
Leadership in Sustainability
As we see the sustainable business paradigm continue to shift from the era of purpose to the era of 
regeneration (where people, planet and profit are interdependent and part of a closed loop system 
that is self-sustaining), connecting the ‘why’ of purpose to the ‘way’ of profit is absolutely 
paramount to facilitate this transition and requires:
.

This shift from “do-no-harm” to “net-benefit” is at the heart of regeneration as a means for creating 
shared value - for everyone. Because it's not just about doing the right thing. It's about doing the 
right things!

SUSTAIN-
SM

What is Sustain-AgilitySM?
Sustain-Agility™ as the name suggests, is the ability to drive agile innovation and communications 
through sustainability, by connecting the ‘WHY’ of purpose to the ‘WAY’ of profit.  It ensures that your 
key sustainability goals, targets, pillars and commitments all connect  back to your purpose and the  
commercial drivers of the business.

Integration:
Sustainability, culture, supply 
chain and operations are all 
connected to sales, brand, 
innovation and go to market 
so that messaging is reliable, 
credible and consistent

Innovation:
Commercializing sustainability 
through products, platforms, 
campaigns and experiences 
that create value by doing 
good and drive customer and 
key stakeholder behavior 
change

Impact:
Every commercial / value 
driving activity and messaging 
strategy is measurable and 
inspired by and evaluated 
against a triple bottom line - 
i.e. the net positive impact on 
people, planet and profit

Source: Preparing for 2024: 
A Special GlobeScan Trends Briefing
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What is the Fly Wheel of ImpactSM?
The ‘Flywheel of Impact’  is an insight-driven framework that enables any brand, business, social 
enterprise or non profit to identify the biggest opportunity for scaling their impact - at a corporate, 
brand or community level - as well as providing the blueprint for alliances and strategic partnerships.   

Done well, this  quite literally creates a flywheel of triple 
bottom line impact (people, planet, and profit)  - 
propelling companies forwards and scaling impact 
so that  the ‘money’ generated can sustain and 
power the ‘mission’.  The ‘magic’ always comes 
from a deep understanding of the impact that 
the community you serve would like to see 
and experience. It's this that ultimately 
results in the that partnership, scale and 
transformation that you are looking 
to accomplish.

The opportunity for scaling your 
impact, partnership and 
community engagement lies at 
the intersection between your 
mission (or your brand 
purpose),  the money (biggest 
intention gap ) and the magic 
(the biggest cultural or 
community challenge or issue 
that your brand or business 
can authentically address).
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Closing the Intention-Action GapSM

INTENTION
ACTION

97%

13%

of people say they are 
prepared to take action to 
live a more sustainable 
lifestyle3

of people are 
actively changing 

their behavior3

SM

Living more sustainably: globally, the gap is 
even wider. It’s 84% percentage points. That’s 
the size of the gap between those who say that 
they are prepared to take action to lead a more 
sustainable lifestyle and then those that 
actually do!

That’s a lot of money being left on the table 
- by not addressing the biggest 
intention-action gap.

Here at grounded our mission is to transform 
purpose into profits and create value by doing 
good. And, it all starts with understanding 
what, where and how big that intention-action 
gap is... in relation to other businesses, your 
own organization and your key competitors.

We all know that there is often a big intention-action gap between what brands and consumers want 
to do and what they actually do - especially when it comes to living or behaving more sustainably. 

For brands and businesses,  it's often down to lack of resources, integration, senior stakeholder 
buy-in or short-term decision making - especially when it comes to meeting higher level corporate 
sustainability goals and commitments. Sometimes it's also down to poor leadership, company 
culture, lack of understanding or stakeholder engagement. 

For consumers it’s usually down to habit, value, convenience or complexity (and sometimes low 
support or endorsement from friends and family). And, that gap can be pretty wide. According to the 
WFA’s sustainable marketing 2030 report, sustainability marketing from brands is still lagging behind 
company level commitments, and those companies who feel they are advancing well on their 
sustainability journey has plummeted from 29% to just 15%, since 2021.

TRANSFORMING
PURPOSE
INTO PROFIT

The BPP is a framework designed to help companies, 
brands, nonprofits and social enterprises articulate their 
brand purpose. It connects the ‘why’ of purpose to the ‘way’ 
of profit (or revenue). Think of it as a business canvas on a 
page for purpose - that provides a succinct elevator pitch for 
WHY ‘WHAT’ & the ‘HOW’ (viz. the product, the engagement 
platform and the transformative impact you’d like to have in 
the world).

