Tata Tea Jaago Re — Har Green Action Se Farak Padega

Award Category: Social Impact Marketing

Why Should This Case Study Win a SMARTIES Award? (149 words)

For over 15 years, Tata Tea Jaago Re has awakened India on issues that matter — from voting and civic
participation to women's empowerment and corruption. In 2025, the brand turned its lens to climate change,
identifying a more insidious enemy than pollution itself: climate apathy — the belief that individual actions
don't matter.

The insight was simple but powerful: people needed proof, not persuasion. So Jaago Re partnered with Google
Gemini to build an Al tool that showed people the real, quantified impact of their own small green actions —
turning invisible effort into visible, believable change.

Delivered via WhatsApp, amplified through IPL, influencers, and a children-led film, the campaign made climate
action personal and provable. The result: 200 million+ reach, 2,600 people directly experiencing their Al-
verified impact, and a 10% brand lift among Gen Z — proving purpose-led Al can shift real belief, not just
awareness.

2. Strategy (584 words total for section)
2.a. Objectives (141 words)

Solve the Climate Apathy Problem: Every climate awareness campaign struggles with the same core issue —
people believe their individual actions are too small to matter. The objective was to directly dismantle this
belief by giving people tangible, Al-verified proof of their own environmental impact.

Drive Mass Participation in Green Action: Convert climate concern into daily, repeatable green behaviours —
using a lid while cooking, carpooling, bucket-bathing — by making participation as simple as sending a
WhatsApp photo.

Leverage Al for Purpose, Not Just Efficiency: Use Google Gemini's image recognition capabilities to validate real
user actions in real-time, transforming Al from a productivity tool into an instrument of behavioural proof and
accountability.

Build Brand Relevance with Gen Z: Strengthen Jaago Re's cultural relevance among younger, digitally native
audiences through a tech-led, purpose-driven intervention.

2.b. Context (146 words)

Climate change remains the defining crisis of our time, yet most awareness campaigns fail at the last mile —
they inform, but rarely convert belief into action. The core barrier isn't a lack of concern; it's apathy rooted in
powerlessness — a widespread feeling that one person's small effort is meaningless against a planetary-scale
problem.

Tata Tea Jaago Re, with a 15-year legacy of nudging Indians toward social action, recognized that this campaign
couldn't rely on messaging alone. In a cultural moment where Al dominates conversation — mostly around
jobs and disruption — Jaago Re saw an opportunity to redirect that narrative: use Al not to replace human
effort, but to validate it. By showing people concrete proof of their own environmental impact, the brand
aimed to convert climate scepticism into a collective movement of small, provable actions — reinforced by a
tangible pledge: every 10 green actions logged would result in a tree planted.



2.c. Target Audience (99 words)

The primary target audience is Gen Z and young digital natives across urban and semi-urban India — climate-
conscious but often disillusioned by the perceived futility of individual action. Secondary audience: families and
households, particularly parents who may be sceptical of climate messaging, with children positioned as
influencers within the home. Both groups are highly active on WhatsApp and social media, responsive to
interactive, tech-enabled experiences over traditional PSA-style messaging, and motivated by visible,
quantifiable proof rather than abstract calls to action.

2.d. Creative & Media Strategy (25 words per sub-section)

Creative Strategy: A children-led film positioned kids as climate ambassadors challenging sceptical adults,
reinforcing that small, collective actions—not grand gestures—drive meaningful environmental change.

Media Strategy: Integrated push across print, digital, IPL, and influencers drove mass awareness, funneling
audiences to a WhatsApp-based Al tool for direct, provable action.

3. Creative Strategy (Detailed Component)

1. Children as Climate Ambassadors: The film opens with sceptical parents dismissing climate concerns,
only for their children to take the lead — adopting simple green actions like using buckets instead of
showers and lids on boiling pots — flipping the traditional authority dynamic to drive the message
home through a children's chorus.

2. Proof Over Persuasion: Rather than relying on emotional appeal alone, the creative and tech strategy
worked together — the film built emotional buy-in, while the Al tool converted that sentiment into
logged, verifiable action, closing the gap between intention and behavior that most climate campaigns
fail to bridge.

