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The Beautiful Truth

The latest
Adam Penny joined Monocle ‘The 
Entrepreneurs’ to discuss how businesses can 
share stories in a compelling way: https://
monocle.com/radio/shows/the-
entrepreneurs/eureka-328/  

We published an article for IWD on global 
women changemakers: https://
thebeautifultruth.org/world/equality/
international-womens-day-the-
changemakers/ 

In collaboration with Leaders on Purpose, we 
interviewed Michel Doukeris (CEO of AB 
InBev): https://thebeautifultruth.org/
perspectives/michel-doukeris-what-does-
a-purpose-statement-mean-on-a-deeper-
level/ 

At Soho House, London, we interviewed 
Hakan Bulgurlu (CEO of Arcelik) on his 
summit of Everest to raise awareness for the 
environment. 

We launched our Rewilding film (8k+ views 
on YT) with an online premier and webinar 
featuring a panel discussion with Sara King 
(Ecologist at Rewilding Britain): https://
www.youtube.com/watch?v=KcWtzKT83j0 

We interviewed Katie Lloyd (Head of Culture 
at Lego) for our My Life on Purpose series: 
https://thebeautifultruth.org/my-life-on-
purpose/katie-lloyd-my-life-on-purpose/  
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The 
roundtable 
event 
 

The Beautiful Truth and tml 
Partners recently co-hosted 
an exclusive roundtable event 
on Trust and Storytelling.  

The role that internal and external storytelling 
plays in cementing credibility and authenticity 

with people, leaders and businesses.  

How individuals really perceive businesses and 
how to leverage this to build strong 

relationships with your audience. 

How to get storytelling around sustainability 
right, and where businesses go wrong. 

How to tell clear and compelling stories in life 
and in business. 

Sarah Samee - Communications Director, UK 
& Global ESG, AXA XL  

Judith Green - Chief Strategy Officer and Chief 
Communications Officer, Eversheds 

Matt Gale - Director, Brand & Creative 
Content, Deloitte  

Nathan Hambrook-Skinner - Senior Director, 
FTI Consulting 

David Swaden - Head of Internal and Executive 
Communications, Temenos  

Stephanie Holmes - Director of Corporate 
Affairs and Communications, Upfield  

John Wilwol - Director, Brand Marketing 
Content, Mckinsey & Co.  

David Child -Brand & PR Director, Europe, 
Thomas Cook

Key themes included

Attendees included



https://wearetbt.com



We are a strategic storytellers helping some of the 
world’s largest organisations authentically 
communicate purpose beyond profit and 
environmental & social impact to their most 
important internal and external stakeholders. 

With over 20-years experience uncovering and communicating  
purpose for organisations including Pfizer, Unilever and Siemens,  
and as publishers of The Beautiful Truth Magazine, we have a unique 
perspective on what people and businesses are capable of.  

Our work is grounded in human behaviour, philosophy and creativity, which 
guides how we work with clients in expressing their values and intentions. 

With this expertise, we partner with our clients to devise strategies, 
campaigns and communications plans, fused with powerful  
storytelling, to connect, inspire and motivate stakeholders. 

Our story



Who we've 
worked with

Full portfolio of case studies at 
https://www.wearetbt.work/  

Password: TBT

https://www.wearetbt.work/


What we are

What we aren’t

• Fascinated by narratives and storytelling 
• Focused on the positive difference people and  

business can make in the world 
• Excited by what authentic, human focused 

storytelling can do

• A research group 
• A think tank 
• Consumer focused 

Caveats



• Fascinated by narratives and storytelling 
• Focused on the positive difference people and  

business can make in the world 
• Excited by what authentic, human focused 

storytelling can do

Caveats

What we are

What we aren’t
• A research group 
• A think tank 
• Consumer focused 
• A laser hair removal service in Peterborough  



Any business is being asked to 
balance the needs of its people, with 
the needs of the world 
(environmental and social impact) 
with high performance. 

Business 

High performance, 
profitability & 

longevity

World 

Environmental & 
social impact 

Individual 

Dignity, 
motivation & 

fulfilment

Balance 

Foundations of a purposeful organisation
The Beautiful Truth 



“We are emotional actors!  

We are highly intuitive beings who 
act first, and justify later.  

Our beliefs, convictions, and values 
are far less “rational” than we 
imagine.”

Jonathan Haidt  
Professor of Ethical Leadership  
NYU Stern School of Business  



Schwartz’s Theory of 
Basic Human Values

We explore these for a company or 
group through desktop research, 
interviews and workshops.  

