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Hello, everyone! I’m thrilled to be here to share with you the magical, thrilling, sometimes maddening world of brand storytelling. As an advertising/marketing writer by trade, I’ve seen firsthand how powerful a good story can be at engaging audiences and motivating them to take specific actions that benefit a brand. I’ve also seen them turn the biggest brand deniers into the biggest brand loyalists. And that power is something that can be harnessed for education organizations like yours. Hopefully, by the end of our little talk, you’ll have a few nuggets of helpful information to apply to your marketing efforts as well as a bit of motivation to start creating and sharing stories of your own. But first, a good story always involves editing so…



TY HOWARD – AVENIR BOLD

SPIN ME A TALE
ONCE UPON A TIME
THE POWER OF BRAND STORYTELLING



A TALE OF 
THE RELUCTANT
IB STUDENT
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But first, let me tell you a story. Once upon a time, there was a young, bright, and curious student on the cusp of a new adventure: high school. Up until this point of his journey, he had, for lack of a better word, coasted. Learning was something he thoroughly enjoyed, and he was blessed with a rather quick understanding of new topics. Well actually, new topics that didn’t include Algebra. That one was rough, but it was a challenge among a bounty of successes. At the end of middle school, this young man found himself at a crossroads. One path led to his assigned public high school where all his friends were going and where he felt that his academic success would continue with little problem. The other led to an IB magnet school that was far from his neighborhood. No one he knew currently would be attending this high school and based on what he’d learned of the program it would be way tougher than Algebra. Courageously, he set out on the unknown path and struggled quite a bit at first. The curriculum was indeed hard, the nights were long, the assignments were tricky, and at times, he felt like he was doing this whole thing alone. But he kept at it and little by little, it became easier. He found encouragement from his family, amazing teachers, a guidance counselor who was always in his corner, and soon, a host of friends who struggled and succeeded just like him. Eventually, he graduated from the program with honors. He went on to become the first person in his family to attend and graduate college. Fast forward several years later, and that young man happens to be right here in this room presenting to all of you fine folks. The end.



WHAT IS 
STORYTELLING?



“Storytelling is the process of using fact and narrative to communicate something to your 
audience. Some stories are factual, and some are embellished or improvised to better explain 
the core message.”

Hubspot

“Brand storytelling is the cohesive narrative that weaves together the facts and emotions your 
brand evokes.”

Forbes

“Storytelling is a powerful technique for building relationships. It’s an age-old concept that 
brings people together and keeps them engaged.”

QuickSprout
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Ask a simple question and you’re bound to get a variety of answers. For all the different definitions of storytelling there are, there is a common thread that goes something like this:



Powerful stories can:

• impact human emotions

• lead people to accept original ideas

• encourage them to act

Storytelling creates 
new worlds and 
experiences in a 

reader’s or listener’s 
imagination.



WHY DO WE TELL STORIES?

TO SIMPLIFY 
COMPLEX MESSAGES

TO PROMOTE AND 
SHAPE IDEAS

TO BRING PEOPLE 
TOGETHER

TO INSPIRE AND 
MOTIVATE
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Understanding new ideas can be confusing. Stories offer us a way to navigate through that confusion by breaking down ideas and presenting them in engaging and easily relatable ways.Storytellers can excel at inviting audiences to see something from their unique perspective and even influence behavior.Stories are a universal language. Despite our many differences, stories connect us through feeling and how we respond to them. Sharing a story gives even the most diverse people a sense of commonality and community.Great stories can set strong examples for others to follow.



GOOD 
STORIES 
ARE

Entertaining

Believable

Educational

Relatable

Organized

Memorable

Trendy
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What elements make for a good story? Well, good stories are:Entertaining. They keep the reader engaged and interested in what’s coming next.Believable. They convince the reader of a version of reality and make it easier for them to trust and engage with the storyteller.Educational. They spark curiosity and add to the reader’s knowledge bank.Relatable. They remind readers of the people and places they know and help audiences recognize patterns in the world around them.Organized. They follow a succinct organization that helps convey the core message and helps readers absorb it. Memorable. Whether through inspiration, scandal, or humor, good stories stick in a reader’s mind.Trendy. They relate to current events and buzzy topics that people are engaged with.



