


Introduction
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earliest Greek fables and Biblical parablese written with an agenda in mind Thearchetypesand narrative
templateswe use today have existed for millennia myths and legends, poetry and playsom the beginning,

brands have told stories through their advertisingh varying degrees of subtlety, finesse and resonance
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Consumers hze always been a part of this stewiling process and encouraged to passlom narrative | expect
smolers lit up on learninghat Camekigarettesimprove athletic performancandenjoyedsharingthe good news
with their friends and familiesThe vey fact that these ads were made implies that sttglling as a means to brand
advocacywas vital to increase both penetration and frequency.

Today, there ar@lenty of brands with wonderful stories ofnovation and entrepreneurship, provenance and
quaity. The story oftte Dyson vacuurdleanert Y R WI Y S a 5 dndeveldpiaghisn&nslcdi (i &
technologyin the face of overwhelming competitigarovides an instant shortcut to the product benefits todajhe
storiesof the students who founded copanies such as Apple and Google @rarmingcase studies in creative
thinkingthat like-minded people want to be a part oEven the story of Hugo Bossdesignerto the Nazis accords
well with the sleek and seHfissured charisma of the Boss brand today.

These and other successful brarstiories have entered the realms of myth and legend, not just because they are
credible, concrete and emotionally resonant, but because they can be simlifeboiptimisedfor retransmission

and tribalisedas a badge fdbelonging amongdheir consumers. They cdre boiled down to a singleoint of

fulfilment which becomes aore brand valug¢o which consumers aspirenakes them feel good about themselves

and, most importantlypositivelyreflectshow they see themsebs or would like to be se@n C2N) +2f @925
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While brands havalways haglenty of reasons to tell their stories, and lots of ways to do scadheertising,

packaging, merchandisend PRgonsumershave likewise always enriched, subverted or in some cases, supplanted
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recentlythrough blogs, forums and social networks, kowrking, sharing and review sites. Consumers are part of

the brand story and they are telling their own versionaséd on their direct or indirect experiencés their own

words. Some brands are uncomfortable with this. Thvewyt to own the story ad expectconsumers to simply

accept it and passiton. Babnsumed R2y QU Yy SSRI KENKYNE aR2PVZE RUa2 yRWLIRE
that consumerslike brandsR2 y Qi 2dzad G Sttt ad2NASa Ay | yloNiNg A DS



communities they join, the events they attend and the way they position and promote themselves are all ways in
whichboth brands andonsumers can tell stories without saying a word.

This means that brarscheed tostop being so precious about time@ssets and equities argthare the programme, the
stage and the microphone witheir audiencep LGQa y2G4 2dzad | OFrasS 2F Ay oAl
conversations, but adlsojoining in with the conversations that consumers are already haypiryiding the

material, the platform and the impetus to enable new conversations to take @laden doing so, adding to and
enriching the brand story over time

In this piece, | hav@bkedfirst at the three key elementsf a storyelling strategy: motivemeans and oppdunity,
all of which are interdependent to a large extemithave suggested some interestitagpls and techniqueto uncover
the stories that brands are telling about themseheaeslthe stories that consumers ateoking for Thirdly, | hawe
examinedthe ways in whichihe beststorytelling brandsare giving theiconsumers thenformation, inspiration and
incentiveto tell their own stories, in their owwordsand their own way

As always, if you have any comments, drop me a lineidmline@gmail.com

Motive

For brands themotive for telling stories comes from wanting to impart information that will hélem achieve
business olgctivesg to create or reinforce a brand positioning or identity, or to initiate change, susp@adng
the news ofa new or improved product, target a new geographical area or consumer demogrdrhicdscanalso
tell stories to stop, or at least mimise a negative situatioQto chang misconceptions otlearup confusion.

For consumers, mthe other hand, the motivéo tell stories comes from two sourcemmotional and practical

reward Consumers derive a great deal of personal satisfactiors&tds frombeing an active, valued member of a
brand community They enjowearing thebadges of belonginghat confer status and discernmeand lovesharing
their knowledge with existing and potential member¥etthey can also reathe rewards of stoytelling in more
pragmatic wayswith discounts and free samplgsxclusive offerand preferential treatmentn exchange for their
engagement

Means

For lrands, the means to tell storie®mes from the information they have access to ahdnnels of

communication they controlvia their advertising and marketing collateral, web s#esd search engine visibiljty
corporate blogs and twitter, brand channels on YouTube and also from employees, from the CEO interviewed on th
news to sales and customservice representatives at the coalface of the company.

