regional

* bottled water national

Key data:

Average LSM 5-7
household: 5 members

Average daily intake of
member: 2 litres

Average annual
consumption:
2x5x365=3650 litres

Our prime competition is boiled water. Our central idea will aim to attach enough value to our product

that it becomes a lucrative option for potential customers. The benefits derived from the Pureit

ambassador campaign are enough to push our Smart Economizers to switch.
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THE SUSTAINABILITY LINK

Unilever Sustainability
Living Project

Community driven
demand

L B

Pureit Ambassadors
Community

Members of the

Positively improving the
cleanlin alth
awarene

community

[

C5R Initiative-Pure
Water,Pure
Communities

community are running

ﬁ the supply channel

N
“““

Pureit Agents

The demand for Pureit is driven from the Pureit Ambassadors, while the supply channels also hire
people from the local communities. Finally, the “Pure Water,Pure Communities” CSR campaign
ensures that sustainability is at the heart of our marketing plan.

Scalability of the Marketing Plan

The marketing plan is scalable since it relies on empowering the local communities for execution of
the operations of the campaign. By aligning these multiple localized executions with the central
distribution centres operated by Unilever, the plan can be scaled across different cities of Pakistan.
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STRATEGIC MANAGEMENT OF MARKETING PLAN

Key Activities
*Activation of Pureit
Marketing Campaign
*Execution of the
Ambassador Program
*Trust building and
engaging with the
customers
sLaunching “Pure
Water, Pure
Communities” CSR

Key Partners

*Pureit Agents from the
local communities

* Pureit Ambassadors

* Distribution network of
electronic goods sellers

* High end department
stores(Macro,Hyperstar,Ch
ase Up) forexchange of
Ambassador points for
Unilever Products

Key Resources
*Pureit Ambassadors

*Pureit Agents

* Decentralized and
mobile distribution
channels

* Database/Online
Portal for Ambassador
Points Tracking
*Synergy with Other
Unilever Products

Cost Structure

*Hiring and training of Pureit agents
*Cost of the activation phase

» Cost of the decentralized Pureit distribution/after sales service
* Cost of establishing online database for Ambassador Points

Value Proposition

*MNo physical hassle of
boiling water required
*No dependence on
Gas or electricity
*Time of the housewife
is saved

*Guarantee of
obtaining clean
drinking water

*Image of moving up
the economic/social
ladder by becoming
Pureit customers

Revenue

Customer
Relationships

*Personal assistance

in installation of Pureit
kits

*Benefits of being
Loyal customers,
referential(via the
ambassador program)

Channels

*Purchases-Electronic
Stores, Pureit Agents
operating in specified

regions in Karachi and

Lahore
*After sale services
-Pureit Agents
*Installation-Pureit
agents

+*Selling of Pureit Kits

*Selling of Pureit Water Purification Filters
* Indirect revenue stream from Selling of other Unilever Products-

Customer
Segments

Smart
Economizers
Housewives
Aspirations for
moving up the
economic

ladder

achieved by incorporated promotional schemes of other products

13
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