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A deeper dive
into your Brand Story.

Telling your unique story to unlock value and sales.
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Your hosts.

Andy Cooley.
Founder & Creative Director.

Highly experienced design and advertising creative.
Passionate about creativity that helps businesses 

grow.

Iain White.
Communications Strategist.

Extensive regional experience.
Passionate about creativity and effectiveness.
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The best story wins.

If your competitor has an inferior product but communicates better, 
they will beat you in the market place every time.
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Produce is grown in fields.
Brands are made in hearts and minds.

Storytelling is the perfect way to connect products and services with people.
The physical to the emotional.
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○ The key to a GREAT Brand Story is clarity.

○ Make it simple and clear to be easily understood. 

○ When your message is clear, consumers will engage.

○ If you confuse you lose!

A great Brand Story...
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Red Cow Organics
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That appeals to the

consumer. The Brand Idea!

Delicious cheese
from healthy cows.

Reasons to believe.(RTB’s)

Making cheese from a single herd.

Our cows are bred for cheesemaking.

Our grass is grown organically and 

fields are nurtured to produce the best 

feed for the best cheese.

Cheese made by people with a passion 

for cheese - Real Cheese made by 

Real People.  

Tasty cheese made the old fashioned 

way.

The status quo /

problem state.

A loss of traditional farming 

practices/ways.

Mass produced cheeses taste 

the same (grain fed cows & 

mixed herds, natural 

ingredients being 

altered/changed in the milk).

Success.
Once our consumers taste our 

cheese they love it. They rave about 

how much our cheese tastes ‘like 

cheese used to taste’.

The flavours are amazing and unique 

(Grass/feed).National distribution 

and recognition - A must have 

cheese-board cheese.

Struggle.

The industry and dairy farmers 

judged and criticised us on the 

way we chose to farm. 

Learning new ways of bio-

organics. 

An unknown cheese brand in a 

competitive market (Nth Coast 

Tas).

Mythological

beginnings.

Moved 300 cows from drought 

area on Mainland. Brought 

them over ocean to Tasmania. 

Landed in wet climate and hilly 

conditions.

We wanted to show better 

ways of farming.

The story begins.

We taught ourselves how to 

make cheese in the lost 

traditional way.

We converted an old hayshed 

to an on farm cheese factory.

What makes you unique.

(USP)
We grow our own grass.

We milk a breed of cow specifically for 

cheese making. 

The cheese is handmade in small 

batches. Ethically made and high 

animal welfare and care. Carbon 

capture farming.

Loyal fans once they try and buy.

You. Your company.

Your product. Your service.

Your place in the world.

A unique tasting range of 

organic cheeses.

Cheese so good you want to 

share. Passionate about 

environment and healthy way to 

farm. Located on the North 

coast of Tasmania.

Your consumer.

(Their need / unmet need / 

what they care about)
People who want to feel good and 

taste good with what they eat, eco 

& ethical in nature. They Want to 

have unique cheeses to share. 

Our animals are cared for and 

nurtured on farm. There’s a little of 

our farm in every bite.

Tell your story in a way that matters to your consumer.

One more example - Red Cow Brand Story
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Brand idea
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Brand idea
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The key to credible storytelling
is to be authentic and honest.

If you are clear about why people should believe you,
then they probably will and keep thinking of What’s In It For Them
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End
Benefit

Personality

Emotional Benefits

Functional Benefits

Reasons To Believe

Reasons to believe.
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Amazing stain removal first time

My kids learning about the world and learning 
to socialise without it being a hassle for me 

Fun, Adventurous, Social, Outdoors

End
Benefit

Personality

Emotional Benefits

Functional Benefits

Reasons To Believe

Reasons to believe / OMO.

“Dirt is Good”
(It’s good for kids to play, explore and get dirty

○ OMO Powder with built in pre-treaters

○ Amazing 1st Time Stain Removal

○ Recommended by Leading Machine 

Manufacturers

○ Suitable for all machine types

○ Specially formulated to be tough on stains

“Products are made in factories and brands are made in hearts and minds”.

Storytelling is the perfect way to connect products and services with people.



Your Brand Story  |  Fruit Growers Tasmania   |  storyandbrand.com.au  © Story & Brand |  2022

Amazing stain removal first time

My kids learning about the world and learning 
to socialise without it being a hassle for me 

Fun, Adventurous, Social, Outdoors

Reasons to believe / OMO.

“Dirt is Good”
(It’s good for kids to play, explore and get dirty

○ OMO Powder with built in pre-treaters

○ Amazing 1st Time Stain Removal

○ Recommended by Leading Machine 

Manufacturers

○ Suitable for all machine types

○ Specially formulated to be tough on stains

“Products are made in factories and brands are made in hearts and minds”.

Storytelling is the perfect way to connect products and services with people.

http://drive.google.com/file/d/1bo_d6BCKAw4o02qgUGDPTrTc9jKYN0Aj/view
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Defining your consumer.

○ Defining your customer and/or consumer is critical.

