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Module 6 Overview

This module teaches entrepreneurs how

to measure, report and transform Introduction

sustainability and social impact metrics

into authentic digital narratives and Section 1: Storytelling, Communication &
purpose-led pitches that resonate with Customer Engagement (Part 1)

investors, customers and communities.
By combining entrepreneurial strategy,
green responsibility and digital fluency,

Section 2: Making Impact Visible: Data,
Storytelling & Compliance (Part2)

learners will gain the skills to amplify _
their mission, stand out competitively Conclusion
and inspire meaningful action.
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Learning Outcomes

By the end of this module, learners will be able to:

Communicate Purpose Clearly and Authentically

Articulate a venture’s purpose, mission and values with clarity and relevance across different
audiences.

Build trust through ethical, transparent and consistent communication, avoiding purpose-washing
or greenwashing.

Use Storytelling to Engage and Inspire Action

Apply storytelling frameworks to create emotionally resonant, human-centred narratives that
motivate customers, investors and partners.

Integrate impact stories, founding stories and vision stories into brand communication.
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Learning Outcomes

Align Brand, Strategy and Stakeholder Messaging

Align mission, values and market positioning into a cohesive purpose-led brand identity.
Tailor messaging to different stakeholder groups while preserving a consistent core narrative.

Measure and Structure Social & Environmental Impact

Use global frameworks—SDGs, ESG, GRI, B Corp—to assess and report impact in a recognised,
comparable format.

Conduct materiality assessments and develop SMART KPIs relevant to the venture’s goals and
stakeholder expectations.
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Learning Outcomes

Transform Impact Data Into Compelling Stories and Reports

Link quantitative impact data with narrative communication to create evidence-based, credible
impact stories.

Build dashboards, KPI visualisations and impact maps to support internal decision-making and
external communication.

Communicate Sustainability Performance in Line With EU Standards

Apply the CSRD, ESRS, and the Green Claims Directive to ensure all sustainability messaging is
compliant, specific and verifiable.

|dentify vague or misleading claims and rewrite them into clear, legally alighed statements
supported by proof.
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Learning Outcomes

Use Digital Tools to Strengthen Impact Communication

Create purpose-driven digital content using platforms such as Canva, Adobe Express, Storybrand,
Flourish, Power Bl or Tableau.

Design ethical and accessible impact visuals that maintain accuracy, avoid distortion and support
transparent reporting.
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Competences Developed in Module 6

Business Skills

Apply Business Impact Frameworks. Measure, report, and
visualize social and environmental impact using recognized
frameworks, and communicate results in ways that build
credibility and competitive value.

Green Skills

O 2 Practice Transparent, Mission Led Communication. Design and
deliver purpose driven narratives and investor pitches that
\ o~ ARY articulate clearly both financial performance and positive
L TNEEEREweT T impact, while avoiding greenwashing through honest, data-
J01 | BReEER e \ B8 geru) \ oy informed storytelling.
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Digital Skills

Leverage Digital Tools for Purposeful Engagement. Use
digital platforms, content creation tools and storytelling
techniques to craft authentic sustainability narratives
that engage audiences, foster trust and mobilize
stakeholder action and community involvement.
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Why Communicating Your Impact Matters

In today’s world, audiences expect more than products or services; they want to see
purpose, transparency and action. Yet impact without communication is invisible; if
people don’t understand the value you create, it may as well not exist.

This module aims to educate learners on clear and ethical messaging that not only
builds trust but also fosters loyalty and influence, turning passive observers into
active supporters. For entrepreneurs, this means going beyond simply describing
what they do to inspire others to care and act.

WHAT YOU DO vs WHAT THEY UNDERSTAND @

|./i| Closing that gap is where real influence begins.
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This module will equip you
with the ability to
communicate a venture’s
purpose with clarity and
authenticity through the
application of ethical
storytelling, strategic
branding and digital tools
to engage audiences, build
trust and mobilise support
around the business
mission.

By the end you will be able
to...

01. Articulate your
startup’s purpose and
values clearly.

Use storytelling to
connect with customers,
funders and communities.

Avoid green/purpose-
washing by communicating
transparently.

04. Create digital content
id;at brings your mission to
ife
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“Good communication at its very
core is about building trust with
your audience.”

