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Context & Opportunity




Executive Summary

BRAND CONTEXT

Chakra Soul is a modern
wellness brand inspired by the
philosophy of inner balance.
Positioned in the clean-label
smoothie category, it blends
functional health benefits with
emotional and lifestyle
resonance — aimed at mindful,
health-aware consumers.

THE CHALLENGE

In a market saturated with
generic health claims and
lookalike wellness brands,
Chakra Soul needed a distinct
positioning — one that felt
premium and purposeful,
without leaning too heavily on
traditional chakra narratives.

STRATEGIC FOCUS

To craft a differentiated brand
strategy rooted in clarity —
defining the ideal audience,
articulating the brand’s unique
value proposition, and building
a flexible narrative framework
to guide content, storytelling,
and visual identity.

OUTCOME

This strategy sets the foundation
for cohesive storytelling,
consistent brand expression,
and aligned go-to-market
actions — ensuring Chakra Soul
shows up with clarity, relevance,
and resonance.



Project Scope & Strategic Approach

" PROJECT SCOPE MY APPROACH
This strategy engagement focused on Discover
building a strong brand foundation
for Chakra Soul — including audience Q Ex[)lor € 8Analyze
definition, brand positioning, value
proposition, messaging framework, Competitive landscape, market trends and audience tensions
and brand voice.
This scope focused on strategy Define
foundations — including audience, oy
positioning, and narrative. t*j CT‘(lﬁ Stmtegy

Executional design and GTM

planning are future phases. Positioning, Value proposition, messaging framework

Distill
& Refine Narrative

Brand voice, narrative anchors, communication direction



Market Landscape

MARKET SIZE

Non Alcohplic beverage market
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Non Carbinated beverage market
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Smoothie market
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MY APPROACH

¢ Health driven consumption

Shift from indulgence to mindful nutrition, especially in urban,
young demographics.

Shift from carbonated drinks

Consumers actively moving away [rom fizzy drinks due to health
CONCErns.

’L Ingredient sophistication

Rising demand for superfoods, plant proteins, probiotics, and clean-label
formulations.

Product Innovation

Local-global fusion, adaptogenic boosts, and smarter packaging are
reshaping shelf presence.

é Rising Affluence and urbanization

Gen Z and Millennials are driving premiumization and quality-
conscious choices.



Strategic Opportunities & Challenges

@ THE OPPORTUNITY @ THE CHALLENGE
e White Space in Smoothies e Big FMCG Dominance
High juice consumption, low smoothie penetration Strong brands, deep networks
¢ Premium Positioning e Distribution Complexity
Wellness + functionality enables pricing power Cold chain & e-comm logistics
e Tier-II Expansion e Strict Regulations
Rising awareness + lower competition Claims, sugar limits, labeling norms
e Educated Buyers e Trust Building
Ingredient-savvy audiences seek real benefits Need to earn credibility in a cluttered market

e Brand Play
Fragmented market needs trust-led, quality brands

The right strategy can turn these gaps into levers of growth



Target Audience Snapshot
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Urban Wellness Seekers

o Age : 25-40, Metro cities

e Health-conscious, label-aware,
willing to pay for quality

e Digital natives, swayed by story &
packaging

Young Moms and Parents

o Age :28-40, parenting phase

e Prioritize clean-label & kid-safe
ingredients

e Prefer trust, credibility, and
emotional tone

Fitness & Lifestyle Enthusiasts

o Age :22-38, fitness focused

e Look for performance &
functional benefits

e Early adopters, high influence




Buyer Persona - Meet Divya

DESCRIPTION

DEMOGRAPHIC ( DIVYA, 32, FEMALE)

Divya is the Holistic & Mindful
Achiever, a busy professional
seeking natural, authentic
solutions to balance her

e Location: Suburban Noida,
Uttar Pradesh, India

e Education: Graduate degree in

e Occupation: Marketing Executive at a

mid-sized IT company

e Income: 360,000 - 380,000 per month

11,20,000 -

Opinions
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demanding life with inner well- Business/Commerce (Household  Income:
being. She values genuine 31,50,000)
wellness that nourishes both
hody and soul. e Family Status: Married, no children (yet)
PSYCHOGRAPHIC Values Interests Alttitude Lifestyle
A @ G 0
) & e

