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ABSTRACT  

THE ROLE OF ENTREPRENEURIAL NARRATIVES IN THE BUILDING  

 AND SUSTAINING SUCCESSFUL ENTERPRISES 

 

by 

Ms. Sangieta Pande 

MBA, M. Com 

 

Dissertation Chair: Dr. Anna Provodnikova 

 

 

In today's complex and competitive business landscape, entrepreneurial storytelling has 

evolved from a soft skill into a vital strategic tool. Entrepreneurs use their narratives to convey 

their vision, build trust with investors, engage employees, and foster emotional connections with 

customers. This dissertation examines the importance of entrepreneurial storytelling in 

establishing stakeholder trust, creating business legitimacy, and driving long-term growth, 

particularly within the Indian entrepreneurial context, where socio-cultural diversity adds another 

layer of narrative richness (Gartner, 2007; Lounsbury and Glynn, 2001). 

Based on a mixed-methods research design, this study combines qualitative findings from 

seven in-depth interviews with entrepreneurs across diverse industries—sustainable packaging, 

education, healthcare, and horticulture—with quantitative results from a systematic survey of 

100 stakeholders. Thematic coding of the interviews produced seven primary findings: identity-

based storytelling, authenticity of the story, storytelling technique development, adaptation to 

particular stakeholders, emotional and cultural congruence, internal sharing of stories, and 

quantitative measurement of narrative impact. 

The survey findings supported these outcomes: 73% of investors preferred scientifically 

sound and morally consistent stories, while 62% of customers were emotionally touched by 

narratives rich in emotion. Additionally, 55% of workers expressed an increased sense of 

belonging to the organisation when internal stories aligned with shared values. These trends 
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signal that storytelling is not merely a brand program but a subtle, sophisticated communication 

method essential for building trust and engaging stakeholders. 

This study enhances the understanding of narrative identity theory by situating 

entrepreneurial storytelling within the framework of emerging markets and proposing a novel 

model of multi-stakeholder narrative alignment. It presents storytelling as a dynamic business 

capability that evolves concurrently with entrepreneurial identity and organizational maturity. 

Furthermore, the research underscores the critical role of storytelling in establishing legitimacy 

for enterprises operating in heavily regulated or impact-oriented industries (Jones and Li, 2017). 

Practical applications include suggestions for entrepreneurs to formalise storytelling as 

part of leadership and communication, teachers to integrate narrative modules into business 

education, investors to evaluate founders based on narrative coherence, and policymakers to 

promote ethical and inclusive storytelling at the grassroots level. 

Although the study's scope is specifically contextual to Indian businesses and self-

reported data, it opens avenues for future research in digital storytelling, AI-curated stories, and 

longitudinal studies of narrative development (Polletta, 2006; Vaara and Tienari, 2011). 

Lastly, this dissertation establishes that authentic, stakeholder-centric storytelling is not 

secondary—it is a strategic leadership competency that drives connection, credibility, and long-

term business success. 
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CHAPTER I: 

INTRODUCTION  

 

1.1 Setting the Study: Entrepreneurship as a Narrator 

Entrepreneurship is no longer merely funding a business; it has evolved into a complex 

process involving ideation, innovation, opportunity recognition, strategic manoeuvring, and self-

transformation. The entrepreneurial story is at the core of this rich process, serving as a powerful 

platform where entrepreneurs narrate their vision, experience, identity, and impact. 

Entrepreneurial stories are not static business descriptions; they are dynamic tools that shape 

perceptions, trust, investment, and support throughout growth.  

 Entrepreneurial narratives serve as compelling frameworks that shape how entrepreneurs 

present themselves, engage stakeholders, and create value. From pitching to an investor to 

launching a customer campaign on social media, narratives define the venture’s identity and 

purpose. As Robert Shiller (2017) contends, "Human brains are wired to respond to narratives." 

This assertion rings particularly true in entrepreneurship. These stories carry emotional and 

symbolic weight, offering a lens through which stakeholders interpret risk, trust, innovation, and 

leadership. 

 

1.2 Entrepreneurial Storytelling as Strategic Practice 

Beyond branding and marketing, entrepreneurial storytelling has emerged as a strategic 

competency that guides decision-making, inspires stakeholders, and reinforces resilience. 

Through stories, entrepreneurs not only shape perceptions but also redefine possibilities. For 

instance, early-stage entrepreneurs often draw from personal hardship or transformative insight 

to craft an origin story that evokes passion and mission. As the venture matures, the narrative 

must evolve—recasting ambition as legitimacy and personal grit as proven credibility. 
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Entrepreneurial stories play a significant role in identity building. How entrepreneurs 

perceive themselves and narrate their journeys affects how others view the organisation. This 

connection between entrepreneurial identity and narrative fidelity is crucial for stakeholder trust. 

Narratives function internally (to build culture and employee commitment) and externally (to 

attract customers, partners, and investors). Entrepreneurs like Kailash Katkar of Quick Heal and 

Jyothi Reddy of Keys Software have successfully utilised narratives to transition their identities 

from grassroots to global while staying true to personal and community values (Jones and Li, 

2017; Martens, 2007; Rueda, 2013; Gartner, 2007; Lounsbury and Glynn, 2001). 

 

1.3 Cultural Embeddedness and Inclusive Storytelling 

A significant yet underdeveloped aspect of entrepreneurial stories is their cultural and 

contextual embeddedness. Stories are not generic; their form, content, and appeal are heavily 

influenced by geography, culture, gender, and industry. For example, in India, stories of family 

legacy, societal uplift, and community innovation are more likely to resonate emotionally than 

those focused on market disruption. Women entrepreneurs often craft narratives that blend their 

roles as caregivers and changemakers, subverting mainstream narratives and offering new, 

inclusive insights. His thesis focuses on how entrepreneurs from diverse socio-economic 

backgrounds adapt their narratives to overcome systemic challenges, such as gender bias, 

financial limitations, and regional stereotypes. The work of social entrepreneurs, rural innovators, 

and late-career founders is especially significant here. These entrepreneurs do not simply tell 

stories; they reframe existing cultural norms through their storytelling, creating new possibilities 

for entrepreneurship. 
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1.4 Sustainability and the Moral Core of Modern Entrepreneurship  

As the business landscape shifts toward purpose-driven entrepreneurship, sustainability 

has become a defining narrative pillar. Today, entrepreneurs are expected to innovate and 

contribute meaningfully to societal well-being and ecological preservation. This shift has led to 

the rise of sustainability storytelling, where ventures explicitly integrate environmental ethics, 

social justice, and community impact into their entrepreneurial narrative (Shepherd and 

Williams, 2014; Santos and Eisenhardt, 2009). 

Entrepreneurs like Omkar Pandey, who pivoted toward eco-friendly packaging, and 

Chhaya Mishra, who revived traditional handlooms, exemplify how sustainability can serve as 

both a business model and a narrative framework. Their stories extend beyond profits and 

products, offering visions of a better, more inclusive future. As stakeholder expectations evolve, 

storytelling becomes a powerful tool to bridge the gap between commercial ambition and social 

responsibility (Shepherd and Williams, 2014; Santos and Eisenhardt, 2009). 

 

1.5 Entrepreneurial Learning and Narrative Adaptation  

Entrepreneurial storytelling is not static; it evolves through reflection, learning, and 

adaptation. As entrepreneurs move through different stages of the business lifecycle—ideation, 

launch, scaling, crisis, and transformation—their narratives must evolve. Entrepreneurs engage 

in narrative sensemaking, interpreting past experiences, extracting lessons, and projecting future 

direction (Weick, 1995). 

Learning through storytelling is especially crucial during transitions and setbacks. Stories 

of failure, pivoting, and resilience foster a deeper emotional connection with stakeholders and 

serve as valuable educational tools. This thesis investigates how entrepreneurs revise their 

narratives in response to real-life challenges, such as a financial crisis, a leadership change, or a 
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shift in market demand, and how these revisions affect stakeholder perception and business 

continuity. 

1.6 Research Gap and Scholarly Motivation 

Despite the increasing recognition of the narrative’s strategic role in entrepreneurship, 

research has often been fragmented. Existing literature focuses either on branding perspectives 

or psychological identity, frequently overlooking the longitudinal evolution of entrepreneurial 

narratives and their interdisciplinary impact across marketing, leadership, and organizational 

behaviour. 

Additionally, there is limited understanding of how storytelling differs across cultural, 

demographic, and industry contexts, or how entrepreneurs navigate authenticity and strategy 

simultaneously. Questions around narrative alignment, digital storytelling, and stakeholder 

resonance are emerging but remain underexplored (Polletta, 2006; Vaara and Tienari, 2011).This 

study seeks to fill this gap by offering a holistic, empirically grounded, and context-sensitive 

examination of entrepreneurial narratives. 

 

1.7 Objectives of the Study 

This dissertation intends to: 

1. Examine how entrepreneurial stories are created and developed, and how they impact 

business results throughout various phases of the entrepreneurial process. 

2. Examine how cultural resonance, authenticity, and strategic alignment shape compelling 

storytelling. 

3. Examine how entrepreneurs utilise storytelling to navigate crises, transition through 

growth, and address stakeholder skepticism. 

4. Explain how social media and social networking sites influence the production, 

dissemination, and reception of entrepreneurial stories. 
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5. Offer practical frameworks for entrepreneurs to develop high-impact, sustainable, and 

stakeholder-aligned narratives. 

1.8 Research Questions 

The research aims to address the following core questions: 

1. How do entrepreneurial narratives influence resource acquisition and stakeholder 

credibility during venture creation and growth? 

2. How do contextual and cultural influences shape entrepreneurial narratives, and 

how do they affect stakeholder interpretation?  

3. How do entrepreneurial narratives evolve at various stages of business, especially 

during crises or transitions in leadership?  

4. What is digital storytelling's contribution to forming brand trust, stakeholder 

loyalty, and market visibility? 

Entrepreneurial narratives are anecdotal and strategic, cultural, and emotional assets. 

Storytelling has become a core pillar of entrepreneurial success in the competitive and 

increasingly purpose-driven business world. This dissertation positions storytelling not as a 

secondary communication tool but a primary mechanism for shaping entrepreneurial reality, 

influencing investor decisions, employee engagement, and customer loyalty. By grounding 

research in real-time interviews, quantitative data, and culturally diverse case studies, this thesis 

contributes to both academic scholarship and practical entrepreneurship. It empowers 

entrepreneurs to find their voice and build enduring, purpose-filled enterprises through the stories 

they tell. 
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CHAPTER 2:  

REVIEW OF LITERATURE 

 

2.1 Introduction 

Entrepreneurial narrative is a central concept in research on how entrepreneurs negotiate 

legitimacy, construct identity, and engage with stakeholders. This chapter synthesizes theoretical 

and empirical research on narrative identity, founder narratives, stakeholder engagement, and 

trust development, focusing on entrepreneurial environments in emerging markets like India. 

In most cases, the entrepreneurial wish expresses the notion of 'professionalism' of the 

1970s (Howard H, 2006). Contemporary entrepreneurship is more than opportunity spotting and 

exploitation (Martin L, 2007). It consists of a specific development strategy: making deliberate 

choices without resorting to impulsive decisions and actions based on perception or intuition, 

which might lead to unforeseen consequences. Along with these actions, this entrepreneurial 

facet encompasses strategic and opportunistic behaviour that reflects an entrepreneur's self-

concept of his/her potential identity. 

The entrepreneurial story has become an integral part of this system, predicting business 

success or failure. Such stories help to tell and symbolically affirm the identity of an entrepreneur, 

particularly in information-asymmetric situations. The ability to demonstrate control over 

resources is essential for establishing credibility. In this context, learning may be understood as 

the capacity of actors to adapt their behavior and actions according to an enlightened 

understanding of their actions (David R, 2005). Coherence of the narrative, or narrative fidelity, 

is vital—it reduces unease among potential partners and investors by emphasising the readiness 

and ability of the entrepreneur to act (Martens, 2007; Rueda, 2013). 

The analysis of the strategic uses of the entrepreneurial narrative underscores the 

importance of entrepreneurial narratives. Narratives primarily address brand consistency as a 
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crucial aspect in building credibility and trustworthiness between the entrepreneur and the 

stakeholders. Additionally, narratives serve as a sense-making mechanism that helps both the 

entrepreneur and stakeholders find meaning in the multifaceted nature of entrepreneurship. 

Narrative construction is a common approach through which resources are gathered, 

significantly influencing the development of resources by shaping how entrepreneurs frame the 

enterprise as investable. 

The objective of this review is to investigate existing theories and concepts related to 

entrepreneurial stories and how they can be applied in mobilizing resources and identifying 

opportunities for the effective creation of new organizations. The review integrates diverse 

research studies that analyse the role of stories in entrepreneurial success. This is achieved by 

examining the theory of narrative fidelity, the connection between narratives and 

entrepreneurship ecosystems, and the impact of this knowledge on learning environments. This 

extensive review aims to expand the current understanding of entrepreneurial stories as 

significant drivers in organizational development and sustainability (Martens, 2007; Rueda, 

2013). 

 

2.1.2 The Theory of Reasoned Action 

The Theory of Reasoned Action posits that a person's intention to perform or refrain from 

a behaviour is influenced by their attitude and subjective norms concerning that behaviour. This 

theory offers a conceptual model to elucidate how stories shape people's intentions and actions 

in business start-ups. It underscores the importance of potential entrepreneurs acknowledging 

their level of control over their ideas and the social pressures associated with considering 

business start-ups. Empirical research indicates that entrepreneurs who share their narratives can 

significantly impact the acceptability and feasibility of their business ideas (Jason, 2015; Senaya, 

2016).  
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Bursell and Melin (2011) saw gendered strategies of identity construction through proactive and 

reactive narration, demonstrating how narratives influence not just how entrepreneurs see 

themselves but also how others see them. 

Narratives form the core of entrepreneurial identity management, mainly when 

information asymmetry exists. They are instruments of strategy that the entrepreneur employs to 

communicate his vision, values, and mission to various stakeholders, which are significant in 

credibility and trust building. In this context, it entails gaining competency and changing one's 

behaviours through knowledge and the underlying rationale in the process (David, 2005). It puts 

the need for narrative fidelity, where a narrative is credible and consistent, to reduce uncertainty 

for potential investors and partners. An entrepreneur demonstrates his or her ability and 

willingness to start a business (Rueda S, 2013; Jones and Li, 2017; Martens, 2007; Rueda, 2013). 

The evolution of entrepreneurship research has been based on investigations of various 

characteristics, which have developed into a more comprehensive picture of the role of 

individuals in driving innovations and creating companies. The primary aim of the initial research 

was to identify specific characteristics exhibited by entrepreneurs. Meanwhile, in recent decades, 

the focus has shifted towards understanding how self-concepts influence motivations, actions, 

decisions, and overall business success, emphasising entrepreneurial identity. However, this 

approach faces many challenges due to the existence of different theoretical perspectives, 

research objectives, and methodological strategies, which complicate the comparison of various 

interpretations of entrepreneurial identity. 

The relationship between the actions of entrepreneurs and the broader economic and 

social environments can be clarified by examining both micro and macro levels of analysis 

(Davidsson, 2001; Lortie J, 2015). The micro level concerns the individual entrepreneur and his 

or her company, while the macro level encompasses entire industries and the overall economic 

impact (Jones and Li, 2017). 
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2.1.3 Culture as a Key Driver of Technology Adoption 

Cultural determinants are central to entrepreneurial firms' adoption of technology and 

innovation. Knowledge of these cultural determinants would further help craft stories appealing 

to different audience segments, making adopting and integrating new technologies into business 

processes more manageable. 

One of the leading theories proposed for entrepreneurial behavior is McClelland's 

Achievement Motivation Theory, which emphasises achievement as one of the core motives. 

Recent studies, however, have begun to introduce a set of cognitive-behavioural frameworks that 

focus on the entrepreneur's attitudes and actions in finding and pursuing opportunities (Mitchell, 

2002). This shift reflects the dynamic nature of entrepreneurship, requiring a deeper 

understanding beyond one's perspective. Entrepreneurial learning, according to SpringerLink, as 

per Rae and Carswell (2000), "is a learning process in which entrepreneurs seek out, obtain, and 

use information that will help them to form or initiate, develop and grow or sustain business 

organizations." Entrepreneurial learning can be considered dynamic because, through 

experience, an entrepreneur shares stories to make sense of their experiences by reliving past 

successes and failures, learning from them to inform future decisions. This circular learning and 

adjustment process is crucial for addressing uncertainties and complexities in the business 

environment (Rae, 2005; Senaya, 2016; Rae, 2004; Pentland, 1999). 

 

2.1.4 Narrative Fidelity and Strategic Identity  

Establishing a sense of narrative fidelity is essential for ensuring that audiences perceive 

entrepreneurs' stories as credible and authentic. Consequently, entrepreneurial stories go beyond 

impression management; they create a strategic identity by forming a genuine new identity rather 

than simply reconstructing an old one. This is particularly evident in the initial phases of ventures, 

where establishing credibility is critical (Martens, 2007; Rueda, 2013; Downing, 2005). 

Besides advancing the discourse on entrepreneurial identity, narrative fidelity becomes a 

significant aspect of constructing and sustaining the entrepreneur's identity. The narratives must 

align with the target audience's perceptions; they can only be utilised to build a credible and 

convincing identity. Authenticity is crucial, as it fosters credibility and encourages stakeholder 
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support, vital in all stages of venture creation, especially in the early phases when an entrepreneur 

is still establishing their credibility. This approach transcends impression management, aiming 

to forge a new authentic identity that reflects both the entrepreneur's aspirations and those of their 

communities (Jason L, 2015; Jones and Li, 2017; Martens, 2007; Rueda, 2013). 

 

2.2 Points of Consensus and Divergence 

2.2.1 Narrative Fidelity and Strategic Identity  

There is an agreement that narrative fidelity, through which entrepreneurial narratives are 

retained and rendered plausible, is necessary for establishing credibility and trustworthiness. 

Entrepreneurs create a strategic identity to differentiate themselves by crafting a new and 

authentic identity that aligns with their vision and stakeholders' expectations. It is a crucial 

concept in mobilising action and earning the trust of various stakeholders. Entrepreneurial 

narratives facilitate the construction of a strategic identity that goes beyond mere impression 

management, promoting the development of a new, more authentic self-definition rather than 

simply redefining an existing one. This aspect is significant in the early stages of a venture, where 

establishing credibility is of utmost importance (Martens, 2007; Rueda, 2013; Downing, 2005). 

To better understand entrepreneurial identity, one must know how the concept of 

narrative fidelity shapes and maintains an entrepreneur's identity. Entrepreneurs achieve this by 

ensuring their stories are believable to the target audience. Authenticity is central to building trust 

and garnering support from stakeholders, especially at the inception when credibility is being 

established. This narrative strategy extends beyond impression management since it involves the 

construction of a new, genuine identity that aligns with the entrepreneur's vision and social 

expectations (Rueda S, 2013; Jason L, 2015; Jones and Li, 2017; Martens, 2007; Rueda, 2013). 
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2.2.2 The Role of Entrepreneurial Identity  

Entrepreneurial identity is a core construct that profoundly impacts entrepreneurs' self-

concept, external perceptions by others, and their decision processes and behavior patterns, which 

further affect the success of their businesses. We need to conduct further studies to broaden our 

understanding of the formation of entrepreneurial identities and the factors that influence them. 

The shift of focus from trait-based characteristics toward individual orientation in the process of 

innovation has brought new challenges. The pluralistic theoretical premises, research goals, and 

methodologies are so different that they tend to scatter the research across various fields of 

identity-based perspectives (Jason L, 2015). (Jones and Li, 2017). 

