
CHANGING THE 
WORLD WITH 

PURPOSE



ABOUT US
Purpose Union is a specialist agency comprised of strategists 

united by the belief that the world is better off when companies 

and organisations think, act and communicate with a defined 

social purpose. 

Our purpose is to combine our knowledge, experience and 

connections in the private, public and social sectors to help 

organisations drive social change and achieve their strategic 

objectives at the same time. We work with our clients to develop 

compelling narratives, identify winning arguments, build valuable 

coalitions and create distinctive campaigns.

Our team comprises a new and diverse generation of strategists, 

which enables us to offer world class advice to our clients in a 

digitally native and increasingly millennial-driven world.
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COLLECTIVE 
EXPERTISE
WORKING WITH 
LEADING 
ORGANISATIONS  



THE AGE OF 
PURPOSE

Social purpose is a critical part of a company’s 

reputation. This trend continues to be driven by 

growing social and political instability, the rising 

importance of millennials and technology.   

Building support among employees, regulators, 

politicians, media and the public is a key part of 

maintaining a licence to operate, as recently argued by 

BlackRock’s Larry Fink in his 2019 letter to investors.

Companies are now expected to demonstrate that they 

are part of the global conversation about society’s 

biggest issues.



YOUR SOCIAL PURPOSE

Your assets, your values, your 

history, your distinctiveness

Your company

The need to solve one or 

several social challenges

The External 
World

Your narrative sits at the heart of the attributes that makes you distinctive and social context that the business operates in. 



Trends - CSR to Purpose

CSR 

● Value: societal benefits not inherent in 
business model

● Citizenship, philanthropy, 
environmental sustainability

● Discretionary or in response to external 
pressure

● Separate from profit maximisation
● Agenda is determined by external 

reporting & personal preferences

Social purpose

● Value: economic and societal benefits 
relative to cost

● Joint company and community value 
creation

● Integral to business model and 
competitive advantage

● Integral to profit maximisation
● Agenda is internally generated and 

strategy-focused



A REPUTATION FOR BEING 
PURPOSE-DRIVEN CAN POWER YOUR 

BUSINESS GOALS…

ENERGISE EMPLOYEES BUILD A POSITIVE CULTURE PROFILE YOUR LEADERSHIPATTRACT INVESTORS

HAVE YOUR BRAND STAND OUT SPUR INNOVATION WIN THE WAR FOR TALENT BUILD CAPITAL AHEAD OF CRISIS



...BUT THERE ARE POTENTIAL 
BARRIERS - THE THREE As

Articulation
Do we know what to say 

and how to say it?

Attention
Will be be heard? Will we 

stand out?

Authenticity
Will we be believed?



DOING PURPOSE WELL



HOW WE CAN 
HELP
OUR SERVICES

SOCIAL PURPOSE NARRATIVES CAMPAIGNS

EXECUTIVE ADVOCACY TAKING A STAND



OUR SERVICES
1/SOCIAL PURPOSE 

NARRATIVES 
Stakeholders increasingly expect companies to 

authentically demonstrate social value as well as 

financial value. 

We use insights from polling, social listening, 

workshops and internal and external stakeholder 

interviews to help you develop an organisational 

narrative that defines your social purpose. We then 

ensure that your employees build an emotional 

connection to what you stand for. Our offering in 

this area includes:

Reputation polling and focus groups

Narrative development

Employee purpose workshops



OUR APPROACH TO BUILDING 
NARRATIVES



OUR SERVICES
2/CAMPAIGNS

We use data to inform focused, high profile and 

distinctive campaigns around specific social challenges. 

Our approach ensures that the campaigns are coherent, 

authentic and generate a positive impact. We clearly 

define success at the outset and use metrics to regularly 

monitor progress. We can work with you on:

Polling and focus group analysis

Campaign planning and message development

Formal coalition building

Traditional media strategy

Social media strategy

Thought leadership and opinion pieces

Video content creation



OUR APPROACH TO BUILDING 
CAMPAIGNS



OUR SERVICES
3/EXECUTIVE ADVOCACY

Authenticity matters. Speaking with purpose and clarity builds 

trust with audiences and helps you to win the arguments that 

matter to your campaigns.

