
refresher



DESIGN AN EXPERIENCE

4
MAY 1

co-creation
how do you design for participation?

CP+B
Dan Fox, VP/Creative 
Technology Director

concepts
bring concept boards of 

experience ideas

get buildy
pick a concept, get build 

coaching, start constructing 

5
MAY 8

how to tell a story
getting smart about your brand narrative

Nike
Jason Mayden,

Director of Innovation
Kalen Thornton,
Brand Manager

props
be done building 

everything you need for 
your experience

storytelling
tips from Twitter corporate 
design, meet story coaches 

& share props

6
MAY 15

experience design
what is a brand experience?

why is it important?

IDEO
Dana Cho

Partner

results
share learning from 

your experiment

iterating
evaluate and evolve 

your experiment

WEEK TALK GUEST DUE LAB

AUDIT A BRAND
WEEK TALK GUEST DUE LAB

CRAFT A STORY
WEEK TALK GUEST DUE LAB

7
MAY 22

social media
how do you leverage technology 

to create ripple effects?

Facebook 
& Google

Amber Saloner, User Ops
Charles Warren, UX Lead 

Social Products

impact
know how you’re 

measuring success

work session
jam with story coaches

8
MAY 29

the big picture
pulling it all together

all of us
discuss collective learnings

final edit
bring your 

(nearly-finished) video

amplification
leveraging social media to 

spread your story

9
JUNE 5

grand finale
epic presentations and feedback

you
team presentations

*final project
share the story 
of your quarter

nada

1
APRIL 10

exciting times
what do we mean 
by “social brand”?

everyone
getting to know one 

another

nada
mandatory team formation 
April 11 @ d.school atrium

the project
overview, inspiration & 

resources

2
APRIL 17

brand & business
what is the power of brand 

in the business sense?

JetBlue
Marty St.George, CMO

Joel Peterson, Chairman

plan
have a team, have a brand, 

schedule check-ins

fieldwork
getting human-centered

3
APRIL 24

socializing
how do brands engage?

Coke
Wendy Clark

SVP, Marketing

*brand audit
hand in completed audit, 
brand advisor check-ins

ideation
sharing of audits, 

brainstorming

*highlighted assignments collected in class and graded
S

Y
LLA

B
U

S
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THE SOCIAL BUTTERFLY 
FRAMEWORK
THE SOCIAL BUTTERFLY 
FRAMEWORK

INVERT & ALIGN 4

BE HUMAN CENTERED 10

SPARK PARTICIPATION 17

INSPIRE STORIES 23

BRING IT ALL TOGETHER 30
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INVERT 

& ALIGN

INSPIRE 

STORIES

BE HUMAN 

CENTERED

Build from the inside out. Go from 
employees to customers.

Know who you are and adorn yourself 
accordingly

Line things up. When all the parts of the 

brand are aligned, the heart beats louder

4
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Branding{

Products
Events
Sponsors
Partners
Customer
Donors
Employees

{
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POINT-OF-PARITY: 

Shared brand associations
needed to be player, to 
neutralize  ‘competition’ 

POINT-OF-DIFFERENCE: 

Unique brand associations
needed to stand out
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INVERT 
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INSPIRE 

STORIES

BE HUMAN 

CENTERED
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Listen actively. Get to know your 
customers intimately.

Recover gracefully. One misstep 
doesn’t mean it’s over.

Focus on relationships and needs. 

This is where true value resides.
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product

environment

service

communication

employee

Brand experience is not just one 
thing. It’s everything taken together.
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BRAND

PERSONALITY

ExcitementSincerity

Competence

Ruggedness

Sophistication

Down to earth
Family 

Oriented
Small Town

Honest
Sincere

Real
Wholesome

Original 
Cheerful

Sentimental
Friendly

Exciting
Trendy
Daring
Spirited

Cool
Young 

Imaginative
Unique

Up to date
Independent

Contemporary

Reliable
Hard Working

Secure
Intelligent
Technical
Corporate
Successful

Leader
Confident

Upper class
Glamorous

Good looking
Charming
Feminine
Smooth

Outdoorsy
Masculine
Western

Tough
Rugged

Brand personality can be 
characterized along these 5 axes.
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BRAND
PERSONALITY