 

2.2.3 Multi-Level Analytical Approach 

Applying a multi-level analysis framework dramatically improves our understanding of 

entrepreneurship by examining influences at individual and macroeconomic levels. The 

framework highlights the interdependence of personal actions and broader economic 

consequences, thus providing a comprehensive representation of entrepreneurial activities. 

Entrepreneurship is a critical activity characterized by varied impacts. The analysis includes 

small-scale characteristics, such as individual firms and entrepreneurs, and large-scale 

considerations, like implications for entire industries and significant economic consequences. 

This comprehensive viewpoint enhances our comprehension of how small-scale business 

operations influence broader economic and social systems. This approach offers practical and 

theoretical insights into entrepreneurship (Rueda S, 2013; Jason L, 2015). 
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2.3 Issues and Deficiencies in Existing Literature 

2.3.1 Entrepreneurial Story Emergence 

Although Western literature on entrepreneurial narratives is abundant, empirical studies 

in developing nations like India are limited. Indian entrepreneurs' narratives are typically 

influenced by societal norms, religious beliefs, and social responsibility—factors not usually 

addressed in existing Western frameworks (Singh & Lucas, 2005). This paper will fill this gap 

by contextualising narrative building within Indian entrepreneurial cultures. 

Despite significant developments in the conceptualisation of entrepreneurial narratives, 

knowledge regarding developing narratives through the stages of venture formation remains 

incomplete. This gap can only be addressed through longitudinal research designs to examine the 

dynamic evolution of narratives and their enduring influence on the success of firms. A well-

known example of this process is the variety of theoretical frameworks for the concept of 

entrepreneurial identity. These frameworks represent different types of research questions and 

logical approaches. While earlier research on this topic primarily focused on distinguishing 

entrepreneurs from non-entrepreneurs based on certain features, contemporary studies emphasise 

entrepreneurial identity's role in self-concept, motivation, behaviour, decision-making patterns, 

and overall business success (Nick A, 2020). This trend demonstrates a growing demand for 

empirical analysis to document how entrepreneurial identity evolves across various environments 

and situations (Jason L, 2015; Jones and Li, 2017). 

 

2.3.2 Integration of Theoretical Frameworks 

Current research often limits theoretical perspectives, hindering a complete appreciation 

of entrepreneurial narratives. Merging social network and institutional theories could provide a 

deeper understanding of how the entrepreneurial context relates to stories and vice versa. For 

instance, while McClelland's Achievement Motivation Theory established achievement as a key 
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motivator of entrepreneurial activity, more recent empirical work has shifted towards cognitive 

and behavioural theories that emphasise the entrepreneurial mindset and behaviours in 

opportunity identification and exploitation (Mitchell, 2002). This transition underscores 

entrepreneurship's complex and multidimensional nature, necessitating an understanding beyond 

personal characteristics.  

This multilevel perspective is supported by both micro-level variables, such as individual 

entrepreneurs and their businesses, and macro-level variables, like industry-level implications 

and general economic factors. Acknowledging that entrepreneurial actions and their effects are 

not restricted to a single level, this perspective considers both macro dimensions and micro 

dimensions, including industry-level implications and general economic matters. This 

comprehensive viewpoint allows for more nuanced understandings of how micro-level 

entrepreneurial activities influence and are influenced by the broader economy and society, thus 

enhancing theoretical and practical insights within the field of entrepreneurship (Davidsson, 

2001; Rueda, 2013; Jason, 2015).  

 

2.4 Constructing Identity and Learning within the Entrepreneurial Context 

2.4.1 Entrepreneur Identity and Self-Conception 

Entrepreneurial identity is of prime significance, as it represents an entrepreneur's 

perspective towards himself, influencing his behaviour and tendencies. This perspective offers a 

richer understanding of entrepreneurship; it can be interpreted as the quest for self-relevance 

undertaken by the entrepreneur through his endeavors. More research is needed to explore the 

processes involved in constructing and reconstructing entrepreneurial identity across various 

temporal and life-stage contexts. Entrepreneurial identity impacts how entrepreneurs view 

themselves and how others perceive them, ultimately affecting their actions and decisions and, 

consequently, the success of their businesses (David R, 2005; Jones and Li, 2017). 
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2.4.2 Entrepreneurial Learning  

Entrepreneurial learning is a process of interaction that involves acquiring, interpreting, 

and using information to start and sustain business ventures. Entrepreneurs often learn through 

narrative learning, telling stories to explain their experiences and utilising past successes and 

failures to enhance future activities. This iterative process of learning and adaptation is 

fundamental to entrepreneurial success, as it equips entrepreneurs to manage the uncertainties 

and complexities of the business environment effectively. Rae(2005) posits that the 

entrepreneurial learning model entails the acquisition, comprehension, and utilization of 

information for firm initiation and maintenance and for informing future action based on 

experience through narrative learning (Rae, 2004; Pentland, 1999). 

 

2.5 Narrative Fidelity and Strategic Identity  

2.5.1 Significance of Narrative Fidelity  

Narrative fidelity guarantees that the audience considers entrepreneurial stories authentic, 

plausible, or credible. The approach is vital in triggering action and gaining stakeholders' trust. 

Entrepreneurial stories constitute the nucleus in creating a broader strategic identity beyond 

impression management, constructing a new and authentic entity instead of copying one. 

Credibility is a critical element during the early stages of a venture. Through identifying well 

with the audience, such stories communicate appropriately, allowing entrepreneurs to create a 

credible and plausible identity that later evolves into trust and support from various stakeholders 

(Martens, 2007; Rueda, 2013; Downing, 2005). 

 

2.5.2 Strategic Identity  

This brings us to the final discussion on entrepreneurial identity, or the function of 

narrative fidelity as a critical ingredient that builds and maintains an entrepreneur's identity. In 

this regard, an entrepreneur can establish a clear identity by ensuring that the stories told to the 

target market resonate strongly with them. Authenticity is a deciding factor in generating trust 

and gaining support from various stakeholders, especially in the early stages of venture creation 

when credibility has yet to be established. Authenticity goes beyond being impressive; it involves 
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creating an authentic identity that aligns with the entrepreneur's vision and meets the audience's 

needs at that time (Jones and Li, 2017; Martens, 2007; Rueda, 2013). 

 

2.6 Entrepreneurial Stories and Educational Use 

2.6.1 Enhancing Education Outcomes 

Entrepreneurial stories hold significant importance in learning environments. Henry's 

study details how these narratives can be effectively integrated into entrepreneurship courses to 

enhance teaching and learning outcomes. Educators provide students with concrete and 

inspirational examples by sharing authentic stories of failures encountered and successes 

achieved throughout the entrepreneurial journey. This approach bridges the gap between 

theoretical concepts and practical application, thereby fostering the development of a robust 

entrepreneurial spirit among students. Such stories aid students in understanding complex 

concepts and the nature of the business world, empowering them to become more effective 

critical and creative thinkers as they pursue their business ventures. 

 

2.6.2 The Importance of Entrepreneurial Narratives  

Origin and Durability of Successful Companies. Entrepreneurial narratives are the pillars 

of the creation and sustenance of a company. These narratives serve as strategic tools that 

summarize the vision, obstacles, and creative approaches companies can adopt to ensure their 

long-term existence. They are not presented within conventional narrative frameworks, nor do 

they tell a single story; instead, they elaborate on the fundamental principles of a company and 

provide a guide for its long-term success. 

 

2.7 Venture Credibility Founded on Entrepreneur Profiles 

2.7.1 Fitting into Stakeholder Expectations 

Entrepreneurial narratives are vital for telling a venture's story and positioning it within 

the broader business and cultural landscape to influence stakeholder attitudes and establish 

legitimacy. These narratives allow entrepreneurs to convey their vision as effectively as their 

ability to run businesses, which is crucial for building trust and attracting investment. An 
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articulated business model from the visionary entrepreneur can significantly elevate the venture's 

credibility. This influence goes beyond mere communication, strategically aligning the venture 

with stakeholder expectations, enhancing its legitimacy, and becoming a key factor in securing 

investment. 

 

2.7.2 Resource Capital in Entrepreneurial Stories 

In most instances, entrepreneurial narratives reveal the entrepreneurs' capital stocks, 

which dictate their potential to mobilise stakeholders' and investors' support. These narratives 

create entrepreneurial identities by converting potential into resources and institutional capital. 

This grants the venture legitimacy to mobilize additional resources. In this chapter, we 

demonstrate how the entrepreneur exploits their ownership of various resources in narrative, 

deploying a narrative that not only tells the story but also mobilises support and capital through 

their reservoir of resources, thereby enhancing the venture's identity and legitimacy. 

 

2.8 Sensemaking and Opportunity Identification  

2.8.1 Construction Interpretations 

Entrepreneurial narratives form the foundation for crafting a coherent and credible 

narrative supporting the company's strategic goals. By using a structure to articulate a vision, 

mission, and values clearly, entrepreneurs can establish a strong brand that truly impresses their 

stakeholders. Coherence is critical for establishing credibility and trust, which are required for 

mobilising resources and survival in the future. 

 

2.8.2 Building Identity and Drawing Resources 

Narrative communication is most likely the most crucial aspect of the entrepreneurial 

process. Its ability to build realistic expectations regarding the future intertwines a combination 

of social and material conditions in a rational and sequential narrative form. Businesses use it to 

establish their identity and draw in resources. In this case, narrative identity theory considers that 
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individuals are prone to build their sense of self from fabricated narratives. In contrast, companies 

employ narration to integrate their vision to encompass stakeholders. 

 

2.9 Legitimation and Cultural Entrepreneurship 

2.9.1 Developing Competitive Strengths 

Entrepreneurs weave these stories from the threads of their lives, market savvy, and 

strategic vision. In this instance, the entrepreneur utilizes these stories as tools for self-definition 

and instruments of insight. These narratives can give stakeholders a deeper understanding of the 

entrepreneurial process: why do entrepreneurs form companies? Through powerful narratives, 

entrepreneurs can convey the value of their endeavours while navigating a saturated marketplace. 

Previous research on entrepreneurial narratives has emphasized their central role in creating and 

maintaining successful economic firms. Researchers speculate that these narratives are crucial in 

shaping an entrepreneur's identity, securing resources, and gaining legitimacy for the firm. 

Nonetheless, there are obvious omissions in previous research, particularly regarding how these 

narratives evolve and the synthesis of findings from various theories. While we have already 

highlighted the importance of entrepreneurial narratives, we must conduct longitudinal studies 

to understand how these narratives change over time and their overall impact on business 

operations. It is also important to refine the construction of entrepreneurial narratives and assess 

their significance in specific contexts by employing multiple theoretical perspectives within the 

business. 

 

2.10 Human Society Theory 

In summary, sociological human society theory provides insight into how entrepreneurial 

stories shape and are shaped by group identity, social systems, and cultural expectations. 

According to this theory, what people do, including entrepreneurs, is determined by the larger 
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social systems to which they belong. Entrepreneurial stories that are framed and told focus on 

the social construction of attitudes and behaviours among investors, customers, and employees. 

They form the foundation of business ideas in society. Entrepreneurship narratives based 

on a society's values and expectations are more likely to receive support than those that conflict 

with such expectations, especially from key stakeholders. Narratives that emphasise innovation, 

adaptability, and social responsibility tend to attract more support from the public. These 

narratives prioritize improving performance and conducting business ethically. 

Besides this, according to Human Society Theory, entrepreneurial narratives create an 

impression of economic activity and market forces. Quality is a significant factor in a consumer's 

purchasing decision, yet the narratives surrounding the brands also contribute substantially. 

Similarly, investors prefer investing in projects with compelling stories that align with their 

values and expectations. 

The theory also focuses on the application of narratives in constructing social capital. 

Entrepreneurs who can use narratives to build networks and relationships in their industry gain 

significant advantages regarding access to resources, mentoring, and cooperation. 

Entrepreneurial narratives serve as social glue in this context, connecting people and firms within 

broader economic and cultural systems. 

However, the Human Society Theory also warns that storytelling in entrepreneurship can 

lead to disastrous outcomes. Entrepreneurial tales can create stakeholder disillusionment and 

harm the company's brand without a reality check. Stories will likely evolve to remain relevant 

as social and economic values change. 

Conclusion: Applying the Human Society Theory to entrepreneurial narratives enhances 

our understanding of how narratives operate within a broader social and economic context. It 

calls for the creation of narratives that are not only persuasive but also socially and culturally 

relevant to both entrepreneurs and society. 

 

2.11 Conclusion of the Literature Review 

Entrepreneurial stories hold paradigmatic significance in business achievement, as they 

shape entrepreneurs' identities, enable resource mobilization, and build credibility. The literature 
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emphasizes that storytelling is not merely a branding strategy but an integral aspect of the 

entrepreneurial process. This narrative format allows entrepreneurs to articulate their vision, 

overcome informational asymmetry, and foster stakeholder trust. Achieving success in 

storytelling significantly impacts investment choices, customer loyalty, and employee passion. 

However, despite the rising scholarly literature on entrepreneurial storytelling, much remains 

unknown about how these stories unfold and what they mean for business longevity. 

The Theory of Reasoned Action (TRA) is a theory that explains how entrepreneurial 

stories influence the perceptions of stakeholders. From the theory, a person's intention to take up 

a given behaviour depends on his or her attitudes and subjective norms. TRA, in the context of 

entrepreneurship, posits that entrepreneurs who develop well-organised stories are in a position 

to construct effective stakeholder perceptions, thus making their ventures credible and reliable. 

Literature enables one to posit that strategic storytelling increases credibility, decreases 

uncertainty, and increases chances of getting investments and support. The research articles by 

Jason (2015) and Senaya (2016) show the significance of stories to entrepreneurs in managing 

their identity, particularly where there is little information and trust has to be established through 

repetitive and engaging stories. 

As the Human Society Theory suggests, entrepreneurial stories are inherently embedded 

in cultural and social infrastructure. According to this theory, entrepreneurial action results from 

the broader societal environment in which businesses operate. Cultural dimensions play a 

fundamental role in shaping and interpreting stories, requiring entrepreneurs to frame their 

narratives within the moral expectations of their target market. Empirical evidence indicates that 

entrepreneurs across various cultures utilise stories not only to establish their businesses but also 

to confront systemic barriers such as racial discrimination and gender stereotyping. For example, 

research shows that African-American women entrepreneurs harness stories to combat 

discrimination, foster resilience, and motivate the next generation. Furthermore, sustainability-

driven narratives have become increasingly prominent as businesses integrate environmental and 

social responsibility into their storytelling.  Entrepreneurs who align their businesses with ethical 

principles and sustainability frameworks attract a more socially conscious base of investors and 
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consumers, which improves the chances of long-term business success (Shepherd and Williams, 

2014; Santos and Eisenhardt, 2009). 

Narrative fidelity, i.e., the consistency and plausibility of an entrepreneur's narrative, is a 

critical component of entrepreneurial storytelling. Empirical findings indicate that entrepreneurs 

with a consistent story across various phases of their firm will likely earn stakeholders' trust and 

establish long-term relationships. Credibility in honesty is essential for establishing authenticity, 

as audiences are more inclined to believe and support companies that share their values. Research 

by Rueda (2013) and Jason (2015) shows that entrepreneurial identity is bolstered when stories 

evoke genuine experiences, challenges, and strategic decisions. However, misalignment between 

an entrepreneur's narrative and actual operating realities can result in reputational damage and 

stakeholder distrust. This necessitates that entrepreneurial narratives are compelling and 

consistent with the company's genuine experiences and values (Jones and Li, 2017; Martens, 

2007; Rueda, 2013). 

Entrepreneurial narrative is inextricably tied to learning and adaptation principles. 

Entrepreneurs are responsible for engaging in reflective learning, using narrative to draw 

meaning from the past and inform future actions. Entrepreneurs interpret, apply, and learn 

knowledge through cyclical learning processes facilitated by entrepreneurial learning theory. Rae 

(2005) posits that narrative enables individuals to package complex events into meaningful 

stories, facilitating decision-making and adaptability. Cyclical narrative allows entrepreneurs to 

adjust strategy, learn from failure, and modify business processes based on stakeholder feedback. 

The scholarship indicates that narrative serves as a tool for learning and communication, enabling 

entrepreneurs to navigate uncertainty and develop resilience.   

Additionally, self-perception and entrepreneurial identity are fundamental to 

entrepreneurs' narratives. Entrepreneurial identity is dynamic, not static, as it evolves with the 

company's development and exposure to new market dynamics. Existing studies suggest 

entrepreneurs who align their stories with personal values, narratives, and hopes can create 

powerful and authentic brand identities. This theory is particularly vital in women's 

entrepreneurship, as stories neutralise the stereotypical positions traditionally held by women 

and men, affirming the leadership role of female entrepreneurs. Up to this point, literature 
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suggests that entrepreneurial storytelling is an effective means to recreate industry norms and 

establish an inclusive business culture (Jones and Li, 2017; Rae, 2004; Pentland, 1999). 

Among academics, one of the most debated research topics is the multi-level analysis of 

entrepreneurial stories. Some researchers argue that stories must be examined at the micro 

(individual entrepreneur) and macro (industry and society) levels. This approach provides a more 

comprehensive view of how entrepreneurial stories influence organisational success and overall 

economic trends. Evidence shows that, while individual stories account for an entrepreneur's 

identity and stakeholder relationships, industry-level stories significantly influence competitive 

environments and market moods. Integrating various levels of analysis enables researchers to 

examine how entrepreneurial narratives function differently across contexts and how they 

develop. 

Despite increasing recognition of the significance of entrepreneurial stories, a gap still 

exists in the literature. The most notable gap is perhaps the development of stories at various 

stages of business. While studies acknowledge that stories are central to venture success in the 

early stages, little is understood about the evolution of stories once businesses are operational, 

large-scale, or under different leadership. Longitudinal studies are necessary to capture the 

dynamic nature of entrepreneurial stories and their long-term effects on business survival. 

Researchers also advocate for a unified theoretical framework to provide a more holistic 

understanding of the operational dynamics of stories in diverse entrepreneurial contexts. Merging 

theories such as social network theory, institutional theory, and cognitive-behavioural theory 

could enhance comprehension of storytelling as a business construct. 

Entrepreneurship narratives have critical pedagogical implications. Researchers suggest 

that narrative in entrepreneurship education improves educational outcomes and fosters 

entrepreneurship. 

Students can acquire valuable lessons in business decision-making, resilience, and 

creativity by learning from authentic entrepreneurial stories. Evidence confirms that 

entrepreneurial storytelling facilitates a more realistic and sophisticated understanding of 

entrepreneurship's potential and pitfalls. Entrepreneurial stories also connect theoretical learning 

and practical application, making education more engaging and efficient. Additionally, literature 
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highlights the role of entrepreneurial stories in providing venture credibility and legitimacy. 

Stories are powerful tools to secure investment, establish consumer confidence, and shape 

stakeholder attitudes. Successful entrepreneurs who craft compelling narratives about their 

purpose, values, and vision will likely attract investors whose stakes align with theirs. 

Furthermore, entrepreneurial storytelling reduces perceived risk, particularly in sectors 

characterised by high uncertainty and competition, supported by empirical evidence. Moreover, 

stories that emphasise social responsibility and ethical business practices will likely resonate with 

today's consumers, who increasingly favour purpose-driven brands. In summary, existing 

literature underscores the pivotal role of entrepreneurial storytelling in achieving firm success, 

fostering stakeholder engagement, and building brand identity. Compelling storytelling offers 

credibility, builds emotional connections, and positions firms for long-term sustainability. 

However, challenges remain in understanding the trajectory of such stories over time and their 

alignment with market and societal forces. Future research should focus on longitudinal, cross-

cultural, and multi-theory studies to better appreciate the nuances of entrepreneurial storytelling. 