○ It’s great to come up with positioning that differentiates but it has to be relevant 

to the person that actually buys, whether customer and/or consumer.

○ “Tighter” definitions are more useful than wide ones.

○ All men 35+ isn’t going to help or inspire marketing as much as ….



Your Brand Story  |  Fruit Growers Tasmania   |  storyandbrand.com.au  © Story & Brand |  2022

Defining your consumer.
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How do you know if you’ve got
a good Brand Story?
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Does it dramatize the benefit

Multiple elements that stretch across time and channels

In line with brand – tonality, values  

I like it, Ideally I “Love it”! (and so does my consumer!)

Persuasive

Adaptable 

Consistent 

The best 

IMPACT: Evaluating Your Brand Story™

Captures the audience attentionInteresting

Stays in mind longer than exposureMemorable 
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Your Brand Story, well crafted is a 
springboard to marketing ideas.
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○ Your sales pitch.

○ Guiding your sales team

○ Your Importer/wholesaler for selling to retailer

○ Writing a job hire ad.

○ Your website content and design.

○ Packaging.

○ Retail branding – Point of sale, merchandising

○ Anything!

Your Brand Story™ / Communicate on-brand.

Your tool for communicating on-brand anywhere…
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Tools.

○ Download the Brand Story template

Homework.

○ Complete your Brand Story.

NEXT SESSION: 

○ Complete your Brand Story as best you can. We will be calling out a few of you 

in the live Q&A to share your Brand Story with us.

○ Our aim is to give everyone the opportunity to share their Brand Story.

Tools and Homework.
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Thank you.
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You’ll have a brand story and ways to commercialise it to attract 
consumers and make sales.

1. Brand Foundations  – Identify what you want your brand to mean, 
why it’s true and how to distill it to its essence.

2. Brand Story  – Crafting your unique story.

3. Touch Points  – Wrapping your Brand Story around touchpoints.

You will learn how to bring to life your brand and grow your business.

By the end of the Brand Story sessions….
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○ As humans, most of the decisions we make are emotional.

○ Logic and facts are crucial. But when we make a purchase, choose 
a holiday, take a job, invest, or pick a university - we’re buying a story, 
and often use emotion to decide.  This is true for B2B purchases as 
well as B2C

○ Story guides us with how to position our products and services 
so people take notice, make choice and act.

○ Brands that use narrative (a story), generally resonate better with 
consumers than just product facts alone.

What’s a story?
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Choose two (2) or three (3) most relevant for you (and your target!)

○ Functional. Eg Ingredients; how it fortifies you.________________________________________________________

○ Emotional. Eg. How it makes you feel. _________________________________________________________________

○ Provenance. Eg .The specialness of where it comes from. ____________________________________________

○ Founders Eg. Your dream, vision or experience that inspired your business idea. _____________________

○ Benefit. Eg. What is does for you. _____________________________________________________________________

○ Users. Eg Is the user a proof of it’s superiority. (Eg. Best Tasmanian restaurant). _____________________

○ Occasion. Eg. When people have it. ___________________________________________________________________

Reasons to believe. (Your credibility).
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○ At the core of the brand is its positioning - what it means.

○ At one time, it was called a USP - The unique characteristic that differentiated the product from others.

○ One common method of writing a positioning is;

“To” (the target definition) “X” (your brand) provides “Y” benefit or benefits because “Z” reasons to believe.

○ “To”___________________ “X”_________________“Y” _________________“Z” reasons to believe.

Eg: To: Hungry young guys, Snickers fills and satisfies them because it has a handful of peanuts in every chocolatey bite.

Who are you? (Your USP and Positioning).
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USP Examples (Your USP and Positioning).

For Busy mums 
Who want their kids to get outside and play away from 
their devices
OMO is the laundry detergent that enables my kids learning 
about the world and learning to socialise without it being a 
hassle for me 
Because it has amazing stain removal first time
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Focus on your uniqueness
to build your story.

If you are clear about why people should believe you, 
then they probably will.
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The consumer is king.

○ Without a consumer you don’t have a business.

○ Perception is reality

○ You need to to focus on attracting new consumers to grow your business while 

maintaining the loyalty of existing consumers

○ Brands win or lose according to the extent to which they can WOW their 

consumer

○ Complaints are contagious!



Your Brand Story  |  Fruit Growers Tasmania   |  storyandbrand.com.au  © Story & Brand |  2022

3 levels of consumer definition.

○ Demographic

○ Where to people live?

○ What income do they need

○ Are we talking mostly to women?  Men?  Children?

○ Psychographic

○ Archetypal character e.g. character(s) in a movie

○ Persona

○ A detailed description of the key consumer(s) including 

their needs and unmet needs that the brand could meet
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IMPACT: Checklist. 

These can be general, such as using the “Impact” criteria.

And sometimes it helps to produce a tailored evaluation matrix – tailored to the brief. 

Scoring each execution perhaps on a 3, 5 or 10 point scale. 

Idea 1 Idea 2 Idea 3 Idea 4

Captures Focus - - - -

Exciting - - - -

Campaignable - - - -

Credible - - - -


