
The moral of the story 
Creating a brand story that builds relationships with people. 
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Your brand story 

•  See your story from a different perspective 
–  Beyond the elevator pitch 

 

•  Begin crafting your storytelling platform 
–  Have the tools and process to refine it 

 

•  Identify new ways to share your story 
–  And considerations for building on that 

Is about to evolve 



It’s all about relationships 

•  They trust you 
•  They listen to you 
•  They forgive you for your faults. 
•  They introduce you to their friends 
•  They are loyal to you 

When you have relationships with people… 

The same holds true for brands 



The story we were trained to tell 

•  Positioning statements 
•  Elevator pitches 
•  Key messages 
•  Unique selling points 
•  Core differentiators 

Most People don’t want to hear 

For  [Target audience]            
 [Brand]                                  is the one 
 [Category]      that 
 [Key customer benefit]   unlike 
 [Differentiator]     . 



The story we were trained to tell 

•  Avoid the call 
•  Delete the email 
•  Throw out the piece 
•  Ignore the ad 

Most People don’t want to hear 

.17%	  
Avg.	  Click	  Thru	  Rate	  

on	  Banner	  Ad1	  

<1%	  
Avg.	  direct	  mail	  
response	  rate	  
(prospects)2	  

<.1%	  
Email	  click	  rate	  
(prospect	  list)2	  

12/362	  
Avg.	  daily	  ad	  exposures	  
that	  make	  an	  impression3	  

1.	  SmartInsights.com,	  April	  2016	  
2,	  	  Direct	  MarkeIng	  AssociaIon,	  2015	  Report	  
3.	  	  SJ	  Inisghts,	  2014	  



Your brand story is always evolving 

•  Competitive landscape 
•  New customers 
•  Mergers/acquisitions 
•  Industry trends/fads 
•  Economic conditions 
•  Management changes 
•  Economic conditions 
•  Natural disasters 

You can guide it, but can’t always control it 



The brands we LOVE 

They have a moral. 

have a clear guide to their story 



The brands we love 
HAVE A MORAL TO THEIR STORY 

Moral: Simple is better. 



The brands we love 
HAVE A MORAL TO THEIR STORY 

Moral: It’s fun to imagine. 



The brands we love 
HAVE A MORAL TO THEIR STORY 

Moral: Inspiration pushes us harder. 



THE MORAL IS not usually stated 
But it IS ever present 

Moral: Hard work and 
dedication pay off 

Moral: Lying makes you look bad 



Your brand does not need a script 

Every brand has a story.   
It is what you see, hear, taste, touch and experience with the brand. Every 

purchase. Every visit.  Every ad. Every interaction. 
 

Deep within that story, there is a soul.  
But you can’t define a soul - that is what makes a soul a soul. It is there, but 

you can’t see it.  You can feel it, but you can’t touch it. And, when you 
connect with it, you want to be a part of it. 

 
Just like the stories we read to our children,  

great stories have a moral.   
The moral gives the story its soul. 

It needs a soul 



Discovering your moral 
It’s what guides your soul. 



Your moral 
Guides your story 

 
 
 
 

 
 
 
 

MORAL OF THE STORY 
Why you do 

HAPPILY EVER AFTER 
Why you are 

HOW YOU DO IT/PROOF 



Your moral 
Guides your story 

Motor bikes to ride on the 
open road  

Freedom to design your own 
bike 

Freedom to be loud 

Apparel to help you express 
your freedom 

HOW YOU DO IT/PROOF 

Freedom is exhilarating 

MORAL OF THE STORY 
Why you do 

Live more  
exciting lives 

HAPPILY EVER AFTER 
Why you are 



Your moral 
Guides your story 

Works with people she’s built 
relationships with  

Listens/learns from other 
people’s experiences 

builds/acts upon what 
experience has taught here 

Stop the inflow of immigrants 
(build a wall) 

Act/react immediately 

Fire people 

 
 

The direct approach is 
always the best approach 

 

MORAL OF THE STORY 
Why you do 

 
 

Experience is everything 

MORAL OF THE STORY 
Why you do 

 
America is great again. 

HAPPILY EVER AFTER 
Why you are 

 
America is stronger 

HAPPILY EVER AFTER 
Why you are 



Three key perspectives to consider 

•  Storyteller (determine why you do what you do) 
–  The people who represent the brand 
–  The current “story” 

 

•  Audience (must be a shared belief) 
–  Customers/prospects 
–  Employees, partners, investors, etc. 

 

•  Environment (must be own-able and relevant) 
–  Competition 
–  Trends/dynamics 

Storyteller, audience and environment 



1.  Start by Looking deep within 

•  Founders 
•  Executives 
•  Board members 
•  Marketing and sales 
•  Customer service 
•  Product development/management 
•  Other 

Get there by asking why, WHY, WHY, WHY AND WHY. 