By mastering the art of storytelling, entrepreneurs can effectively distinguish themselves in 

competitive markets while cultivating long-term relationships with customers, investors, and 

employees (Shepherd and Williams, 2014; Santos and Eisenhardt, 2009). 
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CHAPTER III 

METHODOLOGY 

 

3.1 Overview of the Research Problem 

 

Entrepreneurial storytelling shapes business success by influencing investors' mindsets, 

generating customer interest, and motivating employees. Entrepreneurs utilise narratives as a 

strategic tool to communicate their vision, values, and business identity, which can shape their 

ability to attract resources, establish credibility, and sustain their firms. However, despite the 

growing awareness of the importance of entrepreneurial storytelling, significant gaps remain in 

understanding how such stories unfold over the years, how entrepreneurial storytelling 

contributes to business sustainability, and how varying cultural, economic, and societal contexts 

affect the effectiveness of narratives (Shepherd and Williams, 2014; Santos and Eisenhardt, 

2009). 

One of the core research questions is the development and transformation of 

entrepreneurial stories. While the literature emphasizes the significance of storytelling in the 

early stages of business growth, we still lack a clear understanding of how such stories evolve as 

businesses mature, change leadership, or face crises. Entrepreneurs must continually update their 

narratives to adapt to shifting market conditions, stakeholder demands, and broader economic 

trends. However, the absence of longitudinal research on entrepreneurial storytelling leaves us 

eager to understand how these stories transform at different stages of the business life cycle and 

whether such transformations contribute to or detract from business success. 

In addition, cultural and contextual factors play a significant role in shaping 

entrepreneurial narratives. Entrepreneurs from diverse backgrounds are likely to encounter 

systemic barriers such as gender discrimination, racial disparities, and regulatory hurdles. These 

factors influence how entrepreneurs construct their narratives and how stakeholders perceive 

them. For instance, female and minority entrepreneurs utilise narratives of resilience, overcoming 

adversity, and social contribution to establish credibility and garner stakeholder support. 

However, there is limited research examining the role of cultural congruence in the reception of 
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entrepreneurial narratives and whether specific narration strategies are more effective in different 

markets. 

Entrepreneurial narrative authenticity and strategic fit present additional challenges. 

While narrative serves as a compelling brand and marketing tool, there is a risk that stories may 

become disconnected from operational realities. Entrepreneurs may craft narratives that appeal 

to investors and customers but fail to reflect the real challenges, values, and strategies underlying 

their businesses. Such misalignment can lead to lost trust, reputational damage, and erosion of 

confidence among stakeholders. The existing literature identifies narrative fidelity as crucial, 

emphasising consistency, coherence, and credibility in an entrepreneur's narrative. However, 

further research is necessary to determine how entrepreneurs balance strategic storytelling and 

authenticity in building enduring credibility. Additionally, narratives created by entrepreneurs 

significantly influence investment decision-making and access to resources. Investors consider 

the feasibility of a venture based on financial information, business opportunities, and the 

entrepreneur's capacity to articulate a compelling story. Studies indicate that entrepreneurs who 

present clear, purpose-driven narratives are more likely to secure investments and establish 

strategic partnerships. However, empirical studies examining the narrative dimensions 

influencing investor decisions are limited. This scarcity of rigorous research raises scepticism 

regarding whether business visions, personal stories, or social impact narratives hold the utmost 

significance in investment discussions (Martens, 2007; Rueda, 2013). 

The application of digital storytelling and social media in entrepreneurial narrative is an 

emerging field of study. Digital platforms have provided entrepreneurs unprecedented means to 

build and share their stories with global audiences. Social media, blogs, and online forums enable 

entrepreneurs to engage with customers, investors, and employees in real-time, shaping attitudes 

and fostering brand loyalty. However, digital storytelling poses potential risks such as narrative 

distortion, brand exposure, and moral issues related to online self-presentation. We need to 

explore how digital storytelling approaches influence audience engagement and whether online 

stories differ from conventional, face-to-face storytelling.  

Lastly, entrepreneurial stories impact the internal culture of organisations and employee 

motivation. Companies that effectively communicate their purpose and values through stories 
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can instill a strong sense of purpose among employees, leading to increased motivation, 

commitment, and productivity. Much remains to be studied regarding the effects of 

entrepreneurial storytelling on organizational culture and employee retention. Understanding 

why and how such stories influence internal culture and employee behavior would be of strategic 

value to chief executives aiming to create harmonious and motivated workforces (Polletta, 2006; 

Vaara and Tienari, 2011). 

 

3.2 Operationalisation of Theoretical Constructs 

The research uses theoretical constructs from entrepreneurship, narrative theory, and 

stakeholder engagement to build measurable frameworks for analysis. Key constructs include: 

Entrepreneurial Identity: Operationalised as the alignment between entrepreneurs' narratives and 

their actions, decisions, and stakeholder perceptions. Indicators include self-reported identity 

traits, narrative alignment with brand values, and external perceptions of authenticity (Jones and 

Li, 2017). 

 

3.2.1 Narrative Fidelity 

The consistency, coherence, and believability of narratives perceived by different 

stakeholder groups will be measured using stakeholder surveys and thematic analysis of narrative 

content (Martens, 2007; Rueda, 2013). 

• Cultural Resonance: Narratives are judged on their ability to resonate with target 

audiences' cultural values and expectations. Indicators include consumer 

feedback, the cultural adaptability of marketing materials, and stakeholder 

engagement metrics. 

• Stakeholder Engagement: This area is examined through metrics like consumer 

loyalty, employee motivation, and investor trust. It is measured through surveys, 

case studies, and secondary data analysis. 

By quantifying these constructs, the study ensures a robust and replicable framework for 

investigating entrepreneurial narratives. 
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3.3 Research Purpose and Questions 

The research aims to explore the strategic potential of entrepreneurial narratives in 

driving business success while managing associated risks and challenges. The research questions 

are: 

• How do entrepreneurial narratives affect consumer trust, employee engagement, and 

investment decisions? 

• What cultural and contextual factors influence the effectiveness of entrepreneurial 

storytelling in different markets? 

• How do entrepreneurial narratives evolve throughout a business's life cycle, and what are 

the implications for organisational sustainability?  

 

3.4 Research Design 

This research utilises a mixed-methods approach integrating qualitative and quantitative 

methods to understand the research problem comprehensively. The design will follow this 

structure: 

• Qualitative Component: This research will include in-depth interviews and case studies 

focusing on the subjective experiences of entrepreneurs, employees, and investors within 

entrepreneurial narratives. 

• Quantitative Component: Surveys and structured questionnaires will evaluate the impact 

of narratives on stakeholders' perceptions and business outcomes. 

The mixed-methods approach aids in triangulation, which enhances the reliability and 

validity of findings, as data from diverse sources will be verified. 

 

3.5 Population and Sample 

The study will focus on a diverse group of stakeholders, including: 

• The group includes start-ups, small and medium-sized enterprises, and established 

corporate entrepreneurs. 

• Employees who are moderately to highly engaged in entrepreneurial ventures. 

• These investors have a proven history of funding entrepreneurial ventures. 
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• Consumers who have interacted with brands that use entrepreneurial narratives. 

• A purposive sampling strategy will select participants who can provide rich and relevant 

insights. The sample will be drawn from various industries, cultural contexts, and 

businesses based on maturity levels (Mueller and Thomas, 2001; Rae, 2004). 

 

3.6 Participant Selection 

Entrepreneurs with at least three years of experience who either own or have founded a 

business demonstrate a precise application of storytelling in building their brand. 

• Employees should work for organisations that embrace entrepreneurial storytelling as a 

fundamental aspect of their culture or brand. 

• Investors are businesspeople who evaluate and assess companies based on the narratives 

they present, such as venture capitalists and angel investors. 

• Consumers are customers frequently exposed to the brands' entrepreneurial stories. 

• Recruitment will occur through professional networks, entrepreneurial networks, and 

social media sites. Ethical concerns, particularly regarding consent, privacy, and self-

motivation, will be considered when selecting participants. 

 

3.7 Instrumentation 

The instruments used in data collection will vary according to the research questions as 

follows: 

• Interview Guides: Semi-structured interview guides will examine participants' 

experiences and perceptions. Questions will focus on entrepreneurial narratives' 

development, adjustments, and impacts. 

• Surveys: The structured surveys will collect quantitative data on stakeholder perceptions, 

trust, and engagement. They will include multiple-choice questions and open-ended 

responses. 

• Protocols for Case Studies: Specific rules will be followed when examining certain 

business ideas. The focus will be on how stories are used strategically, how they evolve 

over time, and how their effects can be measured. 
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• Secondary Data: Analysing marketing materials, social media content, and investor 

presentations will provide further insights into narrative construction and dissemination. 

 

3.8 Data Collection Procedures 

Data collection will proceed in three sequential phases: 

• Phase 1 Pilot Study: A small-scale pilot study will refine data collection instruments for 

clarity, relevance, and feasibility. 

• Phase 2 Qualitative Data Collection: In-depth interviews and case studies will yield rich, 

descriptive data about entrepreneurial narratives. The data will be audio-recorded, 

transcribed, and analyzed thematically. 

• Phase 3 Quantitative Data Collection: Surveys will be distributed on a larger scale using 

online methods and professional networking. The statistical analysis of these responses 

will then be conducted in anonymity. 

 

3.9 Data Analysis 

Data analysis will combine qualitative and quantitative methods: 

• Qualitative Analysis: Thematic analysis will identify patterns and themes in interview 

transcripts and case studies. NVivo software will assist with coding and organisation. 

• Quantitative Analysis: To examine the connections between story elements and business 

outcomes, statistical methods such as ANOVA, regression analysis, and structural 

equation modelling will be employed. 

• Triangulation: The findings from both qualitative and quantitative analyses will be 

verified for consistency and reliability. 

 

3.10 Research Design Limitations 

This research acknowledges several potential limitations: 

• Sampling bias: Purposive sampling limits the generalizability of the findings. Efforts will 

be made to reduce this bias by selecting a diverse and representative sample. 



44 

 

 

• Cultural Variability: Variability in cultural and market contexts may lead to differences 

in how narratives are interpreted. This issue is addressed by selecting participants from a 

variety of cultural backgrounds. 

• Subjectivity in Analysis: While thematic analysis is inherently interpretive, adhering to 

rigorous coding procedures and engaging in peer validation can help minimize research 

bias. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



45 

 

 

CHAPTER IV:  

RESULTS 

 

4.1 Operationalizing and Evolving the Entrepreneurial Story Along the Life Cycle of the 

Firm 

Test longitudinal and cross-sectional data using web content, archived documents, 

stakeholder questionnaires, and interviews. Results revealed that the entrepreneurial narrative 

changes and repeats at several phases of a company's life. Entrepreneurial stories were vision- 

and opportunity-oriented and were primarily motivated by personal aspirations, values, and self-

concept during the early stages of firm development. These narratives often highlighted ideas 

such as creativity, hardship, and individual change (Martens, 2007). By presenting a convincing 

image of what the enterprise aimed to achieve, entrepreneurs employed narratives as a 

managerial tool to attract initial supporters, co-founders, and seed investors. 

The following chart (Figure 4.1) presents feedback from the surveyed investors, 

indicating that scientific credibility, sustainability, and transparency are the most essential 

narrative drivers influencing their level of trust (Shepherd and Williams, 2014; Santos and 

Eisenhardt, 2009). 

Figure 4.1: Cumulative stakeholder responses to narrative themes (Chapter 4 findings).  

The chart illustrates how narrative drivers such as sustainability, emotional connection, and 

founder identity significantly influenced investor trust, customer loyalty, and community 

perception (Shepherd and Williams, 2014; Santos and Eisenhardt, 2009). 

The stories of companies reaching the development and mature phases included 

credibility, legitimacy, and organisational excellence. The business owners began including 

consumer comments, operational success, social responsibility, and corporate culture 

development. This approach is consistent with Downing's (2005) theoretical work, which 

contends that organizational experiences and stakeholder interactions co-create and reinterpret 

entrepreneurial identity rather than fix it (Jones and Li, 2017). 
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As the company developed, entrepreneurs like Kailash Katkar of Quick Heal 

Technologies changed their narrative to reflect technological knowledge, scalability, and national 

presence. Companies, even those that do not always start in crisis or transformation, have 

deployed stories of resilience, adaptation, and purpose-driven change during times of crisis or 

leadership upheaval. A founding member called this narrative strategy "reframing the company's 

story to reflect who we are becoming, not just who we were." 

Data on stakeholder engagement showed that consistent and responsive narratives over 

several phases helped to build stakeholder trust and retention. Successful companies found ways 

to blend their central story identity with situational content modification. The results proved that 

entrepreneurial identity and narrative integrity could be utilised (Jones and Li, 2017; Gartner, 

2007; Lounsbury and Glynn, 2001). 

 

4.1.1 Empirical Findings of Entrepreneurship from Entrepreneurial Interviews  

Figure 4.1.1 

illustrates the crucial role of emotionally engaging storytelling in fostering customer 

loyalty. The respondents emphasised the significance of emotional involvement, 

cultural relevance, and founder relatability as important influences. 

 

Figure 4.2: Elements impacting investor trust as determined by narrative components.  
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This illustration emphasises the favourable influence of narratives rooted in sustainability 

(64%), scientific validity (73%), transparency (55%), and community impact (48%) on investor 

perceptions and choices. These findings were obtained from survey responses and corresponded 

with insights from entrepreneurial interviews (Shepherd and Williams, 2014; Santos and 

Eisenhardt, 2009). 

 

4.1.2 Entrepreneurial Identity and Narrative Alignment  

Stakeholder trust, brand positioning, and business performance depend on aligning an 

entrepreneur's self-narrative with the perceived organizational identity (Ibarra & Barbulescu, 

2010). Builders of consistent, accurate, and mission-driven narratives will likely maintain 

investor trust, strengthen customer loyalty, and keep staff engaged (Gartner, 2007; Lounsbury 

and Glynn, 2001). 

The thematic analysis of seven real-time interviews reveals that each entrepreneur's 

formulation and adoption of stories significantly influences business evolution and industry 

impact. These results confirm that entrepreneurial storytelling is not fixed but a purposeful and 

adaptive approach suited to corporate benchmarks and market needs. 

 

4.2 Entrepreneurial Stories Based on Interview Analyses 

4.2.1 Entrepreneurial Narrative - Omkar Pandey – Aabha Packaging: The Green 

Entrepreneur 

In contemporary entrepreneurship, Mr. Omkar Pandey, the founder of Aabha Packaging, 

is a compelling case study of how individual belief and business aspirations converge. Based in 

Mumbai, Mr. Pandey's foray into sustainable entrepreneurship did not start from within a 

corporate setup or incubator but from his early days, witnessing vast quantities of timber being 

cut into packaging crates. What seemed like a routine practice in India's packaging sector began 

to represent a contradiction to him, triggering an ethical unease that would chart the trajectory of 

his professional life. 
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4.2.2 The Genesis of an Ecological Initiative 

Mr. Pandey began his career in a conventional packaging firm where hardwood crates 

were the standard. But even as a junior employee, he would wonder at the environmental costs 

of such large-scale use of wood. During our interview, he informed us: 

"It didn't sit well. Trees were being cut down, and nobody in the system was resisting it was 

business as usual." 

The early feeling of dissonance did not so much propel him to entrepreneurship. He kept 

working the same way for a few years, progressing through different operational roles. However, 

the growing mandate of climate change, combined with his changing personal values, marked a 

point of transformation in 2004. He deliberately exited employment and embarked on a venture 

dedicated to upending the status quo, one crate at a time. 

 

4.2.3 Aabha Packaging's Beginnings and Innovation Centered Around Identity 

Aabha Packaging's inception was in a small, rented building in Navi Mumbai. Mr. Pandey 

had no big money patrons or a well-known brand name to back him in his venture. But he was 

sure of his mission and felt that corrugated packing was a good, environmentally friendly 

alternative to wood. His early research was focused on developing multi-layered corrugated 

boxes that would withstand industrial use. He used to say humorously that "people trust metal 

more than paper," but his designs soon showed otherwise. 

But there was fierce resistance in the market. Many customers, particularly in the heavy industry, 

identify with traditional materials. "Getting the first customer was more difficult than designing 

the product," he recalled, recalling his doubts. 

In so doing, Mr. Pandey counted on the quality of his products and the craft of 

storytelling. He discussed his discomfort with deforestation, employed the relative carbon 

footprint of wood versus corrugated materials to drive his point home, and invited customers to 

visit his factory to view the process in person. Over time, his authentic, value-driven storytelling 

was a differentiator in an emotionally detached sector. 
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4.2.4 Stakeholder Perceptions and the Narrative Role 

From the thematic focus of this research, Mr. Pandey's experience illustrates the strategic 

importance of entrepreneurial narrative. His story, rooted in environmental concern and moral 

accountability, directly affected stakeholder engagement. Follow-up interviews with his 

investors and partners revealed that 64% identified the sustainability story as a key driver for 

investments in or collaboration with the company (Shepherd and Williams, 2014; Santos and 

Eisenhardt, 2009). 

Notably, in the year that followed the launch of his firm's "Packaging with a Conscience" 

initiative, Aabha Packaging experienced a 42% increase in inward market activity, which 

included bulk sample inquiries, partnership proposals, and requests for exposure at green 

innovation shows. 

Mr. Pandey's story fits within the changing Environmental, Social, and Governance 

(ESG) standards more widely adopted by businesses. His transparency initiative—revealing 

sourcing practices, power usage, and recycling levels- reduced perceived risk, particularly among 

impact-oriented investors. They did not just see a vendor; they saw a partner in their quest for 

sustainability," he reflected (Shepherd and Williams, 2014; Santos and Eisenhardt, 2009). 

 

4.2.5 Organizational Culture and Team Cohesion 

The alignment of the narrative extended beyond external stakeholders. At Aabha 

Packaging, Mr. Pandey promoted an organizational culture of environmental sensitivity and 

shared responsibility. Employee training involved technical procedures and the reasoning behind 

the product. A floor manager informed us during a visit to the plant: 

"He helped us understand we were not constructing boxes. We were creating change.". 

This narrative company culture contributed to low attrition rates and high internal 

innovation, with employees consistently proposing design improvements and eco-friendly 

changes. It supported the main conclusion of this study—that narrative identity, if genuinely 

embedded into operations, influences not only public opinion but also internal motivation. 
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4.2.6 From Resistance to Recognition 

Mr. Pandey's story exemplifies entrepreneurial storytelling's emphasis on dynamic 

motion rather than static business. Initially, his narrative focused on emotional appeal—on tree 

preservation and waste minimization. However, it later evolved into fact-based advocacy, 

utilising lifecycle analysis, industry comparisons, and customer testimonials to enhance 

credibility. 

Over the last few years, Aabha Packaging has participated in several circular economy 

forums and has attracted the interest of international partners. Mr. Pandey is humble, stating, "It 

began as an unease that I could not shake. Today, it's a cause that belongs to everyone in this 

building." 

 

4.2.7 Thematic Conclusion 

This case validates several of the key themes emerging from the more extensive study: 

Authentic story alignment can enhance stakeholders' trust in traditional industries, mainly when 

driven by a personal sense of moral discomfort. Entrepreneurial storytelling evolves from a 

passionate beginning to strategic reinforcement as the company grows. Stakeholders, such as 

employees, respond more positively to entrepreneurs whose values they can perceive through 

their decisions and words. A well-crafted sustainability story can yield benefits in terms of 

commercial desirability, market distinction, and cultural innovation (Shepherd and Williams, 

2014; Santos and Eisenhardt, 2009). 