Allison Shapira, communication expert
and founder of Global Public Speaking

7

Horsager, D. (Host). (2021, July 20). Ep. 58: Allison Shapira on how to use communication skills to
build trust [Audio podcast episode].

In The Trusted Leader Show. Trust Edge Leadership Institute.
https://davidhorsager.com/ep-58-allison-shapira-on-how-to-use-communication-skills-to-build-

TrustEdge Leadership Institute. (n.d.). Allison Shapira [Photograph]. Retrieved [10/08/2025], Entrepreneurship Education :ﬂg
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02. storytelling, Communication &
Customer Engagement

Crafting Authentic
Narratives That Build Trust

& Inspire Action
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Purpose-Led Branding & Strategic
Communication

Key Focus Areas Ethical Communication & Audience Trust

Engaging Audiences Through Storytelling &
Branding Platforms




1. Purpose-Led Branding & Strategic
Communication

Purpose-led branding connects what you do
with why you do it.

— Embedding mission and values at the heart
of your communication builds authenticity
and inspires stakeholder trust and
engagement.

— Integrating purpose into your messaging,
both narrative and strategic, is more than
good ethics; it’s smart strategy, especially as
consumers and partners increasingly expect
brands to stand for something meaningful

(Wharton Global Youth Program, n.d.).




Aligning Brand Identity with Mission, Values and Positioning

A clear brand identity is rooted in:

01. WMission: Your fundamental reason for existing.

__J

02. Values: The principles guiding your actions and culture.

__J
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Aligning Brand Identity with Mission, Values and Positioning

Mission defines your reason for existence beyond profit. It answers the
qguestion: Why does your business matter?
A compelling mission statement is short, inspiring, and actionable.

— For example, Warby Parker’s mission, “to offer designer eyewear at a
revolutionary price, while leading the way for socially conscious businesses,”

clearly combines commercial and social intent (Wharton Global Youth
Program, n.d.).

Values are the principles and ethics that guide your behaviour, decision-making
and internal culture. They influence how employees treat each other, how you
respond to challenges, and how you interact with customers.

)

— Values like “integrity,” “innovation” or “sustainability” must be lived, not just
listed.
— Research shows that when customers perceive a brand’s values as authentic,

trust levels significantly increase (de Ruyter, Keeling, Ringberg, & van Heerde,
2024) Entrepreneurship Education %
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Aligning Brand Identity with Mission, Values and Positioning

Market Positioning determines how your brand is perceived in the minds of
your target audience relative to competitors. Positioning is built on identifying
your unique differentiators and consistently communicating them.

In a purpose-led context, your positioning should highlight not only your
functional benefits but also the positive change you enable. The brand
Patagonia, for instance, positions itself not simply as an outdoor apparel brand,
but as an environmental activist company that happens to sell outdoor gear
(Iglesias & Ind, 2020).

When these three elements are aligned, your brand becomes more than a
product or service, it becomes a trusted identity. If there’s misalignment, such as
stating sustainability as a value while engaging in environmentally harmful
practices, audiences will detect the inconsistency and may disengage, a
phenomenon often referred to as “purpose-washing” (Bouty, 2019).

Entrepreneurship Education %
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Practical Steps to Achieve Alignment:

Audit Your Current Brand
Materials: Review your website,
social media, product packaging
and sales collateral to ensure your
mission, values, and positioning are
clearly reflected (USC Annenberg
Center for Public Relations, 2020).

% Entrepreneurship Education



Who is your target customer?

Defining a Compelling
Value Proposition

What problem are you solving for them?

A strong value proposition
answers three essential
questions:

What unique value do you bring that others
don’t?




Defining a Compelling Value Proposition

— A value proposition is a clear statement that explains how your product or
service solves a customer problem, delivers specific benefits and why your
solution is better than the alternatives.

— For purpose-driven ventures, this statement must do double duty: it must
integrate both financial value and positive social or environmental impact
into a single, compelling promise.

By articulating these three elements, you give stakeholders a concise and
persuasive reason to engage with your brand.

— For example, TOMS Shoes initially built its value proposition on the “One
for One” model, meaning that for every pair purchased, another was
donated to a child in need, a message that resonated both emotionally and
ethically while still being commercially viable (Wharton Global Youth

Program, n.d.).
/ Entrepreneurship Education %
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Frameworks for Crafting Your Value Proposition

Value Proposition Canvas Golden Circle Model

Developed by Strategyzer, this

framework helps you map your

customer’s

— jobs (tasks they’re trying to
accomplish),

— pains (challenges or risks they face)
and

— gains (positive outcomes they desire)
against your product’s features,
benefits, and differentiators
(Schneider & Lieb, 2019).

