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TELL  BRAND STORIES

A scientitfic system, instrument, and metrics to demystify
visual storytelling and help you build powerful brands




telling a story
resonates

spreads



Storytelling

< Humans are pre-disposed to stories

< Narrative transportation: Consumers identify and
connect with characters > emotional response
and brand relationship

< Stories convey meanings
<+ Create a sense of self
< Express who we are

<+ Understand our
experience and world,
instill values



“Consistently tell a
great brand story.”



Instagram

75"

Single image

@ Single image 75%
‘ Image carousels 12%
. Single video posts 11%

Video carousels 1%



Facebook

@® Images 61%

@ Link posts 21%

® video 14%
Plain text 4%



climax

exposition resolution

beginning middle end



beginning

middle

end

Facebook

@ Images 61% ® video 14%
@ Link posts 21% Plain text 4%

Instagram

75%

Single image

@ single image 75% @ single video posts 11%
@ Image carousels 12% Video carousels 1%




problems

Consumers don't care
300Ut our stories

Static images lack
temporal sequence

How to move beyond
tired clichés/formulas

How to explain and
justify your strateqy

solutions

Tell epic stories instead
of nistories

Create

nstead of plot lines

et 3
VISUA

Use

N quide

content creation

0

demonstrate success



brands are vessels of

meaning

consumers can incorporate
into their own lives



“Share the history
of your company.”




“Tell your story. You may be
surprised but people want to know
what makes your brand or business

unique. People are interested in
how you started and how you got
to where you are today.”




help customers be

protagonists

in their own stories




a brand essence is the
compass that defines
your brand and how it
fits into the life story
consumers are writing
for themselves




“ ne best stories. .. the stories that transcend
time and place, are more than simply
entertaining — they are in some way useful to
US... They help us work through unconscious
pressures and deal with fear, anger, and anxiety
and they lend expression to deep yearnings we
are often unable to artigulate or even identify.’
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< History

Is this story
entertaining
or useful?
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Brand Essence: 'Rabble Wine
encourages customers to

embrace the chaos in-
and turn the world ups

heir lives

ide-down

through creating micro-
moments of escape that change
the world into a warmer place’’

CONVERSATIO{N

IS HARD, IT’s.
PROBABLY THE

A WANT DAY.

ONE WORTHa 4

IT’S NATIONAL
+A—drink
WHAT YOU



“ Ne best stories. .. the stories that transcend
time and place, are more than simply
entertaining — they are in some way useful to
US... They help us work through unconscious
pressures and deal with fear, anger, and anxiety
and they lend expression to deep yearnings we
are often unable to artigulate or even identify.’
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Brand Essence: “Rabble Wine encourages
customers to embrace the chaos in their lives
and turn the world upside-down through
| creating micro-moments of escape that change

MEeanings the world into a warmer place.”

symbolic

emotional
assoclations

functional attributes

Brands are vessels of meaning consumers
can incorporate into their own lives.



finding your brand
essence is really hard...
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the main storytelling goal
for brands should be to
clearly and consistently
express a specific archetype




problems

Consumers don't care
300Ut our stories

Static images lack
temporal sequence

How to move beyond
tired clichés/formulas

How to explain and
justify your strateqy

solutions

Tell epic stories instead
of histories

Create character arche-
types instead of plot lines

et 3
VISUA

Use

N quide

content creation

0

demonstrate success



archetypes in storytelling

< Archetypes are innerent patterns and psychological
structures that are universally shared and recognized

< The building blocks of culture: Archetypes help us
make sense of the world, usually In unconscious ways

< OStrategic application: Brands can offer an archetype
which matches the archetype that consumers want to
express In their own stories




/ ) ; CaII to
Adventure Supernatural

Retu ' aid

(GIft of Threshold

the Goddess) KN OWN Guardian(s)
Threshold
UNKNOWN (beginming of

transformation)

Atonement

death & rebirth



CONTROL

PROVIDE
STRUCTURE

CONNECT
TO OTHERS

BELONGING

PLEASURE

,NNOCEN
r

SAFETY

ESPIRITUAL
JOURNEY

MASTERY

FREEDOM

LIBERATION
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| ouis Vuitton
(2), Cadillac (2)