Belief: This is what we believe about the world  
It is the single-minded, profoundly human belief that anchors your ambition and ideology, providing the 
inspiration for your purpose.
 

And, it should emerge from the history, values or lived experience of the organization, its founders, executive team and 
key stakeholders. But, most importantly, it should also address a cultural tension (i.e. the propelling problem) for your 
purpose (and so brand or mission) to resolve.     
YOUR BELIEF ANSWERS THE QUESTION: WHO ARE WE AND WHAT DO WE STAND FOR?

The BPP can be an invaluable tool to help 
articulate purpose - at a company, brand and even 
campaign level - ensuring that purpose drives your 
business plan and go to market strategy - as well as 
galvanizing your company culture around it and 
creating inspiring communications. It also provides 
founders and executive leadership with a great 
elevator pitch at cocktail parties!

Introducing The BPP:    

The BPP stands for: BELIEF, PURPOSE & PURSUITS

It should be human It should be truthful    It should be universal.

Purpose: This is what we exist to do.    
Purpose should flow through every level of the business and 
organization. It should express how you will affect culture, serve 
people or change the world for the better in some way.

And, It should stretch you beyond what you even think is possible 
and make you feel that your job is never done.
YOUR PURPOSE ANSWERS THE QUESTION: WHY DO WE EXIST? 

Some good ‘Purpose’ examples:

We create tools for the mind 
that advance humankind.

Inspiring the builders of tomorrow.

Create a world where beauty is a 
source of confidence not anxiety.

It should be simple It should be focussed

It should be transformational

https://grounded.world/


How to Become Sustain-Agile in 3 Steps:

Discover: It all starts with a full sustainability audit, key stakeholders interviews and a competitor 
landscape assessment to establish where you are on your journey, what targets, goals and 
commitments have already been established,  verified and communicated along with a deep dive 
into what your competitors (and potential collaborators!) are already saying and doing. 

Activate: The 5Rs workshop: The 5Rs is the final step 
and is run as a workshop to connect sustainability 
goals and commitments to key business, commercial 
and operational drivers. It helps cross-functional 
teams rationalize, prioritize and commercialize 
sustainability by connecting the dots across E,S & G. 
During the workshop, teams evaluate their core 
sustainability goals, commitments and messaging 
pillars against the key operational, commercial and go 
to market drivers of the business.

By ranking and rating them, complete clarity on which 
sustainability goals and commitment to invest 
resources behind communicating and integrating into 
brand and business strategy can be identified.

Articulate: What is your belief, purpose and key 
commercial pursuits? The BPP is a framework 
designed to help companies, brands, nonprofits 
and social enterprises connect the WHY of brand 
purpose to the WAY of profit. The BPP is published 
by the ANA Center for Brand Purpose as the best 
in class approach for brands, business and 
agencies around the world to articulate purpose. 

Click here to schedule a call.
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Create a BPP Framework

We are a multi award winning B Corp certified social innovation and brand activation agency – 
thriving at the intersection of brand purpose, commercial innovation and social impact. We work 
with brands, retailers, startups and nonprofits all over the world – helping them to articulate their 

purpose, activate their brands and accelerate their impact.

We are a multi award winning B Corp certified social innovation and brand activation agency – 
thriving at the intersection of brand purpose, commercial innovation and social impact. We work 
with brands, retailers, startups and nonprofits all over the world – helping them to articulate their 

purpose, activate their brands and accelerate their impact.

A Case Study:

Key Insights:

A professional make-up brand wanted to better understand 
the most relevant ‘cultural tension points’ in order to better 
frame its brand belief, purpose and pursuits and show up as 
more of an ally to the LBTQAI+ community. 

Through a cultural deep dive - which included an AI powered 
landscape assessment and a series of interviews and 
ethnographies with members of the community -  we were 
able to identify the key insights to create a flywheel of impact 
for the brand  - enabling the brand to lock onto a powerful 
purpose driven positioning and activation platform - to help 
scale their revenue and impact

Creating a fly wheel in cosmetics

MONEY: Create a playground that promotes experimentation 
and digital engagement through color authority.

MISSION: Embrace intersectionality - by empowering diverse 
expressions of beauty.