4. Execution / Use of Media
4.a. How did the execution or enabling technology help achieve results? (approx. 190 words)

The central execution challenge was proving climate impact at an individual level — something no prior
campaign had attempted at this scale. Google Gemini's advanced image recognition technology was the
enabling breakthrough: consumers uploaded photos of themselves performing green actions (using a stove lid,
carpooling, managing AC temperature, bucket-bathing) via a WhatsApp-based chat tool on JaagoRe.com, and
Gemini's Al accurately identified the action and calculated its real environmental impact in natural language, in
real-time.

This technology directly enabled the campaign's core proof-based mechanic — transforming an abstract, guilt-
driven category (climate messaging) into an interactive, rewarding experience. Each validated action moved
users closer to a collective tree-planting milestone (1 tree per 10 actions), giving Gemini's output tangible, real-
world consequence rather than just digital feedback.

This Al-driven verification system was what allowed Jaago Re to move beyond messaging and into measurable
behavior change — directly contributing to the 2,600 users who experienced the Al tool's impact assessment
and the resulting Gen Z brand lift.

4.b. Execution — how was the channel/technology integrated into the overall marketing strategy? (approx. 190
words)



The Al tool was integrated as the conversion engine at the center of a broader awareness funnel. Print, digital,
IPL sponsorship, and influencer amplification built mass top-of-funnel reach — communicating the campaign's
core message that "Har Green Action Se Farak Padega" (every green action will make a difference) — while the
emotionally-driven children's film built cultural resonance and trust in the message.

WhatsApp was deliberately chosen as the interface layer for the Al tool, given its near-universal presence on
Indian smartphones, ensuring the technology remained frictionless and required no new app download. This
integration meant users could move seamlessly from seeing the film or an influencer post, to actually
performing and logging a green action, within minutes.

The tree-planting pledge (1 tree per 10 actions) served as the structural bridge between digital engagement
and real-world environmental outcome, ensuring the technology wasn't a standalone gimmick but tied directly
back to Jaago Re's larger purpose — converting collective digital participation into a measurable, physical
environmental contribution.

5. Business Impact (448 words total for section)
5.a. Context (148 words)

Social impact campaigns in India, particularly on climate change, typically struggle to move beyond awareness
into measurable behavior change, largely because there's no mechanism to prove individual impact at scale.
For a legacy platform like Jaago Re — built over 15 years on driving actual social awakening rather than just
messaging — the challenge was to prove that Al-driven verification could succeed where traditional PSA-style
climate campaigns had failed.

The campaign needed to demonstrate success across three dimensions simultaneously: mass reach (to shift
the climate apathy narrative broadly), tool adoption (to prove people would actually engage with Al-based
verification), and brand health impact (to show that purpose-led Al could strengthen brand relevance,
particularly among sceptical, digitally-savvy Gen Z audiences who are quick to dismiss performative activism).

5.b. Evaluation (150 words)
The campaign delivered strong results across reach, engagement, and brand metrics:

Total Reach: Generated over 200 million impressions across print, digital, IPL, and influencer channels —
establishing mass-scale awareness of the "Har Green Action Se Farak Padega" message.

Al Tool Engagement: 2,600 people directly experienced their personal environmental impact through the
Gemini-powered Al tool, uploading real photos of green actions for real-time verification.

Website Traffic: 1,25,000 people landed on the JaagoRe.com website, reflecting strong conversion from
awareness campaigns into active platform engagement.

Brand Health Impact: The campaign delivered a 10% brand lift among Gen Z — a critical, typically hard-to-
move audience for legacy purpose-driven brands — validating that Al-led, proof-based storytelling resonates
strongly with younger, sceptical consumers.

5.c. Market Impact & ROI (150 words)

By using Al not as a gimmick but as a genuine proof mechanism, Tata Tea Jaago Re demonstrated that purpose-
led marketing can move real brand metrics while driving actual environmental behaviour change.



Cultural Relevance: At a time when Al conversations are dominated by fears of job displacement and
disruption, Jaago Re repositioned the technology as a force for collective good — directly contributing to its
strong resonance among Gen Z audiences.

Tangible Environmental Commitment: The tree-planting pledge (1 tree per 10 verified green actions) ensured
the campaign's impact extended beyond digital engagement into real, measurable environmental contribution.

Legacy Reinforcement: After 15+ years, Jaago Re proved its continued cultural relevance by tackling one of the
defining issues of this generation with a genuinely innovative mechanic — reinforcing its position as India's
most trusted platform for social awakening, now fortified with Al-driven credibility.



