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Companies

talk about what they do,
from their standpoint.
We, we, we...

Customers have to figure out
if it’s for them, and
how it will make their life better.
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Tell their story from
their customer’s standpoint,
following the natural emotional
steps of brand discovery.



Is it for people like me or
companies like mine?

Do | clearly understand how they
are different and their offer?

What will the experience be like
and how will my life be better?
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Manage, oversee, and communicate all tasks and Prep chip dip

projects for your non-desk teams from one single place

Startnow, it's free!
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Streamline your workflows
for maximum efficiency

Plan, manage, and track all your team’s projects on one customizable platform.

Select what you'd like to manage:

[] Project Management ] Marketing [C] crRM and sales [ creative and Design [[] software Development

[] Task Management [] operations [] construction [C] HR and Recruitment Om

Get Started ->

Free forever. No credit card,

[C] 200+ solutions

Team planning
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To-do list progress To-do list
® Done
@ Meetclient
° p content
% @ Update api

Review contract

Organize your
work and
life, finally.

Simplify life for both you and your team with the

world’s #1 task manager and to-do list app.
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Start for free

“Simple, straightforward, “The best to-do list app
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What is my first
impression?

Do they
understand my
aspiration?

Do they
understand my
challenge?







Balance and Contrast
between
Aspiration & Challenge



Aspiration Existential

Goal
Task

Problem
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Perception




Standpoint & Category

salesforce

Create your own remix.

Change the hairdos, tops, and pants.
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Services v KIMP360 v Pricing Our Work v

Unlimited Graphic
Design & Videos.
Flat Monthly Fees.

Make unlimited graphic design or video design requests

(or both!) and get unlimited revisions. Save time and

~

money with a dedicated design team.

‘ Schedule Demo [ ] How it works

[f you can edit text,
you can edit videos.|

Descript is the Al-powered, fully featured, end-to-end video editor
that you already know how to use.




Solution

The Educated Experts

HOME GARDEN CENTER SERVICES |

COMMERCIAL
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Targeted coaching Legal support Administration
Specialised modules We provide all the legal Focus on your core
matching your needs, goals, support you need to start business with admin,
and your situation right & grow strong accounting & fiscal support
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Workshops Pitch training Financing
Our FONGIT:Force and Know your audience, Prepare to attract
FONGIT-Life workshops captivate them, and ask the right investors
deliver insights on key them for what you need
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FERTILIZATION

One of the most critical
aspects of lawn care is
fertilization, which
delivers nutrients your
grass needs for healthy
growth and color.

WEED CONTROL

Weeds are not only
unsightly, but they also
suffocate the roots of
your grass. We offer
both pre and post-
emergent weed control.

VIEW FERTILIZATION VIEW WEED CONTROL

IRRIGATION

No lawn in lowa can
survive without water.
An automated irrigation
(or sprinkler) system
will deliver the right
amount of water
consistently.

MAINTENANCE

Our scheduled lawn
and landscape
maintenance program
properly grooms your
property and promotes
continued healthy
growth.

SCHEDULE CONSULTATION VIEW MAINTENANCE

&

DESIGN & BUILD

Improve your home
with a beautiful
landscape or outdoor
living space. From
professionally designed
soft scapes to patios
and fire pits.

SCHEDULE CONSULTATION

PN
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LIGHTING

For both beauty and
safety at night, we
install LED landscape
lighting systems to
compliment your home
and landscape.

SCHEDULE CONSULTATION

g
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Solutions v Resources v

% Products v

Pricing

Y % Vb -8 A

Marketing Hub® Sales Hub® Content Hub™

Service Hub®

Operations Hub®

Create Email
Campaign

Your whole front office. One customer platform.

HubSpot brings your marketing, sales, and service teams together on the same AI-powered customer platform. It's e
to use, provides value fast, and gives all teams a unified view of the customer at every stage in their journey. Each
product in the platform is powerful on its own, but the real magic happens when you use them together.

Get started free

& english-speaking-services.com/plumber-paris

Get a demo

PRESENTATION

SERVICES

CONTACT

Transparent Certified Intervention in
Pricing Plumbers less than 30 min
Travel expenses from 49 €, Qualified and experienced 24/7 emergency service
Free quote before intervention technicians

24/7 Pipe Unclogging in Paris

Is your sink or toilet clogged? Our range of services is as extensive as your
plumbing needs may be. From a simple pipe unclogging, be it toilets, sinks
(kitchen), showers, bathtubs, inspection chambers, or building pipes, to
plumber interventions for water or gas leak detection, we cover all aspects of
sanitary plumbing.

Commerce Hub™

@ HubBot

o
- 4 Want to chat about HubSpot? I'm an
Al chatbot here to help you find your

way.

Ask me or select an option below.

l %, Get free training H o Get started free

= Chat with the sales team

HubSpot uses the information you provide to us to contact X
you about our relevant content, products, and services. You
may unsubscribe from these communications at any time. For
more information, check out our privacy policy.