WHAT IS 
BRAND STORYTELLING?



Tapping into a narrative

• to connect with and engage an audience

• to help them empathize and understand 
the problems your brand solves

Brand 
storytelling
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(Read Slide, then) It entails explaining why your organization exists, communicating the values it represents, and showing how those values are being realized.



HOW’S THAT DIFFERENT FROM
STORY MARKETING?

ty.howard
Sticky Note
On the other hand, story marketing builds a series of consistent stories that help position your brand over time. The stories you tell center around your audience, the problems you solve for them, and your organization’s culture and experience.It’s through compelling storytelling that brands can punch above their weight so to speak.



“70 percent of people prefer getting to know 
brands through articles rather than ads.” 

Content Marketing Institute

“Emotional connections are significant 
drivers of brand loyalty and a top 
indicator of future customer value.”

Harvard Business Review study
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Why is all this important? Well, according to research, (read slide)Stories, when done right, can build strong emotional connections.



STORY MARKETING FOR 
MAGNET PROGRAMS

• Stories encourage enrollment.

• Stories help indicate differences.
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For magnet programs, story marketing can be incredibly beneficial. Stories that highlight and support your brand canEncourage enrollment. When your target audience relates to the solutions in your stories, they can easily envision themselves (and/or their children) being a part of the school setting, environment, and culture you’ve built.Stories can highlight differentiators. Narratives provide authentic evidence of how your school differs from other schools. In short, stories help you stand out and more easily attract those who see your program meeting their interests and needs.So, let me ask you all a question. By a show hands, how many of you have used facts and numbers like test scores or college or secondary school enrollment data in your approach to recruiting prospective students? Fantastic! A lot of you are doing the exact same thing. So, how can you make your brand stand out? By telling personal brand stories that no one else can tell, but you.



A TALE OF TWO 
ROBOTICS LABS
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Let’s imagine, there are two schools that have just built two identical robotics labs that they both would like to tout to families of prospective students.One school employs a technical approach and lists the number of computers they purchased, talks about the cutting-edge software the students are using, and reaffirms the school's commitment to STEM.The other takes a different route and tells a story of a student who benefitted from the lab. They share how the student never saw herself as a tech person, but after having had the chance to play around with the new computers and software, she joined the robotics team and is competing in a city-wide competition at the end of the month. Which one of those approaches seems more engaging? Why do think that’s so?



“WHEN STORIES ARE USED 
TO COMMUNICATE 
MESSAGES, PEOPLE 
REMEMBER THEM 22 TIMES 
MORE THAN FACTS AND 
FIGURES ALONE.”

- JEROME BUTLER, PSYCHOLOGIST 
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According to psychological studies, (read slide)



STORY MARKETING FOR 
MAGNET PROGRAMS

• Stories strengthen your 
relationships.

• Stories create staff engagement.

ty.howard
Sticky Note
How else can story marketing help magnet programs?Stories can strengthen relationships. When you tell a great story, parents and students will share it within their own circles. You can build spirit, pride, and loyalty among others just by sharing authentic brand stories.Stories can create staff engagement. Sharing stories with your staff helps builds a strong school culture. By doing so, you create shared realities, embody your vision, exemplify your values, and foster positive behavior.



HOW TO EXCEL AT 
STORY MARKETING



BUILD A 
FOUNDATION

• Define your brand personality.

• Define your brand values.

• Define your brand purpose.

• Set your goals.
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Start by building a strong foundation. Define your brand personality, brand values, and your brand purpose. Having a clear idea of these three elements will help you craft stories that highlight your brand’s primary goals. We’ll break down how to do those three things in a moment, but first, let’s talk about those goals.A strong story marketing foundation involves clearly defining your brand’s goals. Know exactly what you’d like to achieve through storytelling. One, so you stay on track throughout the process, and two, so you know at the end whether your efforts were successful. Whatever your goal(s) may be, write them down along with any existing resources that can help you achieve them.



DEFINING YOUR 
BRAND PERSONALITY

• Helps connect you with your 
customers

• Uncovers brand traits and quirks 
to highlight in your stories
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A well-defined personality helps you connect with your customers more intimately. What’s more, the journey to discovering it can reveal hidden brand traits and interesting brand quirks you can highlight in your stories. 



