“
B R A N D STO RY
T E L L I NG
T E M P L AT E

1 . W H AT I S YO U R B R A N D S TO R Y ?

“

Successful Brands connect with
consumers at a deep and emotional
level, that fosters trust and loyalty.
These stories are about life events &
the emotions that go with these events
– birth, death, growing up, kinship, love,
disappointment, grief, friendship, family,
struggling and managing adversity.
The most important thing to remember about brand
story telling is that your brand is not the hero, the
customer is!

2 . T H E W H Y A N D W H AT O F YO U R B R A N D S TO R Y

Why?
Why Spend Time Developing your Brand Story?
If you build your brand story with authenticity and clarity, it will help you:
•

Engage with your employees and customers at a much deeper and meaningful level

•

Gain trust and loyalty

•

Enjoy a major competitive advantage

•

Stand out in a crowded marketplace

•

Increase business performance

What?
What is your Brand Story?
Your brand story brings together your vision and mission statement, and provides
the narrative to enable you to connect with your customers; it embodies:
•

What your business stands for

•

What you promise to customers

•

What your customers actually experience

•

How you are different

Your Story is all about your Why – It gives meaning to what you do. Remember, people
don’t buy WHAT you do, they buy WHY you do it. Your Why centers around how your
product or service can improve the consumer’s life.

3. EXAMPLES OF BRAND STORIES

“M&S needed to differentiate their grocery offering from all other retailers; their campaign
story focused on the exceptional quality of their products. The storyline “This is not just
food, this is Marks & Spencer food” spearheaded a new approach to food advertising. The
music, sultry voice and cinematic shots introduced the idea of ‘food porn’ to the market,
and clearly differentiated M&S’s food from all others in the marketplace”
Marks & Spencer Food

“Nike doesn’t just sell sports wear, it
sells a persuasive and emotionally
rich and value-laden story - of hard
work, sweat, perseverance, driving
yourself and achieving”
Nike

“Harley-Davidson don’t just sell motor
bikes; they sell a ‘way of life’ of breaking
rules, choosing your own path, being part
of a community, the release of pent-up
passion, about not conforming”
Harley-Davidson

“Patagonia don’t just sell outdoor clothing and equipment – their brand story is all bout
championing and defending worthwhile causes. Patagonia customers are active, selfreliant and genuinely committed to making the world a better place. The company are quite
clear in all their marketing collateral – Planet First; Company Second”
Patagonia

4. DEVELOPING YOUR BRAND STORY

4.1 First Draft Thoughts
Please note: Developing your brand story takes time, effort and research – remember, its about
understanding the ways in which your customers connect emotionally with products/services in
your category.
4.1.1 Internal Review - Capture What You Know About the ‘WHY’ of Your Business
Define Your WHY – What is the Purpose of Your Business (Refer to your vision and mission)

4.1.2 External Review - Talk to Customers
Define Your WHY based on feedback from Customers – Remember, your Business ‘WHY’ needs
to center on the benefits your business brings to customers. What are you helping them solve?

4. DEVELOPING YOUR BRAND STORY

4.1.3 Internal & External Review Combined with an Emotional Connection.
Take your purpose, consider feedback from your customers and capture ways in which
customers connect emotionally to your product/service or similar products/services in
your industry

What emotional response/feeling are you hoping to achieve?

Focus

Inspired

Relaxation

Empowerment

Happiness/
Joy

Excitement

Relief

Creativity

Emotional
Response/Feeling
Caution/
Concern

Confidence

Control

Peace of
Mind

5. REVIEW AND REFINE YOUR BRAND STORY

Please note: Before you take your first attempt at writing your story, remember to focus on
the facts and feelings that are created by your brand or business. Be conscious that your
language and tone have a very strong impact on the way the story makes readers feel – you
can keep the story very simple, but remember you are trying to inspire an emotional reaction.
Review Your First Draft Story with Your Team/Others for Input
5.1 What parts are working?

5.2 What parts need reworking?

5.3 What parts of the story are likely to compel readers to engage?

6. CAPTURE YOUR FINAL BRAND STORY

THANK YOU