Toyota Tundra, Marriott,
Amazon Alexa, American Express, The

DO\/e (2), PamerS PROVIDE  ESPIRITUAL North Face

STRUCTURE JOURNEY

BELONGING CONNECT LEAVE LIBERATION

o -
« 4
) TO OTHERS A MARK
7

Aviation Gin (2, 3), Fiber

Fix, Burger King (CGC)

Calvin Klein (2), Nike (2), Under Armour,
Sephora, (Lush) Red Bull, GoPro

Examples are linked to videos to enable exploring the archetypes


https://www.youtube.com/watch?v=0pz5Fj5LroM
https://www.youtube.com/watch?v=hCWCHco-HKc
https://www.youtube.com/watch?v=MdbnGQOPwUo
https://www.youtube.com/watch?v=MdbnGQOPwUo
https://www.youtube.com/watch?v=wafe6kDBb6c
https://casper.com/about/
https://www.youtube.com/watch?v=kF43wHtuems
https://www.youtube.com/watch?v=oOligw78FQ0
https://www.youtube.com/watch?v=s2LB4DdypUM
https://www.youtube.com/watch?v=RZS98hd3g7s
https://www.youtube.com/watch?v=xbD_Pxv4MEw
https://www.youtube.com/watch?v=xbD_Pxv4MEw
https://www.youtube.com/watch?v=Ob570Cescv4
https://www.youtube.com/watch?v=gISwAYGNkv8
https://www.youtube.com/watch?v=dIVnk0X1ICE
https://us.coca-cola.com/holiday
https://www.youtube.com/watch?v=_5D9PTecPo0
https://www.youtube.com/watch?v=JFTGme_s39Y
https://www.youtube.com/watch?v=u_033-cItwU
https://www.youtube.com/watch?v=E2-efiAcS3w
https://www.youtube.com/watch?v=uXlWYZ022zU
https://www.youtube.com/watch?v=Gfom3zfgpfY
https://www.youtube.com/watch?v=NwdwtmUT-l8
https://www.youtube.com/watch?v=QVuy7RE56Io
https://www.youtube.com/watch?v=0eQtVMDmDZU&list=PLyicZ8tGKGhN2tmgItpAuUgSBHruD9_4C
https://www.youtube.com/watch?v=NN9Q2pKiDKE
https://www.youtube.com/watch?v=HoZeiQRWfR4
https://youtu.be/z7VfOUSQQxA
https://www.youtube.com/watch?v=rtRl9HZGZEE
https://www.youtube.com/watch?v=ayD-4nMnB44
https://www.youtube.com/watch?v=esy-a4AWkPs
https://www.youtube.com/watch?v=haPvuhznuyI
https://www.youtube.com/watch?v=haPvuhznuyI
https://www.youtube.com/watch?v=Axgc593TjB0
https://www.youtube.com/watch?v=ZEWGQFEeKq8
http://www.apple.com
https://www.youtube.com/watch?v=Q3zTfpBdyqE
https://www.youtube.com/watch?v=bgpoOpNX5IY
https://www.youtube.com/watch?v=keOaQm6RpBg
https://www.youtube.com/watch?v=jQWLKhhWBTs
https://www.youtube.com/watch?v=w4OL5wPCXng
https://www.youtube.com/watch?v=z2T-Rh838GA
https://www.youtube.com/watch?v=idLw7IZrBjI
https://www.youtube.com/watch?v=zmru1GWaGK4
https://www.youtube.com/watch?v=RmmETIjpxbo
https://www.youtube.com/watch?v=fYyDR8J2UXQ
https://www.youtube.com/watch?v=xNzXze5Yza8
https://www.youtube.com/watch?v=T0pTtj1-u9E
https://www.youtube.com/watch?v=175GAmhgzSk
https://www.youtube.com/watch?v=G9TdA8d5aaU

Subtypes: Survivor, Egalitarian, Communitarian, Buddy, Realist

<

Regular Guy/Gal Proiile

Desires connection with others
and sense of belonging

Values ordinary virtues, while
being put off by elitism

Unpretentious and favors
ordinary things/activities

Believes in friendship and
inherent worth of everyone

Conscious of common mishaps
and shared vulnerability

Low key, practical, resilient, hard
working, relaxed, common
touch, not out to impress