By making this match explicit, you ensure
your offering directly addresses what
matters most to your audience.

Popularized by Simon Sinek, this
approach starts with your

— Why (purpose), moves to your

— How (the process or values that set
you apart) and ends with your

— What (the products or services you
offer) (Schneider & Lieb, 2019).

This framework emphasizes emotional
connection, which research shows can
be a stronger driver of loyalty than
price or convenience (USC Annenberg
Center for Public Relations, 2020).

% Entrepreneurship Education



Frameworks for Crafting Your Value Proposition

Value Proposition Canvas Golden Circle Model

The Value Proposition Canvas
Vilw Bropaston
Gain Creators
[
Products
Servces
Pain Relievars

(@ strategyzer
AR T

How
What
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Integrating Impact into the Value Proposition

For a purpose-led brand, a value proposition should explicitly connect the

customer’s need with the positive change your venture creates. This can mean:

Linking customer pain
points to the social good
your business enables

(e.g., providing clean water

solutions that also
empower local
communities
economically).

Showing how environmental
sustainability is built into your
value chain, giving eco-
conscious customers a reason
to choose you over competitors
(Iglesias & Ind, 2020).

% Entrepreneurship Education



Common Pitfalls to Avoid

AN

Being too generic: Statements like “We provide high-quality
3/

products and great service” are forgettable and fail to differentiate.

v~y Overcomplicating the message: Avoid jargon; clarity beats
sle® complexity in both trust-building and recall (de Ruyter et al., 2024).

q Neglecting proof : Claims without evidence weaken credibility;
use data, testimonials or case studies to reinforce your proposition
(USC Annenberg Center for Public Relations, 2020).

\
/



),
MActivity

Write a one-sentence value proposition

@ That combines:

* The problem you solve
* The value you deliver
* The impact you create

\
-
|||| Then test it with three different audiences:
* |nvestors
* Customers
> * Partners
.

% Entrepreneurship Education



Strategic Messaging for Different Audiences

Even the most compelling value proposition
can fall flat if it is not communicated in a way
that resonates with the intended audience.

Strategic messaging means taking your core
brand story and adapting it so that different
stakeholders see the aspects most relevant to
them (USC Annenberg Center for Public
Relations, 2020).

This is not about changing your purpose or
making inconsistent claims, it is about framing
your message for maximum relevance while
preserving authenticity.

Entrepreneurship Education %
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Messaging for Investors

Investors are driven by return on investment, market opportunity, and

risk mitigation. When speaking to them:

Lead with the size and growth potential of your market.

measurable impact (Iglesias & Ind, 2020).

Highlight scalability and competitive advantage: how
your venture can grow without diluting its mission.

&
o=
‘NI] Quantify both your financial forecasts and your

Entrepreneurship Education %
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Messaging for Customers

Customers want to know how your offering improves their lives and
aligns with their values; therefore, emotional connection is key. Studies

show that purpose-led brands with strong emotional narratives
outperform the market by 42% (de Ruyter et al., 2024).

Focus on benefits over features.

'_- Use relatable, everyday language.
@ Show how their purchase or engagement contributes to
positive change.

Entrepreneurship Education %
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Messaging for Partners

Partners, whether distributors, suppliers or NGOs, care about mutual

benefits and strategic alignment. Your messaging should:

Emphasize shared values and goals (Bouty, 2019).

e Show how collaboration strengthens both parties’
market positions.

Provide proof of reliability, professionalism and long-
term commitment.

Entrepreneurship Education %
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Messaging Examples

Investors:

Instead of saying, “We sell eco-friendly cleaning products,” say: “We are capturing a
€4.5B market with biodegradable cleaning solutions that meet rising consumer
demand for sustainability, delivering 30% margins while eliminating 2,000 tons of
plastic waste annually.”

Customers:

“Every bottle you buy keeps five plastic bottles out of the ocean.”

Partners:

“By partnering with us, you extend your brand’s reach into the fastest-growing
segment of sustainable personal care, while amplifying impact on reducing ocean
plastic.”