For consumers, the means find these stories and tell their oneomes, likewise, from the information they have

access to, such as news and gossip that they pick up, and the channels of conibruthiey likewise, have access
to, such as their own blogs, online communitiesarch enginesocial bookmarking and video and picture sharing
sites.

Opportunity

For brands, the opportunity to tell stories comes framvariety of sources, such as metikg or PR campaigns which
provide a reason or a context in which to communicate with individuals or the wider pihkimpetusalso comes
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so. Opportunity, therefore, is created by both good and bad news.

For consumers todhe opportunity is created by both positive and negative evetitsnay come from the brand,
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networks, surveys, or focus group. It may come from the mediar via independent communities, such as review
sites or consumer groups, all of which provide the platform for consumers to express themselves and share thei

views.

The story gartswith the consumer

As the most effective storielling strategies arise when consumers have as much to galedsand from passing
0KSY 2gtatwish3heh.f SGQa
made good, which democratised the concept of eating out and brought tasty, affordable food and good times to
millions of people. It istill telling this story, through its advertising, sponsorships, commuamityrecruitment
initiatives and irstore.
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Yet, just as McDonalds has a powerful motive to tell a positive brand story, its customers have an equally strong
interest in doing the sameParents, for examplevho form a key target audience for the brand, are very sensitive to
accusations of bad parenting. No parent wants to feel that they are abusing their children with unhealthy food,

while at the same timepther customers might be concerned abalgdmaging the environment or exploiting
underpaid workers. Its staff, likewiseant to feel good about their jobs, whilst its partners benefit from an alliance
with an ethically sound, reputable company.

Google Toolg always a good place to start digging

UsingD2 2 3f SQa
AYF2NXYEOGAZY

alike

NJ vy 3 Swezah selBratShe bidink pubiigat<t fram the McDonald brand, the
0 KS& QNS

f Bighlc bryniht RoBadebclaty With il WeSanitlentifydr® a
stories that consumers atikely to betelling amongst themselvesand identify areas where McDonalds gaiovide
the motive, the means and the opportunities to help ensure those stories reflect well on both brand and consumer

According to the Google Keyword tool, always a good placetban this kind of researchhere are the most
popular searchs for McDonald# April 2009

Keywords

¥Local Search Volume: April Search Volume Trends (May 20068 - Apr 2008)
2 2

Keywords related to term(s) entered - sort by relevance (7

[medonalds]
[mcdonalds monopoly]
[macdonalds]
[mcdonalds jobs]
[medonalds menu]
[mcdonald]
[medonalds logo]
[mcdonalds uk]
[ronald medonald]
[mcdonalds toys]
[medonald's]
[mcdonalds food]
[mcdonals]
[mcdonalds prices]
[mcdonalds burger]
[mcdonalds breakfast]
[mcdonalds fries]
[mcdonalds calories]
[mcdonalds franchise]
[medonalds nutrition]
[mcdonalds coffee]
[mcdonalds happy meal]
[mcdonalds locations]
[mcdonalds restaurant]

301,000
201,000
40,500
12,100
12,100
9,900
9,900
9,800
9,900
8,100
4,400
4400
2,900
2400
1,900
1,600
1,600
1,300
1,300
1,300
1,000
1,000
1,000
1,000

Highest Volume Occurre

Mar
Apr
Mar
Apr
Apr
Mar
Mar
Apr
Mar
Mar
Oct
Mar
Mar
Dec
Mar
Oct
Mar
Jan
Sep
Mar
Feb
Mar
Mar
Mov
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This data gives us a number of insightnd potentially significant issuego explore in more depth Firstly, we can

see that the Monopoly promotion isurrentlythe most popular search associated with the brarastimony to the
success of the campaign. Secondly, we can see that jobs have become an increasingly popular sebeclastver t
@8SIFNE &2 O2y&adzyYSNA | NByQl Llzi 2FF o6& alO52ylf Ra NBLR
opposite. ltcould, of course, be a measure of desperation induced by the current economic climate. Likewise, note
0KS KAIK RSYFYR F2N 0KS a0O52yl f Ra mySusuddy assotidted with indre | y
up-market restaurantsnot fast foodoutlets.