Blending in, empathetic, unpre-
tentious, colloquial, unassuming


https://www.youtube.com/watch?v=ZEWGQFEeKq8

Provile

<+ Challenges status quo and
aims to destroy or subvert
what is not working

<+ Seeks revolution and disruption

ESPIRITUAL
JOURNEY

<+ Advocates for change and
reform of social systems

PROVIDE
STRUCTURE
CONNECT
TO OTHERS

<+ Rejects and lives outside
normal order/conventions

<+ Sheds unhealthy/imposed
attitudes and habits

<« Shocks, embraces dangers,
takes risks, and breaks rules

<+ Unconventional, contrarian,

| | outsider, counter-culture, wild
Subtypes: Rebel, Contrarian, Radical, Troubleshooter, Game Changer passionate, reckless


https://www.youtube.com/watch?v=Ob570Cescv4



https://www.youtube.com/watch?v=rtRl9HZGZEE

choose one (max two) of
these twelve archetypes as
the dominant character (lead
archetype) for your brand




a brand essence is the
compass that defines
your brand and how it
fits into the life story
consumers are writing
for themselves
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brand essence archetypes localize into branc individual content

IT'S NATIONAL
OUt laW Break with WHAT YOU
; . WANT DAY.
Challenges status conventions to escape a. Ak : |
> —>
A i the stufﬁness and
destroy or subvert pretentlousness of
what is not working wine (Rebel subtype)
RW encourages customers
to embrace the chaos in
their lives and turn the ‘ ’ ,
world upside-down through — Celebrate ‘don't care
creating micro-moments of attitude consumers
escape that change the + | Use to rise aboverthe
world into a warmer place. . absurdityof life (Wise
JeSte I Fool subtype)
Avoids boredom of
_> —
mundane world through
playfulness and having Emphasize the ‘now
fun at all costs by pushing stress

> aside and living inthe
moment > YOLO
(Holy Fool subtype)




Break with conventions to escape the
stuffiness and pretentiousness of
wine drinking (Outlaw, Rebel subtype)

Celebrate ‘dont care
attitude consumers
use to rise above the
absurdity of life (Jester,

Wise Fool subtype)
#

RW encourages customers to
embrace the chaos in their lives
and turn the world upside-down...

Emphasize the now' by pushing
stress aside and living in the
moment > YOLO attitude
(Jester, Holy Fool subtype)




what archetype
best expresses
your brand?

PROVIDE
STRUCTURE

CONNECT
- TOOTHERS

BELONGING

PLEASURE

lNNO
CE/V
r

SAFETY

ESPIRITUAL | FREEDOM
JOURNEY |

LIBERATION

MASTERY




how can we translate
our lead archetype into
actual visual content



problems

Consumers don't care
300Ut our stories

Static images lack
temporal sequence

How to move beyond
tired clichés/formulas

How to explain and
justify your strateqy

solutions

Tell epic stories instead
of histories

Create character arche-
types instead of plot lines

et 3
VISUA

Use

N instrument quioe

content creation

0

demonstrate success



the instrument outlines
specific visual elements to
help brands express a
desired archetype, from
the ground up







v2.0 is coming soon

get free updates and a sneak peak
of the improved instrument at

www.epicbrandstory.com


http://www.epicbrandstory.com

items seem used and in in the process of cooking,
household for long time simple utensils that are found

S s 555 in everyday kitchens

a simple snack/
pleasure

non-traditional wine glass

at-home setting,

softness of blur ™ .
probably kitchen

creates relaxed

overall warm colors
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wine spill,
showing the
messiness of
everyday life
(vs. polished g 4
Instaperfec
aesthetic

simple food, not glamorous
or even super fresh looking

simple and heavily
used cutting board



playful contrast:
legendary vs low-key

_Jacksown Triggs

A LEGENDAR
ol Lo RSN

¥/l
R % 3

eating with
one’s hands

4
4 /
4

flat photog ra ph »

candid snapshot

L

" non-traditional
wine glasses

having fun between friends

everyday clothing (plaid shirt
and white t-shirts, blue jeans

down-to-earth kitchen

small rips in clothing, typical
fashion without making a
strong statement

wine bottle (product) is cut off
and not the center of attention



artisanal

cocktails
displayed as

a creation

artistic
compositio

Stilleben sty

artisanal
crystal
glassware

carafe as an unusual, artisanal and enduring
item instead of a more typical consumer good