ExcitementSincerity

Passion Peacefulness

Competence

spain

Fervent
Passionate

Intense
Spiritual
Mystical

Bohemian 

BRAND
PERSONALITY

ExcitementSincerity

Competence

Peacefulness Sophistication

japan

Shy
Mild-mannered

Peaceful
Naïve

Dependent
Childlike

Two alternate axes of brand personality 
are present in Spain and Japan.
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please rate the extent to which 
the following personality traits 
describe Apple.
(1 = not at all, 5 = very much)

Down-to-earth

Exciting

Competent

Sexy

Masculine

H
O

W
 T

O
 M

E
A

S
U

R
E

A sample quantitative survey of 
brand personality.
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The steps in the design process.

EMPATHIZE

DEFINE

IDEATE

PROTOTYPE

TEST

Points of flaring and focusing.
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INSPIRE 

STORIES

BE HUMAN 

CENTERED

SPARK 

PARTICIPATION
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Invite participation. Open up and 
design for co-creation.

Live in beta. Create just enough so that 
others may still add to it.

Be nimble. You can have a focused goal 

but consider how you will adapt as 
conditions change.
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CREATION PLATFORMS
Kickstarter, Quirky, Threadless 

COMMUNITY ACTIVITIES
Harley Posse Rides 

SOCIAL GOOD CAMPAIGNS
Pepsi Refresh project

PARTICIPATORY MOMENTS 
Target flash mob, Apple retail

CONTESTS & VOTING
Ikea giveaway, Vitamin Water

SHARABLES
Coca-Cola

C
R
E
A
T
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N

S
H
A
R
IN
G

There are many ways to spark 
participation.  Here’s where some of them 
lie along the gradient of sharing-creation.
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THE BASICS

PROPS

CONTEXT

TONEMOOD

TUNING

SCENE

SCENOGRAPHY

SETTING THE STAGE
Designing brand experiences isn’t about writing a script. It’s about setting the stage and allowing consumers 
to participate in the story. In theater, it’s the job of the scenographer to set the stage. 

How might you set the stage for memorable customer experiences? How might you embed stories into brand 
experiences that customers can discover for themselves and retell over and over again?

For a luxury hospitality brand, IDEO designed a tool called Scenography. Scenography helps to create not 
only a strategy or a design, but a culture that thinks about and values experience design. The structure al-
lows a corporate body to set some guardrails and principles, but ultimately, the experience design is up to 
the implementors at the front-line. 

SOCIAL BRANDS                            D.SCHOOL + GSB                                  MKTG 353                                AAKER & FLINK                                  SPRING 2012

The Scenography approach asks that participants (in 
this case, all the employees of a hospitality brand) 
view the customer experience in terms of Scenes 
±�KLJKO\�FUDIWHG��VSHFL¿F��HPRWLRQDO�PRPHQWV�WKDW�
GHPDQG�SDUWLFLSDQWV�WR�VHW�WKH�VWDJH�IRU�D�VSHFL¿F��
emotional outcome (I feel cared for, or I feel excited, 
etc). 

Scenes are created by a collection of props (tangible 
objects), context (when and where a Scene occurs), 
tone (service and language), mood (aromas, sound 
and tactile qualities) and tuning (customization for 
customer types). This framework establishes a com-
mon language of experience design for different parts 
of the company and various locations.

QUESTIONS 
What are some of the key customer moments or touchpoints that make or break your brand experience? 
+RZ�PLJKW�\RX�¿QH�WXQH�WKH�6FHQH�IUDPHZRUN�IRU�WKH�VSHFL¿FV�RI�\RXU�EUDQG"�

Proprietary
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ANATOMY

SCENE TEMPLATE

In addition to the Scene framework, which helps establish common ground between various stakeholders and functional 
groups, IDEO created a Scene Template that provides direction and ways to engage in Experience Design. The Scene Tem-
plate breaks down the design process of a Scene to facilitate the design process. The purpose of the Template is to guide 
the process rather than prescribe the actual outcome. The following maps out the different parts of what a template could 
look like, with an example of a hypothetical Scene at the Apple Genius Bar at the Apple Store.