Moreover,this search, plus the searches for things like calories and nutriiemell as prices and locaticaiso

indicates that consumers are doing their homework before theyand planning their visit in advance rather than
justdroppinginonimpulseL 1 Q& Ay GSNBadAy3 G223 GKIFG O2 ycihdziearslB | N.
further investigation.L 1 Qa y2d | a (K2dzZ3K KS TSI { dzsiracolMteral.Kookkaiso a O5
at the high demand for the McDordd logog why is this? What dpeoplewant it for?

CA NA (G > atld3er ladk atiie mdsSpopuladongterm searchesising Google Insights for seareind see what

the data can tell us about the intent behind the searchésve look at the p#erns in searches for thmenu, jobs,

Ronald McDonaldthe logo andtoys and correlate these with other online sources of date getsome very

interestingA Y aA3KGa Ayid2 GKS Y2G0AQ0FGA2ya o0SKAYRINgS&ayy | YR
going forwards.

Web Search Volume: mcdonalds menu vs. mcdonalds jobs vs. Tewls @
medonalds meny T ——
ronald mcdonald... medonalds jobs  E—

ronald medonald 24
medonalds logo -5
rcdonalds toys  EERT

United Kingdaom, 2004 - present
Categories: Food & Drink, Lifestyles, Entertainment, Travel, Society, Shopping

Interest over time News headlines: Show Hide

Learn what these numbers mean

& 53 & 100 ® 12 & 7 | May 2009

Story1: The bgo

To begin with,dok at how the demand for th®lcDonalddogodips in August andhows a significant peak every
New Year, after Easter and Septemiehe academic year, in other wordss this because schoolchitdr ard
college students are using McDonalds as a case stutigimassignments? If we look at the top and fastest rising
searches since 2004, we can see that people are also searching for Tesco, Nike|aCaa @ber big consumer
brand logosso ths could be it.

Search terms  related to mcdanalds logo -

Top searches @ Rising searches ©]
1. logo of medonalds 100 1. tescologo Breakout

2. nike logo e 7 5 2. coca colalogo Bireakout

3. kfc logn — 3. adidas loga Ereakout

4. macdonalds logo — 4. kit logo +H40%

5. pizza hut logo — 5. me donalds lago +100%

6. mc donalds lagao — 6. burger king logo +Hil0%

Mew! (Gl Google 7. pizza hut logo +40%
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So, f we plot demand for these brands, we can see that tbeyn factall follow the same annuglattern of the
academic yearwith Nike being the most searched for, presumably because it is the most controversial of all the
brands anl therefore makes the most interesting story for essays and prajects

Totals @
Web Search Volume: nike logo vs. adidas logo vs. tesco logo... nikelus —
United Kingdom, 2004 - present adidas loge =

tesco logo 21
Categories: Shopping, Sports, Business, Food & Drink, Entertainment, Telecommunications medonalds logo  m—13

coca cola logo W3

Interest over time News headlines: Show Hide

Learn what these numbers mean

59 33 ® 23 & 13 | September 2008
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S, what is McDonalds doing to help studeatsd to make sure the brand story they are telling is a positivé’one
bA1S AayQid KSft LIFdzIf ybuido & sedrcibr Yoaddis 2ayQ SiaR@bobldRiuFNsHE the official
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wanting to tell a story about McDonalds. The site could be nearer the top of thetspagethe information

architecture could be better organised and you only find the sit®dh 2 Idlofaf ather than the UK index, bat
resourceful student could find it with ease

Story 2: the toys

As we can see from the search pattern in theo@e graph, demand for toys is fairly stable, with no sudden surges,
so there are no big brand or consumer stories surrounding the issue. Likewise, if we look at the most popular
searches, consumers are referring to Happy Meal toys, not the more expéhgivie t SOG 2 NDa F A 3 dzNB 3

Search terms  related to modonalds toys -

Top searches @ Rising searches

1. mcdonalds happy meal 100 1. mecdonalds happy meal +Hi%

2. happy meal toys 95 Mew! (gl Gouogle

3. macdonalds toys —
Mew! (gl Google

So, they probably want to know which toys are in the meals so thepleaa visit to coincide with a particular
promotion. Theymightalsohave questions about thethical provenance of the toys, or have safety or quality
concerngp .dzi aO52ylftRa AayQid R2Ay3 | ye ihkGogygR seargh rdsyisifar S N.
McDonalds toys, all we get is a generic Adword for the McDonalds UkKvkitdn simply links to the home page of

the site, which hasothingabout toysthere, either.