THE TODDLER PRINCIPLE 



Five key questions 

•  In less than 1 minute, how would you describe 
[Brand] to others unfamiliar with this industry 
 

•  In your opinion, what is the mission of 
the organization?  
 

•  Why did you start/join [brand]?  
 

•  What gets you most excited about coming to 
work each day?  
 

•  What keeps you up at night?  

That get to the heart 



Five key questions 

•  In less than 1 minute, how would you describe 
[Brand] to others unfamiliar with this industry 
 

•  In your opinion, what is the mission of 
the organization?  
 

•  Why did you start/join [brand]?  
 

•  What gets you most excited about coming to 
work each day?  
 

•  What keeps you up at night?  

That get to the heart 
Have a partner apply the Toddler 
Principle to one of the questions. 
 
Question:  
A:  
  
Why? 
A: 
 
Why? 
A: 
 
Why? 
A: 
 
Why? 
A:  



2.  CONSIDER all your audiences 

•  Customers 
–  Multiple “segments” 

•  Employees 
•  Partners 
•  Influencers 
•  Investors 
•  Others 
 
Surveys, 1-on-1 interviews, 
focus groups, secondary 
research, etc. 

they are each part of your story 



YOU MAY HAVE MUTLIPLE AUDIENCES 

•  The same belief applies to ALL audiences 
–  They may express is differently 

 

•  Seek to understand what motivates and 
drives them 
–  It is bigger than features and functions 
–  Apply the rule of 5 Why’s 

•  The way in which you prove your belief 
may be different for each audience 

BUT YOU DO NOT HAVE MULTIPLE MORALS 



Your audiences can be segmented 
Into three distinct groups 

BELIEVERS 
 
Low hanging fruit. 
 

NON-BELIEVERS 
 
Don’t bother 

UNDECIDED 
 
Educate 



Who are your audiences? 
And why would they want a relationship with you? 

Audience Why would they want a relationship with your brand?  

Ex:  Donors To help make an impact in the fight against poverty. 

    

    

    

    

    

    

    

Write	  down	  each	  of	  your	  core	  audiences.	  	  	  
For	  each,	  write	  down	  why	  they	  would	  want	  a	  relaIonship	  with	  your	  brand.	  	  



3. Understand the alternatives 
Beyond what they do and how they do it 



What truly differentiates your brand 

•  Look beyond features, functionality, price 
and service 
–  Those differentiators are temporary 
–  This only forces commoditization 

•  What are the morals of your competitors’ 
stories? 
–  Most brands do not have a compelling 

moral 
–  This is your advantage 

•  Competitors may share your belief 
–  But they do not live by it as you do 

Is what guides it to do what it does 



Putting It all together 
*****Transition Slide***** 

•  What is your happily ever after? 
•  How is your story going to make an impact 

on the world? 
•  ????? 
•  ????? 
•  ???? ?	  



Before jumping to the moral 
Identify your happily ever after 

To be the leader in every market we 
serve, to the benefit of our customers 
and our shareholders. 

To build shareholder value by delivering 
pharmaceutical and healthcare 
products, services and solutions in 
innovative and cost effective ways. 

To be the best in the eyes of our 
customers, employees and 
shareholders. 

To achieve profitable growth through 
superior customer service, innovation, 
quality and commitment. 



Before jumping to the moral 
Identify your happily ever after 

To be the leader in every market we 
serve, to the benefit of our customers 
and our shareholders. 

To build shareholder value by delivering 
pharmaceutical and healthcare 
products, services and solutions in 
innovative and cost effective ways. 

To be the best in the eyes of our 
customers, employees and 
shareholders. 

To achieve profitable growth through 
superior customer service, innovation, 
quality and commitment. 



Your happily ever after 

The world’s information is 
usable and accessible. 

Is a place everyone will want to go to 

Athletes excel 

A world with less 
suffering. 

 

Enjoy a taste of 
Switzerland 

A more sustainable world 



Four criteria for 

q  It’s a destination that everyone in your 
story will want to go to  
 

q  It is reasonably achievable to get there 
 

q  It’s a place we can all keep going back to 
 

q  It is clear and simple 

Your happily ever after 



Four criteria for 

q  It’s a destination that everyone in your 
story will want to go to  
 

q  It is reasonably achievable to get there 
 

q  It’s a place we can all keep going back to 
 

q  It is clear and simple 

Your happily ever after 

What may be your 
happily ever after? 



