Introduction

GoEko, a company specializing in connecting businesses with sustainable solutions, sought to
refine its messaging and value proposition using the Storybuilding methodology. Through a
series of structured workshops, GoEko worked through the key Storybuilding canvases,
resulting in a clearer, more compelling narrative aligned with its business objectives. This case
study explores the key insights, challenges, and outcomes of this process.

Applying the Storybuilding Methodology

The first step involved mapping out GoEko's key stakeholders: companies seeking green
solutions, financial institutions financing sustainable investments, and regulatory bodies
enforcing compliance. The team used a color-coded system to differentiate these groups,
helping visualize their unique motivations:

e Companies (Yellow): Interested in reducing costs, complying with regulations, and
enhancing their sustainability credentials.

¢ Clients (Green): Seeking easy, cost-effective access to verified green solutions.

¢ Banks (Orange): Looking for low-risk, high-impact investments in sustainable
businesses.

This segmentation clarified GoEko’s positioning and messaging, ensuring that different
audiences received relevant, tailored communications.

Initially, regulatory compliance was framed as a bureaucratic necessity —a ‘checkbox” task for
businesses. Through Storybuilding, this perception shifted: compliance became an opportunity
to gain a competitive edge, reduce financial risks, and enhance brand reputation. This reframe
influenced how GoEko positioned itself:

e Before: "We help businesses comply with new regulations."

e After: "We make sustainability a business advantage —saving you time, money, and
positioning you as a leader."

By focusing on benefits rather than burdens, GoEko made its message more aspirational and
engaging.
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One challenge was addressing the reluctance of industries (such as construction) to transition to
sustainable solutions. Many firms had used traditional materials and processes for decades,
making change seem unnecessary or cumbersome.

Key messaging adjustments emerged:

e Old vs. New Approach: Demonstrating how the conventional way (trade shows,
manual research, expensive consultants) compared to GoEko’s faster, automated
solution.

e DPersonalization: Tailoring the message for different personas—what resonates with a
bank differs from what convinces a startup CEO.

¢ ROI Focus: Highlighting financial benefits alongside sustainability, ensuring businesses
saw immediate value in making the transition.

The Story canvas helped structure GoEko’s core narrative in layers of depth:

1. Cocktail Pitch (Short & Simple): "GoEko connects businesses with sustainable solutions
in minutes—not months."

2. Website Headline (Expanded Clarity): "We help businesses find and finance green
solutions quickly, affordably, and without the hassle of traditional methods."

3. Investor Story (Full-Length): "In a world shifting towards sustainability, GoEko
removes barriers for companies, banks, and cleantech providers, ensuring that
compliance isn’t just a requirement—it’s a competitive advantage."

This layered approach allowed GoEko to adapt its message to different contexts while
maintaining consistency.

Innovations and Unexpected Insights

Several unexpected yet powerful insights emerged during the process:

¢ Regulation as a Market Driver: Instead of a compliance burden, regulations became a
catalyst for financial institutions to favor green investments.

e Gamification and Social Proof: A leaderboard concept was proposed, showcasing
companies excelling in sustainability to create positive competitive pressure.

e Trust and Social Validation: Featuring endorsements from well-known cleantech
companies and banks helped build credibility.
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Conclusion: The Impact of Storybuilding on GoEko

By applying the Storybuilding methodology, GoEko transformed its messaging, making it
clearer, more compelling, and more adaptable. The process not only refined how they
communicated but also revealed new strategic opportunities, from leveraging regulation as a
growth driver to introducing gamification for engagement.

For companies looking to refine their narratives, GoEko’s journey demonstrates how
Storybuilding can align storytelling with business strategy, ensuring that a compelling story
leads to real-world impact.

(standpoint ) p.3