% Entrepreneurship Education




Digital Mapping Toolkit

The Digital Mapping Toolkit is a visual planning
resource designed to help identify and analyse the
key stakeholders, communication channels and
influence pathways in a brand ecosystem.

By mapping these connections, entrepreneurs can
ensure that the right audiences receive tailored
messages while maintaining alignment with the
brand’s mission and values (European Commission,
2021).

This approach supports more targeted, purpose-led
communication strategies and helps prevent gaps or
inconsistencies in stakeholder engagement.

» Access the toolkit here:
https://www.sei.org/tools/digital-mapping-toolkit/ Entrepreneurship Education %f!;-
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Digital Mapping Toolkit: How to Use it

v List Your Stakeholders: Identify all individuals, groups and
organisations connected to your brand (e.g., investors, customers,
partners, suppliers, community groups).

v Map Relationships: Use the toolkit’s templates to visually plot how
these stakeholders interact with each other and with your brand.

v Identify Communication Channels: For each stakeholder group, note
the primary platforms and touchpoints they engage with (social
media, newsletters, in-person events, etc.).

v Align Messaging: Match each stakeholder’s preferred channels and
information needs with tailored messaging drawn from your value

proposition and strategic messaging plan.
Entrepreneurship Education %




Digital Mapping Toolkit: How to Use it

v’ Spot Gaps: Look for stakeholders who lack consistent contact points
or who may be receiving messages not fully aligned with your
mission and values.

v Update Regularly: Revisit the map periodically as new audiences
emerge or relationships evolve, ensuring your communication
strategy stays relevant.

Entrepreneurship Education %
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Maintaining Core Consistency Across Audiences

While each audience hears a tailored version
of your story, the core narrative: your

mission, values and unique impact must ' | | "
remain consistent. This consistency builds ' o kDL
credibility and prevents confusion (USC o .

Annenberg Center for Public Relations,
2020).

_‘O"_ A practical way to achieve this is to develop

=/* a messaging matrix, where your central
story sits at the core and each audience’s
version radiates outward, showing emphasis
points, key statistics and emotional hooks
specific to them.

Entrepreneurship Education %
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Storytelling as a Differentiator

In a competitive market, facts and features
alone rarely inspire lasting loyalty.
Storytelling transforms information into
meaning by connecting your brand’s mission
and values to the emotions, aspirations and
identities of your audience (Iglesias & Ind,
2020).

For purpose-led brands, a well-crafted story
is not just a marketing tactic, it’s a strategic
asset that differentiates you from
competitors and strengthens trust over time
(de Ruyter, Keeling, Ringberg, & van Heerde,
2024).

Entrepreneurship Education %
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Why Storytelling Works

Humans are wired to remember stories more than
isolated data points. Neuroscience research shows
that narratives trigger emotional and sensory areas
of the brain, making messages more memorable and
persuasive (USC Annenberg Centre for Public
Relations, 2020).

In the context of purpose-led branding, storytelling:

— Humanises your mission by focusing on people,
not products.

— Makes impact tangible through real-life examples.

— Builds trust by showing lived values rather than
just stating them.

REAL CUSTOMERS

INNOVATIVE




Types of Stories for Purpose-Led Brands

Founding Story: Share the Why behind your venture and the problem you set out to
solve (Sinek’s Golden Circle model supports this approach; Schneider & Lieb, 2019).

Impact Story: Show the difference your work makes for customers, communities or the
environment.

Vision Story: Paint a vivid picture of the future you are helping to create, inviting
audiences to be part of it.

. M
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Ku(' Storytelling Frameworks & Practical Activity

Practical Activity

Frameworks To Use

. Hero’s Journey: Position the
customer as the hero, with your
brand as the guide who helps them
overcome a challenge.

. Before-After Bridge: Show the
problem “Before”, the ideal outcome
“After”, and how you make that
transformation possible “Bridge”.

J Impact Arc: Start with the challenge,
illustrate the action taken and end
with measurable results.

Choose one of your stakeholders
(investor, customer or partner) and
write a 200-word brand story aimed
specifically at them. Include:

1 A clear emotional hook.
1 A human-centered example.
) Evidence of measurable impact.

A s 4
'Q' Tip: You can use tools such as: Canva, Venngage and Piktochart to find the relative Framework

templates!