Bottega

plant texture mirrors texture
of carafe and atomizer

artistic mirroring of picture
elements (colors, shapes,
textures): careful arrangement
with attention to detail

literal mirroring effect
complements mirroring
through arrangement



bold and brutalist architecture with concrete
expressive gender  walls: roughness and grunginess

play that breaks
rules

Do Perignon

deep and looming/

statement dangerous looking shadows

_ through clothmg

image Conveys stark contrast in colors

shock and force

black or gold nail polish,
edgy and forceful
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white nail polish, innocent

black leather, and peaceful

worn as armaor

stark contrast in the two

protagonists of the image >
dissonance and chaos




golden light of a
sunrise/sunset

warmth, calm,

and peace

stillness of rural
environment

villa Maria Wines

grand vista and
picturesque view

soft and pastel colors

softly rolling hills

trees basking in sunlight
> paradisal nature

grainy Image conveys an
analogue feel

field/pastures in the
distance > pastoral scene



v2.0 is coming soon

get free updates and a sneak peak
of the improved instrument at

www.epicbrandstory.com


http://www.epicbrandstory.com

problems

Consumers don't care
300Ut our stories

Static images lack
temporal sequence

How to move beyond
tired clichés/formulas

How to explain and
justify your strateqy

solutions

Tell epic stories instead
of histories

Create character arche-
types instead of plot lines

et 3
VISUA

N instrument quide

content creation

Use input metrics to

demonstrate success



well articulated brands poorly articulated brands

18%

395%

8%

13%

16%

13%

13% 10%




Lead Archetype Percentage (LAP): 49%

Follow-up #1 Percentage (FUP): 13%
Non-Archetype Percentage (NAP): 18%

49% Archetype Consistency Measure (ACM): 3.8
* Lead-Al divided by Follow-Up #1: 49/13

Archetype Strength Measure (ASM): 2.7
<+ Lead-Al divided by non-Archetype: 49/18




L ead Archetype Percentage (LAP): 26%
Follow-up #1 Percentage (FUP): 16% 26%
Non-Archetype Percentage (NAP): 35%

Archetype Consistency Measure (ACM): 1.6

* Lead-Al divided by Follow-Up #1: 26/16

Archetype Strength Measure (ASM): 0.7
* Lead-Al divided by non-Archetype: 26/35




49%

ACN
3.8 vs 1.6
N = 24X

ARSI\
2./ vs Q.7

A\ = 59x

26%



ACN
3.8 vs 1.6
N = 24X

ARSI\
2./ vs Q.7

A\ = 59x




iInput metrics are just as
powerful as output metrics
(or even more) for creating

high-performing brands



problems

Consumers don't care
300Ut our stories

Static images lack
temporal sequence

How to move beyond
tired clichés/formulas

How to explain and
justify your strateqy

solutions

Tell epic stories instead
of histories

Create character arche-
types instead of plot lines

et 3
VISUA

N instrument quide

content creation

Use input metrics to
demonstrate success



create a meaningful brand essence
that resonates with your customers

choose a character archetype that
suits your brand (essence) and appeals
to your customers (start here)

consistently express your archetype
through creating and fine-tuning
visual content on social media




ONLINE COURSES COMING IN Q2

o A scientific system: An framework to tell epic brand stories through
consistently expressing clearly defined character archetypes

o A Oetailed instrument for SMART visual storytelling: A master list
of over 300 symbols, actions, settings, and ambient effects that
empowers marketers and content creators to translate character
archetypes into actionable visual content

o Multiple input metrics: Calculations and benchmark
recornmendations for metrics that measure the archetypal
strength and consistency of a brand or influencer

e Be the first to know at www.epicbrandstory.com


http://www.epicbrandstory.com




instrument v2.0 and online
courses are coming soon (Q2)

be the first to know and
get a sneak peak at

www.epicbrandstory.com



http://www.epicbrandstory.com
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my researcl

_ How can companies
HOw can companies . . HOw dO consumers
tell brand stories via

leverage controversy consume social media

to build their brands? sungle—lmage Cof‘te”t influence?
on social media?

read more about my research at wwwjoachimscholz.com, or reach out to me at jscholz@brocku.ca


http://www.joachimscholz.com
mailto:jscholz@brocku.ca

my research

How does spatial AR

How does AR tacilitate HOw can companies :
. . . shape consumers
consumers in their leverage AR for telling . . .
. . . . relationships with brands,
consumption projects? their brand stories?

places, and each other?

read more about my research at wwwjoachimscholz.com, or reach out to me at jscholz@brocku.ca


http://www.joachimscholz.com
mailto:jscholz@brocku.ca
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