By understanding the priority values of 
a team, company or even an audience 
segment, we can create authentic 
communications that connect on the 
deepest level. 
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OPENNESS TO CHANGE 

SELF-DIRECTION 
Creativity |  Curiosity | Freedom | Choice of own goals | 

Independence | Privacy 

STIMULATION 
Daring |  A varied life | An exciting life 

HEDONISM 
Pleasure |  Enjoyment of life | Self-indulgence 

SELF-ENHANCEMENT 

ACHIEVEMENT 
Success |  Capability | Ambition | Influence | Intelligence | 

Self-respect 

POWER 
Social power |  Authority | Wealth | Preservation of public 

image | Social recognition 

SELF-TRANSCENDENCE 

UNIVERSALISM 
Protection of the environment |  Broad-mindedness | Social 

justice | Wisdom | Equality | A world of peace | Inner harmony 

| A world of beauty | Unity with nature  

BENEVOLENCE 
Helpfulness |  Honesty | Forgiveness | Loyalty | Responsibility | 

True friendship | A spiritual life | Mature love | Meaning in life 

CONSERVATION 

CONFORMITY & TRADITION 
Politeness |  Respect for authority | Self-discipline | 

Obedience | Devoutness |  Acceptance of portion in life | 

Humility | Moderation | Respect  

for tradition 

SECURITY 
Cleanliness |  National security | Social order | Security | 

Reciprocation of favours | Health | Sense of belonging



What are our intrinsic 
motivations? 

What is important to 
us?  

Why do we make the 
decisions we do?  

Why do we behave the 
way we behave? 

How do we 
uncover 
authentic 
stories? 

Our methodology

What is our 
conscious/

unconscious 
prioritisation of 
stakeholders? 

Who do we want to 
impact?  

Who do we want focus 
of goals to be? 

What impact / 
outcome do we want 

to have?  

What actions do we 
need to take to get 

there?  

What capabilities do 
we have? 

How do we 
collaborate to have 

impact? 

Motivations/
Values

Stakeholders Impact Authentic 
 Comms=+ x

Having defined the values of 
the group or company we 
match it with the 
stakeholders that the group 
want to impact and define 
the way that it wants to 
impact them. 

Very often the impact 
segment  translates as 
‘think’, ‘feel’ and ‘do’. 



Where is your 
organisation? 

And your 
audience? 

Purpose

Love

Exploration

Self-esteem

Connection

SafetyS
ec
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Transcendence

Source:  
Scott Barry Kaufman 
American Cognitive Scientist 
https://
scottbarrykaufman.com/
sailboat-metaphor/  
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What’s in a 
good story in 
business?

Inform 

Educate 

Solve the 
problem 

Inspire 

Emotionally 
engage

Challenge 

A good story in business appeals to both sides of the 
brain, the logical and the emotional.



“It is important for leaders to know their stories.  
To get them straight, 
To communicate them effectively,  
and above all, to embody in their lives the stories 
that they tell.” 
Howard E. Gardner,  Harvard Professor, Leading Minds: An Anatomy Of Leadership



A long history of research demonstrates that trust can be broken down into three components: competence, honesty, and benevolence.  

Summary of research: https://insight.kellogg.northwestern.edu/article/cultivating-trust-is-critical-and-surprisingly-complex 

COMPETENCE 

To trust someone’s competence is simply 
to believe that the person or entity you deal 

with has the ability to do the job. 

     HONESTY

Honesty—or integrity—refers to your 
sense that the company keeps its promises 

and is not telling lies or hiding things.  

BENEVOLENCE 

Benevolence is the belief that your 
company has your best interests at heart 

and cares about you as a stakeholder 
(employee, investor or community etc). 

The 3 Dimensions of Trust
The Beautiful Truth 

https://marcom-kellogg.inthetelling.com/#/story/trust-project/marketing-1
https://insight.kellogg.northwestern.edu/article/cultivating-trust-is-critical-and-surprisingly-complex


Conversation 
starters

What are the pros & 
cons of leaders’ 

stories? How can we 
help leaders to be 

‘ authentic’ but not 
‘wayward’?

What conditions do 
you think foster 

‘trusting 
storytelling’? 

Where does the role 
of storytelling sit 

within a business? 
Does that affect the 

‘trust’?

What do you use 
internally and 
externally to 

measure trust?

Where will AI affect 
trust in business 

communications?



We’ve been trying to manipulate each 
other with stories for tens of thousands 
of years, so we’ve become very good at 
detecting when something isn’t 
genuine. We need to show virtue, but 
we must be authentic about it.

Will Storr 
Author of The Science of Storytelling 

“



thebeautifultruthgroup.com

The human story of business

https://thebeautifultruthgroup.com/