% Entrepreneurship Education



Maintaining Narrative Consistency &
Message Clarity

* Billion-Dollar Brand Strategies: The Power of ~»

A strong purpose-led brand is built on BRANI]ING T

more than just a powerful origin story,

it depends on telling that story B“SINESS & s
consistently and clearly across every BHEAK‘I'HH“" le
channel and touchpoint. l]

_ _ _ JOSH SPARKS
Narrative con5|stency reinforces »axohovenon oe 8 YouTube

credibility, while clarity ensures your
audience understands and remembers

your message (USC Annenberg Center — S
. . This video explains how leading brands use consistent storytelling and clear
for PUb/IC R@/thOnS, 2020) messaging to build trust, recognition and long-term audience loyalty.

Valuetainment. (2021, October 28). Billion-dollar brand strategies: The power of consistency
and strategic clarity [Video]. YouTube. https://www.youtube.com/watch?v=CgdzvUmGLnw

[
.
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Why Consistency Matters

— Research shows that brands with consistent
messaging across platforms are 3.5 times more
likely to enjoy high brand visibility (Iglesias & Ind,
2020).

9

— Consistency builds trust because it signals
reliability; people know what to expect from you.

— Inconsistent messaging, for example, using
different tone, values or claims in different
contexts — can confuse audiences and damage
credibility (de Ruyter, Keeling, Ringberg, & van
Heerde, 2024).

Entrepreneurship Education %
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Unify Visual and Verbal Identity: Use the same brand colors,
fonts, and tone of voice in all materials.

Create a Core Messaging Guide: Document your mission, values,
key messages, and proof points so everyone in your organization
communicates from the same foundation (Bouty, 2019).

Train Spokespeople: Ensure team members who represent your
brand publicly understand the story and how to tell it.

The Role of Clarity

—Clarity is about making your message easy to understand and
remember.

—Avoid jargon, overly complex explanations and ambiguous claims. In
purpose-led branding, clarity also means being specific about your
impact.

—Rather than saying “we help communities thrive”, explain how and
provide evidence (USC Annenberg Center for Public Relations, 2020).

Entrepreneurship Education %
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Avoiding Purpose-Washing

Purpose-washing occurs when a brand
promotes values, missions or
social/environmental commitments
that are exaggerated, vague or
unsupported by real action (Bouty,
2019).

It’s similar to greenwashing but
extends to any form of false or inflated
purpose claims.

While the intent might be to attract
purpose-driven customers and
investors, the long-term damage to
credibility can outweigh any short-
term marketing gains (USC Annenberg
Centre for Public Relations, 2020).

Entrepreneurship Education %
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Why is Purpose-Washing Risky?

— Loss of Trust: Stakeholders who feel misled
are unlikely to return and may publicly
criticise the brand (de Ruyter, Keeling,
Ringberg, & van Heerde, 2024).

— Regulatory & Legal Risks: Increasingly,
consumer protection agencies and
watchdog organisations are scrutinising
sustainability and social impact claims
(Iglesias & Ind, 2020).

— Reputation Damage: In the digital era,
misleading statements can go viral and
cause long-term harm to brand perception.

Entrepreneurship Education %
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How to Avoid Purpose-Washing

BE SPECIFIC

Replace vague claims INTEGRATE
with clear, measurable PURPOSE INTO
outcomes. OPERATIONS

Ensure your mission
and values influence

SHOW PROOF

Publish annual
impact reports, case
studies and verified

ACKNOWLEDGE
CHALLENGES

Being transparent
about ongoing
obstacles can

decision-making at metrics (USC

every level, not just Annenberg Center

marketing campaigns f : :
or Public Relations

enhance credibility.
Stakeholders are
often more forgiving
of imperfection
when honesty is
prioritized.

% Entrepreneurship Education



& Digital Tools for Purpose-Led Branding & Strategic Communication

Canva: Create visually consistent, on-brand materials that communicate your

mission, values and impact clearly.

"How to Use It: R
* Set Your Brand Kit: Upload your logo, define brand colors, and choose consistent
fonts to reinforce narrative consistency.
* Design Storytelling Assets: Use templates for brand story slides, impact reports, and
infographics.
 Highlight Data + Impact: Create charts and visual stats to make sustainability metrics
more engaging.
* Social Media Content: Adapt the same design style for Instagram posts, LinkedIn
. updates, and presentations to maintain message clarity. p

— | Pro Tip: Keep your designs minimal = One key message per slide or post to
avoid diluting the story.
Access Canva Here https://www.canva.com/

% Entrepreneurship Education
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» Digital Tools

pages for impactful storytelling.