 

4.3 Entrepreneurial Narrative - Dr. Sharmila Pandey - Community Supermarket: 

Endurance in Enterprise 

In the ever-evolving landscape of Indian retail entrepreneurship, the story of Dr. Sharmila 

Pandey exemplifies the intersection of individual commitment and public service with 

unblemished focus. Her journey, rooted in physical determination and scholarly intellect, 

culminated in launching a supermarket dedicated to community involvement, which 

distinguishes itself not by the quantity of its products but by the integrity of its service. Based on 

a contemporaneous interview, this case study provides a keen analysis of how focusing on the 
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individual while simultaneously achieving business goals can create an extraordinary narrative 

that fosters stakeholder trust and encourages customer loyalty. 

 

4.3.1 From Marathon to Marketplace: The Birth of an Unlikely Business 

Before she entered the retail business, Dr. Pandey was a dedicated researcher with a keen 

interest in human behaviour and social systems. However, it was not only her academic 

background that influenced her business career; instead, it was her passion for running 

marathons. She discovered running during a period of personal wellness transformation, and over 

time, it evolved into more than just an activity; it became a guiding philosophy. 

During our lengthy interview, she said, “Running has taught me more about life and 

leadership than any management textbook.” The challenging months of training before an 

individual race instilled in her the importance of committing to daily routines. 

That consistency of effort, intention, and presence would be the guiding principle of her 

company. She observed that city supermarkets were transactional; people came, grabbed items, 

and left. Dr. Pandey envisioned something different: a store where relationships, conversations, 

and community trust formed the foundation of the shopping experience. 

 

4.3.2 Community Supermarket Launch: Pillars and Challenges 

Dr. Pandey started her business with minimal capital and no retail experience. In the 

initial months, the company faced cash shortages, delayed supplies, and cautious customer 

traffic. Adding to these challenges was her reluctance to engage in price wars with large retailers; 

she prioritised product quality, ethical sourcing, and customer relationships over deep 

discounting. 

What drove her was her unwavering purpose and discipline. She structured the store's 

operations almost like a training program—early morning starts, timed inventory rounds, 

customer comment tours, and even "cool-down" reviews at the end of the day. Her staff was 

small but dedicated, and she involved them closely in her vision of creating a place that felt like 

a second home to the community. 

 



52 

 

 

4.3.3 Creating Customer Engagement through Narrative Coherence 

One of the most salient issues in Dr. Pandey's story is its authenticity. She did not promote 

the supermarket with elaborate advertising campaigns or celebrity endorsements. Instead, she 

shared her resignation from academia, the resilience lessons she learned from running, and the 

significance of street vendors. 

During our interview, she remembered the store's first festive season: "I asked our regular 

customers what sweets reminded them of their childhood. We put together special boxes based 

on what they said—not for sale, but to make them feel attached." The practice of active listening 

and proper responses led to a dramatic rise in word-of-mouth referrals. People began to see the 

store not just as a shop but as a reflection of fundamental values: integrity, dependability, and 

empathy. 

Customer information for the next quarter indicated a 24% return increase compared to 

local competitors. This growth was not attributed to pricing strategy but to trust and emotional 

attachment, which directly stem from the narrative congruence between the founder and the 

brand. 

Stakeholder Trust and the Power of Purpose. In addition to customers, Dr. Pandey's narrative 

motivated other stakeholders—suppliers, community leaders, and local organisations. While 

other businesses tried to retain their suppliers during the pandemic, she maintained uninterrupted 

relationships with distributors and local farmers due to her open communication and consistent 

purchasing (Gartner, 2007; Lounsbury and Glynn, 2001). 

The stakeholders regarded her dependability as both uncommon and invigorating. During 

subsequent interviews with her suppliers, one observed, "Most retailers negotiate hard and vanish 

when things turn sour. She always explains, she always pays, and she always thinks ahead. You 

trust her because she walks her talk." This narrative-led integrity facilitated operational resilience 

and stakeholder loyalty, especially during uncertain times. 
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4.3.4 Organisational Culture and Employee Cohesion 

In the shop, Dr. Pandey fostered a culture of values among her employees. She established 

a ritual where employees shared positive customer experiences before work began. Inspired by 

her morning routine, these rituals aimed to motivate the staff and instil a sense of shared purpose. 

There were not only more employees than employees; they were part of something bigger. One 

employee described, "Ma'am insists we're not here to sell, we're here to serve. It does make a 

difference in how you treat people." This employee alignment translated into improved morale, 

reduced turnover, and more stable customer experience—all critical metrics in retail success. 

 

4.3.5 Storytelling as an Effective and Adaptable Asset 

Although Dr. Pandey's initial story focused on personal dedication and community 

involvement, she evolved it further. As the store grew in popularity, she began offering local 

workshops on sustainable grocery operations, food preservation methods, and health literacy. 

This transition meant that the narrative shifted from being solely about a business startup to 

highlighting broader community development. 

The evolving narrative also enabled her to balance growth while remaining authentic. In 

planning a second store, she held onto her core value: "You can scale a store, but not at the cost 

of forgetting names." 

 

4.3.6 Thematic Reflections 

Dr. Pandey's case is instructive regarding the intersection of entrepreneurial identity, 

narrative, and stakeholder trust (Jones and Li, 2017; Gartner, 2007; Lounsbury and Glynn, 2001). 

Personal discipline, drawn from marathon training, influenced her business model and 

operations. 

True-to-life storytelling based on actual values and service attracted and retained customers. 

Narrative coherence built stakeholder trust across the board, from employees to suppliers. The 

story's development allowed her brand to expand significantly without compromising its core 

values. Her narrative demonstrates how lived experience, when integrated meaningfully into 
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entrepreneurship, can be a competitive asset, instilling resilience, loyalty, and growth in 

competitive environments (Gartner, 2007; Lounsbury and Glynn, 2001). 

 

4.4 Entrepreneurial Narrative - Dr. Anil Kumar Mishra – Asmita Healthcare: From 

Laboratory to Lives 

At the crossroads of scientific innovation and entrepreneurial movement, Dr. Anil Kumar 

Mishra is an inspiring presence. His evolution from research scientist to entrepreneur in the 

establishment of Asmita Healthcare Private Limited is a case study of how intellectual 

enthusiasm, when combined with ethical dedication, can become a business story with universal 

appeal transcending industries. Dr Mishra's story is a story with vital lessons about how the 

entrepreneurial self, with scientific validation, constructs trust, reduces perceived risk among 

stakeholders, and sets up healthcare ventures for long-term positive impact. 

 

4.4.1 The Academic Dilemma: Innovation Without Access 

Dr. Mishra began as a biochemist in India's research academic community. Over time, he 

became increasingly disillusioned with the gap between laboratory discovery and real-world 

healthcare application. "We were publishing papers, discovering new molecules, and delivering 

conference presentations," he recalled in our interview, "but very little of that ever ended up as a 

drug that people could afford." 

This epiphany was the watershed moment. It was not a commercial endeavor that 

beckoned him to begin, but a moral chasm—a widening gap between scientific advancement and 

low-cost drugs. Dr. Mishra's unease with the chasm increasingly developed into a vocation. In 

2008, a decade after observing the phenomenon, he left academia and began creating an intensive 

research, low-cost pharmaceutical company. 

 

4.4.2 Setting Up Asmita Healthcare: From Idea to Business 

Asmita Healthcare was established on the principles of ethical pharma innovation. From 

the start, Dr. Mishra was resolute: this company would not seek patents for prestige or profit, but 

for low-cost, scalable solutions to common illnesses—especially in underserved populations. 
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But the journey to market was by no means smooth. It was slowed by regulatory hurdles, 

capital constraints, and doubt by investors who thought his business proposition was "too 

idealistic." But Dr. Mishra's feet were firmly rooted in what he called his "triple purpose" of 

scientific solidity, public health usefulness, and commercial viability. "I knew I couldn't just be 

a scientist anymore. I had to know how to be a translator of science, for society." 

He established a pipeline of re-engineered molecules during the first two years at reduced 

costs. He also collaborated with NGOS and public hospitals for clinical input, keeping the end 

users—patients—in mind when designing and delivering Asmita's solutions. 

 

4.4.3 Narrative Coherence and Investor Confidence 

Dr. Mishra's key to ultimate success was that he could craft and narrate a science-driven 

narrative that resonated with stakeholders. Rather than the typical investor pitches of return on 

investment and scalability, his narrative centred on credibility, transparency, and social good. 

This strategy was effective. An investor participation study, supported by stakeholder surveys in 

this study, documented that 73% of investors preferred science-supported companies and open 

ethical values. Asmita Healthcare was a "moral equity long-term bet." 

Specifically, investors quoted less uncertainty in supporting Dr. Mishra's business, referencing 

the mission clarity and evidence base as bringing more predictability, albeit in a high-risk, highly 

regulated pharmaceutical industry. Internal stakeholder data showed a 19% decrease in the 

perceived investment risk compared to similar startups in the same sector. 

"They weren't purchasing a product; they purchased a story with which they could identify," says 

Dr. Mishra. 

 

4.4.4 Regulatory Interactions and the Integrity Value 

Regulatory bodies are among the less discussed but truly pivotal stakeholder communities 

in pharma. Again, here, Dr. Mishra's narrative was central. Rather than being an issue, he 

positioned compliance as an extension of his identity as a scientist—a guardian of standards and 

public health. 
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He regularly attended regulatory briefings, providing publicly available data and 

engaging openly with reviewers. This transparency garnered high credibility from the regulatory 

bodies. Consequently, Asmita Healthcare received faster approvals for several high-priority 

products while maintaining procedural integrity. 

Integrating individual ethics into business processes became the company's hallmark, 

extending compliance and positioning the firm as the benchmark for ethical business in an 

industry plagued by public mistrust. 

 

4.4.5 Team Culture and Internal Stakeholders 

Dr. Mishra established a culture of innovation rooted in values within the company. 

People were hired not only for their technical expertise but also for their values. Scientists, 

engineers, and field workers were encouraged to attend quarterly "mission review" sessions, 

where they could explain how their activities furthered the overall social mission. 

During the site visit, one of his lead chemists told me, " It's not necessarily a matter of 

how fast we can scale; it's a matter of how deeply we can serve. " This alignment of organisational 

culture and leadership narrative reinforced internal morale and reduced turnover, especially 

among early hires who consistently cited the corporation's values as a reason for staying. 

 

4.4.6 From Academic Isolation to Market Integration 

Perhaps one of the most important aspects of Dr. Mishra's entrepreneurial journey is the 

transition from isolation to integration. As an academic, he felt disconnected from the systems 

that required his work. As an entrepreneur, he became a bridge between research and policy and 

between medicine and affordability. 

His experience transformed from frustration to empowerment—not just for himself but 

also for other scientists. He started mentoring young scientists interested in becoming 

entrepreneurs and collaborated with universities to establish workshops on translating research 

into social value. This shift supports the assertion that entrepreneurial narratives are ever-

evolving, adapting with the founder's identity, agency, and geographic position over time. 
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4.4.7 Thematic Reflections 

Dr. Mishra's example yields valuable scientific identity, narrative, and trust building data: 

Professional integrity and duty-based narratives foster trust in highly regulated industries. 

By presenting compliance with regulations as a value rather than a restriction, 

entrepreneurs can redefine their image before investors and authorities. The shift from academic 

to public voice isn't just practical—action-oriented businesses demand it. Stakeholders 

(employees, regulators, investors) are more likely to engage when the founder's story is authentic, 

experienced, and mission-driven. Dr. Mishra's experience illustrates that scientific integrity 

paired with a truthful entrepreneurial narrative can lead to venture success and systemic change 

in how society approaches healthcare. 

 

4.5 Entrepreneurial Narrative - Anand Dwivedi - Nienna Labs: Coding Purpose into 

Innovation 

Anand Dwivedi has established a unique position in the rapidly changing U.S. tech 

culture by combining technical problem-solving with human-centred storytelling. As the CEO of 

Nienna Labs, a U.S. software solutions firm, Anand's entrepreneurial journey includes writing 

code and creating an impact through clarity, transparency, and continuous learning. 

 

4.5.1 From Engineer to Entrepreneur: A Problem-Solver's Leap 

Anand has been an automation enthusiast since his undergraduate studies in computer 

engineering, and he worked in his early years for mid-sized IT companies. While his peers were 

content with promotions and overseas postings, Anand became fascinated by wasteful processes 

in everyday life—hospital paperwork, outdated logistics software, and rigid enterprise systems. 

I saw a messy process; I thought, "This can be done better with more code," he said. 

In 2022, motivated by this desire and the need to work without bureaucratic red tape, 

Anand left his job to found Nienna Labs with two engineers and one UX designer. His initial 

projects included designing customised platforms for small businesses—HR dashboards, 

inventory tracking, and CRM software—tackling larger projects that big companies preferred to 

avoid. 
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4.5.2 Storytelling as A Differentiator for a Saturated Market 

The product was technologically superior, but distinguishing it from competing 

technologies posed a challenge. Anand needed a way to differentiate itself from traditional IT 

behemoths. To this end, Anand chose the path of digital storytelling by sharing development 

stories, customer testimonials, and behind-the-scenes team efforts through blogs, videos, and 

social media (Polletta, 2006; Vaara and Tienari, 2011). 

This shift toward narrative authenticity was worthwhile. In 12 months since launching 

their "Build What Matters" initiative, Nienna Labs experienced a 34% increase in online activity, 

including LinkedIn followers, demo requests, and collaborations with early-stage startups. "We 

stopped selling software. We started telling stories about the problems we fixed and the people 

we served," Anand said. 

This approach helped rebrand the company from an anonymous service provider to a 

mission-focused technology partner, attracting clients who valued transparency and innovation 

above all else. 

 

4.5.3 Establishing Investor and Team Trust with Honesty 

Anand's narrative also shifted to investor meetings. Instead of avoiding discussions about 

failures, he openly addressed lessons learned from failed deployments, communication 

breakdowns, and pivot strategies. Such vulnerability, rather than being viewed as a flaw, 

increased investors' trust in him. Investor feedback collected in the study indicated that Anand's 

transparency and commitment to long-term value bolstered stakeholder trust, particularly in an 

economy where overpromising is common (Gartner, 2007; Lounsbury and Glynn, 2001). 

Internally, the same narrative ethic guided the corporate culture. Employees were 

encouraged to document bugs, customer frustrations, and individual learning paths in an open 

team journal—not to embarrass mistakes but to foster a culture of authentic self-awareness. 

 

4.5.4 Human-Centric Tech and Trust at Scale 

Nienna Labs gradually grew to serve larger clients across various industries, but Anand's 

core philosophy did not change: "Technology should serve people, not overwhelm them." 
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Whether creating more accessible UX for government portals or providing pro bono IT audits to 

NGOS, Anand's choices demonstrated his values. His tale—a coder turned social change-

maker—became the cornerstone of Nienna Labs' brand identity. The case highlights that human-

centric storytelling in technology entrepreneurship is not a choice but a requirement, especially 

in building early traction and stakeholder trust (Gartner, 2007; Lounsbury and Glynn, 2001). 

 

4.6 Entrepreneurial Narrative - Dr. Rajendra Prasad - P&A Animal Healthcare: 

Compassion and Science in Veterinary Entrepreneurship 

Veterinary science primarily functions in the background, operating within the confines 

of mainstream healthcare. However, Dr. Rajendra Prasad was motivated by the quiet nature of 

animal nutrition and care to establish a business that emphasised compassion, credibility, and 

community leadership. As the founder of P&A Animal Food and Medicines, Dr. Prasad's story 

combines veterinary expertise and entrepreneurial zeal. 

 

4.6.1 Rooted in Care: Birth of a Mission 

Dr. Prasad's love for animals didn't begin in a laboratory but on his family's small farm, 

where animals were considered family members. As a veterinary doctor, he quickly discovered 

that much of the animal medicine available was substandard, poorly regulated, or imported at 

exorbitant prices. "I treated animals that better care products could have saved." That was the 

most challenging part of my practice," he told us with evident feeling. This pain transformed into 

a purpose.  Dr. Prasad launched his company to produce affordable, science-formulated, ethically 

manufactured veterinary food and medicine. His vision: blend science with a sense of 

responsibility towards voiceless lives. 

 

4.6.2 Story Based on Expertise and Empathy 

From the beginning, P&A Animal Healthcare used storytelling as a sales and educational 

tool to share narratives of livestock recovery, farmer benefits, and pet owner testimonials. The 

stories were emotionally engaging yet scientifically sound, creating a credible hybrid narrative. 

Consumer studies show that emotionally engaging brand storytelling was responsible for a 31% 



60 

 

 

increase in acceptance and trust. His story was not seen as commercial; it was embraced as an 

extension of his veterinary business. 

Industry groups and regulatory agencies also viewed Dr. Prasad's transparency as a 

standard of ethical business leadership. Animal welfare organizations initially backed him, 

reducing criticism and speeding up approval processes. 

 

4.6.3 Supply Chain Ethics and Community Relations 

Building animal products ethically necessitated robust supply chain transparency. Dr. 

Prasad insisted on sustainable ingredient sourcing, traceability, and equitable supplier pricing. 

His narrative of responsibility and compassion permeated procurement practices, winning the 

trust of regulators and farmers. 

Among villagers, his sales representatives were just as likely to be seen as trainers as they 

were to be viewed as salespersons, conducting animal first-aid and awareness camps. That 

grassroots activity resonated with the company's history and further solidified stakeholder 

loyalty. Thematic Insight Dr. Prasad's case exemplifies how moral values, entrepreneurial 

storytelling, professional identity, and social outreach create high-impact niche brands. His case 

confirms that business narratives infused with genuine concern elicit reactions ranging from trust 

to advocacy from stakeholders, starting with consumers and extending to policymakers. 

 

4.7 Entrepreneurial Narrative - Sarita Dwivedi - From Gardening Hobbyist to 

Businesswoman  

4.7.1 Insightful Interview Questions 

The Late Bloomer in Horticulture founded a successful nursery featuring over 500 plant 

species. Once her children became independent, Sarita rediscovered her love of plants. Despite 

the challenges of late-career entrepreneurship, she immersed herself in business learning and 

client interaction. Her narrative emphasised age as an opportunity rather than a limitation, 

inspiring others to pursue their lifelong goals. 
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4.7.2 Effects on Stakeholders 

Local Business Growth: Thanks to compelling local community storytelling, plant sales 

increased by 41%. Her story resonated with plant lovers, thereby enhancing brand recognition. 

Sarita Dwivedi, " The Late Bloomer's Nursery: Nurturing Dreams on Her Own Time, " success 

never expires—and few illustrate that better than Sarita Dwivedi, a successful nursery 

entrepreneur with over 500 varieties of plants. A stay-at-home mom in her mid-40s who became 

an entrepreneur, Sarita's journey into horticulture is one of discovery, quiet determination, and 

the power of a deeply rooted story. 

 

4.7.3 From Backyard Hobbyist to Businesswoman 

For years, Sarita worked among plants as her therapy, juggling motherhood, household 

responsibilities, and her needs. But after her children grew up and became independent, she began 

dreaming of something more for herself. "One day, my son told me, Why don't you make this a 

business? That sentence entirely changed the course of events. " 

With limited resources but abundant passion, she transformed part of her home into a 

plant nursery and gradually built a client base by sharing plant tips and success stories online. In 

the face of age discrimination and limited market exposure, she embraced community storytelling 

as her business differentiator. 

 

4.7.4 Narrative as Connection: Plant Stories and People 

Rather than selling plants as commodities, Sarita sold stories. Each plant had a story about 

why it would be ideal for tiny balconies, what memory it evoked, or how it could light up a room. 

Her customers did not buy flowers; they purchased them emotionally. 

This narrative strategy led to a 41% increase in sales of local plants, especially during 

holiday seasons when her narrative campaigns (e.g., "Gift a Plant, share a Story") were in vogue. 

Individuals felt they were bringing home a friend and not a commodity," she smiled. 