Write a message

t. +33183647088

Insurance
Coverage

Some benefits reimbursed by
insurance




What is their What do |
standpoint? compare them to?

ompany

Do | understand

Do | trust them? : :
their solution?




Projection




We didn't reinvent the

designjoy.co

wheel. Just design.

Design as you know it is out the door.
Design as you want it just arrived.

Subscribe to a plan & request as
many designs as you'd like.

We have refined and validated with dozens of companies over several years.

KNOW YOUR PROCESS

Receive your design within two
business days on average.

See plans

FAQs

2 4

We'll revise the designs until
you're 100% satisfied.

Login

A little about me

Contact me

- Appik

Francgais

rter.com;

LawnStarter

How LawnStarter works

Get started in under 5 minutes

e

View Pricing

Why LawnStarter?

5 Minute Setup
View pricing, choose your options, and schedule
service in 5 minutes or less.

Fully Insured Professionals
You are covered. All LawnStarter pros are required to
carry liability insurance.

FATHOM &

@

Never Take

Notes Again

Unlike others, Fathom Al summaries are
ready in <30 sec of meeting end '+

S 4
v ﬁ

Choose your service date

Online Account Management
Payment, scheduling, feedback... all done through a
convenient app.

Quality Service
We ask you to rate each service to make sure you
are satisfied

Fathom Team Edition Referral Program

Overview Transcript

Copy Recap m v

Summary change Template

Let our pros do the work

All Services Covered
Lawn mowing, fertilization, bush trimming, weeding
and more. We can do it all.

Hundreds of Raving Reviews
Don't take our word for it... read our five star reviews
on Google and Shopper Approved!

Help Testimonials Signin Sign Up for FREE

"% Sync to HubSpot




How is it going What
to happen!? transformation?

What are the How will my
stakes? life be better?




Examples

Tell me briefly about your project



Storybuilding
Building your brand narrative from your customer’s standpoint,
creating recognition, understanding and engagement.

27
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Stakeholder Analysis
Organisation Analysis

Storytelling Framework
Brand Narrative




Stakeholder (customer)

Scope Segments

Aspiration (Jobs) Aspirational 1 Challenges (Pains)

Take the general scope of Who is your customer, What is holding them back?
your offer, the category as audience, important
seen from the stakeholder's | stakeholder?

standpoint.

What do they want to accomplish?

What are the obstacles, problems, pains, annoyances that

What are their aspirations, goals, tasks, 1€ :
keep them from attaining their goals?

from the most aspirational to the most practical?
Are there defining
Define the scope based on | characteristics?
the general goal or problem
to be solved.

How do they measure success or failure? What are the negative emotions that accompany them,
such as frustration, anger or fear?

How can they be grouped? Is their a major societal, technical, economic change
By aspiration, by problem, (e.g. Al) that could be an opportunity?

by industry, by role,
by risk-tolerance?

How aware are they of the things that hinder their progress?
Not to narrow, being
exactly or very close to
what you offer. Not to
broad, encompassing
things that are not relevant.

Is there a major societal, technical, economic change
(e.g. Al) that could be a threat?

"We want more clients!" is an aspiration. "We don't have enough clients!" is a challenge..
For example, is the scope

"mattress" or "sleep"? What is the best contrast between an aspiration and the associated challenge?

Practical 1 4= Unaware Very aware s
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Extras

What are their values?

How do they want to feel?

How do they want to be perceived?

What style of experience are they looking for?

Triggers Knowable §

What triggers the need for a solution?

What situation, event, emotion brings the
scope of your offer to front of mind?

Can you identify stakeholders who are in
those trigger moments (knowable)?

Would the stakeholders who are in

those trigger moments recognize themselves
if you describe a trigger moment
(recognizable)?

Unknowable and

4= Recognizable not recognizable

Current Solution Unsatisfied T

What is their current solution?
How do they manage today?

Are they satisfied with their solution/situation?

Are they struggling to find a workaround?
Or are they resigned?

Resigned l

Importance

Put stars on the most
important elements
from your
stakeholder's
perspective

©2024



Organisation (company) n

Enablers Solvers Experience
How do you help them make progress How do you solve their problems? First, what is the purchase/onboarding experience like?
and achieve their goals? How can you summarize the process in 3 steps,

How do you help them save time, money or effort? showing them how simple it is?
What are the core features of your offer? Is it easy to understand, to test, to adopt/buy?

How can you reassure them? What is the next thing you want them to do?
How do they measure success and failure?
How do you make that easy? How can you make them more aware of a problem? Then, what will the overall experience be like?

How will it feel? How would you describe your

How can you explain your offer in the interaction and/or relationship?

simplest terms (clarity)?
How can you signal trust?