Health, convenience,
natural ingredients

Yoga, running,
healthy recipes,
health blogs

Busy, Values
time efliciency,
Active

Positive,
Proactive, Well
being oriented

aan

Balanced diet
lover,



Buyer Persona : Deep Dive

p CHALLENGES p MOTIVATION BUYING BEHAVIOUR

e Time Starved : No time for meal prep e Quick nutrition : Easy, healthy e Shops Smart : Favors premium
amidst work and commutes. snacks that fit busy days.. stores & D2C brands..

e Trust deficit: Struggles to identify e Better Intake: : More fruits, veggies e Influenced By : Experts, peers, and
truly natural products. & superfoods—simplified. trusted content.

e Needs Clean Energy : Wants focus e Proactive Health : Wants to prevent e Values Aligned: Pays for clean,
without caffeine crashes lifestyle issues. effective products.

e Seeks balance : Looks for physical e Inner Wellness: : Craves mental e Tests & Trusts: Loyal to brands that
vitality and inner calm. clarity and emotional harmony. deliver results.




Competitive Analysis

Feature/Category  Chakra Soul smoothies Packaged JUices Protein drinks Smoothie Cafes Tea/Coffee chains
Convenience ‘ Maximum High, but needs Moderate, ‘ Low. made to ‘ Low, outlet visit
/Format Grab & Go, no prep refrigeration powder needs order required

prep
. ngh Low .
Ingredient ‘ Clean label, no ‘ Hioh sugar Moderate ng}} . Moderate
Purity additives Dreservatives, May be artificial But inconsistent Sugar, caffeine
Functional ‘ gilr'l gdeEGS ﬁ h_OhSUIC General health ' e e Unpredictable ' Caffeine hased
Ingredient ody = sou energy
Taste/Flavour ‘ Premium & Unique Often sweet/fruit Secondary to Custom but Caffeine
Superfoods, balance based function inconsistent based/sweet
Premium . .
Pricing Reflects quality & ‘ Low to moderate ‘ Moderate to high Localized Moderate
positioning
Brand Holistic wellness . —
... Modern spiritual Basic hydration ll-ﬂlll Fitness focused Ei; Refreshment, E%)] Energy ritual, social
Proposition lifestyle = Social




SWOT Analysw

@ STRENGTHS === WEAKNESSES

e Unique Holistic Concept with modern e Low brand recognition (early stage)
wellness positioning

_ e Limited product range at launch
e (Clean-label promise: No added sugar or
preservatives e Premium pricing may deter value-driven

. . . . buyers
e [Functional Benefits tailored to inner

balance (e.g., Cleanse & Vitality)

€

/N THREATS (¥ OPPORTUNITIES

e Big brand competition with strong e Rising health awareness and functional
reach beverage demand

e Price-sensitive, unbranded local juice e White space in holistic wellness RTD
vendors (ready-to-drink) niche

e Skepticism around wellness/“natural” e E-commerce growth for premium D2C
claims brands




Strategic White Space : Differentiation Strategy

» Protein drinks

Tea/Coffee chains

FUNCTIONAL »
€

1Y PREMIUM

MASS

w Smoothie Cafe

HOLISTIC

O\ KEY INSIGHTS

Clear White Space in Holistic Wellness

W No strong player owns the mind-body-
soul wellness space — a clear opportunity
for Chakra Soul.

Chakra Soul blends clean-label nutrition
= \yjth emotional storytelling, justifying a
premium price.

High Differentiation Opportunity
() In a fragmented market, the brand offers

clarity, consistency, and credibility—a

sharp edge over legacy and local players.

\ .' 7 Premium Positioning with Purpose
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Brand Strategy




Brand Strategy Framework

v ) Brand Purpose, Vision & Values / Brand Personalily & Narrative

Why we exist and the deeper role we play in people’s lives. How the brand feels - shaped by market, culture & consumers
@ Brand Positioning i())) Brand Tone & Voice

The distinct value and emotion we own in the consumer’s mind. How the brand sounds - shaped by mindsets and emotional triggers
X(): Value Proposition (®) Brand Identity

= g

A focused articulation of what we offer and why it matters. How the brand shows up - visually & sensorially across all touchpoints




Brand Strategy Framework

2.1 Purpose, Vision & Values



Brand
Purpose

To empower modern individuals to integrate holistic well-being into their busy lives
— through clean, convenient smoothies that nourish both body and soul.

