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Brand Camp:
Day 3 – Storytelling & Creativity
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Brand Camp:
Day 3 – Storytelling + Creativity

§ Brand-Off #2: Presentations
§ Warm-Up Activity
§ Brand Activity
§ Creativity
§ Brand Extensions
§ Crash Course on Storytelling
§ BREAK
§ Brand-Off #3: APP-ily Ever After
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BRAND-OFF #2: Presentations



IMPROV: CONDUCTED STORY



WHAT IS CREATIVITY?

§ It turns out there’s a scientific definition of creativity:

CREATIVITY

Originality
Uniqueness Usefulness

Effectiveness



WHAT IS CREATIVITY?

Originality
Ask yourself: Has this exact same idea been seen before?



WHAT IS CREATIVITY?

Uniqueness
Ask yourself: Could anyone else come up with this 

idea and use it as easily as us?



WHAT IS CREATIVITY?

Usefulness
Ask yourself: Is this creative idea functional and 

elegant? Does it convey the message?



WHAT IS CREATIVITY?

Effectiveness
Ask yourself: Does this idea get our audience to do 

what we want them to do? Motivating?



BRAND EXTENSION



BRAND EXTENSION

§ Definition:
§ Using the same brand concept, identities, and equity built up to create value in 

other contexts with your existing consumers or with new consumers brought into 
the portfolio of branded products, services, or experiences. 

§ Why bother?
§ Enter a new, profitable category
§ Halo effect from the original brand can carry over
§ Help adapt to a changing market
§ Build loyalty
§ Introduce brand to a new consumer segment 



BRAND EXTENSION

§ Definition:
§ Using the same brand concept, identities, and equity built up to create value in 

other contexts with your existing consumers or with new consumers brought into 
the portfolio of branded products, services, or experiences. 

§ Why bother?
§ Enter a new, profitable category
§ Halo effect from the original brand can carry over
§ Help adapt to a changing market
§ Build loyalty
§ Introduce brand to a new consumer segment 

BUT SHOULD YOU DO IT?
ASK YOURSELF 3 QUESTIONS:

1. How do consumers in the potential market view our brand?

2. Can we provide value in this new category relative to other competition?

3. Does the potential market have growth opportunities / a position for us?
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BRAND EXTENSION

§ BENEFIT
§ Extending value of the *same* service to another context
§ If we benefit people by doing X, in what other contexts can we also do X

VIDEO

Benefit: Just moving stuff from Point A to Point B.



BRAND EXTENSION

COMPONENT

LIFESTYLE

CUSTOMER 
BASE

COMPANION CULTURAL

EXPERTISE

BENEFIT

FORM

BRAND 
EXTENSION



BRAND EXTENSION

§ FORM
§ Slightly tweak the way the brand is delivered to consumers
§ Small change to introduce the brand in a novel way
§ Changing a product’s: 

§ Method of Delivery
§ Method of Preservation
§ In-Store Placement
§ Retail Outlet
§ Ingredient/Materials Profile



BRAND EXTENSION

LIFESTYLE

CUSTOMER 
BASE

COMPANION CULTURAL

EXPERTISE

BENEFIT

FORM

COMPONENTBRAND 
EXTENSION



BRAND EXTENSION

§COMPONENT
§ Selecting one feature, ingredient, or material to transfer to a new extension.
§ Can be scent, flavor, design, raw material, or some other element.
§ Often can extend brand by adding or taking something away:

§ Forward Vertical Brand Extension: Dr. Scholl’s launches shoes + gel pad
§ Backward Vertical Brand Extension: Reese’s launched peanut butter (got 

rid of the chocolate)
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BRAND EXTENSION

§CULTURAL
§ Adjust the product or service to fit an emerging cultural or subcultural trend.
§ By being attuned to societal changes, companies can extend their brand.
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BRAND EXTENSION

§ EXPERTISE
§ Leveraging one’s skills in a novel context
§ What is your brand known for doing?
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BRAND EXTENSION

§COMPANION
§ Put the brand on a product/service that naturally accompanies original
§ Typically it’s a product/service customers use concurrently with your brand
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BRAND EXTENSION