MAGIC: Challenge traditional gender roles and norms — 
allowing individuals to express their gender identity more 
freely and spontaneously. 

The activation platform (which we cannot share for obvious reasons) provides the ‘inner hub’ from 
which purpose, positioning, non profit or commercial partnership and activation can originate. 

Click here to schedule a call.

Closing the Intention Action Gap in 3 Steps

What’s Next?

Assess: We’ll undertake a full landscape assessment (culture, category, competitor and consumer) 
to gather key insights and case studies  -  along with a series of external expert and internal key 
stakeholder interviews - to understand the context and qualitatively define where the biggest gaps 
- internally and externally - actually are.

Test: Once we have a really good understanding of all the barriers and drivers at a culture, 
company and/ or category level - we run implicit association testing (IAT) to understand the 
strength of those unconscious biases and associations that might be preventing people from 
taking action and choosing your product, service or brand. The speed at which colleagues (or 
consumers) respond is the most reliable indicator of behavior change and / or purchase intent. 

Map: We will then map the ecosystem of key 
stakeholders and begin the process of capturing 
their key pain points in a workshop format. All the 
language and concepts used from the assessment, 
interviews and mapping is then fed to Gaia (our 
resident ai)  after the workshop to identify where the 
key opportunities exist (along with areas for 
improvement and team collaboration) 
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The final deliverable is a thoughtful, robust and quantitatively supported overview of what, 
where and how big your intention-action gaps are at a company or category level ( vs. the 

competition)  along with a customized Chat GPT style interface that anybody can use to ask 
questions of the findings and data or undertake more research.

This approach can be broken down into steps and phases to accommodate most budgets or 
run sequentially as a project over the course of 8-12 weeks.

Click here to schedule a call.

We are a multi award winning B Corp certified social innovation and brand activation agency – 
thriving at the intersection of brand purpose, commercial innovation and social impact. We work 
with brands, retailers, startups and nonprofits all over the world – helping them to articulate their 

purpose, activate their brands and accelerate their impact.

The Product / Service: This is 
what your resources and talents 
should be focused on producing, 
selling, researching and 
developing. 

The EngagementPlatform: This is 
the main communications and 
engagement vehicle that you should 
leverage (or create) to go to market. It 
should empower the end user and 
enable them to control the kind of 
experience they want to have in a 
way that builds engagement and 
community around your brand.

The Transformative Impact: The 
difference and ultimate impact that 
your brand or organization can make 
in the world if your belief, purpose, 
product and platform are all 
connected and fully integrated. 
Spoiler alert: If they aren't, then you 
won’t. Oh yes…and you have to be 
able to measure it!

Pursuits: These are the three things that make it real

TAKEN TOGETHER, THEY ANSWER THE QUESTION:
WHAT MAKES US RELEVANT, ENGAGING & TRANSFORMATIVE?

Here’s an Example   
BPP’s are blueprints for business success -or at least they should be. Like an architect's drawing they provide the plan 
and design for others to build upon - but you should never be able to ‘see’ them. For that reason, sharing examples is 
challenging (as they are often intrinsically linked to business, brand and commercial success).

That said Pro Social World, a global nonprofit has kindly allowed us to share their BPP Blueprint which was developed 
by the Grounded team - really because it helps deliver their purpose!

Schedule a call.

Belief:

Product:

We believe that to catalyze rapid, positive cultural change  we need to recognise our interconnectedness and 
continuously improve the relationships we have with ourselves, each other and the planet.

Purpose:

Pursuits:

Consciously evolve a world that works for all

We will explore the integration 
of modern evolutionary and 
behavioral science and 
spirituality - providing an 
inclusive framework that can 
help groups to become more 
cooperative and adaptable.

Platform:
We enable, support and expand a 
global community of facilitators 
who can create the right conditions 
for learning, collaboration 
and co-creation.

Impact:

By doing these things we can 
accelerate a major, multi-level 
evolutionary transition to a 
regenerative economy and better 
adapt to our rapidly changing 
world. 

$

We are a multi award winning B Corp certified social innovation and brand activation agency – 
thriving at the intersection of brand purpose, commercial innovation and social impact. We work 
with brands, retailers, startups and nonprofits all over the world – helping them to articulate their 

purpose, activate their brands and accelerate their impact.

https://grounded.world/contact-us/
https://grounded.world/