Chakra Soul is designed for those seeking balance — combining functional health with
emotional clarity. Our smoothies offer a quick, wholesome meal or snack rooted in
mindful nutrition and modern lifestyle needs.



Brand Vision

To lead the shift towards clean, functional nutrition that fits real lives — with
honesty, innovation, and soul.

We aim to establish Chakra Soul as the go-to brand for health-conscious individuals
seeking purpose-driven products. By staying rooted in functional wellness and |

modern lifestyle needs, we aspire to scale a brand that fuels both inner clarity and
outer vitality.



Brand Values

@ Balance

Y \
y

' Transparency

Progressiveness

W Nourishment

We believe true health is rooted in harmony — between body,
mind, and spirit, and between convenience and nourishment.

No gimmicks, no hidden ingredients. We’re honest about what
goes into our bottles — and what stays out.

We stay ahead by embracing modern wellness, evolving
habits, and innovative blends that meet today’s lifestyle.

Every product we create is designed to fuel both vitality and
clarity — nourishing from the inside out.



Brand Strategy Framework

2.2 Positioning & Value Proposition



Brand
Positioning

For modern individuals seeking holistic wellness on the go, Chakra
Soul is a premium smoothie brand that delivers clean, functional
nourishment for both body and mind — blending ancient wisdom
with modern convenience.

I

RN
BN

Target Audience -

Busy, health-conscious urban millennials seeking natural,
functional wellness solutions

Frame of Reference
Ready-to-drink smoothies / healthy beverages

Key Differentiator

Mind-body-soul approach rooted in clean ingredients + chakra-
inspired balance

Emotional Benefit
Feels aligned, energized, and in control of their well-being

Reason to Believe

100% clean label, no added sugar, superfood blends,
functional benefits with modern appeal



Value
Proposition

Chakra Soul delivers premium, ready-to-drink smoothies that combine holistic
nutrition with clean, functional ingredients — making it easier than ever to nourish
your body and mind, while staying true to a modern, wellness-driven lifestyle.

The ZERO Promise

We stand behind what we leave out — because purity matters.
Chakra Soul is committed to delivering only the purest ingredients, with zero
compromises. From the first sip, you experience:




The Zero Promise

V] ZERO What It Means

@ Sugar Not even substitutes. Naturally sweet from real fruits.
@ Preservatives 100% freshness — no chemical shortcuts.

Added COlOI’ Brightness comes from nature, not synthetic shine
%A Artificial Flavours Crafted with real, recognizable ingredients.

Gluten Dairy-free and allergen-safe — suitable for all.




Brand Strategy Framework

2.3 Brand Personalily



Personality

Vibrant Innovative Playful Authentlic Inspiring

We radiate zest and positivity ~We embrace fresh ideas, using ~ We infuse wellness with We stay true to our clean- We empower people to explore
— energizing every sip and smart nutrition science and lightness and delight — label promise — honest their best selves — physically,
sparking a lively, joyful creative blends to reimagine making health fun, flavorful, about what we put in and mentally, and soulfully — one

approach to wellness. everyday nourishment. and feel-good. what we leave out. bottle at a time.



Brand Archetype

Ih?". 157 INN Oce Ny -
we The Explorer

Inspires freedom, discovery, and personal growth.

‘ . » Encourages a mindful wellness journey rooted in inner exploration.
%
FROVIDE ESPIRITUAL ré:.. . The Caregiver

~
5 STRUCTURE JOURMEY
- Embodies care, trust, and protection.
5 CONNECT  LEAVE S B o » Offers clean, honest nourishment backed by the Zero Promise.
< TO OTHERS A MARK E
& Y
'..-"' "F. [ ]
> ' What it means for Chakra Soul
,}-
d;,.ﬂ qﬁ* Together, these archetypes define Chakra Soul as a brand that
e o inspires movement and mindfulness — energizing the body while

Y350, - gently sppporting the .Soul .
It's not just about feeling better, but about becoming more you.