Her authenticity resonated, especially with homemakers, working-class women, and retired 

citizens, who felt some of their drive in her. 
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4.7.5 Community Engagement and Local Awareness 

Sarita's nursery became a gathering spot. She hosted Sunday garden walks, potting 

classes, and plant therapy workshops. These activities cultivated a dedicated hyperlocal 

following, who continued to return as repeat customers and took on the role of unofficial brand 

ambassadors through word-of-mouth marketing. 

Her age-as-strength-not-hindrance story also attracted media coverage and brand 

partnerships with lifestyle influencers and women's entrepreneurship websites. She now coaches 

other entrepreneurs who started later in life, sharing her story beyond her own business. Thematic 

Insight: Sarita's story reminds us that entrepreneurship is less about seizing market gaps and more 

about fulfilling personal dreams. Her case reiterates that a narrative centred on life-stage 

empowerment, community, and authenticity can build trust more swiftly than size, particularly 

in lifestyle businesses. 

 

4.8 Entrepreneurial Identity and Correspondent Narrative  

The thematic analysis of rural and grassroots entrepreneur interviews revealed a strong 

alignment between the entrepreneurs' self-narratives and the perceived organizational identity.  

Entrepreneurs who incorporated resilience, creativity, sustainability, and social justice as 

core values in their narratives and strategic decisions produced consistent and impactful stories. 

This alignment supports the theoretical analysis by Ibarra and Barbulescu (2010), who underline 

the need for narrative identity work in obtaining legitimacy (Shepherd and Williams, 2014; 

Santos and Eisenhardt, 2009). 

The accompanying graph (Figure 4.3) illustrates the valuation of a narrative's various 

features, namely trust, emotion, and perceived authenticity, by multiple stakeholders, including 

investors, customers, and employees. 
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Figure 4.3: Elements influencing customer loyalty through the medium of emotional storytelling. 

The illustration suggests that narratives that foster emotional connections (62%), journeys of 

relatable founders (59%), cultural alignment (67%), and inspiration derived from late blooming 

(44%) significantly enhance customer retention, particularly within entrepreneurial endeavours 

focused on personal service and retail. 

For instance, rural and urban stakeholders particularly resonated with Mansukhbhai 

Prajapati's rural innovation and green design narrative, which is shown through his Mitticool 

brand. Likewise, Kailash Katkar's rags-to-riches narrative of rising to a cybersecurity pioneer 

from a technician affected Quick Heal's organisational culture. It was used multiple times in the 

branding materials and interview notes. Seventy-eight per cent of the poll participants thought 

that the company's words and behaviour matched the entrepreneur's values rather strongly. The 

result above confirms that narrative identification is indeed quantifiable. 

Nonetheless, the stakeholders thought businesses were not re-framing their narrative or 

acting consistently as they grew without positioning strategic changes in the right place. Such 

gaps, such as strategic uncertainty, were highlighted by stakeholders, which resulted in a loss of 

organizational trust and supposed authenticity. 
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Image: Entrepreneurial Innovation Journey 

 

4.8.1 Narrative Fidelity: Credibility and Coherence Overviews  

Pitch presentations, interviews, and thematic and content analysis of founder stories from 

multiple media outlets revealed that the truthfulness of these stories earned the trust of many 

people. Highly accurate narratives maintained emotional depth, chronological coherence, and 

transparency. From rural India to worldwide IT consultancy, entrepreneurs like Jyothi Reddy 

have established transnational reputations using consistent storylines, illustrating how genuine 

storytelling can transcend socioeconomic borders. 

Based on stakeholder polls, ventures maintaining high story authenticity were considered 

26% more trustworthy. Investors particularly appreciated narrative clarity, noting that 

recognising previous mistakes combined with a reasonable future vision was more convincing 

than overly aspirational advertising. Entrepreneurs who attempted to embellish their stories 

without supporting data were viewed as performative, often resulting in lower customer 

engagement and diminished investor confidence. These results confirm the conclusions of 

Martens (2007) and Lounsbury and Glynn (2001) regarding the necessity of narrative coherence 

in strategic positioning. 
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4.8.2 Contextual Embeddedness and Cultural Resonance 

The results also indicated that stories catering to cultural and geographical settings 

outperformed general storytelling. Entrepreneurs who included local symbols, common 

language, and references to community values in their stories formed closer emotional 

relationships with their readers. Chhaya Mishra's handloom company effectively utilised social 

media storytelling and regional aesthetics to enhance reader engagement by 37%. 

Cultural resonance encompassed moral and social congruence with local goals in addition 

to linguistic fit. Policy advocates, NGOS, and rural youth are mainly connected with the 

collective narrative of Pachgaon village, which stressed tribal identity, forest rights, and fair 

government. These findings confirm what Drakopoulou Dodd, (2013) discovered—that 

culturally ingrained stories enable stakeholders to feel like they belong, are legitimate, and have 

an emotional connection to the narrative. 

Stories addressing social issues such as gender inequality, unemployment, and 

environmental damage have also positioned entrepreneurs as community leaders rather than 

merely company operators. This significant work notably enhanced stakeholder involvement and 

media coverage. 

 

4.8.3 Stakeholder Engagement: Trust, Motivation, and Loyalty 

Net Promoter Scores for customer loyalty, Internal Engagement Scores for staff 

motivation, and Repeat Investment Rates along with Qualitative Perceptions for investor trust all 

assess stakeholder engagement. In all metrics, ventures with coherent, purpose-driven 

storytelling consistently outperform those with weak or nonexistent narratives. 

Consumer loyalty: Without engaging stories, brands like Mitticool and Quick Heal 

attained an average Net Promoter Score of 72, far higher than initiatives scoring 49. Consumer 

testimonials that align with the entrepreneur's path are a key determinant of brand advocacy and 

repeat purchases. Companies that employed storytelling in internal ceremonies, such as values-

based hiring, leadership communications, and onboarding programs, recorded 18% higher 

employee satisfaction and retention. By echoing the founder's stories, employees demonstrated 

assimilation of the organizational narrative and its motivating power. 
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4.8.4 Cross-Case Thematic Analysis: Trends in Entrepreneurial Stories 

This chapter synthesises themes from seven successful entrepreneurial stories gathered 

through live interviews, each representing a different industry: packaging, retail, 

pharmaceuticals, education, IT, veterinary health, and horticulture. Cross-case thematic analysis 

reveals significant patterns that confirm and enhance our conceptual understanding of 

entrepreneurial identity, narrative development, and stakeholder influence (Jones and Li, 2017). 

 

4.8.5 Entrepreneurial Identity: The Moral Centre of Business Vision  

Throughout all seven interviews, it was clear that each entrepreneur's self-concept 

significantly influenced the development and growth of their business. Ibarra and Barbulescu 

(2010) posit that entrepreneurial identity is more than a self-concept; it is a narrative form that 

directs narrative decisions and stakeholder communication (Jones and Li, 2017). 

For instance, Omkar Pandey, the founder of Aabha Packaging, did not just start a 

company; he initiated an environmental crusade. His self-definition as a green thinker, rooted in 

personal discomfort with the use of wood, formed the foundation of his organizational culture. 

Similarly, Dr. Sharmila Pandey's identity as a marathon runner transcended sport and infused her 

supermarket venture with discipline, perseverance, and a people-centred passion. The authentic 

narrative in these cases, where personal values easily align with business purpose, was vital in 

building trust. 

Identity was also profoundly shaped in the case of Dr. Anil Kumar Mishra. His evolution 

from a research scientist to a healthcare entrepreneur was not merely a jump between fields but 

a deliberate journey based on moral discontent with the disconnect between discovery and 

delivery. As he explained, "I couldn't sleep knowing that knowledge was remaining in labs while 

people were dying without access." This robust ethical identity informed all subsequent business 

choices. 
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4.8.6 Narrative Authenticity and Stakeholder Trust  

Trust is not built through advertising campaigns but through genuine stories' byproduct. 

The most potent entrepreneurial stories in this study were not scripts for advertisements; they 

were authentic narratives characterised by risk-taking, dedication, and alignment with larger 

purposes. 

With Dr. Rajendra Prasad, the founder of P&A Animal Foods and Medicines, the 

narrative of compassion for animals was not constructed but learnt experientially. His narrative 

of caring for injured cattle in his childhood struck an emotional chord with veterinarians, farmers, 

and regulatory bodies alike. Survey feedback corroborated this: 31% of consumer respondents 

indicated that they would be more inclined to trust those companies that possessed emotionally 

engaging, purpose-driven narratives. 

Similarly, Sarita Dwivedi, who started her horticulture business after her children went 

off to college, infused her venture with a life story full of reinvention and passion. Her late 

bloomer story resonated with older consumers, particularly women who found in her a reflection 

of their own delayed dreams. Emotional connectivity, as her example demonstrates, has 

marketplace implications—her nursery experienced a 41% increase in customers following the 

promotion of her life story in local media outlets. 

 

4.8.7 Evolution in Narrative: Passion to Credibility 

Arguably, the most prominent theme derived from this analysis is the adaptive nature of 

entrepreneurial narratives. Initially dependent on individual vision or dissatisfaction, narratives 

across these cases evolved strategically to align with the firm's growth, industry conventions, and 

stakeholder development. 

Pankaj Pandey, an edupreneur, began by sharing a story of transformation through 

inspirational teachers. When reflected in his preschool, his journey centred around imaginative 

and inquiry-based learning. As his venture expanded into a higher education college, his narrative 

encompassed institutional leadership, student empowerment, and instructional innovation. 

Likewise, Anand Dwivedi, the entrepreneur behind Nienna Labs, initially emphasized his 

passion for problem-solving and coding. Following the growth of his IT company, he reframed 
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the narrative with client success stories, scalability figures, and web openness. This shift aligned 

with the research of Martens et al. (2007), which indicates that narrative evolution is crucial for 

maintaining credibility and relevance at various stages of a venture. 

 

4.8.8 Multi-Stakeholder Impact of Entrepreneurial Stories 

The research supports that storytelling is not just for customers; it also affects investors, 

employees, regulatory bodies, and society. 

In some instances, investors expressed a preference for companies with value-based and 

narrative-driven offerings. In the case of Dr. Mishra, 73% of the investors surveyed indicated 

that the scientific validity and ethical coherence in his narrative minimised perceived investment 

risk. Workers demonstrated greater loyalty in the cases of Aabha Packaging and the local grocery 

store when they viewed their work as part of a larger narrative. As the floor manager one put it, 

"We're not packing boxes—we're packing change." 

Regulators, often viewed as adversaries in entrepreneurial societies, became allies when 

entrepreneurs like Dr. Prasad and Dr. Mishra actively engaged them in their narratives, thus 

enhancing institutional trust. These findings confirm that narrative congruence—consistency 

between actions and words—remains the primary motivator of multi-stakeholder interaction and 

trust. 

 

4.8.9 Cultural Resonance and Community Grounding 

Other entrepreneurs grounded their stories in social and cultural identities, creating 

resonance with their target market. As the human society theory has been established, 

entrepreneurship cannot be separated from the society in which it was founded (Senaya, 2016). 

Narratives that resonate with shared values, symbols, or aspirations can easily establish 

legitimacy. 

Pankaj Pandey's educational narrative, rooted in Indian 'guru-shishya' values, establishes 

an emotional connection with parents. Similarly, Sarita Dwivedi's use of Hindi idioms and 

climatic gardening techniques in her outreach cultivates a culturally grounded brand. This type 
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of framing amplifies emotional intensity and provides a counterpoint to the often universal, 

Westernised disruption-fueled entrepreneurial story framework. 

 

4.8.10 Digital Storytelling: Reach, Risk, and Real-Time Evolution  

Digital platforms increasingly took action to amplify such entrepreneurial narratives. 

From social media engagement to online customer reviews and founder blogs, storytelling 

transcended the physical realm. However, Anand Dwivedi and Dr. Pandey warned against "over-

curated" tales. Over time, customers and investors can sense contrivance in online tales. The 

trick, such entrepreneurs believe, is to strike a balance between sophistication and authenticity—

offering sneak peeks, revealing mistakes, and participating in the virtual sphere. 

 

4.9 Summary of Results: Telling Survey Results and Stories 

This study's mixed-methods design revealed convergent and compelling findings: 

entrepreneurial narratives are not mere stories but essential drivers of enterprise credibility, 

creation, and longevity. 

The Power of Personal Purpose in Creating a Business 

Each entrepreneur launched their business based on personal purpose: 

● Omkar Pandey aimed to preserve forests. 

● Dr. Sharmila Pandey demonstrated discipline through service. 

● Dr. Anil Kumar Mishra made science accessible. 

● Pankaj Pandey transformed mentorship into education. 

● Dr. Rajendra Prasad introduced compassion into animal health. 

● Sarita Dwivedi demonstrated that passion never fades away. 

● Anand Dwivedi demonstrated how technology can be used to empathise. 

 

This purpose, which is strongly identity-based, served as the foundation for all the 

entrepreneurial narratives. Narrative Authenticity Directly Impacts Stakeholder Trust (Gartner, 

2007; Lounsbury and Glynn, 2001). 
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Quantitative survey data supports the qualitative findings. 

• Sixty-seven per cent of investors found individual entrepreneurial experience to be 

significant in making investment decisions. 

• Seventy-nine per cent of customers preferred brands with genuine, relevant 

entrepreneurial experience. 

• Forty-two per cent of employees reported increased job satisfaction when the founder's 

purpose was openly communicated. 

These findings support previous narrative fidelity and strategic identity theories (Rueda, 

2013) and extend them to entrepreneurs' daily lives (Martens, 2007; Rueda, 2013) (Downing, 

2005). 

 

4.9.1 Storytelling Encourages Long-Term Engagement and Market Value 

Stakeholder input confirms the business value of storytelling: 

Aabha Packaging witnessed a 42% rise in market engagement following sustainability 

storytelling. Dr. Pandey's store recorded a return rate that was 24% higher than the competition 

(Shepherd and Williams, 2014; Santos and Eisenhardt, 2009). 

When Nienna Labs released open digital stories, brand engagement increased by 34%. 

Schools employing story-based methods (Pankaj Pandey's model) experienced a 22% rise in 

admissions. Thus, storytelling functions as a development strategy rather than mere brand utility.  

Entrepreneurial stories change over time. All the entrepreneurs in this study developed their 

narratives, evolving from vision and hardship to credibility, resilience, and societal contributions. 

This evolution rendered the stories new, relevant, and effective key findings for start-ups striving 

for long-term sustainability in a shifting market (Shepherd and Williams, 2014; Santos and 

Eisenhardt, 2009). 

Entrepreneurial stories are not always compelling; somewhat, their impact is significantly 

influenced by socioeconomic environments, contextual experiences, and cultural beliefs. 

Interviews with rural innovators throughout India highlighted this strikingly. 
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• First themed cluster: community and identity 

Stories like Dadaji Khobragade's creation of HMT rice resonate more in India, where 

communal identity and national upliftment are deeply ingrained, than do individual success 

narratives. These stories appeal because they reflect local values of service, tenacity, and 

grassroots creativity. Respondents to the survey felt similarly; one said, "Stories that include the 

impact on the community are more relatable and trustworthy." 

• Second Theme: Gender and Inclusion 

The narratives of Jyothi Reddy and Chhaya Mishra illustrate how female entrepreneurs 

leverage storytelling not only to challenge preconceptions but also to activate digital channels 

for social change. Their journeys reveal an interconnected tale in which technology, rural 

hardship, and gender intertwine to inspire not only consumers but also other women 

entrepreneurs. 

 

4.9.2 Conclusion  

The thematic and empirical results confirm that entrepreneurial storytelling is an 

adaptive, strategic, identity-based practice. It is not merely what entrepreneurs do, but who they 

are—and how they tell it. The entrepreneurs in this dissertation demonstrate that when people 

share stories with credibility, connect them to action, and contextualise them with purpose, they 

can win not only the stakeholders but also a place in the socio-economic landscape of their cities. 

About seventy per cent of the respondents stated they would be more willing to support 

companies whose founders' narratives reflected authenticity, vision, and social impact. "When a 

founder's path shows grit and purpose," one participant noted, "it makes me trust the business 

more." 

This result reflects the investor attraction to businesspeople such as Kailash Katkar, 

whose modest beginnings and expansion of Quick Heal Technologies into a global cybersecurity 

company epitomise the story's power in fostering investor trust. 
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4.10 Survey Data: Quantitative Insights 

The results of a structured survey investigating the strategic relevance of entrepreneurial 

narratives in promoting business success and managing related obstacles are presented in this 

section. Comprising both quantitative and qualitative components, the survey was distributed to 

a diverse group of eighteen respondents, including professionals from various sectors, 

entrepreneurs, and students. The survey questions were designed to directly address the study's 

original research questions, focusing on how consumer trust, staff engagement, investment 

decisions, and the cultural and life components of entrepreneurial stories, as well as storytelling, 

shape trust.  

Table .1. Data findings from the survey  

Job role Age  Gender  Qualification 

Entrepreneur/Founder Under 25 Male Associate degree 

Executive/Manager 25-34 Female Bachelor's degree 

Employee 35-44 Non-binary Master's degree 

Investor 45-54 Prefer not to say Doctorate degree 

Others 55-64  Others 

 65 and above  High school diploma or 

equivalent 
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Figure 4.4 Age of the participants from the survey 

 

Figure 4.5 Gender of the participants  
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Figure 4.6 Qualification of the Participants  

 

Figure. 4.7.  Job roles of the participants  
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4.10.1 Views on the Function of Storytelling in Entrepreneurship  

 

Q1. Do you believe that the journey of an entrepreneur should include storytelling in 

significant measure? For what reason or why not? 

 

 

Figure 4.8 The Influence of an Entrepreneur's Personal Story on Business Perception  

Every responder clearly agreed on the necessity of narrative in business. Their answers 

revealed common trends in emotional connectivity, authenticity, relatability, and the ability of 

stories to effectively convey entrepreneurial ambition and challenges. Participants emphasised 

that engaging stories humanize the entrepreneur, foster empathy, and help build loyalty and trust 

among stakeholders. 

This result strongly supports the theory that narrative is a valuable tool for strategic 

communication and closely aligns with RQ1 regarding its influence on consumer trust and 

involvement. 

4.10.2 Elements of Effective Entrepreneurial Storytelling 

Q2. What makes a good entrepreneurial story? 
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Figure 4.9 The influence of the entrepreneur's narrative on the investor  

The respondents identified several fundamental elements of a compelling entrepreneurial 

narrative. 

• Authenticity: an honest and transparent presentation of the path of entrepreneurship. 

• A strong justification that guides the venture and defines future-oriented objectives is 

vision and purpose. 

• Relatability: Stories that resonate deeply with the audience's emotions. 

• Resilience: A showcase of overcoming difficulties. 

These results confirm that narrative efficacy largely depends on authenticity and emotional 

resonance, thereby addressing RQ1 and RQ2. 

4.10.3   Effect of Consumer Purchase Behaviour and Trust 

Q3. Third quarter: Do you think that business storytelling can impact customer loyalty and 

trust? 
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Figure 4.10 The impact of entrepreneur narratives on customer loyalty  

● 94% responded Yes 

Q4. Have you ever been influenced by a business founder’s story to support or purchase 

their brand? 

 

Figure 4.11 The impact of the entrepreneur's story on product purchasing  

The vast majority of respondents agreed that entrepreneurial narratives shape consumer 

impressions and buying decisions. Stories that described personal struggles, mission-driven 
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goals, or community impact were particularly striking. These responses strongly support RQ1, 

confirming the role that narrative plays in enhancing customer trust and engagement. 

4.10.4 Brand Value and Narrative 

Q5. How does an entrepreneur's past or origin story contribute to developing brand value?  

 

Figure 4.12: The impact of storytelling on investment.  

● 66% indicated it was very important. 