We help your leaders and spokespeople to become more 

persuasive speakers during critical reputation-determining events 

such as panels, public debates, keynote speeches, town halls, 

media interviews and AGMs. Our experience as world-leading 

debate strategists and media coaches will help you communicate 

your narrative as a purposeful company. Our offering in this area 

includes:

Presentation and panel performance 

Speechwriting

Media coaching

Speaking platform strategy

Digital advocacy

15
￼



OUR APPROACH TO 
EXECUTIVE ADVOCACY COACHING



OUR SERVICES
4/TAKING A STAND

Neutrality is no longer perceived as being neutral. 

Organisations are increasingly expected to take a 

public position on major social issues affecting the 

societies in which they operate. Whether it relates to 

gender or ethnic diversity, single-use plastics, LGBT 

rights, gun control, climate change, or immigration, 

companies and business leaders have to navigate 

these complex issues carefully or risk being seen as 

inauthentic. As such, we can work alongside you in the 

following areas:

Polling and insights

Positioning advice

Purpose-focused risk analysis and issue response

Event content curation advice
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OUR APPROACH TO 
ADVISING ON TAKING A STAND 



OVERVIEW OF APPROACH

YOUR PURPOSE 
JOURNEY

Mapping the 
national 

conversation 

PHASE III: HERO CAMPAIGN - THE FOCUSED EXTERNAL CAMPAIGN 

Interviews

PHASE I: PURPOSE AUDIT AND NARRATIVE DEVELOPMENT

PHASE II: THE INTERNAL CAMPAIGN

Benchmarking Workshops

Launch Keynote
Employee 
Immersion 
workshops

Company debate 
series

Establishing a 
Purpose Council

Selecting a 
Hero issue

Finding your 
voice

Coalition-
building

Purpose-driven 
content 



DIAGRAM SECTION
YOU CAN WRITE HERE

A company is an association or collection of individuals, whether natural persons, legal persons, or a mixture of both. Company members 

share a common purpose and unite in order to focus.

STEP ONE

Entrepreneurial activities 

differ substantially depending 

on the type of organization 

and creativity. 

STEP TWO

Entrepreneurial activities 

differ substantially depending 

on the type of organization 

and creativity. 

STEP THREE

Entrepreneurial activities 

differ substantially depending 

on the type of organization 

and creativity. 

STEP FOUR

Entrepreneurial activities 

differ substantially depending 

on the type of organization 

and creativity. 

STEP FIVE

Entrepreneurial activities 

differ substantially depending 

on the type of organization 

and creativity. 

LEWIS IWU 
CO-FOUNDER
Lewis Iwu specialises in campaigns, social purpose, advocacy coaching and building coalitions between corporates and NGOs. He is also a global 

public speaking and debating expert, having participated in or moderated over 1000 debates. He is a former World Debating Champion and has 

coached England to win the World Championship in 2016. He is the author a  book about public speaking and winning social debates called Words 

that Win. 

Lewis was the founding Director of the Fair Education Alliance, a national advocacy coalition of almost 100 non-profits and businesses. Lewis has also 

worked at leading global corporate reputation agencies, Finsbury and Brunswick, where he specialised in helping clients to build their reputations 

through distinctive campaigns relating to issues such as education, human rights, the environment and health. Lewis helped to develop and launch 

Open for Business, a global coalition of companies gathered to help create more tolerance in markets hostile to LGBT rights. More recently he advised 

the UN on the launch of their People’s Seat initiative which was fronted by David Attenborough. Lewis also led the national campaign to prevent the 

government’s expansion of grammar schools. 

Lewis has advised companies on messaging around purpose during key financial moments. This includes working on Pfizer’s attempted £70bn 

takeover of AstraZeneca and Avast’s £2.4bn IPO, Europe’s largest IPO of 2018.