Brand Strategy Framework

2.4 Brand Narrative & Messaging



Brand
Narrative

From convenience to consciousness

Chakra Soul is more than just a smoothie. It’s a daily ritual of inner nourishment —
cralted for modern individuals seeking balance in their busy lives. We bring together the
wisdom of ancient wellness and the ease of modern living, blending clean ingredients
with chakra-inspired harmony. Every bottle is a step toward feeling energized,
centered, and more in tune with your best self.




Brand Messaging
- Framework s

| Clean & Conscious
+ + No added sugar, preservatives, or artificial anything —
our Zero Promise ensures purity.

Core Message —Mf' | Functional & Feel-Good

Brand Essence Designed to energize, balance, and nourish both body
and mind.

Chakra Soul offers clean, ready-
to-drink smoothies that elevate | Modern & Mindful

0 your daily routine — crafted for 0 Fits into busy lives without compromising well-being.
balance, vitality, and conscious
well-being.

R ihment for your
hody and soul.

Rooted & Real

Inspired by chakra philosophy, not bound by tradition —
made relevant for loday.

X I\
;}/
iy A ((\




Brand Strategy Framework

2.5 Brand Identity



Voice & Tone

The Chakra Soul voice reflects the brand’s dual nature — uplifting yet
nurturing, modern yet rooted. We speak with mindful energy, clarity,

and quiet confidence.

Energetic
Authentic

Playful
Modern

We radiate positive momentum — uplifting, motivating, and full of
vibrant life. Our words fuel vitality and action, not overwhelm.

We speak with honesty and integrity. No sugarcoating, nogargon —
just real conversations rooted in our values and intentions.

We bring lightness to wellness. With a dash of charm and a wink of
humor, we make healthy living feel fun, not forced.

We're in tune with today — clean, relevant, and culturally aware. Our
tone retflects a forward-looking, conscious lifestyle.

05



Voice & Tone

Q DO’s

Guidelines

€ vonrs

e Use inspiring, action-led language that

Speak with clarity and confidence while
staying warm and uplifting.

Be boldly honest — no grey areas, no
jargon, only clean truth.
sparks positive change.

Make people feel — energized,
balanced, nourished, and whole.

Sound preachy, mystical, or overly
spiritual.

Exaggerate claims or promise
instant transformation.

Be passive or indirect — be clear
and intentional.

Use cold, clinical, or corporate
language.

05



1.0go
System

The Chakra Soul logo draws from the brand’s core
belief: truth with no compromise. The bold black
and white system reflects our commitment to
clarity, transparency, and clean truth — no greys,
no distractions.

Inspired by nature’s rhythm and rooted in inner
balance, the logo captures vital energy and
mindful simplicity. The typography expresses a
blend of modern confidence and playful charm —
echoing our dual promise of energizing the body
and soothing the soul.

Design Principles

Balanced Yet Bold | Not even substitutes. Naturally sweet from real fruits.

Energelic Minimalism | Clean, uncluttered lines that radiate vitality without
excess

Rooted Modernity | A fresh, contemporary expression grounded in natural

simplicity

Organic SYmbolism | Inspired by the rhythm of life and flow of energy,

Opportunity to explore abstract forms (like a stylized
Memorable Form

“C” or “S”) to evoke movement and soulfulness

CHAKRA CHAKRA
SOUL SOUL




LLogo System

Icon/Monogram

A simplified version of the primary logo's symbol or a single letter
mark for small applications (e.g., social media avatars, app icons,
favicons).

Wordmark Only

A standalone version of the "Chakra Soul" name in its approved
typography, for use when the symbol might be too busy or when
maximum legibility of the name is required.

CHAKRA SOUL

Color Usage

Clearance &
Minimum size

Incorrect Usage

Guidelines

Full brand palette for vibrant use
Single-color for "no greys" clarity
Reversed colors ensuring visibility

Clearance: Clear space around
logo ensures prominence and
prevents clutter.
Minimum Size: Legible at small
sizes for packaging, digital, and
promotional use.

Altered in proportions (stretched
or squashed)

Distorted, rotated, or tilted
Recolored outside the brand
palette

Modified with unapproved effects
(shadows, gradients, outlines)
Placed on backgrounds that
compromise visibility



Brand Color

Color palette is carefully crafted to reflect Chakra Soul's
Vibrant, Authentic, Playful, and Clear personality. It embodies
the brand" philosophy by using clean, impactful hues that
convey purity, energy, and natural goodness.