Adobe Express: Produce quick, professional-quality videos, graphics and web

(How to Use It:

Start with Templates: Search “sustainability” or “impact” themes to match
purpose-led branding visuals.

Create Video Stories: Use short video clips with captions to showcase
changemakers, project milestones or behind-the-scenes processes.

Add Interactive Elements: Use animated text and transitions to emphasize key stats

or quotes.
Brand Consistency: Save your style elements to apply them across all
graphics and videos.

J

Pro Tip: Use Adobe Stock’s free sustainability and social impact imagery for
credibility and emotional connection.
Access Adobe Express Here: https://www.adobe.com/express/

N

% Entrepreneurship Education
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» Digital Tools

Storybrand Framework: Clarify and structure your brand narrative so it

resonates with audiences, avoiding vague or inconsistent messaging.

ﬁow to Use It:

. |* Define the Hero: Identify your customer or stakeholder as the main character.

Identify the Problem: Clearly state the challenge or pain point they face.
Position Yourself as the Guide: Show empathy, authority and a clear plan for
helping them.

Present the Plan: Outline actionable steps.

Highlight the Success: Show the transformation that happens when they engage
L with your brand.

f

Pro Tip: Keep the story focused on the audience’s transformation, not your
brand’s ego.
Access Storybrand Framework Here: https://storybrand.com/learn-the-
framework.com
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Social Media Platforms: Amplify your message, engage audiences and

maintain narrative consistency across different audience touchpoints.

How to Use Them:

— | * Instagram: Use for visual storytelling: before & after impact photos,
changemaker features, short reels explaining your mission.

* LinkedIn: Share data-driven posts, thought leadership articles and partnership

stories.
* TikTok: Post authentic, behind-the-scenes clips or quick educational tips aligned

with your purpose.
* Twitter/X: Share concise impact updates, event coverage and advocacy
. messages.

p
Best Practices:

v'Use consistent hashtags that tie to your mission.
v'Adapt tone and format per platform but keep the core story intact.
v Engage with comments and community posts to build trust and loyalty.

.

% Entrepreneurship Education



+12.2 BILISON LITERS
OF WATER SAVED

AI-Winter 2022 collection, we are committed to protecting our most valuable re

ECOALF

Strategic Storytelling
Approach

https://www.toogoodtogo.com/en-ie
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IN 2015, ECOALF FOUNDATION WAS BORN
WITH THE PROJECT

UPCYCLING THE
OCEANS

A worldwide adventure that has resulted in
collaborating with the fishing industry to clean
up the oceans, give a second life to recovered

marine waste and raise awareness of the
problem in order to prevent it.

DISCOVER MORE
WELCOME
GIFT

https://ecoalf.com/en/pages/memoria-de-sostenibilidad
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CASE STUDY: ECOALF - Strategic Storytelling Approach

Founded in 2012 in Madrid, ECOALF has become one of
Europe’s most recognized mission-driven SMEs in sustainable

fashion. ECOALF

The company’s purpose is to demonstrate that it is possible to BECAUSE THERE IS NO PLANET B
create high-quality garments from recycled materials without
compromising design or performance.

HING FROM BEING SENT TO LANDFILL

ora ge fiber-to-fiber solutions and transformed discarded clothing into new clothing with our Fall-Winter 2022 collection
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CASE STUDY: ECOALF - Strategic Storytelling Approach

ECOALF collects ocean plastics, discarded fishing nets, post-consumer waste,
tyres and industrial scraps, transforming them into premium textiles through
advanced recycling technologies. Instead of relying on traditional fashion
marketing, ECOALF invests in transparent communication, product traceability

and verifiable environmental impact.

. g«
-1 5 “ ey
L
g

'COMMITTED TO CONTINUALLY REDUCING

MICROPLASTIC POLLUTION

As members of The Microfibre Consortium, we are carrying out studies on our garments to evaluate and find solutions for microplastics
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CASE STUDY: ECOALF - Strategic Storytelling Approach

The brand’s storytelling approach emphasizes authenticity over aesthetics.

ECOALF’s tagline, “There is no Planet B,” anchors every
communication decision.

Their narrative shifts attention away from idealized fashion imagery and toward
the systemic problems of textile waste, overconsumption and marine pollution.