He has written about social issues for The Economist, The Guardian, The Times, The Telegraph, The Independent and the New Statesman and has 

made numerous TV appearances. Lewis has also given a TEDx talk about social mobility. Educated at New College, Oxford University, Lewis holds a 

degree in Politics, Philosophy and Economics where he was elected President of the Oxford University Student Union. In 2019, Lewis received an 

honorary degree from the University of East London for his social campaigning work. He is a trustee of the British Red Cross.

TEAM
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DANIELA FLORES 
CO-FOUNDER

Daniela has over 12 years of experience advising organisations across Europe, the Middle East and Latin America on their 

reputation and communications strategies.

She has provided senior counsel to clients across various sectors, working with them on their positioning and messaging, 

stakeholder engagement including media and investor relations, crisis preparedness and issues management. 

Most recently, her focus has been on building sustainability and social purpose campaigns. She is particularly passionate about the 

corporate agenda around gender diversity and inclusion, and is committed to supporting women in business through coaching and 

mentoring. Daniela is also involved in cultural, social and environmental projects in Latin America. 

Before co-founding Purpose Union, Daniela worked at global communications agency Finsbury as a Managing Director and Natural 

Resources team leader. Prior to this, she established operations for Speyside Corporate Relations in Colombia and Mexico, and was 

instrumental in setting up and running Capital MS&L in the Middle East. Daniela also managed marketing and communications 

across Latin America for global risk consultancy firm Kroll.

Daniela has worked with a number of global corporates and organisations including the UN, EY, Vedanta Resources, Amgen, Mars, 

Citi, Morgan Stanley, Clyde & Co, the Qatar Investment Authority and the Dubai International Financial Centre. 

Daniela holds a BA Hons degree in European Studies and Modern Languages. She is fluent in German and Spanish.

TEAM
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BARRY JOHNSTON
CO-FOUNDER
Most recently Barry Johnston has been Director of Advocacy at Malala Fund, closely advising Nobel Prize winner and UN Messenger of 

Peace Malala Yousafzai. He led the organisation’s global advocacy with efforts focused on donor governments, UN and multi-lateral 

institutions while providing strategic support to the national and regional advocacy work of Malala Fund grantees. Previously, he was the 

Head of Advocacy at ActionAid UK, leading political and corporate engagement. Other roles include Senior Advocacy Adviser at Christian 

Aid, Millennium Development Goals Adviser at the Commonwealth Parliamentary Association and Public Affairs Officer at Amnesty 

International Ireland. He holds degrees from the National University of Ireland, the University of London and Dublin City University.

Barry has a track record of influencing public and policy debate in Ireland, the UK, EMEA and North America with multidisciplinary experience 

across communications, advocacy, social marketing and stakeholder management and has worked across a variety of complex issues 

including climate change & sustainability, food and nutrition, public health, education. At Amnesty International in Ireland Barry managed an 

award winning mental health anti-discrimination social marketing campaign that led to measurable changes in public attitudes and directly 

resulted in the launch of a new government anti-stigma campaign. He is a former free-lance food journalist, writing on the politics and 

sustainability of the global food industry for Food & Wine Ireland. 

He also has extensive experience in facilitating successful coalitions. From 2012-2013 Barry advised the CEO steering group of the Enough 

Food For Everyone If… campaign which mobilised multi-billion dollar commitments on food and nutrition at the 2013 UK G7. He was also the 

founding co-chair of the UK Climate Coalition political steering group, devising the advocacy strategy and securing buy-in from all 

stakeholders in the run-up to the 2015 Paris Climate Conference. 
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SUPPORTED BY A WIDER TEAM OF 
STRATEGISTS, CREATIVES AND 

ADVISORS



CONTINUE THE 
CONVERSATION
 

Lewis Iwu

lewis.iwu@purposeunion.com

Daniela Flores

daniela.flores@purposeunion.com

Barry Johnson

barry.johnston@purposeunion.com

mailto:lewis.iwu@purposeunion.com
mailto:daniela.flores@purposeunion.com
mailto:barry.johnston@purposeunion.com
https://twitter.com/purpose_union
https://www.linkedin.com/company/35524095/admin/


APPENDIX: 
CASE STUDIES



DEVISING A GLOBAL 
CAMPAIGN TO WIN 
THE FIGHT AGAINST 
CLIMATE CHANGE 
WITH THE UN

CASE STUDY

Lewis, Daniela and Harry worked with the UN to help a new 

generation of climate change activists find their voice 

through the introduction of The People's Seat. The initiative 

received extensive coverage globally.  We helped the UN:

develop the messaging for the initiative and assess the risks 

and plan for how to mitigate those risks with a whole day 

workshop in Bonn ahead of COP24.