GO (_)gle McDonalds toys é,::f:,‘::;fﬂm

Search: @ the web ' pages from the UK

Web Show options__ Results 1 - 10 of about 373,000 for McDonalds to

Mcdonalds Toys? Sponsored Lin
www.uk Shopping.com/Mcdonalds+toys ~ Mcdonalds Toys at low prices Mcdonalds Toys at Shopping.com

McDonald's Official Site
Visit McDonald's Today and Find Out
What's New On The Menu. View Here!
McDonalds.co.uk

Image results for McDonalds to:

R Compare & Save on Toys
il\,/ i‘ Mcdonalds Toy from £2
- winbuyer.co.uk
AN T B
DOG TOY. NEW Shrek, Mcdonalds TOYS, Dinner SET items at low prices ... Medonalds Toys

Toys at lowest price
Product reviews on 1000s of items.
www_dealtime.co.uk

Buy DOG TOY, NEW Shrek, Mcdonalds TOYS, Dinner SET, Disney SOFT TOYS, Caollection
2000, Plastic Bag items at low prices. Sign up with eBay.co.uk to begin ...
toys.shop.ebay co.uk/._ /McDeonalds_ W0QQ_armrsZ1QQ_

mdoZToysQ2dGamesQQ_msppZQQ_pcatsZ767. .. - 148k - Cached - Similar pages - Mcdonalds Toys
Kevin's UK McDonald Toys Buy Mcdonalds Toys

Compare 100s of Shops

Collector shares photographs and information on promotional restaurant Happy Meal premiums in shop-com.co.uk/toys+games

United Kingdom. Includes current list of items, trade, ...
www_btinternet.com/~kevin_padgham/new/home_htm - 4k - Cached - Similar pages - McDonalds Plush Toys
mcdonalds toys uk | Compare, and buy cheap mcdonalds toys uk ... Ronald, Grimace, Hamburglar & More

X - 1
Compare and buy mcdonalds toys uk. DealTime helps you to find and buy mcdonalds toys uk. Relr.o Style Plushes - Ordar Now!
L . www _BigBadToy Store_com
by providing you with top UK retailers, independent reviews and low ...

www.dealtime.co.uki-mcdonalds+toys+uk - 179k - Cached - Similar pages - Mcdonalds Toys

Entrepreneurial 11-year-old £8000 richer after selling McDonald's ... @ Mews(General) mcgona::s ‘T°V5 ‘”fﬂlﬂa:m”

5 Mar 2009 ... An 11-year-old boy was more than £8000 richer today after his collection of m“:w"a“si czmovs on As

memorabilia from fast food chain McDenald's went under the ... i

W‘I\;,\JE da\\i.;ﬂa}_\: co ﬁ};.‘xeﬁ;f;‘ﬂﬂlclﬁ-ﬂt‘lSHGhGlU."IEntLEEnIan.eAunEli:I.-11-year-uld-E-UGU-r\cher-seng- Mcdonalds Toys Info
cDonalds-Happy-Meal-toy-collection.html - Similar pages - %(—Find nfo O Madenalds Tovs

Story 3: Ronald McDonald

The demand for Ronald McDonald is a particularly interesting issue. As we can see from the top and rising searche
the Ronald McDonald House charity, which provides accommodation for famitieshildren in hospitalis the
organisation most closely associated with the seaecm:

Search terms [EEERENELEN G -
@ Rising searches
. ronald medonald house 100 1. ronald medonald costurne Breakout
. ronald medonalds 65 2. ronald macdonald Breakout
85 3. funny ronald medonald Breakout
4. ronald mcdonald charity 20 4. ronald medonald house +30%
5. ronald macdonald 20 Mew! [l Gougie
6. ronald mecdonald pictures 15
7. ronald mecdonald costume 15
8. ronald mcdonald charities 15
= @

