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Introduction

A powerful brand story is more than marketing copy — it is the emotional heart of your
business. It explains why you exist, why customers should care, and how you make their
lives better. Great brand stories turn customers into loyal fans and advocates.

This expanded worksheet guides you through deep reflection, practical exercises, and
storytelling frameworks. Work through it step by step. Allocate time for each section —
30-60 minutes per major part. You can revisit and refine over days or weeks.

By the end, you will have answers to key questions, a structured narrative using the He-
ro’s Journey framework, and a polished 1-paragraph brand story ready for your website,
pitch deck, social media, or investor materials.

Tip: Write freely in the first draft. Edit for clarity later. Use real customer language and
vivid examples.

Part 1: Question to Answer

Answer each question in detail. Aim for 3—7 sentences per question. Be honest and
specific.

1. What problem did you set out to solve?
Describe the frustration, gap, or pain point you noticed in the market. Include data,
anecdotes, or personal experience if possible.

Example starter: “Teams in fast-growing companies waste hours in unproductive
meetings and misaligned projects because...”
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2. Why does your business exist?
Go beyond profit. What is your deeper purpose or mission? What change do you want
to see in the world?

Prompt: Finish this sentence: “We exist because...”

3. What makes you different from competitors?
List 3—5 unique strengths, approaches, tools, or philosophies. Avoid generic claims like
“best quality.” Focus on what only you do or how you do it better.

Consider: Proprietary methods, unique team background, specific results, values-driven
decisions, or innovative processes.

4. Who is your hero customer?
Create a detailed persona. Include:
Demographics (role, industry, company size)

Psychographics (goals, fears, values, daily challenges)

One-sentence archetype (“The overwhelmed team leader who...”)

Stories are 22 times more

memorable than facts alone.

(Stanford Graduate School of Business and multiple studies).
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5. What transformation do you create for them?
Describe the “before” and “after” states clearly.
Before: Struggles and emotions

After: Results, feelings, and new capabilities

Quantify outcomes where possible (time saved, revenue gained, stress reduced).

6. What are your core values?
List 4-6 non-negotiable values. For each, write one sentence explaining how it shows

up in your work.

Examples: Collaboration, Radical Candor, Continuous Learning, Empathy-Driven Design,
Measurable Impact.

Reflection Space
After answering, review your responses. Underline powerful phrases or emotional words

you can reuse in your story.

55% of consumers who love a brand’s story
are more likely to buy the product in the

future; 15% would buy immediately.

(Stanford Graduate School of Business and multiple studies).
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Part 2: Structure Your Story

Use this proven storytelling template (popularized by Donald Miller in Building a
Story Brand). Fill in each section with bullet points first, then expand into narrative
paragraphs.

The Challenge (Problem in the Market)
e External problem (what customers complain about)
e Internal problem (how it makes them feel — frustrated, overwhelmed, stuck)

e Philosophical problem (why it’s wrong or unfair)

Write 1-2 paragraphs painting a vivid picture of the struggle. Make the reader nod and
say, “Yes, that’s exactly it.”

The Hero (Your Customer)
Who they are

e What they want

e What stands in their way
e Their aspirations

Humanize them. Use empathy:
“You are the dedicated leader juggling endless demands...”
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The Guide (Your Business)

e Show empathy: “We understand how draining chaotic the crowded business feels...”

e Demonstrate authority: Credentials, case studies, years of experience, proven frame-
work, testimonials.

e Position yourself as the wise guide, not the hero.

The Plan & Call to Action

e Step-by-step plan (3-5 clear steps your customer can follow)

e Direct call to action: “Book a discovery call,” “Join our next workshop,” “Start your
free team assessment.”

e Remove risk or friction where possible.

The Success (Happy Ending)

e Vision of the transformed future

e Emotional payoff (confidence, harmony, growth, pride)

e Tangible results (better retention, faster projects, higher revenue)

e End with an inspiring image: “Teams that don’t just work together — they thrive
together”

Exercise: Write each section as a short paragraph (100-150 words). Then combine
them into one flowing story.
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Part 3: Deep-Dive Exercises

Exercise A: Customer Interview Insights
List 3-5 real or ideal customer quotes about their challenges and wins.

e wWwNE

Exercise B: Competitor Comparison
Create a simple table:
PE 0 PE 0 0 0 DA

Approach

Focus

Results

Exercise C: Values in Action
For each core value, write one short story or example of how it played out with a client.
1.
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Exercise D: Visual & Tone Brainstorm

e Keyimages or metaphors that represent your story (e.g., orchestra, mountain climb,
puzzle coming together).

e Brand voice: Warm and professional? Energetic and bold? Empathetic and calm?

Part 4: Polished Brand Story

Write a 1-paragraph version of your brand story.
Aim for 150-250 words. It should feel warm, authentic, and compelling. Read it aloud
— does it inspire trust and excitement?

Template to Get Started:

“In a world where [The Challenge], [Hero Customer] often feels [internal struggle].
That’s why we created [Your Business] — because [Why We Exist]. Unlike traditional
[methods] that [difference], we guide teams through [The Plan] so they can achieve
[Transformation]. Our core values of [list 3—4] ensure every interaction builds [positive
outcome]. The result? Teams that collaborate with clarity, joy, and measurable success
— turning good companies into extraordinary ones.”
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Refinement Tips:

e Use active voice and sensory language.

e Include one specific, memorable result.

e End with an emotional or aspirational note.
e Test with 2—3 people for feedback.

Maintenance: Review your brand story every 6—-12 months or after major pivots.

e Website “About” or homepage hero section
e Pitch decks and proposals

e Social media bio and posts

e Email newsletters

e Team onboarding

e |nvestor or partner conversations

Final Encouragement

Your brand story is living. It grows as your business grows. The most powerful stories
are honest and customer-centered. Congratulations on investing time in this
foundational work.

Teamwork Lab — Your partners in powering your online edge
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