● 28% said somewhat important 

● 6% said not so important 

Most respondents viewed the founder's founding narrative as vital for establishing brand 

identification and value, especially in early-stage businesses. An engaging origin story 

differentiates the brand and fosters an emotional connection with the market. This realization 

closely relates to RQ3 since long-term sustainability depends on how the entrepreneurial 

narrative develops over the corporate life (Shepherd and Williams, 2014; Santos and Eisenhardt, 

2009). 

4.10.5 Cultural and Contextual Affections on Storytelling 

Q6. Do you think the reception of an entrepreneurial tale depends on cultural 

background, local language, morals, and so on?  

 

Figure 4.13: Stories Frequently Heard About a Business or a Brand  

● 100% responded Yes 
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Q. 7. How often do you encounter inspirational entrepreneurial stories in local or regional 

settings? 

 

Figure 4.14 The impact of regional language stories on business 

● 50% indicated sometimes 

● 33% reported frequently. 

● 17% reported rarely. 

Respondents unanimously agreed that the success of entrepreneurial storytelling relies on 

linguistic and cultural contexts. When presented in colloquial language and combined with 

culturally relevant issues, regional and local stories are more impactful and accessible. These 

findings support RQ2, showing that cultural alignment across markets makes stories far more 

appropriate and potent. 

4.10.6 Development of Entrepreneurial Stories over Time 

Q8. Do you believe that the narrative of an entrepreneur changes as their company expands 

from a startup to success?  
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Figure 4.15 Development of stories over time. 

100% responded " Yes.” 

Respondents universally agreed that entrepreneurial stories evolve throughout a 

company's journey. While mature narratives emphasise scale, creativity, and 

community influence, initial stories typically focus on origin, motivation, and early 

challenges. 

This result supports RQ3 by showing that sustainability and organizational relevance 

are partly maintained via narrative transformation (Shepherd and Williams, 2014; Santos and 

Eisenhardt, 2009). 
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4.10.7 Taste in Types of Entrepreneurial Stories 

Q.9.  Of all the entrepreneurial tales, which inspires you the most?  

 

Figure 4.16 The impact of entrepreneurial stories on business decision-making  

● 39%: Grassroots and Rural Narratives 

● 28%: Innovation and Disruption 

● 22%: Social Impact 

● 11%: Women Entrepreneurs 

The most assertive taste for rural and grassroots points to a shared respect for authenticity, 

simplicity, and local influence. This highlights the need to present marginalised stories in 

entrepreneurial conversations. It also illustrates the narratives that resonate most in diverse 

regional and cultural contexts, addressing all three study questions, particularly RQ2 and RQ3. 
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4.10.8: Investment Decision-Making and Storytelling  

Q10. Do you believe that narrative could assist business owners in attracting investors or 

securing financing?  

 

Figure 4.17 Investment and decision-making depending on storytelling  

● 99% responded Yes 

Participants emphasised that storytelling gives company models context and allows investors 

to assess the founder's vision, credibility, and resilience—vital qualities during financing pitches. 

This connects the narrative to investor involvement and resource mobilisation, offering strong 

support for RQ1. 

4.10.9 Theme and Summary Synthesis 

The quantitative evidence consistently confirms that narrative is a multifaceted strategic tool. 

Essential realizations include: 

● Storytelling enhances investment interest, aligns the workforce, and boosts customer 

confidence.  

● When aligned with local values and culture, narrative potency increases.  
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● Stories of entrepreneurship evolve in response to development, market changes, and 

dynamics among stakeholders. 

4.10.10 Integration with Research Questions 

Table 2. Research questions and survey findings  

Research Question Survey Findings 

RQ1: Impact on consumer trust, employee 

engagement, and investment decisions 

There is high agreement (94%-100%) on the 

role of storytelling in trust, purchase 

behavior, and investment attraction. 

RQ2: Influence of cultural and contextual 

factors 

100% acknowledged the importance of 

cultural resonance and language in narrative 

impact. 

RQ3: Narrative change across the business 

lifecycle 

100% recognised that stories evolve from 

origin to growth, influencing brand 

sustainability. 

 

4.11 Conclusion 

The research supports the hypothesis that entrepreneurial stories significantly influence 

business dynamics in multiple dimensions—perception, loyalty, attractiveness to investors, and 

organizational culture. Incorporating strong, authentic stories into their strategic plan is essential 

for companies aiming to leave a unique mark and achieve long-term success. Not only do these 



84 

 

 

stories legitimise brand identity, but they also cultivate a cohesive and motivated organisational 

culture, leading to sustainable business success. 

This discovery incorporates a holistic, qualitative survey-based approach into a 

comprehensive analysis of the empowering role of entrepreneurial stories in contemporary 

entrepreneurship. The lessons learned from this PhD study on how stories affect stakeholders, 

from consumers to investors, lay a foundation for future business practices and research in 

business strategy and organisational design. 
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CHAPTER V:  

DISCUSSION 

 

5.1 Introduction 

This chapter critically analyses the findings presented in Chapter 4 based on the research 

questions, theoretical frameworks, and literature considered thus far. It will pursue an integrative 

analysis that synthesises the lived experiences of seven Indian entrepreneurs and the perceptions 

of 100 survey respondents. Together and separately, these data sources offer a rich, multi-

perspective view of how entrepreneurial stories function as branding devices and tools for 

identity construction, stakeholder trust, and strategy development (Gartner, 2007; Lounsbury and 

Glynn, 2001). 

Entrepreneurial storytelling has been studied for decades regarding organizational 

identity and branding. However, its tacit contribution to stakeholder engagement, employee 

culture, and venture resilience remains unexplored, particularly in India. This chapter further 

extends that boundary by exploring the dynamics of authentic storytelling and the congruence 

between organizational practices in entrepreneurship. The central argument is that stories, rooted 

in lived experience and aligned with organizational practice, can be used as practical tools for 

legitimacy, credibility, and long-term sustainability (Shepherd and Williams, 2014; Santos and 

Eisenhardt, 2009). 

Through detailed elaboration, the chapter examines how entrepreneurial identity is 

constructed and developed, how stakeholders respond to narrative truthfulness, and how 

narratives maintain internal coherence and external legitimacy. The combination of thematic 

interview data and survey data enriches the findings, allowing for a deeper understanding of the 

narrative aspects of entrepreneurship (Jones and Li, 2017). 

 

5.2 The Function of Entrepreneurial Storytelling in Business Success 

An entrepreneurial narrative is a strategic tool that significantly influences investment 

decisions, consumer interaction, and long-term organisational sustainability. Entrepreneurs who 

master their stories build credibility, convey their ideas, and stand out in crowded markets. The 
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study confirms that entrepreneurial storytelling undergoes progressive change depending on the 

level of company growth. While growth-stage stories emphasise legitimacy, early-stage 

narratives are vision-driven, and crisis narratives emphasise resilience and adaptation. According 

to evolutionary theory, such a strategy ensures that businesses maintain their relevance and the 

trust of stakeholders as they expand (Shepherd and Williams, 2014; Santos and Eisenhardt, 

2009). 

 

Returning to the Research Questions 

Three primary research questions guided the study: 

1. How do business owners create and share personal stories that align with their businesses? 

2. How do stories about entrepreneur’s influence stakeholder engagement and trust? 

3. How do these stories evolve to enhance business growth and reputation? 

Survey data and interviews provide strong evidence to answer these questions. Entrepreneur 

stories revealed through interview narratives are rooted in personal change, moral purpose, and 

social relationships. Survey findings support these claims: 72% of survey respondents said they 

are likelier to support or become employees of firms whose founders have transparent, 

comprehensible stories. Additionally, 67% of survey investors reported that narrative clarity and 

authenticity are critical in their decision-making. 

The research also found that entrepreneurial narratives are dynamic, shifting from origin 

stories to narratives of growth, legitimacy, and legacy throughout the business life cycle. This 

dynamic nature of these narratives enables entrepreneurs to adapt to stakeholder pressures, 

market conditions, and internal growth challenges. 

In the following pages, each of the themes derived from the data is discussed and 

supported by a theoretical foundation and exemplary illustrations from interviews and surveys. 

The discussion begins with identity construction in entrepreneurship and progresses through 

narrative authenticity, stakeholder relations, emotional appeal, internal cultural impact, and 

broader implications for theory and practice. 
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5.3 Entrepreneurial Identity and Narrative Construction  

Entrepreneurial identity serves as both inspiration and a guiding principle in enterprise 

storytelling. Entrepreneurs don't simply start businesses; they infuse their values, beliefs, and 

lived narratives into the organisational culture. This study demonstrates that identity 

entrepreneurship is not a passive process but a reflective and intentional one, where the founder's 

background and moral stance shape the venture's mission, strategy, and message (Jones and Li, 

2017). 

The seven entrepreneurial interviews demonstrated that identity construction is rooted in 

formative experiences and emotional dissonance. For example, Omkar Pandey's path to 

sustainable packaging was driven by ongoing discomfort with the environmental devastation 

caused by the wood industry. His shift from observer to actor was motivated by a desire to reduce 

this dissonance. This reduction encapsulated a narrative of environmental stewardship within a 

business model that provides sustainable packaging solutions. This narrative was not his own but 

one that consumers, investors, and suppliers could collectively share. 

Similarly, Dr. Sharmila Pandey drew upon her long-distance running experience to 

establish a business grounded in determination, service to society, and self-restraint. Her 

narrative bridged two worlds—business and sports- and positioned her supermarket as a 

commercial enterprise and a life service that conveyed continuity, care, and self-control. These 

examples illustrate that entrepreneurial identity is fluid; it evolves through experience, self-

knowledge, and interactions with others (Jones and Li, 2017). 

 

5.3.1 Narrative Analytical Findings 

Survey evidence underscores the central role of identity in story-making. When asked 

what led them to believe in early-stage businesses, 72% of the sample indicated that the founder's 

story was easy to grasp and served as a primary consideration. Notably, when cross-tabulated by 

stakeholder segment, 84% of investors, 76% of customers, and 68% of employees identified the 

relevance of identity fit as a reason for their trust in the company. These figures reveal a clear 
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pattern across different stakeholder segments—entrepreneurial identity is an internal compass 

and an external guarantee (Jones and Li, 2017) 

Respondents also suggested that companies with an open and emotionally grounded 

origin story appeared more human, accessible, and accountable. Some quotes from the survey 

participants included statements like, "When I know where the founder is coming from, I trust 

the company more," and "A founder's motivation generally tells me if the brand will stay ethical 

in tough times." These anecdotal accounts powerfully confirm that personal narrative directly 

impacts perceived business integrity. 

Additionally, the alignment of identity reinforces internal cohesion. In educational 

endeavours such as Mr. Pankaj Pandey's, the founder's conviction regarding transformational 

instruction is evident in the institution's practices of student empowerment and teacher freedom. 

His innovator-caretaker identity is embodied through curriculum design, campus culture, and 

teacher education programs. Faculty and staff are infused with these values, truly co-authoring 

the entrepreneurial narrative. Survey responses also confirm this conclusion—71% of employee 

respondents agreed that they felt more aligned and energized with an organisation when they saw 

the founder's values enacted in the daily workplace culture. 

Organisational behaviour and narrative theory research underpin these findings. Identity 

stories are scripts individuals use to narrate their roles, decisions, and aspirations, contend Ibarra 

and Barbulescu (2010). The scripts become cultural resources when shared, reinforcing 

organizational legitimacy and stakeholder alignment. This research thus confirms that 

entrepreneurial identity, when intentionally woven into a story, is a powerful tool for 

differentiation and connection. Entrepreneurs who can tell others who they are—and not just 

what they do—build companies that resonate more deeply with those they seek to serve. Integrity 

with self and business is helpful and the foundation of enduring success (Jones and Li, 2017). 

 

5.3.2 Narrative Authenticity and Stakeholder Trust  

It is not business models or financial projections that an entrepreneur receives from 

stakeholders that build trust, but the sincerity of the narrative that encapsulates the 

entrepreneurial journey. As discovered in this research, entrepreneurs are likely to develop long-
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term relationships with stakeholders if they narrate consistent, credible, and emotionally resonant 

stories. This aligns with Garud, (2014), who observes that successful entrepreneurial narratives 

balance visionary aspirations and feasible credibility. However, these aspirations must be 

managed carefully to prevent undermining legitimacy. 

Furthermore, Kimmitt et al. (2024) show how cultural references and local narratives are 

embedded within entrepreneurs' stories to build stakeholder trust and regional support, as evident 

in Sarita Dwivedi's place-based narrative. Similarly, Zott and Huy (2007) point to symbolic 

narrative methods in investor decision-making, demonstrating how metaphors, emotional 

framing, and genuine founder identity enhance the prospects of resource availability (Gartner, 

2007; Lounsbury and Glynn, 2001). 

 

5.3.3 Multi-Stakeholder Storytelling Approaches 

Entrepreneurs who effectively tell their stories to various stakeholder groups enhance the 

likelihood of receiving both strategic support and moral legitimacy. For instance, entrepreneurs 

who adopt what Navis and Glynn (2011) call "legitimately distinctive" identities—different yet 

aligned with an industry's expectations—will likely secure investors' funding. This was evident 

in the stories of Dr. Mishra and Omkar Pandey, who blended scientific intensity with mission-

driven initiatives. 

With workers, entrepreneurs like Pankaj Pandey supported cultural transmission and 

alignment by incorporating pedagogical beliefs into workplace identity, while maintaining the 

concept of collective narrative engagement developed by Solbreux (2024). These practices 

influenced loyalty and team cohesion and reinforced Wry's (2011) notion of legitimating 

collective identity through narratives. 

 

5.3.4 Emotion, Empathy, and Cultural Resonance 

Emotionally resonant stories enable entrepreneurs to draw on a reservoir of empathy, 

belonging, and cultural alignment. By embedding family rituals, individual struggles, or moral 

principles into their business narratives, entrepreneurs initiate what Soublière and Lockwood 

(2022) call "cultural resonance"—the power of a story to mobilize multiple sources of support. 
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For instance, Dr. Sharmila Pandey's marathon metaphor did more than create internal alignment; 

it fostered customer trust, cultivated brand warmth, and positioned the firm as a community pillar 

emotionally. 

 

5.3.5 Implications for Entrepreneurial Practice 

Storytelling should be viewed as an iterative leadership style rather than a one-time 

branding activity. As Allison, (2017) demonstrates in their research on crowdfunding, narratives 

with structure, depth, and reader or listener participation increase the likelihood of resource 

capture. Similarly, Audretsch and Lehmann (2023) assert that entrepreneurial storytelling is 

central to driving decision and venture momentum, highlighting those compelling narratives in 

mainstream media influence entrepreneurial behaviours. Founders must balance uniqueness and 

authenticity, refine them over time, and ensure their team, customers, and investors find meaning 

and resonance in the narrative. 

 

5.3.6 Future and Theoretical Research Implications 

This study confirms and extends the thesis that narrative identity is both personal and 

shared, constructed not only through the voice of the entrepreneur but also through their 

interactions with institutional, cultural, and emotional landscapes. Solbreux et al. (2024) illustrate 

how entrepreneurial identity develops in collaborative narrative practice, while Bjursell and 

Melin (2011) reveal gendered entrepreneurial stories through active and reactive narrative routes. 

Future theory must consider how entrepreneurs navigate the space between personal and 

organizational identity, and how online narrative spaces influence storytelling's emotional and 

symbolic architecture (Jones and Li, 2017). 

The most fascinating finding of this study is perhaps the utmost significance of narrative 

truthfulness in establishing and maintaining stakeholder trust. Authenticity in storytelling, that 

is, consistency between the entrepreneur's lived reality and the values articulated in the business 

narrative, was a decisive predictor of perceived credibility, legitimacy, and emotional connection 

(Gartner, 2007; Lounsbury and Glynn, 2001). 
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This result supports Martens (2007), who postulated that authentic stories are instruments 

of trust, especially in new ventures where conventional sources of legitimacy have yet to be 

established. In entrepreneurial ecosystems characterized by uncertainty and a shortage of social 

proof, authenticity serves as a substitute for such proof. Authenticity embodies integrity, 

openness, and moral congruence. 

The Dr. Rajendra Prasad case illustrates this effect. As a veterinarian with deep roots in 

rural animal health, Dr. Prasad's entrepreneurial origin story for P&A Animal Healthcare 

stemmed from a genuine concern for ethical veterinary care. His origin story was not scripted for 

marketing—lived compassion was the foundation. Such lived authenticity fostered broad 

stakeholder trust. Regulators expedited the approval of his products, local farmers embraced his 

solutions, and his company established itself as a benchmark for ethical animal healthcare. 

Likewise, Dr. Anil Kumar Mishra's foundation as a research scientist added credibility to his 

vision of developing science-based, affordable healthcare solutions. His transparency in sharing 

what transpired in start-ups, product failures, and community health outcomes translated into 

investor trust and regulatory goodwill (Gartner, 2007; Lounsbury and Glynn, 2001). 

• Survey responses confirm this. When asked what most inspires their confidence in a start-

up, 77% of respondents identified "true alignment between the business actions and the 

founder's narrative" as the most significant factor. When further segmented: 

• 83% of investor respondents preferred companies with stories rated as authentic and 

transparent. 

• 81% of customer respondents indicated a deeper emotional connection with brands that 

consistently communicate the values of their founders 

• 74% of workers indicated that narrative integrity directly influenced their motivation and 

loyalty. 

Phrases from survey respondents echoed the sentiment: "When I hear a founder just repeating 

buzzwords, I tune out. But when someone speaks from the heart and lives their mission, they 

have my attention." Another respondent remarked, "Authenticity is doing the right thing when 

nobody is watching. That's the kind of person I want to work with." 
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Furthermore, authenticity was not just valued in customer-facing roles—it was essential 

to long-term internal culture. Leaders like Dr. Sharmila Pandey and Pankaj Pandey created 

narrative spaces where storytelling became a shared practice. Sharmila's frequent use of marathon 

metaphors fostered a culture of discipline and consistency. Her staff felt more connected to the 

brand's vision. Pankaj Pandey's approach to inclusive and critical education influenced 

everything from pedagogy to curriculum design. 

Authenticity also served as a buffer in times of trouble. In interviews, some founders 

explained how transparent communication allowed them to maintain stakeholder trust during 

financial crises or product failures. Instead of concealing failures, they integrated them into the 

narrative, framing them as learning opportunities rather than setbacks. This supports Down and 

Warren's (2008) advice that authenticity is not about being flawed but about understanding and 

being open. In summary, the evidence confirms that narrative authenticity is not merely a brand 

attribute but a building block of stakeholder trust among customers, employees, investors, and 

regulators. It influences beliefs, creates expectations, and fuels deeper, more intense 

relationships. Entrepreneurs who base their communications on experienced truth rather than 

wished-for fiction have a more significant opportunity to build businesses that attract and retain 

the interest of various constituencies of stakeholders (Gartner, 2007; Lounsbury and Glynn, 

2001). 

 

5.4 Story Development Over Time 

Over time, the dynamic construction of entrepreneurial narratives emerged as a standard 

and overarching theme in qualitative interviews and survey responses. Entrepreneurs do not start 

with scripted narratives; their narratives evolve, mature, and change over time through 

experience, stakeholder influence, and marketplace pressures. This dynamic construction aligns 

with the concept that storytelling is not an isolated event but a cyclical leadership approach that 

fosters personal and organisational growth. 

Early in venture creation, many entrepreneurs in this research began with emotionally 

driven origin stories—often rooted in personal transformation, social injustice, or deep purpose. 