1. GUEST’S EMOTIONAL FEELING (brief statement)
I just met the smartest, nicest person ever.

2. GUEST STORY (a detailed first-person narrative describing a successful guest experience)
I walk into the store with a huge problem. My iPod, the one I got from my girlfriend as our anniversary gift, completely 
died on me. I’m feeling really stressed out. I go straight to the bar and ask for help. A guy tells me there’s a line, oops I 
didn’t see that in my rush to the bar, but he can also see that I’m really agitated and could use some help. So he says to 
me, “I know you haven’t signed up yet for the Genius Bar but tell me what’s wrong and how much time you have, and 
I’ll tell you if I think it’s worth waiting or if you should just come back tomorrow, how’s that?” I really appreciated the 
triage mentality and it was a lot better than not knowing what’s going on. [ So on and so on until the end of the Scene. ]

3. SCENE NAME (short, memorable)
The Thoughtful Genius

4. VISUAL REPRESENTATION OF THE SCENE (mood board, photography, sketch)

5. SCENE OBJECTIVE (simple statement describing the goal)
Introduce thoughtful service gestures that anticipate the agitation customers may feel when faced with long lines and 
slow service at the Genius Bar.

6. BACK STORY (an explanation of why the Scene is important for the company)
The Genius Bar has become a hallmark of the Apple Store. Recent feedback from customers show that although our 
customer service, when it comes to technology, is stellar, crowded stores and overwhelmed geniuses often lead to 
interactions that aren’t as rich or memorable as needed to keep our competitive edge. [ So on and so on. ]

7.  ACTION PLAN (brief description of the beginning, middle and end of the Scene)
A. Diagnostic/triage conversation with the customer in line 
B. Outline of clear next steps and setting expectations 
C. Close the loop directly and suggest a reason to visit again.

8. ACTION ITEMS (list of props, context, tone and mood for each step of the Scene, and why each is important)
For step A. Diagnostic/Triage Conversation:

SOCIAL BRANDS                            D.SCHOOL + GSB                                  MKTG 353                                AAKER & FLINK                                  SPRING 2012

QUESTIONS 
How might you bring individuals from Marketing, Customer Service and Product Development together to work on a 
Scene together? What might “training” for human-centered design look like for your brand’s employees? 

WHAT 
Prop: Wireless hand-held with access to Genius Bar queue

Prop: Business card for Genius with email/contact-info

Context: When waiting time is over 45 min

WHY 
To equip Genius with ability to make appointments and provide accurate queue assessments

To ease anxiety with a personal touch / ability to contact the Genius directly, even from home 

To anticipate customer frustration of perceived ‘long’ wait time

Proprietary
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FOUNDATION

BRAND EXPERIENCE BLUEPRINT

CREATING A SHARED VISION
A Brand Experience Blueprint can create a northstar for a brand – something to strive for. Like a blueprint, it has many 
layers – from the big picture to tactical direction for implementation. It cannot be created without a deep understanding 
of the customer. 

At the literal center of the blueprint is the customer experience. It also suggests constants and variables: anything above 
the guest journey is considered constant: the core of the brand. Anything below the guest journey, the concepts and ac-
tions, should change and emerge over time with testing and prototying. 

SOCIAL BRANDS                            D.SCHOOL + GSB                                  MKTG 353                                AAKER & FLINK                                  SPRING 2012

QUESTIONS 
What are the Moments that Matter for your customer? What is the most challenging part for your brand – the big idea, 
the customer journey or creating a plan to take ideas to market? Who needs to be involved in creating the Experience 
Blueprint? How might it be shared with key stakeholders? The entire company?

BRAND POSITIONING
7KH�ELJ�LGHD��$�IHZ�ZRUGV�VKRXOG�GR�LW��7U\�WR�¿QLVK�WKH�TXHVWLRQ��³%UDQG�;�GHOLYHUV�BBBBB�
to the customer.”

Is it aspirational, does it stretch your brand? Is it differentiating?  
(“Authenticity” or “quality” isn’t enough.)