BRAND 
ARCHETYPE 
FRAMEWORK

A scientific approach to identifying 
the personality of not only your 
brand but also your audience(s)
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So, a way to start defining your brand personality is by using the brand archetype framework. This framework identifies 12 core human desires that exist in our universal consciousness. The desires determine the characteristics we display, and those characteristics make up 12 distinct archetypes.When creating your brand stories, choosing archetypes that align with your brand’s values and mission is important. One thing to keep in mind: brand archetypes are not about appealing to everyone, but about appealing to the right target audience for your brand. You can also have multiple archetypes for your brand each representing a different audience type.



The Innocent

•Desire – Purity

•Personality – Wholesome, 
Natural, Responsible, 
Aware

The Explorer

•Desire – Freedom

•Personality – Outdoorsy, 
Thrill Seeking, Nature 
Loving, Active

The Sage

•Desire – Knowledge

•Personality – Analytical, 
Accurate, Intelligent, Astute

The Hero

•Desire – Mastery

•Personality – Determined, 
ambitious, strong-willed, 
resolute

The Outlaw

•Desire – Liberation

•Personality – Non-
conformists, rule breakers, 
rebellious, edge of society

The Magician

•Desire – Power

•Personality – Unique, 
transformers, adopters, 
believers

The Everyman

•Desire – Belonging

•Personality – Welcoming, 
empathetic, inclusive, 
helpful

The Caregiver

•Desire – Service

•Personality – Vulnerable, 
Insecure, Exposed, At-Risk

The Lover

•Desire – Intimacy

•Personality – Sensitive, 
sensual, empathetic, 
excitable

The Creator

•Desire – Innovation

•Personality – Creative, 
Innovative, Resourceful, 
Proud

The Jester

•Desire – Enjoyment

•Personality – Fun-loving, 
Light-hearted, Playful, 
Sarcastic

The Ruler

•Desire – Control

•Personality – High 
achievers, successful, 
authoritative, ambitious

Seek a Better World Leave a Mark Connect With Others Provide Structure
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The framework’s archetypes center around four main ideas: to seek a better world, to leave a mark, to connect with others, and to provide structure. So, let’s dive into each of the 12. The Innocent. Desires purity. Mantra: Nothing is more wholesome than nature itself.The Sage. Desires knowledge. Mantra: Knowledge itself isn’t power, how you use it is.The Explorer. Desires freedom. Mantra: The unexplored and the unknown is where I’m home.The Outlaw. Desires liberation. Mantra: Don’t try to control me and we won’t have a problem.The Magician. Desires power. Mantra: There’s more to most than the eyes can see.The Hero. Desires mastery. Mantra: I strive to be the best for myself and the greater good.The Lover. Desires intimacy. Mantra: Don’t break my heart, I only have one to give.The Jester. Desires laughter. Mantra: When I’m not having fun, I’m mostly laughing.The Everyman. Desires to belong. Mantra: I’m the same as you and you’re the same as me.The Caregiver. Desires to be of service. Mantra: It’s not about how much you give; it’s about how you give.The Ruler. Desires control. Mantra: Nobody gives you power, you must take it. The Creator. Desires innovation. Mantra: If it can be imagined it can be created.Now that we know a little about these brand archetypes, let’s do a quick exercise. Take a few seconds to identify two or three archetypes relevant to your brand and the audience you want to communicate with. Okay. Would anyone like to share what they chose and why?



DEFINING YOUR 
BRAND VALUES

• Brand Values - 4-5 values that matter 
most to your organization and set you 
apart from your competitors.
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Defining your brand values. Choose at least 4-5 one-word values that matter most to your organization and set you apart from competitors. Some examples to consider include things like ambition, optimism, passion, integrity, etc.So, let’s take another moment here. I want you to tell me what are some of the brand values that apply to your organization.



DEFINING YOUR 
BRAND PURPOSE

What’s the one sentence that 
describes the exact value your 
organization/school delivers to those 
it serves?

Examples:

To deliver an approach to learning that has the 
exponential power to transform education, 
communities, and lives.