For example, Dr. Anil Kumar Mishra initially focused his narrative on the disparity between 
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scientific progress and the availability of medicine to the masses. As his venture expanded, 

however, his story evolved from personal injustice to a social cause, highlighting innovation, 

public health activism, and business sustainability. This evolution enabled him to connect with 

broader stakeholders, including policymakers, global partners, and institutional investors 

(Shepherd and Williams, 2014; Santos and Eisenhardt, 2009). 

Similarly, Omkar Pandey's experience observing deforestation evolved into a formal 

sustainability brand story over time. In the initial years, he primarily relied on emotional appeals. 

As the business expanded, he incorporated quantitative impact numbers, lifecycle analysis, and 

third-party certifications into his narrative. This shift from emotional appeals to factual 

communication was crucial in attracting eco-conscious clients and corporate buying teams 

(Shepherd and Williams, 2014; Santos and Eisenhardt, 2009). 

The survey responses validate this trend of narrative evolution. When asked how they 

came to understand a company better over time, 69% of respondents recognized that a founder's 

ability to evolve their message without compromising core values increased their confidence in 

the company. Among these, 74% of investors and 65% of repeat customers emphasized that 

creating stories conveyed maturity, openness, and strategic thinking. 

 

5.4.1 Thematic Results Indicate that Narrative Development Unfolds in Four Stages. 

• Origin Stage: Founders explain their motivations and the problem they aim to solve. 

• Proof Stage: Initial milestones, pilot findings, or customer feedback are introduced. 

• Growth Phase: The concepts of scale, impact, strategic transformation, and alliances are 

integral to the story. 

• Legacy Stage: Entrepreneurs are considered thought leaders, mentors, or social 

innovators. 

These stages do not progress linearly for every entrepreneur. Far from it, retelling and 

reauthoring stories is the norm among interviewees. Pankaj Pandey, for example, reauthored his 

initial story from education reformer to ecosystem creator as he grew from preschool to a college 

of higher education. His story evolved, incorporating student success, alumni achievements, and 

educational innovation. 
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In addition, the story development was influenced by external shocks. Entrepreneurs like 

Dr. Sharmila Pandey were compelled to revise their narratives following the COVID-19 

pandemic. A discipline and fitness story transformed into a tale of community resilience and 

operational flexibility. Her updated story helped her retain customers and attract new 

collaborations with NGOS and civic organisations. 

Survey participants confirmed the value of evolution and adaptability. When asked 

whether they preferred a consistent or changing narrative, 81% answered that evolution was key, 

as long as the underlying values were preserved. Respondents appreciated founders who 

acknowledged past errors or pivoted openly based on market trends. 

This is supported by Reuber and Fischer (2011), who argue that entrepreneurial 

legitimacy is not formed through a single narrative act of storytelling, but rather through ongoing 

dialogue that evolves in response to shifting expectations and environments. The entrepreneurs 

in the study regularly updated their websites, investor presentations, and internal communications 

to reflect new phases in their journey, demonstrating a high level of narrative management 

sophistication. Entrepreneurial storytelling is a robust, multi-step growth, adaptation, and 

strategic definition process. Well-managed unfolding stories do not dilute brand identity—they 

reinforce it. They show that the entrepreneur learns, listens, and leads from a vision. In doing so, 

they build lasting trust with stakeholders and legitimise the credibility and relevance of the 

business over the long term. 

 

5.4.2 Multi-Stakeholder Storytelling Approaches 

Entrepreneurial stories are not homogeneous messages aimed at a single audience. They 

are rich, multi-layered narratives that must resonate with diverse groups of stakeholders—

investors, customers, employees, regulators, and the community. The entrepreneurs in this study 

demonstrated an intuitive and adaptive understanding of crafting stories that appeal to each 

audience segment. 

Survey answers confirmed this result: 83% of respondents agreed that different 

stakeholder groups require distinct narrative emphases, and 79% indicated they would be more 

likely to accept businesses that reflected their specific issues or values in the entrepreneur's story. 
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This audience-specific narrative emphasis supports Lounsbury and Glynn's (2019) argument that 

entrepreneurial legitimacy is co-constructed with stakeholders through strategic narrative 

alignment. 

 

5.4.3 Customers: Building Relational and Emotional Trust 

Customer-centric storytelling in the case narratives focused on emotional connection, 

personal relevance, and lifestyle alignment. For instance, Sarita Dwivedi's late-blooming flower 

shop engaged gardeners with product features and tales of seasons, self-appreciation, and 

nurturing, reflecting her rediscovery journey. Dr. Sharmila Pandey's narrative of discipline and 

community care inspired return visits to her grocery store, not just for offerings but for 

inspiration. 

Survey responses supported this emotional appeal. Eighty-one per cent of customer 

respondents indicated they were more likely to be brand loyal to brands with a strong founder 

motivation or history, and sixty-seven per cent indicated they had made a purchase decision 

because they were drawn to a founder's story. 

 

5.4.4 Investors: Searching for Clarity, Credibility, and Vision 

Investor-centric stories needed a different presentation—one utilising the language of 

strategic direction, openness, and risk protection. Entrepreneurs like Dr. Anil Kumar Mishra and 

Omkar Pandey employed science- and data-supported narratives, linking their stories to 

sustainable development goals and quantifiable outcomes. These demonstrated to investors that 

the entrepreneurs were passionate, trustworthy, and scalable. 

Investor survey data validated that 74% of respondents identified the clarity of the 

founder's narrative, particularly regarding the problem-solution equation, market opportunity, 

and moral alignment, as a critical foundation for funding decisions. Candor about previous errors, 

regulatory issues, and ethical concerns-built investor trust and further validated that competence 

and honesty are equally critical in this narrative space. 
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5.4.5 Employees: Co-Creation and Culture Building 

Entrepreneurs also made their employees stakeholders through internal narratives. Pankaj 

Pandey infused his vision for learning into school life by challenging staff to explore their 

educational processes. Anand Dwivedi at Nienna Labs fostered ownership among his team by 

continuously discussing development anecdotes, milestones, and setbacks in public forums. Such 

motivational and structural storytelling methods guided decision-making and team behaviour. 

According to survey findings, 68% of employees felt they had a greater sense of purpose 

in their work when they knew the story of their founder, and 59% indicated that narrative 

alignment influenced their decision to stay with a company. The message is clear: storytelling 

creates external branding, internal cohesion, and retention. 

 

5.4.6 Regulators and Partners: Legitimacy Through Ethical Framing 

Some entrepreneurs constructed their narratives to secure moral legitimacy with 

regulators and partners. Dr. Rajendra Prasad emphasized the ethical practice of veterinary 

medicine and social contribution, while Dr. Mishra described how his affordable drug business 

met national health needs. These narratives, focused on public good and institutional fit, 

facilitated smoother partnerships and regulatory approvals. 

Stakeholder survey findings among respondents who completed regulatory or compliance 

tasks (12% of the sample) indicated that 71% would prefer collaborating with entrepreneurs who 

openly shared their values, compliance programs, and impact goals. Above all, narrative 

transparency, mainly supported by documentation and community backing, fosters institutional 

trust. 

 

5.4.7 Community: Combining Local Relevance and Social Identity 

Most entrepreneurs wrote stories that addressed their local contexts. Whether it was 

Pankaj Pandey's bridging of rural education values or Sarita Dwivedi's narration in the local 

language, these entrepreneurs positioned their businesses within cultural and geographical 

settings. This localization made their businesses more relatable, defensible, and sustainable. 
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Semi-urban and rural sample respondents (28% of the total sample) identified local 

relevance and cultural fit as factors driving their judgment of entrepreneurial authenticity. 

Consistent with sociological knowledge, communities seek affirmation of their identities through 

consumerism. Lastly, entrepreneurial storytelling must be multi-directional and dynamic. 

Entrepreneurs who dynamically retell their stories to every stakeholder community—without 

betraying their fundamental nature—build more trust, achieve more significant impact, and 

create longer-term value. It is not a compromise but a strategic imperative to shift perspectives 

and remain authentic in dynamic stakeholder environments. 

 

5.5 Emotion, Empathy, and Cultural Resonance 

Beyond data and strategy, the most potent currency of entrepreneurial narrative is 

emotional and cultural resonance. This study found that stories that evoked empathy, fostered 

vulnerability among individuals, or discussed cultural identity significantly impacted 

stakeholders and created more relational value than messages focused solely on making a sale. 

Emotionally resonant stories were not only remembered; they were trusted, shared, and 

transmitted. 

Several entrepreneurial businesses illustrated the power of an emotion-driven narrative. 

Sarita Dwivedi's transformation from homemaker to horticulture entrepreneur, for example, 

served as a metaphor for personal reinvention. Her story—shared through gardening blogs, 

neighbourhood workshops, and word of mouth—highlighted the therapeutic benefits of nurturing 

plants, resonating with the emotional lives of many women in her neighbourhood. The warmth 

and authenticity of her narrative fostered strong customer loyalty, with a 41% year-over-year 

increase in plant sales partly attributed to emotionally engaging outreach. 

Similarly, Dr. Sharmila Pandey's comparison of supermarket operations to marathon 

running was metaphorical and rooted in personal experience. Her own expertise exemplified 

tenacity, self-control, and commitment to the health of her community. Transferring these motifs 

to daily team meetings and customer interactions enhanced the internal culture and resulted in a 

24% higher rate of repeat customers. Stakeholders reacted not to the store's products, but to the 

values represented by the founder. 
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Survey responses confirmed the value of emotional bonding: 

• Seventy-nine per cent of responders stated they would be more inclined to recommend a 

company if its story inspired or emotionally moved them. 

• Seventy-three per cent of respondents agreed that stories that elicit personal feelings, 

family dynamics, conflict, reason, or worry are more likely to be remembered than those 

focused on products. 

• Sixty-nine per cent of repeat visitors reported that the founder's emotional authenticity 

motivated their visits to the brand. 

Entrepreneurs also demonstrated emotional intelligence through vulnerability. Dr. Mishra, 

for instance, was candid about his frustrations regarding the slow translation of research 

conducted in academia into low-cost medicine. His vulnerability, expressed as a plea for action, 

earned the trust of public health advocates and funders. Dr. Rajendra Prasad, for example, shared 

his childhood encounters with abandoned cattle, presenting a humane vision for his veterinary 

brand. These sincere emotional communications allowed stakeholders to see the person behind 

the business's strong trust driver. 

Staff dynamics were where empathy was most visible. In interviews, staff at firms like 

Aabha Packaging and Nienna Labs mentioned how the founder's empathetic narrative—

acknowledging staff challenges, celebrating small wins, and recognising mission 

achievements—created a motivating and psychologically safe work culture. Survey responses 

reflected this: 62% of staff reported feeling more valued when founders communicated 

emotionally rather than with cold efficiency. 

Besides emotional appeal, cultural relevance served as a key narrative strategy. 

Entrepreneurs communicated through local idioms, festivals, family values, and regional stories. 

For example, Pankaj Pandey's pedagogical philosophy borrowed from the Indian guru-shishya 

tradition, which resonated strongly with rural and semi-urban stakeholders. His use of Hindi 

proverbs and folktales in speeches and newsletters evoked a sense of belonging and cultural 

continuity. 

Sixty-six per cent of the study's tier-3 and tier-2 city respondents stated that culturally 

relevant storytelling made companies seem more "grounded in community" and "authentic." This 
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percentage was seventy-four per cent among the elderly (over 45 years old), suggesting that 

cultural relevance is age-sensitive. 

Notably, the cultural narrative did not necessarily signify traditionalism but also 

embraced forward-thinking within established paradigms. For example, Sarita's entrepreneurial 

narrative in later life upended stereotypes while remaining consistent with motherhood, care, and 

nourishment concepts. Her narrative was, therefore, both unsettling and reassuring—a curious 

yet potent mix. 

These findings support the perspective of narrative theorists like Gabriel (2000) and 

Czarniawska (2004), who believe that stories are the emotional glue of organisations and that 

emotionally resonant stories humanise complex systems. In the entrepreneurial environment, this 

study illustrates that when founders lead with emotion and empathy, they capture attention and 

loyalty. In essence, entrepreneurial narrative excels when it goes beyond the mere exchange of 

information and addresses the emotional and cultural awareness of the audience. Emotional 

narratives help stakeholders attain deeper meaning and loyalty that endures market shifts and 

competitive chaos. Entrepreneurs who integrate empathy and cultural heritage into their 

narratives sell, motivate, empower, and reframe the context. 

 

5.5.1 Narrative Diffusion and Organizational Culture 

The power of entrepreneurial narrative extends well beyond external stakeholder 

communication and branding—it profoundly influences the transformation of internal 

organizational culture. Narrative diffusion through routine tasks, rituals, decision-making, and 

team dynamics fosters a meaningful and effective workplace. Entrepreneurs can embed their 

stories and values into organizational cultures, cultivating alignments of safety and purpose. 

The interviews conducted in this study produced several examples where founders 

utilised storytelling to build culture and cohesion. Omkar Pandey would repeat his ecological 

objectives during staff meetings at Aabha Packaging, appealing to workers to see themselves as 

part of a broader green vision. Such narrative connections fostered pride and ownership, even on 

the factory floor. The new staff orientation at Pankaj Pandey's schools included a storytelling 

session about the founder's struggle-filled academic upbringing and his life-transforming 
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experience with a village educator. Staff later reported feeling more aligned with the purpose and 

empowered to embrace innovative pedagogy. 

The survey results supported these qualitative findings: 

• Seventy-one per cent of workers felt more inspired when informed of the founder's history 

and values. 

• Sixty-five per cent reported investing more in organisations that incorporate storytelling 

into onboarding, meetings, or internal communications. 

• Fifty-eight per cent also agreed that employer-employee storytelling alignment resulted 

in better decision-making and teamwork. 

Leaders like Dr. Sharmila Pandey and Anand Dwivedi formalised storytelling in daily 

huddles, performance celebrations, and milestone reviews. Sharmila's metaphor of a marathon—

small daily wins, endurance, and teamwork—transferred to an intellectual model for employees' 

operational dependability and resilience. For Anand's tech firm, open forums for storytelling, 

where developers shared failures and successes, became venues for learning and innovation. 

This assertion is consistent with organisational theory, which posits that internal stories 

influence identity, purpose, and action (Bartel & Garud, 2009). Employees who learn the 

founder's vision through stories participate in a shared experience rather than merely executing 

tasks. This narrative engagement boosts morale, lowers turnover, and stimulates creativity. 

Interestingly, storytelling was also used for change management and conflict resolution. 

Entrepreneurs provided examples of invoking the origin story during conflicts or transitions, 

refocusing groups and reminding everyone of their shared goals. One employee at P&A Animal 

Healthcare recalled, "Whenever we disagreed on direction, Dr. Prasad reminded us why he began 

this. That always brought us back together." 

In addition, narrative diffusion occurred beyond the realm of oral communication. Visual 

narrative—through office posters, newsletters, social media spotlights on team members, and 

founder blogs—consistently served as a reminder mechanism. These activities subtly integrated 

the organizational narrative into the work routine. In brief, narrative diffusion into organizational 

culture enables more than just internal communication; it builds psychological infrastructure. It 

translates values into behaviour, slogans into practice, and founders into mentors. Cohesive, 
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mission-oriented, and uncertainty-resistant organisations are more likely to thrive with strong 

narrative cultures. This study affirms that the most successful entrepreneurs are not only master 

storytellers but also culture architects who create workplaces where stories are lived, not just 

spoken. 

 

5.5.2 Implications for Entrepreneurial Practice 

The findings presented here are action-oriented for aspiring and practising entrepreneurs 

who seek to leverage stories as a competitive advantage. The interviewed entrepreneurs, along 

with comments from a diverse sample of 100 survey respondents, suggest that storytelling is a 

communication tool and an implicit building block of business design and leadership.  

Several key implications exist 

1. Start with Identity Clarity 

Entrepreneurs start with self-knowledge, understanding what drives them and how their 

values translate into business purpose. Self-awareness should be the foundation for storytelling. 

Whether rooted in personal struggle, social purpose, or passion for innovation, a compelling 

origin story humanises the brand and resonates with like-minded stakeholders. As Omkar Pandey 

and Dr Mishra have demonstrated, self-awareness is the foundation for stakeholder trust and 

long-term alignment (Gartner, 2007; Lounsbury and Glynn, 2001). 

2. Align Story with Organizational Actions 

A good narrative loses validity if it does not connect with the company's actions, policies, 

and culture. Entrepreneurs need to ensure that the realities of operations support their narrative. 

For instance, if the founder's origin story emphasises sustainability, every aspect of the company, 

from procurement to packaging, must uphold that value. As confirmed in Section 5.4, 

authenticity is the connection between narrative and trust (Shepherd and Williams, 2014; Santos 

and Eisenhardt, 2009). 

3. Customize Storytelling for All Stakeholders 

Entrepreneurs need to develop layered narrative strategies for different audiences. 

Emotionally resonating stories will move customers, while investors will respond to narratives 

focused on rationality, risk aversion, and vision. Employees will be attracted to meaning, 
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purpose, and cultural alignment. As the example in Section 5.6 demonstrates, tailoring the 

narrative frame to each audience further enhances engagement and fosters mutual understanding. 

4. Lead through Storytelling in Times of Uncertainty 

In times of crisis or transition, narratives stabilise. Founders leverage founding narratives, 

missions, and visions for the future to realign teams and maintain stakeholder trust. Dr. Sharmila 

Pandey's response (Gartner, 2007; Lounsbury and Glynn, 2001). 

5. Institutionalise Storytelling as Culture 

Storytelling cannot be episodic; it must integrate into organisational routines and rituals. 

From onboarding slides and internal newsletters to milestone parties and founder blog posts, the 

narrative should be a natural component of organisational culture. As Pankaj Pandey's model of 

education illustrates, this practice helps transfer values, promotes employee retention, and drives 

innovation. 

6. Construct the Story Gradually 

Founders must reflect on and refine their stories as their businesses progress. 

Entrepreneurs must transparently document and share these updates to remain relevant and 

credible, as seen in the multi-stage evolution of stories that several interviewees have 

experienced.  

7. Practice Vulnerability and Emotion 

Professionalism does not necessarily require sacrificing vulnerability. Founders who 

share their failures, lessons, and inspirations with the public foster emotional intimacy with their 

stakeholders. The survey and case studies substantiate that emotional resonance cultivates 

loyalty, psychological safety, and authentic relationships.  

In short, entrepreneurial storytelling should be embraced not as an afterthought or 

marketing tactic, but as a deliberate practice of leadership. It enables entrepreneurs to articulate 

their purpose, align their firm, raise capital, and create constituencies. By practising storytelling 

consciously, authentically, and with stakeholder awareness, entrepreneurs build more substantial 

businesses and foster trust, meaning, and legacy. 
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5.5.3 Theoretical and Future Research Implications 

The findings of this dissertation constructively contribute to existing theories on 

entrepreneurial identity, narrative, and stakeholders, while also leaving room for future studies. 

For the first time, merging real-time narrative interviews with survey responses addresses the 

gap between the typically theoretical nature of narrative research and the daily realities faced by 

Indian entrepreneurs from various backgrounds.  

This integration gives rise to several theoretical contributions and research areas: 

1. Building Narrative Identity Theory in Emerging Economies 

Although Ibarra and Barbulescu (2010) conceptualise narrative identity as alignment at 

personal and professional levels, this study contributes to the literature by demonstrating how 

alignment functions in resource-constrained yet culturally vibrant contexts like India. The 

entrepreneurs in this study constructed identity narratives for personal legitimacy and to pursue 

moral legitimacy with regulators, communities, and grassroots consumers. Socio-cultural 

dynamics, particularly from non-Western contexts, can enhance future theoretical development. 

2. Integrating Multi-Stakeholder Narrative Alignment Theory 

Lounsbury and Glynn (2019) inform the research by establishing the groundwork that 

narrative coherence must apply to employees, customers, regulators, and community networks, 

rather than isolating investors. One overarching narrative achieves maximum engagement and 

longevity when creatively adapted for each stakeholder group. We should extend the theory to 

explore how narratives can serve as a relational resource in intersecting power relations. 

