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Cover Story

Brand 

Storytelling
in a Nutshell

As children, our parents used 

storytelling to put some colour on 

simple life lessons. As a result, we 

remembered these lessons well and 

kept them in our hearts and mind. 

for marketers. 

1. Make it Personal 

(Screenshot taken from Nike’s Youtube channel)
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2. Create Relatable Characters

(Screenshot taken from Jollibee Philippines’ Youtube Channel)

Online.
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4. Make a Flowing Story

(Screenshot taken from Tigerbeer’s Youtube channel)

3. Be Honest

(Image taken from Digital Hytop’s Youtube channel)
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In an advertising video’s 30 seconds, 

brands can tell their stories in chapters 

as long as they introduce an amazing 

narrative with characters that audiences 

can empathise and care for.

“

5. Tease Your Audience 

last scene. 

(Image taken from DBS’ Youtube channel)
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ABOUT THE WRITER 

Daniel Heerkins

customer. 

Wrap Up

struggles of their audiences.

Television advertisements in 

a great article on the emotions that 

heart.

a great answer to these audiences. 

guarantee great results. 
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Focus

Storytelling
- the power to change 
the world

The in-laws are coming for dinner 

and Cindy is in a frenzied panic. 

What can she do to ensure that she 

lives up to expectations? She has 

heard often enough that his mother 

was an amazing cook and hostess. 

Enter the brand as a hero that helps 

her get the evening right. The scene 

closes with the critical mother-

in-law grudgingly expressing 

appreciation while the husband 

looks on with proud approval.

among them instead of having to 

getting married. Enter the saviour 

our lives and make choices. 

stories can have on the lives of 

us who we are and who we should 

minds.
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most advertising to women was 

to shame a woman for her child 

anger at a household chore not done 

The last decade has seen change. 

Some brands are challenging 

the age-old prescriptions and taboos 

– those that have gone unquestioned...
“
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ABOUT THE WRITER 

Poonam Kumar

there is relief from the shackles of 

looks and hankering after ideals of 

moved a few notches higher as 

shame.

that women love and desire.  This 

is even truer in Asian markets that 

of consumerism and are looking 

must have the courage to challenge 

truths. Truths where differences do 

understand that to succeed in 

emerging consumer class. These 
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Feature

Brand 

Storytelling:

Have You Cast Your 

Actors Right?

Brand stories aim to sell and 

there is no better strategy towards 

conversion than casting the 

customer as the narrative lead.

innocuous mistake of featuring their 

features.

languages.

users with “the most intriguing 

featured with her reason for using 



16

the singapore marketer

oct-dec’17

When customers lead in the 

narrative, they have vested interest 

to advocate for the brand.
“

kites for free. 

When customers lead in the 

Sell experiences.

go to great lengths to detail individual 

featured an innovative cinema ad 

visiting like a tourist versus living 

Sell values.

ground.
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ABOUT THE WRITER 

Seah Fiona

.

What happens to arrogant brands?

turn against its own customers. 

emotional connection customers 

had with the existing media format. 

customers.

unattractive contracts and features 

customers no longer needed. Enter 

sold to customers the exact value 

shocks.

Review your brand story.

with a link to the customers as an 

which has driven its growth and 

segment.

without risk since values are 