To create an environment that nurtures, inspires, 
challenges, and puts the student at the center of 
their learning.
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Defining your brand purpose is crafting that one sentence that describes the value your brand delivers to those it serves. Here are some examples of strong purpose statements. (Read examples.) My favorite is the second one. It gave me goosebumps when I first read it.What you’ll notice is that with each statement, the brand values that these organizations have identified shine through.Your brand purpose is a great beginning to telling your first brand story – the tale that introduces you to your audience and sets the groundwork for many great stories to come.



BE REAL

• The stories you share must 
represent what your brand 
stands for.

• Keep messaging consistent and 
relevant to your audience.

• Don’t be afraid to be frank or 
vulnerable.
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Excelling at story marketing also involves authenticity. The stories you write must represent you and what your brand stands for. Messaging must also be consistent and relevant to your audience. So, how do you keep it real with your storytelling? Stay true to the four elements we mentioned previously. Keep your personal values, purpose, and goals top of mind. Let them be your compass and your rubric as you create stories. Always ensure that the personality you’re portraying not only rings true to your audience but also accurately represents your brand. Case in point: if you want to reach Outlaws, but the essence of your brand is not disruptive then you might want to rethink things a bit. That doesn’t mean you can’t reach this audience. It just means you have a little bit more work to do to frame your idea of disruption and make it believable.Lastly, don’t be afraid to be frank and/or vulnerable. Nothing says real like putting the unfiltered truth out there. Sometimes sharing the times when your brand has experienced challenges or difficult situations endears you to your audience more than anything else. And just imagine, what a great story your triumph over adversity could be. 



CAPTURE YOUR 
AUDIENCE’S ATTENTION

• Imagine your target audience as 
the hero of your story.
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Excelling at story marketing requires getting your audience’s attention right away. Imagine them as the hero of your story. The message will pull them in and resonate stronger if they can see themselves in the action. 



FOLLOW THE HERO’S JOURNEY

Once upon a time…

Who is your hero (a.k.a. your 
audience)?

They were trying to solve…

How are they currently 
solving it?

But always stumble upon…

What is your hero’s 
problem?

They always…

What are your hero’s needs 
and wants?

1

3 4

2
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To craft a story with your audience at the center, try using a tried-and-true story exercise called the Hero’s Journey.Start by identifying who your hero is. Next, uncover what their needs and wants are. From there, identify a problem they struggle with and then, how they currently solve it.



FOLLOW THE HERO’S JOURNEY

But the problem was that…

What’s wrong with the 
current solution?

Their wish came true…

What does a better future 
for your hero look like with 
your solution?

Unlike their current 
solution, it…

What makes your solution 
different?

Until one day…

How can your brand step in 
to help?

5

7 8

6
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Next, point out why the current solution isn’t ideal and then how your brand can step in and help. Here’s where you then want to communicate how your brand and its solutions are different. From there, describe what the future looks like for your hero once they’ve adopted your brand’s solutions.



CAPTURE YOUR 
AUDIENCE’S ATTENTION

• Utilize a unique voice and 
personality.

• Make your audience laugh.
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What also captures attention is a unique voice and personality – two things that can carry your storytelling and drive interest. Again, when employing this tactic, you want to ensure that the unique voice and personality you choose to employ remain true to your brand.And finally, there’s always humor. When you tell jokes and stories that make people laugh, you’re not only offering them a chuckle and a smile. You’re also putting them at ease, letting them know it’s okay to be receptive to the message you’re sharing. 



GET YOUR AUDIENCE 
TO ACT

• “Now, that you have my 
attention, what do you want me 
to do?”

• Be sure to establish a strong call 
to action.

• Outline your CTA alongside your 
story’s objective. 
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Now that you’ve gotten your audience’s attention, what do you want them to do? Excelling at story marketing involves clearly identifying the point when the folks receiving your story realize its meaning and understand what action(s) you are asking them to take.Be sure to establish a strong call to action and outline your CTA alongside your story’s objective to ensure it matches up. For example, if you want parents to attend an open house, your CTA could be to visit your website and/or submit an RSVP.



CRAFTING A 
COMPELLING STORY



Know your audience.
Research is your friend. 

