
BRAND 
STORYTELLING
Marketing b/s 
or the way to people's hearts?

Let’s begin by looking at the two elements separately.



BRAND 
A brand is the set of expectations, memories,
stories and relationships that, taken together,
account for a consumer's decision to choose
one product or service over another.
Seth�Godin



BRAND 
Brand is the sum total of how someone
perceives a particular organisation.
Branding is about shaping that perception.
Ashley�Friedlein



BRAND 
A brand is a voice, 
and a product is a souvenir.
Lisa�Gansky



STORYTELLING
We are all storytellers.
We all live in a network of stories. 
There isn’t a stronger connection 
between people than storytelling.
Jimmy�Neil�Smith



STORYTELLING
You’re never going to kill storytelling, 
because it’s built in the human plan. 
We come with it.
Margaret�Atwood



STORYTELLING
Stories have a unique power to persuade 
and motivate, because they appeal to our
emotions and capacity for empathy.
Jeremy�Hsu



BRAND 
STORYTELLING 
IS THE WAY TO 
PEOPLE'S HEARTS

+



BECAUSE
People don’t buy what you do, 
they buy why you do it.
Simon�Sinek



BECAUSE
Marketing is no longer about 
the stuff you make, but about 
the stories you tell.
Seth�Godin



BECAUSE
If people believe they share 
values with a company, they 
will stay loyal to the brand.
Howard�Schultz



BUT IS THIS 
THEORY OR  
IS IT SCIENCE?



Neuroscientists believe our brains are 
actually wired to enjoy and receive stories.
 
By studying storytelling, researchers are
discovering more about how people analyse
information and accept new ideas.



While people have a limited capacity to
remember facts, they have an enormous
capacity to absorb stories.
 



That’s because stories connect with us 
on an emotional level, and emotion not 
only forcefully guides our decision making, 
it also boosts our ability to recall just 
about anything.
 



As a result of his research, neuroscientist 
Antonio Damasio* famously said  
‘We are not thinking machines (that feel). 
We are feeling machines that think.’
 
*In a 1994 experiment, using 3D software Damasio rebuilt the brain of Phineas Gage, a railroad worker 
who suffered a severe head injury in 1848. Gage survived but the accident destroyed much of his brain’s left
frontal lobe and had a profound effect on his personality. The experiment led to the hypothesis that emotion
and its underlying neural machinery participate in decision making.



The ‘somatic marker’ hypothesis 
formulated by Damasio and associated
researchers proposes that ‘emotional 
processes guide behaviour, particularly 
decision making’.
 



LESSONS FOR 
COMMUNICATORS
Emotional narrative beats 
analytical messaging.
Ogilvy



All human decision making depends heavily
upon emotion. If we depend merely on the
powers of fact and the cognitive ability of 
our audiences to weigh those facts, we will 
fail in our mission.
Ogilvy



PEOPLE BUY 
FEELINGS NOT
PRODUCTS
People make purchasing decisions 
based upon the emotions they feel.



Remember that everyone is trying to be 
better versions of themselves. If a product 
is going to change someone’s life, they 
must be shown how impactful it would 
be on their lives.



Even if a business is not totally original 
in its idea or in its product, it can still be 
successful if it has a story that makes 
people feel special.



Emotional processing is necessary for decision
making, and subsequent behaviour. Emotions
largely drive decisions and impact purchase
decisions. As marketers we need to understand
how to sell to the reptilian brain*.
Dr�Eleanor�Trimble

*In MacLean's triune brain model, the basal ganglia are referred to as the reptilian or primal brain, as this
structure is in control of our innate and automatic self-preserving behavior patterns, which ensure our
survival and that of our species.



We need to make a connection with our
customers at an emotional level, and we 
need to make it easy for customers to 
connect with our brand.
Dr�Eleanor�Trimble



SITUATION. 
COMPLICATION.
RESOLUTION.
Brands can use three stages 
to tell great stories.



Good stories begin by setting the stage 
and explaining the situation - what is 
happening and who is involved*.

BEGINNING / SITUATION 

*The key is to be authentic. Consumers are smart and if they think brands 
are fabricating stories they will see straight through it.



The second part of a good story introduces 
the complication* – the challenge that needs 
to be met or problem to overcome.

MIDDLE / COMPLICATION 

*The complication should be relatable to your audience. It’s what connects them to your characters in 
your story. It’s also what keeps them engaged during your story because they want to hear how people
overcome these challenges



The end of every great story offers a 
resolution - a solution to the complication 
that will make people’s lives better*.

END / RESOLUTION 

*It’s no longer a path to purchase, it’s now a path to people.



SO WHO IS
DOING IT WELL?
Let's look at some examples.



Build the best product, cause no unnecessary
harm, use business to inspire and implement
solutions to the environmental crisis.

PATAGONIA

Creating a movement.









Our diverse global community makes Airbnb
possible. Building an inclusive platform for all
hosts and guests is our greatest goal, and we’re
always working to improve it.

AIRBNB

Building a community.









Oatly’s sole purpose as a company is to make it
easy for people to turn what they eat and drink
into personal moments of healthy joy without
recklessly taxing the planet’s resources in the
process.

OATLY

Growing a tribe.









Founded with a rebellious spirit and a lofty
objective - to offer designer eyewear at a
revolutionary price, while leading the way 
for socially conscious businesses.

WARBY PARKER

Giving something back.









An entirely new category of shoes inspired 
by natural materials, and an ongoing mantra 
to create better things in a better way.

ALLBIRDS

Doing things differently.









It shouldn’t take a lightning bolt to feel 
the power of nature. Thankfully, at MOJU, 
we’ve bottled a better way. Active, grown,
functional ingredients to help you take on 
any challenge.

MOJU

Empowering performance.









When we meet someone in real life, 
we ask questions to get to know them 
better. We listen to their anecdotes, 
ideas, opinions, and beliefs.

The same applies to a brand.

John Whalley
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Strategic Director at Use.Space
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