P[’imary Brand Core colors defining Chakra Soul's
visual identity and brand essence.
colors

Sec()ndary & These colors provide versatility and

| emphasis without overwhelming the
Accent colors primary palette.

Neutral C()l()I'S These foundational colors ensure
legibility and design balance

Primary Brand colors

J— #B00000 #32CD32

Secondary & Accent colors

#4169E1

Neutral colors

#333333



Guidelines

. e reflective of real fruit and vegetable
O O I Application vibrancy, avoiding artificial or dull
tones.

yﬁ 1 Use secondary colors for playful
| Dominance of Primary and accent colors should be | Pla Accents elements, highlights, and to create

| Authentic Colors should feel natural and

Vib dominant, ensuring Chakra Soul always dynamic visual interest.
10rancy looks energetic and lively.

Clarity & Prioritize high contrast, especially for text | Consi Al the defined
,, : L onsistenc ways use the detine

| Contrast to uphold the "No Greys, No Compromise y Hex/RGB/CMYK values to ensure
principle of absolute clarity. Pure White brand color consistency across all
and Deep Charcoal will be key for media.

readability.



Typogeraphy

Geometric sans-serif with a
modern, clean look. Its bold
weights create striking headlines
that stand out with clarity

Montserrat

Crisp and easy to read, this
versatile sans-serif ensures
transparency and readability
across supporting content.

Open Sans

LEItO Friendly and grounded, Lato adds
{ warmth and approachability to
longer reads while maintaining
professional tone.

Headlines & key messaging

ABCDEFGHIJIKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz

0123456789

Montserrat
Bold

Open Sans A

Body Text & Supporting information

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
0123456789

Lato ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
0123456789




Brand Imagery

The visuals will be more than just pictures; they will be powerful storytellers,
instantly communicating our brand's vibrant personality, core values, and the
refreshing experience of Chakra Soul.

# Vibrant & Energelic
Authentic

E Joviul & Inspirational
% Clean & Crisp




Guidelines

Brand Imagery

Composition e Natural, bright lighting for clarity

& Lighting e Dynamic compositions for visual energy
Subj cect Matter e Real People : Diverse individuals enjoying e Sharp focus with pleasing blur
life with genuine, positive expressions
e Vibrant Ingredients : High-quality shots of [lustration * Aesthetic: Clean, minimalist vectors
ﬁ“leslf.iléolorgffﬁ pglduce B-dualty shots 0 Style complementing photography
e Product Shots : Clean smoothie visuals with  Themes : Abstract natural elements and
natural colors and lighting playtul icons

e Color: Secondary and accent palette colors




VEGAN

B r a [ l d Functional Icons
100%

I C () n O g r ap Spot llustrations/Accents

O\~

Our iconography system brings clarity, energy, and

simplicity to our communication — blending function
with emotional cues. From clean, modern icons that
highlight product benefits to playful spot illustrations
and intuitive data elements, every icon helps tell the
Chakra Soul story in a visually engaging, easy-to-grasp
way.

Data Visualization Elements

Per Serving

Sugar Fiber
0.2g 1g
12% 4%

Sodium

35
10%

2%

* Of your guideline daily amount



Section 3

Conclusion




From Strategy To Execution

This strategy lays the foundation for all brand expressions — from packaging and website to social and retail. Every creative
choice should now reflect Chakra Soul’s unique promise of mindful, modern wellness.

TOUCHPOINT

DIRECTION ANCHORED IN STRATEGY

e Packaging Design

e Instagram Posts

e Website Copy

e Influencer Voice

Retlects the Zero Promise & visual purity
Inspire & educate with a modern mindful tone
Clean, conscious, benefit-led messaging

Energetic, authentic, never preachy

“Visual applications are handled in collaboration with design partners or your in-house team. I'm happy

to guide the design brief aligned o strategy.”



Let’s Bring Your Brand to Life

Let’s build stories that radiate clarity, energy, and soul.
Thank vou for taking the journey with me.

WWW.pOositioned.in



https://www.positioned.in/