Choose a type.
Brand Awareness

Community Building

Knowledge/Education Share

Direct Action
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Know your audience. This is just as important as knowing your brand. Understand how your audience thinks, what they feel, and how they respond to things in order to engage with them and get them to act. What’s more, understanding who your story is for offers additional direction when building out its foundation.Before putting a proverbial pen to paper, research your target audience and leverage the data you uncover to reach them better, identify and understand the most compelling stories, drive traction for your stories, and generally create better, more engaging, and desired content.Decide what kind of story you want to tell. Do you want to tell a story that builds awareness about your brand? How about one that seeks to foster community between your organization and others? Is there knowledge or education your want to impart? Or is there a specific action for your audience that you want to build a story around? Determining how you want your audience to feel or react when interacting with your story will help you figure out what form it will ultimately take. 



Establish a call to action.

What do you want me to do again?

Choose your medium.

Writing (articles, newsletters, email)

Speaking (presentations, panels, pitches)

Audio (podcast, recorded interviews)

Digital (video, animations, interactive stories, 
social media, infographics) 
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Establish your call to action. We touched on this previously. Clearly establish what you want your audience to do after digesting your story. Outline your CTA alongside the objective of your story to ensure they sync up.Choose your story medium. Your choice will usually be driven by the type of story you want to tell and the resources you have at your disposal. Writing probably has the lowest bar of entry and is the easiest to create. From there, you have speaking (which can include presentations like this one), audio (because everyone loves a podcast these days), and digital (arguably the most engaging medium but requires a good amount of work and resources.)



Plan and structure your story.

Create a detailed outline.

Create.

Conquer the blank page (or screen).
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Plan and structure your story. With storytelling, there is always a goal in mind. So, it’s important to plan and structure your story from the intro to the conclusion so that it achieves its goal. Before you start, create a detailed outline to help you stay focused as you craft your story. This can take the form of storyboards, wireframes, or even a PowerPoint presentation. Create. If you’ve achieved all the steps up to this point, you are ready to craft your story. Even with all that preparation upfront, conquering the blank page is scary. Here’s a pro tip: jot anything down to eliminate the blank space. Even if it’s as simple as Once Upon a Time. Doing this breaks through the fear of putting the first thought out there and hopefully, will get you going in earnest.



Edit, edit, and edit some more.

Ensure authenticity.

Ensure consistency

Ensure the goal is being met.

Mind your grammar.

Share your story.

Email

Social Media

Online Blogs

Websites

Paid Media 
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Edit, edit, and edit some more. Be relentless to make sure your story is authentically you, consistently reinforces your brand, and meets the goal you set when you started this entire process. And, this goes without saying, but be a stickler about grammar if your story is a written piece. Nothing disengages a reader faster than a story rife with typos. In the editing process, it also helps to have someone on your team read over your story. It’s amazing what fresh eyes will catch.Share your story. Creating a story is only half the battle. Sharing it is how your audience connects. Some popular ways to share your stories include email, social media, online blogs, websites, and paid media (a.k.a. ads). 



SPOTTING STORY
IDEAS

The act of finding stories in the wild that 
support your brand story through action 
events, moments, and aha experiences.

When you stumble upon a moment:

• write it down.

• record a video.

• take pictures.

• make a mental note.

• capture it to use later.
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When committing to story marketing, you must become a detective that gathers stories directly connected to your school’s brand. From actionable events to pivotal moments to aha experiences.  Stories can be found both inside and outside your organization. When you stumble upon a moment that inspires encourages, excites, or entertains, take a moment to record it. Those moments are real-world examples of how your school lives the promises your brand makes and keeps with your audiences.So, let’s take a second for another question. In the past week or month, are there any potential ideas and/or happenings that you’ve encountered inside or outside your organization that would make for a good story?



