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1. Your brand story must be connected to your brand purpose and position.
The strongest brands are deeply rooted in purpose and the idea your brand stands for. To be effective, your brand 
story must grow out of the principles and ideas your brand represents. This will always be true of the strongest 
brands. Brands that ignore this principle will struggle to communicate a consistent story.

2. Great brand stories are “truth” stories.
Tell a false story and customers will sniff it out. That doesn’t mean your story must be literally true or that every 
detail has to documented and verified. But the brand stories you tell must ring true, or have what TV personality 
Stephen Colbert calls “truthiness”, when your customers hear them. And every experience a customer has with 
your product afterwards needs to fit within that story.

3. Your brand story needs to be simple. 
Focus your story on a single idea. If you think, “Hey, my product is unique and so is my package. Our company 
has an interesting history. And we could probably hook-up with a charity to make a difference in the world. I’m 
going to tell all of that in my brand story”—stop. It won’t work. Choose one thing driven by your brand purpose 
and/or position and stick to it. Simple stories are the easiest to communicate, the easiest to connect with, and the 
easiest to remember.

4. The best brand stories fit naturally into your customer’s life. 
Every time your customers hear your brand story, they should naturally see themselves in it. The best brands 
support the stories customers tell about themselves. If your customer sees himself as a rebel, your story might 
be similar to Harley-Davidson’s. If your customer wants the world to know they are hip or creative, you might 
tell a story like Apple once did. If your customer is price-sensitive but still stylish, you might adopt a brand story 
similar to Target’s.

Customers should hear your brand story, consider their own experiences and think, “Yeah, that’s my story too.” 
Every time they have a new interaction with your product, they should experience the story again on a personal 
level.  If customers can’t relate to your story through their own experiences, or can’t recreate your story on their 
own, they may decide your brand isn’t for them. 

5. Find a story that is flexible.
Your brand story should be adaptable. You’ll be telling the bigger story in your marketing efforts. But your 
customers will need to be able to adopt the story into ways that fit their lives and experiences. Supporting these 
“micro” stories is an important part of your branding efforts. In addition, your brand story will change over time, 
adapting to new circumstances and in some cases, new markets. So you need to be able to update your story as 
your product and market change.
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6. Your brand story must convey something deeper than “hey, that’s funny.” 
If the brand story you tell is entertaining or funny, but isn’t closely attached to your purpose and position, it will 
get laughs, but not sales. Which is more important? 

No matter how entertaining, funny or loved, if the story you tell doesn’t connect with your customer and com-
municate a deeper brand truth, it’s not a good story. All great brand stories have an element of entertainment 
in them, but entertainment isn’t the purpose of the story. Rather you should be communicating meaning and 
connecting with your ideal customers. Your brand story needs to make them care.

7. Don’t be boring. 
On the other side of the entertainment spectrum, is boredom. If you choose a story that doesn’t interest or con-
nect with your customers, a story that’s all about the product and not your customer, you’ll never capture their 
attention or their hearts. Instead, formulate a story that will inspire action or gain understanding. Challenge the 
status quo. Stand out. You want to be heard, remembered, and believed.

8. Tell your story consistently. And don’t quit.
While great brand stories can resonate with your customers immediately, they usually take time to catch on with 
larger customer audiences. Nike has been telling the same brand story (with minor tweaks to fit new sports and 
new superstars) for more than 30 years. Avis told its “We’re No. 2” story for more than 50 years. Debeers has 
been telling the “Diamond is forever” story since 1947. M&M’s starting using the tagline, “Melts in your mouth, 
not in your hands” in 1941. Great brand stories last for decades. Maybe longer.

9. Your story needs to be remarkable. 
Remarkable stories are stories that people want to talk about and share with others. With so many platforms to 
share stories today (traditional advertising channels, websites and blogs, social media, PR, and more) you need 
to create stories that your brand’s fans will like and feel compelled to share with their friends. 

10. Whenever possible, add a dose of magic. 
The best stories end with a bit of surprise, something a customer isn’t expecting. When someone tells the story 
of Chipotle running out of ethically sourced carnitas, there is a bit of tension—will the company live up to its 
ideals or go for the quick buck and offer pork from other sources? Will Nordstom refund a tire purchase? What 
will I get in my BirchBox? Every time your customer experiences your story, there’s an opportunity to add a little 
magic. Take it.

Need help finding and sharing your brand story? That’s what we do. Find us at brandstoryonline.com.
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