IZED AS
ORLD” BY B CORP

Ol environmental practices with complete transparency and traceability
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CASE STUDY: ECOALF - Strategic Storytelling Approach

ECOALF uses clear data on water savings, waste recovery and carbon footprint
reduction to show that sustainability is not a marketing claim but a measurable

operational practice.

By doing so, ECOALF positions itself as a pioneer of circular design and
environmental responsibility within the European SME landscape.

Irfuture, stores,will also bé carbon—neufral.
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ECOALF: Impact and Audience Engagement

Transparency and

Traceability
ECOALF discloses the exact
origin of materials for each
collection, detailing the kilos
of plastic recovered from
oceans, fishing ports and
municipal waste streams.

Authentic and Educational

Storytelling
The company invites

customers into the recycling

process through videos,

factory stories and

environmental reports,
turning complex processes
into accessible knowledge.

ECOALF
<o W
£y ==

DDDU
Circular Design in Practice
ECOALF has developed over
500 recycled fabrics and
created Europe’s first
sustainable sneaker made
from ocean plastics,
demonstrating innovation
beyond branding.

Purpose-Aligned Messaging
Every touchpoint, from
product labels to store
spaces, reinforces the

mission of reducing
environmental impact and
promoting responsible
consumption.

Community and NGO
Partnerships
The ECOALF Foundation
collaborates with fishermen
in Spain and Greece to
collect marine litter, creating
social and ecological value
simultaneously.

% . .
¥
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ECOALF
Lessons for Entrepreneurs

Transparency builds long-term
credibility

Sustainability must be operational, not
cosmetic.

Traceability strengthens the narrative.

Innovation and purpose reinforce each
other.

Entrepreneurship Education %
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CASE STUDY: ECOALF - Strategic Storytelling Approach

** ECOALF shares both successes and limitations
of recycling technology, building trust
through honesty instead of perfection.

** Rather than relying on green marketing,
ECOALF embeds environmental impact into
materials, production processes and product
design.

** ECOALF invests in partnerships, community
engagement and educational content instead
of paid campaigns.

*»*Showing the exact journey from “waste to
wardrobe” helps consumers emotionally
connect with the mission.

Entrepreneurship Education '\




CASE STUDY: ECOALF - Strategic Storytelling Approach

** ECOALF demonstrates that technological innovation (e.g., advanced
recycling, ocean-plastic recovery) enhances mission alignment.

ECOALF shows that European SMEs can build powerful brands by combining
transparent communication, verifiable impact and purpose-aligned product
design. Its approach illustrates how sustainability storytelling can be both
rigorous and emotionally compelling when grounded in evidence and
authenticity.

THEPLANET

HOMANCE WOOL . A%

erds and artisans but alsorestoresthe soll and presefves thé#:ltu al
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To Conclude Section 1: Module 6

Section 1 has shown that building a purpose-led brand
requires more than a strong mission statement; it demands
aligning your identity, values and market positioning with
clear, consistent and authentic communication.

By defining a value proposition that integrates both financial
performance and measurable impact, tailoring messages for
different audiences and leveraging storytelling to inspire
action, entrepreneurs can create brands that resonate deeply
and stand out in competitive markets.

The emphasis on ethical communication, transparency and
narrative consistency ensures that purpose is not just a
marketing angle but a lived reality, fostering trust, loyalty and
long-term influence.
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Further Reading

> Dessart, L., & Standaert, W. (2023). Strategic storytelling in
the age of sustainability. Business Horizons, 66(3), 371-385.
https://doi.org/10.1016/j.bushor.2023.01.005

This article provides a strategic framework, comprising Aim,

Actors, Aspiration, and Action—for crafting authentic, emotionally

resonant sustainability narratives that drive change without

oversimplifying or misleading

» Mabhyar, N. (2024). Reimagining data visualization to address
sustainability goals [Preprint]. arXiv.
https://doi.org/10.48550/arXiv.2409.03611

This paper explores innovative, inclusive approaches to data

visualization that enhance clarity, emotional engagement, and

public participation in sustainability issues, making complex
information accessible and actionable for wider audiences
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Module 6 (Part 2)

Section 2 Making Impact Visible:
Data, Storytelling & Compliance

You have Completed...
Module 6 (Part 1)

Section 1 Storytelling, Communication &
Customer Engagement
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