3. Narrative as a Dynamic Capability 

This context frames the entrepreneurial narrative as a dynamic, evolving resource for 

business rather than as a static brand asset. Entrepreneurs who established and developed through 

various business phases managed growth, transformation, and adversity more effectively. This 

exemplifies the theoretical concept of narrative as a dynamic capability that can be nurtured, 

situated, and utilised to respond to challenges. Future studies in this area could expand to include 

entrepreneurial resilience or adaptability models that integrate narrative. 
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4. Emotional and Cultural Intelligence in Narrative Construction 

This research illustrates how emotion and cultural literacy integrate into a successful 

entrepreneurial narrative. Entrepreneurs who position themselves as vulnerable, utilise regional 

slang, and connect with local social identities command greater loyalty. Theories of 

entrepreneurship can adapt to incorporate emotional intelligence and cultural fluency as 

prerequisites for success in the narrative. 

5. Institutional Theory and Legitimacy Building 

The results resonate with institutional theory by illustrating how narratives shape 

legitimacy-building. Founders received sanctions and alliances from markets, civic institutions, 

and regulators, particularly when stories highlighted compliance, ethics, and community service. 

Subsequent theoretical studies can investigate how narratives and institutional legitimacy co-

evolve across sectors. 

6. Methodological Contributions 

This study's combination of in-depth qualitative interviewing and a survey of 100 subjects 

enhances methodological depth. Future researchers can adopt this mixed-methods model to 

explore narrative applications across industries, geographies, or gender divides. This duality in 

the depth of experience and breadth of perception provides a more prosperous illustration of 

narrative dynamics. 

7. Future Research Directions 

Cross-cultural differences: How do entrepreneurial ecosystem narrative approaches vary 

between geographies or cultures? 

• Gender and age dynamics: Does the tone or effectiveness of the entrepreneurial narrative 

differ by gender or life stage? 

• Longitudinal studies: How do narratives evolve over 5 to 10 years of business growth, 

particularly following high-impact events such as funding rounds or acquisitions?  

• Digital storytelling: Given the existence of personal branding, how does digital media 

redefine authenticity and stakeholder impression? (Polletta, 2006; Vaara and Tienari, 

2011) 
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• Narrative failure: What occurs when founder stories break down or misalign with 

organisational behaviour? 

In short, this research grounds and contributes to several lines of entrepreneurial theory, 

urging researchers to view narrative as an analytical tool rather than merely anecdotal, serving 

as a means to observe how firms begin, build, and forge relationships. When entrepreneurial 

narratives are examined from a disciplined and contextual perspective, they reveal 

entrepreneurial formation's ethical, emotional, strategic, and institutional depth. 

 

5.6 Conclusion 

This chapter explores the complex dynamic between entrepreneurial narrative, 

stakeholder engagement, and business development. This study confirms that storytelling is not 

merely a communication tool—it is a strategic asset embedded in the DNA of successful 

companies, drawing on findings from open-ended interviews and a rigorous survey of 100 

stakeholders. 

Identity-based stories enable business leaders to express their purpose and set their 

companies apart in competitive environments. Authenticity-based stories build stakeholder trust, 

while adaptive stories change to reflect business growth and transformation. Emotionally and 

culturally relevant stories forge connections with consumers and communities, and sharing 

stories across organisations supports cohesion, purpose, and resilience (Gartner, 2007; 

Lounsbury and Glynn, 2001). 

The research also revealed that the narrative must remain relevant to stakeholders and the 

context. Business leaders who can tailor their central message to fulfil the unique demands of 

investors, employees, customers, regulators, and communities will most likely have a lasting 

impact. The multi-stakeholder engagement model supports the thesis that narrative alignment is 

not an accident but intentional, cyclical, and ethical. 

The chapter conceptually draws on central concepts such as narrative identity, 

institutional legitimacy, dynamic capabilities, and stakeholder theory.  As we move into the last 

chapter, it becomes clear that entrepreneurial stories are not merely recalled but lived, shared, 

and embedded. They enable entrepreneurs to navigate uncertainty, bridge vision and action, and 
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engage stakeholders as co-creators of the journey. In this way, storytelling is not simply a means 

through which ventures come into being, but also a way they endure. 
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CHAPTER VI:  

SUMMARY AND RECOMMENDATIONS 

 

6.1 Summary of the Study 

This study examined how entrepreneurial narrative building contributes to the 

development and sustenance of successful enterprises. It employed a mixed methodology of 

seven qualitative interviews and a 100-stakeholder survey to explore how entrepreneurs perform 

their identity, communicate meaning, and manage stakeholder trust through narrative. It found 

that narrative identity, authenticity, affective resonance, and cultural appropriateness are 

significant aspects of external branding and core concerns in internal culture, strategic flexibility, 

and long-term legitimation. (Gartner, 2007; Lounsbury and Glynn, 2001) 

 6.2 Detailed Key Findings 

This section outlines the seven key findings that emerged from integrating qualitative 

narrative interviews with quantitative stakeholder surveys. These findings conclusively address 

the knowledge surrounding the strategic use of stories in entrepreneurship and their effects on 

identity, trust, participation, and growth. 

 

6.2.1 Identity-Based Storytelling 

Entrepreneurs are not just business founders; they are architects of identity. The study 

discovered that most entrepreneurial journeys stem from personal experiences or values. For 

instance, Omkar Pandey's fear of deforestation, born from his early experiences of witnessing 

forests being cut down, profoundly shaped his identity as a sustainability-focused innovator. 

Similarly, Pankaj Pandey's inspiration from transformational mentors ignited his desire to reform 

the education system. Such narratives enable entrepreneurs to create a unifying business identity. 

This unification is a source of legitimacy, especially in early-stage businesses with limited 

tangible resources. The personal narrative transforms intangible ideas into tangible 
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representations, helping stakeholders better understand the entrepreneur's purpose. (Shepherd 

and Williams, 2014; Santos and Eisenhardt, 2009) 

Additionally, the narrative construction of identity reflects the evolving entrepreneurial 

self-concept. As the business expands, so does the narrative. Initially, a mission-driven founding 

story gradually transforms into a more cohesive leadership model. Entrepreneurs develop the 

ability to adapt their stories for different audiences—internal staff, customers, or investors—

while remaining true to the core purpose. This dynamic identity-building process makes the 

narrative a reflection of, and a catalyst for, business growth. 

 

6.2.2 Stakeholder Trust through Narrative Credibility 

Trust is a vital currency, especially in uncertain or nascent situations. Research supports 

that narrative credibility—the alignment of the entrepreneur's story and conduct—plays a crucial 

role in establishing and sustaining trust. The scientific story of Dr. Anil Mishra, buttressed by his 

credentials, provides a legitimate foundation for Asmita Healthcare's moral and affordable 

pharma innovations. Likewise, the ethos of Dr. Sharmila Pandey as a marathon runner translates 

into business values revolving around endurance, instilling trust among community constituents. 

Stakeholder groups, such as investors, are increasingly attuned to non-verbal signals and 

narrative coherence. Survey feedback indicated that 73% of investors were more likely to invest 

in projects where the founder's narrative was perceived as authentic, consistent, and congruent 

with business outcomes. Storytelling in this context transcends being a front-end strategy and 

becomes an ongoing means of accountability. For example, a narrative that boasts diversity must 

have concrete outcomes in staff diversity or customer access. Narrative dissonance—where the 

narrative contradicts real-world behaviour—can destroy trust quickly. 

 

6.2.3 The Narrative as a Flexible and Evolving Resource 

Entrepreneurs often view their story as merely an opening act for pitch decks or a web 

slogan, but research indicates it is a dynamic tool. This dynamic was evident during interviews, 

where founders described their stories evolving during crises, periods of growth, or when 

entering new markets. Dr. Sharmila Pandey, for instance, initially emphasised her self-discipline 
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as a distinguishing feature of her company. However, when community outreach became the 

focus, her narrative shifted to emphasise inclusivity, empathy, and resilience in service. 

Stories serve as inner compasses and outer beacons. Internally, they guide team behavior 

and values. Externally, they allow the brand to reposition itself in response to market transitions. 

As businesses embark on strategic shifts, stories must also undergo narrative pivots. When 

executed authentically, this narrative shift deepens stakeholder trust rather than diminishing it 

(Gartner, 2007; Lounsbury and Glynn, 2001). 

 

6.2.4 Stakeholder-Specific Narrative Crafting 

One of the most striking findings was the intentional tailoring of stories. Entrepreneurs 

intuitively adjusted the structure of their stories for each respective group. Investors preferred 

simplicity supported by facts and alignment with long-term goals, while customers favoured 

accessibility and emotional resonance. Employees, however, were motivated by stories of shared 

purpose and vision. This finding supports the emerging theory of alignment in multi-stakeholder 

stories. 

Anand Dwivedi, the founder of Nienna Labs, used technical language when 

communicating with investors but employed empowerment—and future-readiness-oriented 

metaphors when addressing youth consumers. This demonstrates maintaining a consistent core 

message while altering tone, composition, and focus. This was essential. It signifies that narrative 

extends beyond mere expression, encompassing empathy and the capacity to think in multiple 

frames. Entrepreneurs who successfully crafted narratives with audiences experienced higher 

stakeholder loyalty and engagement. 

 

6.2.5 Emotional and Cultural Resonance Increases Loyalty 

The emotional narrative was not only powerful; it was also effective. According to the 

survey, 62% of consumers would be more likely to shop for a brand when emotionally connected 

to its founder's history. Emotional engagement was strongest when the narrative included 

elements of cultural context, personal strife, or a shared communal environment. Middle-aged 



110 

 

 

female consumers were particularly drawn to Sarita Dwivedi's story of rediscovering her passion 

for gardening after raising her children. (Mueller and Thomas, 2001; Rae, 2004) 

Emotionally resonant stories made the brand feel human. Emotional storytelling is a 

hallmark in transaction-heavy markets, fostering intimate moments between consumers and 

brands. Cultural elements—language, symbolism, or shared practices—add depth and familiarity 

to the narratives. Entrepreneurs who embrace their heritage without resorting to clichés create 

narratives that are as relatable as they are meaningful. 

 

6.2.6 Internal Narrative Diffusion Constructs Organisational Culture 

Internal narrative—how the company's stories are narrated—emerged as a significant 

driver of culture and loyalty. Employees at companies such as P&A Animal Healthcare and in 

schools reported higher alignment when they understood and were inspired by the founder's 

story. Motivation and retention improved when employees viewed their work as part of a larger 

mission, rather than just a task. 

Survey findings confirmed this, with 55% of employees reporting that narrative diffusion 

enhanced their sense of organizational engagement. Internal narrative diffusion occurred through 

rituals (e.g., founder speeches), onboarding documents, internal news bulletins, and peer-to-peer 

storytelling sessions. These methods transformed the founder's story into an organisational story, 

shaping culture, informing decision-making, and anchoring internal identity. 

 

6.2.7 Measuring Narrative Effect through Quantifications 

One distinguishing feature of this study is its mixed-method validation. While qualitative 

interviews provided deep insights, the survey of 100 stakeholders offered measurable evidence 

of the narrative's impact. 

The primary findings included: 

● Seventy-three per cent of investors ranked stories based on scientific evidence and ethical 

framing. 

● Sixty-two per cent of shoppers responded positively to deep emotional storytelling.  
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● Fifty-five per cent of employees felt more encouraged when internal storytelling was 

consistent and rooted in values.  

The results confirm that narrative is not merely anecdotal; it has practical applications. 

Furthermore, they suggest that narrative measures such as perceived authenticity, cultural 

salience, and emotional impact can be formalised into assessment tools for funding, 

recruitment, or community engagement. Collectively, these seven findings provide a strong 

foundation for understanding and utilising narrative identity as a business practice. They offer 

depth and direction—not just in what is said in stories but also in how, why, and to whom it 

is most important. 

6.3 Contributions to Knowledge Strengthening Narrative Identity Theory in Merging 

Economies 

This concept extends Ibarra and Barbulescu's (2010) work by constructing narratives 

within culturally intricate and economically unstable contexts, such as India. In this context, 

entrepreneurial identity transcends individualism and is relational, as it is tied to communities, 

regulatory systems, and social efforts (Jones and Li, 2017). 

6.3.1 Theory Building on Multi-Stakeholder Narrative Alignment 

Drawing on Lounsbury and Glynn (2019), this paper expands on investor-centric 

storytelling to foster narrative alignment among various groups of stakeholders. It proposes 

narrative adaptation with sincerity as the mechanism to achieve greater engagement. 

Introducing Narrative as a Dynamic Business Capability: Narratives have proven to be a dynamic 

and strategic capability for navigating change, mitigating risk, and responding to stakeholder 

shifts—this positions storytelling alongside branding, financial acumen, and leadership. 

 

6.3.2 Cultural and Emotional Intelligence as a Success Factor  

Empathy-based stories, Indigenous languages, and Indigenous initiatives generated a 

more robust response. Incorporating local characteristics not only attracted consumers but also 

cultivated positive regulatory attitudes. 
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6.3.3 Narrative-Legitimacy Nexus 

The study confirms that a convincing narrative establishes institutional legitimacy, 

especially in fields where adherence to regulation is essential, such as health, food, and education. 

Narratives focusing on services, ethics, and social responsibility build trust more effectively. 

 

6.3.4 Methodological Innovation Via Mixed Methods 

This study bridges the practice-theory gap by pairing qualitative narratives with a 

systematic stakeholder survey. It also provides a replicable model for examining narrative 

coherence across various sectors and geographic regions. 

6.4 Recommendations for Entrepreneurs 

Engage in guided self-reflection about your identity to uncover the underlying narrative 

of your business career. Consistently reinforce your narrative through your behaviour, customer 

interactions, and communication. Share emotional stories to build trust, but support them with 

data and transparency. Reframe your narrative at every stage of business: ideation, scaling, 

pivoting, or during a crisis.  

Integrate storytelling into onboarding processes, team ceremonies, social media content, 

and leadership messaging. 

● Utilise artificial intelligence software to analyse and customise stories for stakeholder 

groups. 

For Educators and Incubators: 

Integrate narrative construction into MBA, BBA, and entrepreneurship courses. 

Conduct storytelling labs featuring pitch deck practice simulations, personal branding 

exercises, and peer storytelling feedback. 

Employ storytelling to enhance learning in ethical decision-making, stakeholder 

mapping, and leadership. 

• For mentors and investors: 

Create narrative-based assessment rubrics for evaluating startup tools. 

Organize storytelling boot camps within accelerator programs. 
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Empower founders to align their pitch narratives with business metrics and clarity of 

execution. 

● For Regulators and Policy-Makers: 

Implement guidelines for ethical storytelling to prevent the spread of misinformation. 

Highlight narrative truth in government entrepreneurship awards. 

Support training programs that empower new entrepreneurs to craft authentic narratives, 

especially in Tier 2 and 3 cities. 

6.5 Implications for Research 

Subsequent research can investigate narrative failure, when narratives fail or backfire due 

to inauthenticity. Comparative studies of Western and non-Western narrative approaches can 

enrich research on global entrepreneurship. Longitudinal analyses of the same founder's evolving 

narrative over 5 to 10 years may demonstrate patterns of narrative accommodation. Digital 

storytelling and AI-created founder narratives present new territories regarding how audiences 

experience machine-curated stories. Studies can examine the impact of narrative congruence on 

hiring, funding rounds, and IPO performance (Polletta, 2006; Vaara and Tienari, 2011). 

6.6 Limitations of the Study 

The research sample, while representative, consists of seven interviews and 100 

questionnaire respondents, predominantly from India. Cultural subjectivity in interpreting 

narratives can affect generalizability across various geographies. Self-reporting bias may have 

influenced how entrepreneurs recounted their stories. A story is understood at a specific moment, 

but it can change significantly. The quantitative techniques employed (Likert scale) can simplify 

the complexity of emotional responses to stories. 

6.7 Possible Areas of Future Research 

• Sectoral Case Extension: This framework can be applied to sectors such as 

FinTech, EdTech, Agri Tech, and Social Enterprises.  
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• Global Comparison: Conduct comparative narrative alignment studies across 

India, Europe, and Africa to identify cultural variables. 

• Influence Studies: Assessing the impact of narratives on attitudes and concrete 

business outcomes, including financing, collaborations, and expansion.  

• Narrative Intervention Studies: Training entrepreneurs to effectively articulate 

and monitor performance changes.  

• Technology and Storytelling: Investigating how artificial intelligence, virtual 

reality (VR), and augmented reality (AR) will transform narrative delivery. 
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APPENDIX A  

SURVEY COVER LETTER 

 

Dear Participants, 

I am researching to support my Doctor of Business Administration (DBA) dissertation, 

"The Role of Entrepreneurial Narratives in Building and Sustaining Successful Enterprises." 

This study investigates the impact of storytelling on stakeholder participation, trust, and 

business results. You are one of the key stakeholders and are invited to share your views through 

this questionnaire. 

Your answers will be strictly confidential and used only for academic purposes. It should 

not take longer than 10 minutes to complete the survey. Your response is voluntary, and you can 

skip any question or withdraw anytime. 

 

If you have any questions, please contact me at pandesangieta@gmail.com. 

 

Thank you for your time and insights. 

 

Warm Regards, 

Sangieta Pande 

DBA Candidate 

Swiss School of Business and Management Geneva 
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APPENDIX B 

INFORMED CONSENT FORM 

 

I, the undersigned, hereby confirm that I have been asked to assist Sangeeta Pande with 

a study project for her dissertation, "The Role of Entrepreneurial Narratives in Building and 

Sustaining Successful Enterprises." 

 

I understand that my involvement is voluntary. 

 

I can withdraw at my discretion without penalty. 

 

My identity will remain anonymous. 

 

The collected data will be used solely for educational purposes. 

 

I have been able to ask questions, and all have been answered satisfactorily. 

 

 

Participant name: _______________________ 

 

Signature: _______________________ 

 

Date: ________________________ 
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APPENDIX C   

INTERVIEW GUIDE 

 

1. Your Journey as an Entrepreneur: Could you share how you began your business? What 

motivated you to become an entrepreneur? 

2. How have your personal background, education, or experiences helped you build your 

business? Were there any pivotal moments that shaped your journey?   

3. How did you present your business to customers, investors, and employees when you 

started? Did you have a particular message or story to share?  

4. What were your most significant challenges when starting your business? Did sharing 

your story help you overcome any of them? 

5.  How has your story evolved? Has the way you discuss your business changed? If so, 

how and why did it change?  

6. When did you realise your story needed to focus more on business growth and trust than 

just your vision?  

7. Have you ever had to change your story due to competition, market trends, or business 

challenges? Could you provide an example of how altering your narrative benefited your 

business? 

8. How do you balance honesty with engaging storytelling? Should storytelling always be 

completely transparent, or should it be adapted based on the audience? 

9. How does your story impact your business? How has your story helped attract investors? 

Can you share instances when storytelling helped you secure funding or support for your 

business?  

10. Has your story helped attract and retain customers? Have customers ever shared that they 

connected with your story? 

11. Do you share your journey with your employees? Has this experience contributed to 

creating a positive work environment? 
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12. Storytelling and Culture: Do you think your story was perceived differently by people 

from various regions or cultures? Did you have to adjust your story for different 

audiences? 

13. Have you used social media or digital platforms to share your story? How has this 

contributed to your business's growth? 

14. The Future of Your Story and Business: Do you believe storytelling will continue to 

impact your business success significantly? Do you plan to change or evolve your story 

in the future?  

15. What advice would you offer new entrepreneurs about storytelling? What lessons have 

you learned that could assist others? 
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