The charity is one of themost popular and welfundedcharities in the USyith a very high profile Yet, if we

compare demandn the UKio thatinthe US YR / I YI R 6FYyR AGQa ¢2NIK y20AYy:3
size of the online population), we can see that there iddasawarenessnthe UKL 1 Q& y 204 +ta AT 4SS
the issuehere. In fact, there is far mosearchdemand NGB f | § A @S (2 (GKS aiail § 2F (KS
charities in the Ukhanin the US and Canada. It seems that we sithalefar lessawareness of the Ronald

McDonald House because McDonaMd& Yy Qi dza Ay 3 AlGa OApiofl@Af AGe (G2 NIA&S

2 KFGQa Y2NBXI GKSNBQa y2 YSyiaAzy 2 Bndih&l&o or@he BK/ drmi dkthe O 2
charity has nothing of McDonalds in it, whereas the logo in the&dS:



RONALD MCDONALD
HOUSE CHARITIES

2 KFGQa GKS a2 NEcDEndlteRas suchazbadieputadiod O kthez3KShatahe charity eschews all
connection with the brand on the basis that any connection would danitageedibilityand standin@ Both

entities could provide huge benefits to the other, but there has cldaglyn a decision not to do so, which personally
I think is a shame.

Story4: the menu

Over the last two years, interest in the McDonalds menu has steadily gréa/ithe company has added to its menu,
particularly its healthier options, this is to legpected. But if we look at what the top and fastest growing searches
FNBE F2NJ GKS 1 ad &obditdeE thak is ebiggeKcSnsuniNdis§uad bgtaude cansuBiers
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Search terms related to meodonalds menu »  United Kingdorn, Last 12 months

Top searches @ Bi=iTi searches

1. mcdonalds menu prices +40%

e (gl Gougle

1. uk medonalds menu 100

100

20
. mcdonalds breakfast — ]

. macdonalds menu ———— 5

. mcdonalds price meny e —

. kfc menu —

4
g
5]
7
g
9
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Yet, there are no price lists on the McDonalds sitey’ FI OG> GKSNBQa KI NRf& lye YS
because prices will vary according to the restaurant location, with theme parks aratwagt services having the
KAIKSAG LINAOSAS YR AYRAGARIIZ f FNIYyOKAASE KIGS GKS
consumer interest, it should be addressed one way or another.

But what the company is doing well, is giving itstomers a credibl@rgumentthat they can use to counter any
raised eyebrows at their decision to eat at McDonalds. For example, in its advertising and on its web site it
emphasises thguality, provenance and freshness of its ingredients in a way thatddwave been unheard of for a
fast food company just a few years agmd with itsQuestion and Answer format, it is echoing the scenarios that
consumers might find themselves in.

The upshot is thaa customer partner or employeeannow aedibly @unter anyattacks on their decision tohoose
McDonaldswith the assertionthat the hamburgers are made with 100% beef and a little seasoning, that the bacon is
British andthe French fries are cookedimiad £ SY R 2 F adzy ¥t 26 SNJ | yYSR FNINVISAESISRI |



ltsdal 1 S dzLJ & 2 delsitd gogs onelstgpRurthepand not only answers even the most aggressive
guestions withhonesty andgrace but invites members of the public to go behind the scenes, meet its suppliers and
publishtheirK 2 y Sa i NBUStA Sa& thYSLAOQRA y 2, fof @xhdple vid cRrektdal ohlided t A O A
advertising

Story5: jobs at McDonalds

¢CKSNBE KFa 0SSy | aKFNLI AYONBFaS Ay aSlI NOK Sesseafc® NJ Wa O
demand for the last two years side by side, we can see that overall demand for the last year was higher and there
has been a sharp increase in the last few months:

This might of course be a result of the current economic climate and mordeaog looking for work and consider
McDonalds to be fairly recessigmoof. However, ifve thenlook at the top and fastest rising searches for
aO52ylfRa 2206azx S OFly aSS GKI O RISOintielagtgeld WaO52y | f