MOBILISING YOUTH 
LEADERS AND 
SPOKESPEOPLE FOR 
CHANGE

CASE STUDY

Barry has been responsible for developing the 

organisations' work with marginalised girls, developing their 

abilities as campaign spokespeople and peer influencers. 



A NATIONAL 
CAMPAIGN AGAINST 
MORE GRAMMAR 
SCHOOLS

CASE STUDY

Lewis led the national effort to prevent the government from 

expanding the number of grammar schools in England and 

Wales. This was an evidence-led national campaign to block 

a policy that would widen the gap between low-income 

children and their wealthier peers.



LAUNCHING A 
GLOBAL COALITION 
FOR LGBT+ 
INCLUSION

CASE STUDY

Lewis advised the founding organisations of Open for 

Business ahead of their launch in 2015. Open For Business 

is a coalition of leading global companies dedicated to 

LGBT+ inclusion committed to the goal of using their 

influence to change attitudes towards LGBT people globally. 

The founding members were Google, McKinsey, Standard 

Chartered, EY and Linklaters. 



ENGAGING 
COMMUNITY- 
BASED 
ORGANISATIONS 
TO DELIVER 
CHANGE 

CASE STUDY

In Ireland, Barry led Amnesty International's’ work with 

partner organisations to engage marginalised communities 

to conduct human rights needs assessments, provide 

training and build local community-led partnerships. 



USING AUDIENCE 
INSIGHTS TO GUIDE 
ACTION ON SOCIAL 
ISSUES 

CASE STUDY

Phil worked with FoodDrinkEurope and major brands to 

conduct qualitative and quantitative research with target 

communities across Europe (parents, healthcare professionals; 

manufacturers) to understand differents populations’ concerns 

and expectations for action to stem the rise in obesity and 

health issues. His work received an Excellence Award for use of 

research in public policy making.



CREATING A 
PARTNERSHIP 
BETWEEN BIG 
TECH AND 
COMMUNITY 
GROUPS

CASE STUDY

As part of their corporate partnership Barry worked with 

Malala Fund and Apple on the launch of a new campaign for 

girls’ education, called Full Force, focusing resources on 

community based education interventions.   



HELPING RB TO 
ESTABLISH AN 
EMPLOYEE-LED 
PURPOSE COUNCIL

CASE STUDY

Lewis and Barry advised RB on setting up a global group of 

millennial employees who would drive purpose across the 

global business. The team devised and executed a series of 

workshops to equip the 30-strong council with the tools to 

understand the company’s purpose and how it would 

remain purposeful. 



HELPING KPMG TO 
ALIGN THEIR 
GLOBAL PURPOSE 
STATEMENT 
GLOBALLY

CASE STUDY

Lewis interviewed over 60 senior leaders across the KPMG 

global business to help the firm understand how its purpose 

was being received and where the big barriers to greater 

awareness of what it meant lay. He wrote a plan to help 

structure the approach to communicating its purpose 

statement internally.



CRAFTING A 
NARRATIVE FOR 
ONE OF 
EUROPE’S 
LARGEST TECH 
IPO

CASE STUDY

Lewis worked with Avast to craft a narrative ahead of their 

London stock market listing in 2018. Lewis worked with the 

team to craft the narrative and develop a programme of 

activities to activate narrative internally and externally.  



CREATING A 
SOCIAL 
PURPOSE 
NARRATIVE FOR 
A TECH 
START-UP

CASE STUDY

Led by Daniela, Purpose Union have been working with the 

founders of a high profile dating app to build a narrative for 

a new social purpose narrative related to technology and 

mental health.


