Storytelling Learning Lab

Building a Winning Brand for Your Organization

About This Workshop Your brand is the raw material. In this 120-minute workshop, you will move through every
layer of what it takes to build a narrative that is specific, human, and disciplined enough to actually move people —
from knowing your own story to reaching the audiences who need to hear it.

You will work individually on reflection prompts and in small groups on exercises. There are no wrong answers —
only underdeveloped ones.

A note before you begin: Brand-building is not a one-time project. It is an ongoing practice of clarity. Every time
you communicate, you are either reinforcing your brand or diluting it. Let the exercises sharpen your thinking, not
slow it down.

What Do You Do, And Who’s It For?

Complete this section first. Every prompt in the exercise refers back to what you write here. Be as specific as possible —
vague answers will produce vague insights.

Your Organization's Name Your Role / Title

What do you do? Who do you do it for?

In 2-3 sentences, describe why your organization does this work:
What are you trying to accomplish? Who are you trying to reach? What's at stake?

What’s the problem you're trying to solve?
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In 2-3 sentences, describe what impact your organization has:
What is made possible only because your organization is doing it.
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n Inspire Action

What's Your Brand?

Describe who you are and how you do your work. Think about tone, values, and style — not just what you do, but how you show up.
(Example: Unapologetic, sincere, community-rooted)

What's Your Story?

Complete this sentence in one line: "Our work is about ." This is your core narrative — the through-line behind everything you
communicate.

What Do You Want People to Do or Have?
Be specific about the action or outcome for each audience tier.

How Will You Get Them to Do It?

For each audience, name the strategy or tactic that will move them — direct engagement, a specific content format, a community event,
a partnership, etc.

Your brand is not your logo. It's the consistent experience people have every time they encounter your organization — in your
language, your stories, and your presence.
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“ What Your Audience Wants

Map Your Audiences
List your organization's audiences in the three tiers below. Be as specific as possible — 'the public' is not an audience.

Who they are (be specific)

Primary
Secondary

Gatekeepers

Use this framework to profile your PRIMARY audience:

What do they already know?
What do they care about?

What do they need explained?
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Audiences do not want to be found. They want to be met. Follow existing habits — don't force new behaviors.
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One Story, Many Lives

Build three campaigns from this single story.
200 participants. 12 months. One clear finding: unconditional cash works.

HARTFORD, CT — The Steady Foundation today released findings from the first year of its Hartford guaranteed income pilot, offering
one of the most detailed looks yet at what happens when low-income residents receive unconditional monthly cash — no strings, no
requirements, no expiration date on their dignity. The results are unambiguous.

Of the 200 Hartford residents who participated in the 12-month pilot, 68% reported a significant reduction in financial stress. 41% made
a meaningful investment in their future — enrolling in a training program, starting a small business, or returning to school — that they
said would not have been possible without the stability the payments provided. And 79% said the experience changed how they thought
about what they were capable of.

Tell the story three different ways

Channel Planning

Repurpose the story in three different channels

Campaign Name Lead Format + Channel

How does your strategy maximize impact ?

Most organizations treat a good story like a single-use cup. The goal is to treat it like a pitcher — one source, many pours,
different glasses for different people.