BRAND PRINCIPLES
3HUVRQDOLW\�WUDLWV�RI�WKH�EUDQG��3ULQFLSOHV�JLYH�WKH�EUDQG�GLPHQVLRQ�DQG�GH¿QH�ZKDW�WKH�
EUDQG�VWDQGV�IRU��$�FOHDU�VHW�RI�EUDQG�SULQFLSOHV�KHOSV�¿OWHU�ZKDW�IHHOV�RII�EUDQG�DQG�RQ��

To they describe the company’s offering, culture and business practices? 
Do they help make key decisions?

CUSTOMER JOURNEY / MOMENTS THAT MATTER
Where and when to innovate. The moments that matter represent powerful, memorable 
customer touchpoints that bring the brand to life. 

Are these truly high impact moments from the customer’s point of view, rather than an op-
erational or business-centered ones? Do they challenge standard-thinking in the industry?

CONCEPTS
Ideas that bring the moments that matter to life. Tangible space, product and service con-
cepts that can be created and tested.  

Are they aligned with the Brand Positioning and Brand Principles?
:KDW�ZRXOG�WKH�¿UVW�SURWRW\SH�ORRN�OLNH"

ACTIONS
Tactical mandates to get concepts to market. Can be organized by function/discipline.  
Think “punch list.” 

:KDW�QHHGV�WR�KDSSHQ�LQ�WKH�¿UVW�PRQWK"���PRQWKV"� 
What are the key milestones?

Proprietary
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AT-A-GLANCE
The truth about our brand or product that pushes 
against current culture and beliefs. 

TENSION 
Why what we do is tense with current culture.  It can be 
a psychological, company-centric, sub-cultural, or 
cultural tension.

QUESTION 
How can we release the tension and therefore adjust 
our target’s thinking to fit the brand and product into 
their lives where it didn’t fit before.

FREE IDEAS 
Think of this as the idea clearing house, as 
considerations.  They could be half-baked thoughts or 
other helpful information like the solid facts behind the 
brand and product truth.  They don’t have to be great 
ideas, but they need to be helpful.
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Create never-ending stories that build 
value as they grow

Provide the raw material that enables 
clever storytelling

Inspire story sharing among both 

employees and customers
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Great stories get the 
audience emotionally 

invested in the characters.

characters

Good plots keep the 
audience engaged and 
wondering what will 

happen next.

plot

Good stories have a 
beginning, middle and end.

story arc
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Situation
Desire 

Complication
Obstacle

Solution
Outcome

STORY = 
ACT I:
Set up your story.  
Who? What? Where?
Establish dramatic question.

ACT II:
Core action happens here. This is 
what your story’s about.
Stakes, conflict and tension should be 
escalating.  

ACT III:
Resolve the dramatic 
question.  
Show the consequences of 
the story.
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CHAPTER 1:
STARTING OFF

1. Reduce or eliminate the preface – draw the audience in with a fact, story, or 

question so that you begin with energy and originality. (Avoid starting with "hi, 

my name is...")

2. Use short stories to connect – when our guests here stories of how your 

science impacts patients, they feel a part of something larger at Stanford.

3. Drive the slides, don't let them drive you – wherever possible announce the 

next slide to come up before you bring it up. This adds crispness and 

confidence to your work.

4. Practice "one person/one thought" – by making sustained eye contact with 

an individual (or section of the room) while you finish a complete thought; then 

choose another person and deliver the next one.

5. Avoid over-reliance on the screen – make eye contact with us instead; if you 
need to reference the slides position yourself so you can see the slides (or 

monitor) without turning your back to us

6. Restate the questions – both to "buy yourself time to answer" and to "shape 

the question you wish to answer." It also helps ensure the rest of the room 
knows the question.

7. Have a final thought prepared – aer q/a ends leave the audience with one 
final "takeaway" from your presentation. Own the final moment just as you 

own the first moment.

8. Design for emotion – Coaxing out a specific behavioral verb and/or emotional 

outcome may be needed when you’re designing for some experiences.  