Uniqueness Brand Persona Extra Delight Matching
How are you different, not just better, What is the category, the scope you How do you set and exceed How does your offer match the
cheaper, faster? want your stakeholders to identify you expectations? aspiration, challenges, etc. of the
with (mattress salesman or sleep stakeholders?
What is your unique point of view for specialist)? What transformation do you offer?
your industry, for the scope of your Are you purposeful in your decision of
"solution"? What are your values? Do they match? How do you make it easy to switch which needs to meet and those you do
solutions? not?
What is the "old" way, and what What are your main archetypes?
is your "new" way? How easy is it to interact with you? Are there low-cost/high-gain features
What are your brand's style & tone? you could add that make sense for
What do you want to be known for? Can they easily test your offer? the stakeholders?
What are your distinctive visual and
textual characteristics? What quick wins do you offer them?

—
g
2
©
c
<
-
9
4
3
-
=
<
b0
S
O

©2024



i
0
3
)
S
c
S

o
00

=

[

+
>N
S
O

+

7y

Storybuilding

Recognition
(me = stakeholder)

Do | feel welcome?

Do they work with people like me?
Do they understand my situation,
my problem?

The first phase is emotional.

Perception
(them = organisation)

Can | work with them?

Do | trust them, respect them?
What do | compare them to?
Do | understand their solution?

The second phase is more
intellectual.

Projection
(future me)

What will it be like?
How will | feel? Will | be happy?
What will I avoid? What will | gain?

The third phase is emotional
again.

Decisions are made more at
an emotional level than an
intellectual one.

First impression

How do they make me feel?
What vibe? What feeling?
What style?

Include
Brand colors, illustrations,
tone of copy, how you dress, talk

Stakeholder

Is this for me?

Am | their type of customer,

do they really work with people /
companies like me?

Do | recognize myself?

Include
Target customers, common
situations, positive descriptions

Aspirations (Jobs)

Do they get me?

Do they get my situation?

Do they understand my aspiration,
what | want to achieve,

the path I'm on?

Include

Empathy symbols (I get you)
Main aspiration, goals, objectives
Positive emation

Challenges (Pains)

Do they get my pain?

Do they understand my situation,
the obstacles in my way,

my problems?

Do they get my pain,

my frustration?

Include
Main problems, obstacles, pains
Connected negative emotions

Do | recognize myself in this offer?
Am | comfortable to continues my
exploration?

Yes, | continue

l No, | give up

Values & Trust

Do | want to work with
someone like them?
What are their values?
What is their mission?

Do I trust them?

Are they good? Is it of quality?
What are people saying

about them?

Include

Value statements

Authority symbols (expertise,
social proof)

Standpoint

What is your unique point of view for
your industry, for the scope of your
"solution"?

What is the "old" way, and what
is your "new" way?

Include

Contrast with the "normal” way
to solve the problem or
reframe the need

Category

What can | compare them to?
What category are they in?
What are other options or
alternatives?

Include
Targeted category
Unique differentiator

Solution

Do | understand their offer?
Is it clear what they do?

And what they don't?

Are the conditions clear?

Include
Solution, offer, product or
service presentation

Can | continue with them?
Do | trust them respect them?
Do | clearly understand what they offer?

Yes, | continue

l No, | give up

Experience

How is it going to happen?
What will it be like working with
them? Are the next steps, is the
process clear?

Isn't it complicated? Can | do this?
Am | comfortable with how it

will happen?

Include

Descriptions of how it will be like
Longer descriptions of the steps
Simple 3 step plan

Reassuring copy

Transformation
What transformation will be
produced?

How will things change? What will I/'we
become? How will we grow, evolve?

Include
Help visualize the future state
Redefine their "identity"

Stakes

What if | don't move forward?
What is the worst that could happen?
Would it be so bad?

Will | fall behind?

What are the stakes?

Include

What current bad situations will
continue?

What negative outcomes will happen?
Connected negative emotions

Positive future

Will | be happy with moving forward? | Am | excited with the proposed

What will | get out of it?

Will it help me personally?

Will | get ahead?

What other problems do they solve?
What are other benefits?

What transformation are they selling?

Will my boss be happy?

Include

Help them visualize the positive
future, the many benefits, and the
connected positive emotions

future?
Is the experience engaging?
Does it relieve my pains?

Yes, | continue

No, | give up

@20724



Brand Narrative

Storybuilding
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First impression

Stakeholder

Aspirations (Jobs)

Challenges (Pains)

Values & Trust

Standpoint

Category

Solution

Experience

Transformation

Stakes

Positive future

Easy interaction

Blurb / tagline

This type of person /

company...

Has this aspiration...

But, there is a problem...

You can trust us
because...

Old way vs new way...

In this new category...

Here is our solution...

There is a simple

3 steps process...

You will avoid...

Your life will be better...

Simple Call-to-action

Our mission is...

You will become...

Emotional

Intellectual

Emotional

33



What kind of company?

& Service or

| 2245 B B2B T Product

Non-Profit

= % Competitor Contrasting

: o Investor
Marketplace Differentiation Brands
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Storybuilding
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