DIGITAL 
STORYTELLING

Narratives must now:

• travel across owned, earned, and 
paid content channels

• translate across various platforms 
from mobile to desktop

• be able to live offline as print 
content and/or tangible 
experiences
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In this digital age, brand storytelling has taken on a whole new life. Now, narratives must travel across owned, earned, and paid content channels. Owned is any online content you own and control, like your blog or YouTube channel. Earned is any online content you haven’t paid for or created, like news stories, op-ed pieces, or content articles. And finally, paid which is online content you pay to have created and placed like digital display ads, paid social ads, etc.Stories must also translate and work across multiple channels, from desktop to mobile. Finally, stories must be able to live offline as well through print pieces and/or in-location experiences.For example, a digital infographic that you create to communicate your school’s facts and figures should also be able to exist as a physical handout to prospective parents. The community outreach event you host at your school should also be able to be filmed as a Facebook or Instagram live.



DIGITAL 
STORYTELLING

Challenges:

• Consistency and differentiation 
across platforms

• Choosing the best content format

• Choosing the best content 
platform
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Digital storytelling does have its challenges. These include:Ensuring story consistency across platforms while also providing differentiation. Is it easier to post the same story on every digital platform? Yes. Is it effective? Not always. You want to adjust your content just enough, so it aligns with a platform to be effective, but not so different that your audience questions if your story is authentically you.Choosing the best content format (video, designed images, photography, etc.) and the best platform to engage your audience are also challenges as well. This is where thoroughly researching your target audience and your digital platforms can help.



DIGITAL 
STORYTELLING

Key Takeaways

• Meet  people where they are

• Drive authenticity with digital 
technology

Key Tips

• Show, don’t tell.

• Keep it brief.

• Stay consistent

• Look for inspiration
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Lastly, some key takeaways for effective digital storytelling. Meet your target audience where they are. If they engage more with video and use TikTok religiously, then create your stories in that fashion to reach them.Drive authenticity with digital technology. We mentioned Facebook and Instagram Live earlier. Great social media tools for sharing the realness of your brand in the moment. And that’s just the tip of the iceberg of technology available to lend your brand some valuable credibility.And finally, some good tips. Show, don’t tell. Even when a story involves just words, don’t just relay what happens. Paint a vivid picture that readers can see in their minds and place themselves there.Keep it brief. Our attention spans are growing shorter with each passing day, so try to get your point across as quickly as possible. Keep in mind that once you capture your audience’s attention, you won’t have it for long as there are several other things waiting in the wings to steal your spotlight.Stay consistent. Across all platforms. With every story. You want your audience to know the content they are consuming is authentically your brand.Look for inspiration. Again, be that detective who is always on the lookout for interesting and engaging ways to tell your stories better.In closing, yes, you all are incredibly busy day and day out and it may be easy to see storytelling as one more thing. Heck, it might be the last thing on a very long list of to-dos. But if you can commit to harnessing the power of storytelling, telling your authentic stories can become your greatest marketing tool. So, what’s your story? How are you going to tell it? And who’s going to engage with it? Thanks all!



Thank you for your participation!

Contact Information:
ty.howard@aboldagency.com

Feedback Form 

bit.ly/SessionFeedbackOMCE23


	Slide 1
	Slide 2
	Slide 3: A Tale of  the Reluctant Ib Student
	Slide 4: What is Storytelling?
	Slide 5
	Slide 6
	Slide 7: Why do we tell stories?
	Slide 8: Good Stories Are
	Slide 9: What is  Brand Storytelling?
	Slide 10
	Slide 11: How’s that different from Story Marketing?
	Slide 12
	Slide 13: Story marketing for Magnet programs
	Slide 14: A Tale of two robotics labs
	Slide 15: “When stories are used to communicate messages, people remember them 22 times more than facts and figures alone.”  - Jerome Butler, Psychologist 
	Slide 16: Story marketing for Magnet programs
	Slide 17: How to excel at story marketing
	Slide 18: Build a foundation
	Slide 19: Defining your brand personality
	Slide 20: Brand Archetype Framework
	Slide 21
	Slide 22: Defining Your Brand values
	Slide 23: Defining your brand Purpose
	Slide 24: Be Real
	Slide 25: Capture your audience’s attention
	Slide 26: Follow the hero’s Journey
	Slide 27: follow the hero’s Journey
	Slide 28: Capture your Audience’s attention
	Slide 29: Get your audience to act
	Slide 30: Crafting a compelling story
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35: Spotting Story ideas
	Slide 36: Digital storytelling
	Slide 37: Digital storytelling
	Slide 38: Digital storytelling
	Slide 39



