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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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digital generation,

 more than a carbon copy



EDM Print IT Screens



Tell their story from 
their customer’s standpoint,

following the natural emotional 
steps of brand discovery.
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You encounter a brand
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Is it for people like me or 

companies like mine?

Do I clearly understand how they 

are different and their offer?

What will the experience be like 

and how will my life be better?



Recognition
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Recognition – Do we match?

What is my first 

impression?
Is this for me?

Do they 

understand my 

aspiration?

Do they 

understand my 

challenge?

Me
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Stakeholder

Take their 
standpoint



Balance and Contrast 
between 

Aspiration & Challenge
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3-level method
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Sustainable solution

Clean water C
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ge Disease and death

Supply chain issues

Lacking disinfectant



Perception
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Standpoint & Category



Solution
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Perception – Can I work with them?

What is their 

standpoint?

What do I 

compare them to?

Do I trust them?
Do I understand 

their solution?

Company



Projection
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Projection

How is it going 

to happen?

What 

transformation?

What are the 

stakes?

How will my 

life be better?

Me



Hypothesis

Virtual communication will be more common in the 

next 5 years.

Contoso’s technology helps people and businesses 

communicate efficiently through a virtual world.

Conference presentation 26

Examples

Tell me briefly about your project



Storybuilding
Building your brand narrative from your customer’s standpoint, 

creating recognition, understanding and engagement.
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Storybuilding
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Stakeholder Analysis

Organisation Analysis

Storytelling Framework

Brand Narrative
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Marketplace
 Competitor 

Differentiation
 Contrasting 
Brands

 Investor

What kind of company?

Conference presentation 34

 B2C  B2B
 Service or 
 Product

 Non-Profit



Mural

Self-service



Mural
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Storybuilding isn’t just about 
marketing. 
It reshapes how a company views 
itself and its customers.

Storybuilding aligns brand 
positioning with both emotional 
and logical decision-making 
factors.



John Elbing
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