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BRAND STORYTELLING 
AND CREATIVITY







BRAND VALUE

• REPUTATION VALUE
– Enhanced perceptions of quality

• RELATIONSHIP VALUE
– Trust, prolonged brand patronage

• EXPERIENTIAL VALUE
– Stories that shape product usage experiences

• SYMBOLIC VALUE
– Products become more central for identities





WHAT KIND OF BRANDS 
BENEFIT MOST FROM 
WHICH TYPE OF VALUE?



DESIGING BRAND STRATEGY

1. Identify goals that branding can address
– Matching business goals with branding imperatives

2. Map existing brand culture
3. Analyze competition and environment to identify branding opportunities
– Competitive benchmarks (and their brand cultures)
– Environmental shifts (technology etc, but chiefly culture)

4. Design the strategy





BRAND RESEARCH AND 
COMPETITOR ANALYSIS

• Understanding the current meanings, attitudes, stories, associations, and
authors of a brand

• Competing brands with similar value propositions
• Also, complimentary brands! 
• Important focus: incongruence between marketers’ desired image and 

consumers current perceptions!





















What did you learn 
from the Jack 
Daniel’s chapter?



Brands are about 
culturally resonant stories 
more than the product





Source Material
Subcultures, media myths, brand assents 









TENSION: 
IS WORKING “FOR 
THE MAN” MANLY?







WHISKEY MARKETING 
ORTHODOXY:
Status reward for the 
“masculine modern man”

JACK DANIEL’S:
“We are the stubbornly 
traditional whiskey”



DESIGN AND AUTHENTICITY



EXPLORING BRAND AUTHORSHIP



FOR THE REST OF THE CLASS
1. Mind mapping! Start with your problem at the center
2. What is your problem’s “market” and what is its cultural orthodoxy? (e.g. how are 

brands and consumption usually portrayed in your context)
3. What are the important cultural anxieties in your problem’s context?
4. CULTURAL INNOVATION SOURCE MATERIAL

1. What pop culture products (movies, TV shows, songs etc.) have spoken to your problem 
and its anxieties? How do they portray the issue? What “heroic solutions” do they 
portray? 

2. What consumer collectives or subcultures are directly related to your problem? How have 
they “solved” the problem? How do they express it?

5. Overall goal: how can you create an authentic and culturally resonant 
brand story to speak to your problem?



FOR NEXT TIME

• HBR: “The Irresistible Power of Storytelling…”
• HBR: “Storytelling that moves people”
• Robert McKee’s white paper on story 
• HBR: “A Refresher on Storytelling 101”
• HBR: “How to Tell a Great Story”


