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BRAND STORYTELLING IS…

• The reason why your company came to be

• What motivates your team to come to work everyday

• The customers who find value in working with and why

• A transparent view into the people behind the company

• A relationship-building tool

• Something that your entire team embraces



BRAND STORYTELLING ISN’T…

• A long-winded, 5-paragraph essay about your company

• A fragmented view into your company

• Something reserved for marketing only

• A tool to manipulate customers and prospects

• Boring

• Artsy



SMALL BUSINESS TODAY

• 667,000 new businesses started each year 
(1/3 will make it past 5 years)

• 25,000 new products introduced annually

• Consumers are exposed to 4,000 promotional 
messages each day

• Competition is fierce



YOUR STORY IS HOW YOU 

DIFFERENTIATE YOURSELF



HOW TO FIND YOUR STORY



FOLLOW A BRANDING PROCESS

Discovery + Development + Implementation



WHERE DO YOU START?



WHERE DO YOU START?

Discovery



YOUR OWN DISCOVERY

• What is the reason your company came to be?



I STARTED HERE



YOUR OWN DISCOVERY

• What is the reason your company came to be?

• What is your corporate culture?



“A company culture that facilitates 

employee happiness means lower 

turnover and better company 

performance.” 



If you know your corporate culture, 

you will…

• Hire employees that fit.

• Have employees that know your 

values and mission.

• Work as a team and not a bunch 

of individuals.





YOUR OWN DISCOVERY

• What is the reason your company came to be?

• What is your corporate culture?

• Who is your target audience and why do they need you?



“Last year one million quarter-inch 

drill bits were sold – not because 

people wanted quarter-inch drill bits, 

but because they wanted quarter-

inch holes.”



YOUR OWN DISCOVERY

• What is the reason your company came to be?

• What is your corporate culture?

• Who is your target audience and why do they need you?

• What do you stand for?



5 KEY WORDS

• These describe your culture, team and values

• They are your “litmus test”

• They are what you want others to say about you





BRAND STATEMENT



BRAND STATEMENT

YOUR ZAG….

“THE ONLY…”

WHAT is your category?

HOW are you different?

WHO are your customers?

WHERE are they located?

WHEN do they need you?

WHY are you important?



EXAMPLE: HARLEY-DAVISON

“ZAG” STATEMENT….

“THE ONLY…

WHAT motorcycle manufacturer

HOW that makes big, loud bikes

WHO for macho guys

WHERE throughout the world

WHEN who want to join a group of enthusiasts

WHY in an era of diminishing personal freedom









CASE STUDY



THEIR STORY

• Founded to provide qualified general contracting 

services in a HUB Zone

• Family owned and operated

• Committed to growth through partnerships

• Added environmental after they saw a need

• People are what make KPH

• Their story was understood but never formalized or told



5 KEY WORDS

• Principled

• Resourceful

• Capable

• Partners

• Strong



BRAND STATEMENT

KPH Construction is the only full-

service HUB Zone-certified general 

contractor to provide construction 

management, design/build and 

environmental services to public and 

private sector customers throughout 

the Midwest by building partnerships 

for mutual success. 



STORY THROUGH GRAPHICS



STORY THROUGH VISUALS



BRAND MESSAGES



CONSISTENT BRANDING



STORY-DRIVEN ADS



SHARING STORIES



LEARN & TELL YOUR STORY

• TELL how your company came to be
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LEARN & TELL YOUR STORY

• TELL how your company came to be

• EXPRESS what motivates your team to come to work 

everyday

• SHOW why customers find value in working with you

• USE your story as a relationship-building tool

• MAKE IT something your entire team embraces



YOUR TEAM

MUST ALL 

BE ON BOARD




