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YOUR BRAND STORY 

OVERVIEW

PURPOSE

Few things can But first you need to know 
it, and not just know it the way you know 
what grade school you attended. You need 
to believe! This is a matter of faith. If you 
believe, others will too.

OBJECTIVE
During this portion of SUMMIT we will:  

Capture, clarify, and organize the key 
elements of your brand story.

ACTIONS

Test your work! This week’s action is to get 
out and share your story with at least 
three other people who know your 
business. This will help you refine and 
polish your story for other audiences.



1. Who are the key people that started your brand? 

2. Why did your brand start in the !rst place? What problems were the 
founders trying to solve, or opportunities did they recognize? 

3. What attracted you to this brand? 
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PART 1:

THE BEGINNING



Like Harry Potter, The Hunger Games, and The Lord of the Rings, your brand is a 
story made up of  multiple books. Maybe you’ve completed several books in 
this story, or maybe the ink still isn’t dry on your !rst volume. No matter 
where you’re at right now in your brand story, complete the following 
questions to clarify the key elements of  your brand story right now. 

1. Where are you in the book? The beginning, the middle, at the crisis, or 
near the end? 

2. How do you want this book to end? 

3. What villain or struggles do you need to confront to reach the end of  this 
book?  

4. Which is the most de!ning? If  you overcame this one struggle, you’ll have 
overcome numerous other struggles? 

5. What does it look like to be a hero in your story? 
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PART 2:

YOUR STORY NOW



6. Who embodies this description? List names that come to mind. 

7. Who are the supportive characters in your story? 

8. Summarize what you want your brand’s next book to be about? 
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What’s your weird? How are you di#erent from others? 

How are you o$en misunderstood as a brand? 

What’s one thing you wish more people knew about you? 

If  you extracted the key people from your brand and could start any other 
company, what would it be? 
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PART 3:

YOUR PERSONALITY



How do you hope people feel when they come into contact with you and your 
brand? 

What other experiences create this feeling in people? 
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Brands have a means and an end. The online retailer Zappos delivers 
happiness. That’s their end. Their means are their products—shoes, clothes, 
accessories, etc.—that they provide their customers. If  your product or 
service is the end, what is your means? What are you actually delivering to 
the people you serve? 

What do you hope happens in the lives of  others as the result of  your work? 

What is the single biggest thing people miss out on by not doing business 
with you? 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PART 4:

YOUR PURPOSE



Record what’s becoming more clear as you go through this process. 

Write down the questions that still remain for you about your brand story.  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PART 5:

REFLECTION



FIELD RESEARCH:  
Ask at least three other people the questions from above that seem most 
relevant. Compare their responses to yours. You may be surprised. Record 
the themes that surface.  

ARTIFACT ASSIGNMENT:  
Is there an object, a song, a place, or event that you associate with your brand 
story? Apple started in a garage and Nike has its wa%e irons. What artifact 
represents your story?
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ACTION STEPS
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