It’s time to discover your moral 

q  It explains why you do what 
you do 

q  Your audience believes it and 
can be defined by it 

q  It is own-able for your brand 

q  It aligns with your happily ever 
after 

you know you have it when it meets these criteria 

q  It doesn’t beg the question why 

q  It causes others to assume your 
strengths 

q  A second grader can understand it 

q  You’d hang it on the wall of your 
lobby 

PRIMARY CRITERIA ADDITIONAL CRITERIA 



Putting it all together 
your storytelling platform 

Doctors who can work 
anywhere, but choose BMC 

Providing services beyond 
traditional medical needs 

A full range of medical 
specialties 

Treating everyone equally 

HOW YOU DO IT/PROOF 

Life’s greatest privilege is 
taking care of those 

around you 

MORAL OF THE STORY 
Why you do 

A healthier community 

HAPPILY EVER AFTER 
Why you are 



The rally cry 

We (are all here because we) believe           [moral]          . 
As we work to       [happily ever after]          , that is what guides us. 

It is why we             [how you do it]                 
And it is why we will succeed together. 

For your brand STORY 



The rally cry 

We are all here because we believe life’s greatest privilege is taking care of 
those around us. 

 
As we work to build a healthier community, that is what guides us. 

 
It is why we provide a full range of medical and social services to our 

community, why the most prominent physicians in the world work here, and 
why we treat everyone equally.  

 
And it is why we will succeed together. 

For your brand STORY 



Let’s give it a try 
your storytelling platform 

 
 
 
 

 
 
 
 

HOW YOU DO IT/PROOF MORAL OF THE STORY 
Why you do 

HAPPILY EVER AFTER 
Why you are 



What’s the rally cry 

We (are all here because we) believe           [moral]          . 
As we work to       [happily ever after]          , that is what guides us. 

It is why we             [how you do it]                 
And it is why we will succeed together. 

For your brand STORY? 



Building relationships 
Live your story. 



The two types of people we avoid 
Are the ones that most brands emulate 



The two types of people we avoid 
Are the ones that most brands emulate 



Be true 
let the moral guide you 

What would someone (with good values) 
who deeply believes         [moral]          do? 

Confident   |     Passionate     |    Proud     |     Humble 



Be inclusive 
The story is not all about you 

Moral: Judaism can be celebrated anywhere 



Be inclusive 
The story is not all about you 

Moral: It feels good to eat good. 



Be Empowering 
Let them introduce you to their friends 

Moral: It feels great to get a great deal. 



Be Empowering 
Let them introduce you to their friends 

Moral: True strength pushes vanity aside 



Be giving 
that’s how relationships work 

Moral: The more we all understand, the more we all discover. 



Be giving 
that’s how relationships work 

Moral: The greatest feeling is getting it right 



Be demonstrative 
Actions speak louder than words 

Moral: It takes energy to live life to the fullest 



Be demonstrative 
Actions speak louder than words 

Moral: It’s enjoyable to get what you want. 



Be consistent 
Apply the moral everywhere 

Moral: When you nurture a child, you nurture a community 



Be consistent 
Apply the moral everywhere 

Moral: Life is good 



HOW WILL YOU LIVE YOUR MORAL? 



We ALL HAVE A STORY 

•  Discover your moral 
•  Live your story 
•  Build meaningful relationships 

Live it well. 



Thank you. 



Some perspective 
My story 



And the story continues… 
When left to our own devices 



When we stopped talking about ourselves 
People listened 



They became part of our story 
And invited others to join in 



Be inclusive 
The story is not all about you 

Moral: True strength pushes vanity aside 



Be Empowering 
Let them introduce you to their friends 



Be Empowering 
Let them introduce you to their friends 

Moral: Every experience is a learning opportunity 



Be consistent 
Apply the moral everywhere 

Moral: The better the view, the better the experience. 

?	  



Be true 
people will see who you are 

Moral: Food is fun. 



Be consistent 
demonstrate the moral everywhere 

Moral: Freedom is exhilarating 



The brands we love 
HAVE A MORAL TO THEIR STORY 

Moral: True strength pushes vanity aside 



Your moral 
Guides your story 

Advanced technology that 
anyone can use 

Retail environments that 
make it easy to buy/learn  

Always innovating new ways 
to make life/business simpler 

Strong customer support in 
case of difficulty  

HOW YOU DO IT/PROOF 

Simple is better 

MORAL OF THE STORY 
Why you do 

Human kind  
is advanced 

HAPPILY EVER AFTER 
Why you are 



Be true 
let the moral guide you 

Confident   |     Passionate     |    Proud     |     Humble 

Simple	  is	  be+er	   The	  status	  quo	  is	  unacceptable	   Life	  is	  best	  when	  it’s	  enjoyed	  