§ CUSTOMER BASE
§ Lean heavily on what you know to be true about your customer, what they like
§ Find opportunities to extend brand to new products that pique their interest
§ Same store sales (what else would they be likely to pick up)
§ Special audience with similar segment needs
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BRAND EXTENSION

§ LIFESTYLE
§ Think about the perceived lifestyle of the product’s/service’s users
§ Can also be the idealized lifestyle AND/OR celebrity endorser lifestyle
§ Extend brand into categories that reinforce that lifestyle



CRASH COURSE: 
STORYTELLING



STORYTELLING

§ Think back to our warm-up exercise
§ The story probably felt a bit all over the place
§ We know the elements of a good story, and they tend to be universal
§ Let’s impose some structure: 5-Point Scene Structure

STEP !:
PREMISE

Who we are.

What we do.

Where we do it.

Why we do it.

STEP 2:
1st Turning Point

Highlight the 

problem or the

unmet need of 

the consumer.

STEP 3:
Heightening

Value Prop. #1

Value Prop. #2

Value Prop. #3

STEP 4:
2nd Turning Point

Explicitly state 
how your brand 
solves the 
problem and/or 
meets the need

STEP 5:
The Out

Life With / The World 
has Changed

OR

Life Without / Here 
We Go Again



STORYTELLING

§ Almost every great story follows this structure…
§ Don’t believe me, let’s do an example
§ Beauty and the Beast

STEP !:
PREMISE

Song: Belle
-We learn who she is
-We learn what’s going on

-We  learn where we are

STEP 2:
1st Turning Point

The kidnapping!

STEP 3:
Heightening

Beast is mean.

Beast is nice.

They fall in love.

STEP 4:
2nd Turning Point

Belle is “rescued” 
by Gaston – love 
saves the Beast. 

STEP 5:
The Out

The World Has 
Changed:

The spell is broken 
and everyone is back 
to normal.



STORYTELLING

§ Now let’s apply it to a brand…
§ Every brand should have a good story
§ APPLE

STEP !:
PREMISE

Microsoft 
dominates the 
PC market.

Apple lost the 
war…

STEP 2:
1st Turning Point

…or did it? 

Apple chooses 

to focus on 

design/cool.

STEP 3:
Heightening

Cool iMacs.

Cool iPods.

Cool iPhones, 
iPads, more.

STEP 4:
2nd Turning Point

Apple 
dominates the 
market as the 
stylish, trendy 
brand.

STEP 5:
The Out

The World Has 
Changed:

People prefer Apple 
to other brands for 
PCs, phones, etc.



STORYTELLING

§ Now it’s your turn to practice…
1) Pick a brand
2) See if you can tell its story using 5-Point Scene Structure

STEP !:
PREMISE

Who we are.

What we do.

Where we do it.

Why we do it.

STEP 2:
1st Turning Point

Highlight the 

problem or the

unmet need of 

the consumer.

STEP 3:
Heightening

Value Prop. #1

Value Prop. #2

Value Prop. #3

STEP 4:
2nd Turning Point

Explicitly state 
how your brand 
solves the 
problem and/or 
meets the need

STEP 5:
The Out

Life With / The World 
has Changed

OR

Life Without / Here 
We Go Again



BRAND-OFF #3



BRAND-OFF #3: APP-ily Ever After
1. The purpose of this Brand-Off is to create a new brand.
2. First, think of a new app that provides a service or 

experience. Try to be as original as possible - don’t just 
copy an existing app and re-name it.

3. Create the brand for the app from the ground up (BEP)

…simple enough, right?...

4. BUT there’s more: now we’re going to extend the brand
to a new service, product, or experience.

5. The brand name can stay the same or be tweaked 
slightly, but we need to know it’s affiliated with the 
parent brand.

7. Your final presentation should include:
- Logic using the Brand Extension Orbit
- A compelling 5-Point Brand Story

The team will present a 10-15 minute presentation to cover 
this information, including an accompanying slideshow or 
PDF.

Presentations will be delivered first thing on Day 4.
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