9. Compare specific vocabulary – your goal statement and experience itself 

should be consistent.

10. YouTube title – If you’re stuck naming your project, think of it as if it was a 

creative brief or you were submiing it to Cannes for an advertising award.  

11. Postcard from the future – What does someone say when they SHARE the 

video?  Defining that statement, then working backwards from there is 
incredibly aligning during the planning process.

12. If it's real, keep it real –  If the video is intended to capture a real life moment 
and bring the viewer into that real experience, the style should probably stay 

consistent instead of trying to make it part "acting" and part "real."
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CHAPTER 1:
STARTING OFF

13.  Focus, focus, focus!! – Making one video and one experience is hard enough.  No need 

to try to make 3 and weave them together!  Have a single focused goal and build 

around it.

Example: The goal "reinforce the nutrition benefits of CLIF Bar" can lead in so many 

directions, which is a great starting point, but when I get to designing the experience, 

something like "reinforce the nutrition benefits of CLIF Bar as a breakfast food for 

busy female Stanford students" may be more useful in designing a specific experience.

14.  Show, don't tell – we are working with a visual medium, we should do a lot of the 

conceptualizing in terms of "what will we see" and then "is that worth watching?"

15.  What is the ONE takes away? – It's a great litmus test for effectiveness and share-

ability. This could be a message, a feeling, an image.

16. Tell the message with images –  Could your piece communicate the message if there 
were no explanatory titles or phrases, or even dialogue?  

17. Get people active – Involving someone in doing something active (planting a seed they 
can return to and watch grow) is far beer than giving them something to read.  People 

who are actively engaged in doing something are far more likely to deepen 
engagement, no maer how small the initial act was.

18. Know your from–to – Articulate it in one clean sentence.  May be emotional arc, 
narrative arc, character arc.

20. Don‘t ask for too much.  Remember a single focused goal is a single.  Focus wins. And 
ask for less).  The tendency is to ask for too much from our subjects -- we want them to 

take there steps instead of just one, etc.  Make it ridiculously easy to participate in the 
intervention so ability is not the barrier

21. Plan it out – Planning & pre-production is as important as production and editing (if 
not more).  Envision how your piece would look if everything went according to plan.  

What would you see? What would you hear?  Build a pre-production schedule and shot 
list and share it with your team.  For the less visually inclined, you can use a three 

column structure to build a treatment for your film: hp://bit.ly/3columnstructure

22. Humor is powerful – Humor always entertains and keeps us wondering what will 

happen next.   If it’s consistent with your tone, have fun!

23. Leverage music – Music is hugely effective in creating momentum, emphasis, tone and 

creating entertainment value for the piece.  It's the third language used in filmmaking:  
visuals, text or dialogue, music.  (Check out live.freeplaymusic.com)

27
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CHAPTER 2:
HOW TO MAKE IT

1. Don't put too much writing on a screen –  A few words is all a viewer can 

digest at a time.

2. Think hard about graphics – Ask yourself if any graphics or writing are 

presenting any new information.  If not, remove.

3. Keep a consistent visual style going on for graphics, fonts, color schemes.

4. Simplify everything –  Focus.  Narrow focus lends power to your message.  

Don't dilute your focus with too much content, variety, variation in messaging 

or methodology.  When in doubt, choose "less".  Two minutes is fast - make it 

easy for the first time viewer to go "from - to". 

5. Tell with images rather than words wherever possible. 

6. In your face – Facial expressions communicate enormous amounts of 

information, both directly and at a subconscious level, and are engaging to 
watch even when subtle.

7. Music is a whole additional language used in a film – Hold yourself to high bar 
and look for the right emotion and pace in music.

8. Cut! Then cut, cut cut – Aer an assembly is done, it's time to cut, cut, cut.  
Beautiful shots that don't advance story need to go. So-so shots that keep the 

story moving? Worth keeping.  Every decision about what to keep should be 
done with an eye toward causing the audience to go forth from watching and 

spread a message…

9. Choose music carefully – Music is the "highest beta" element - the wrong 

music can destroy the perfect image, but the perfect music can li a mediocre 
image

10. Show, don't tell.

11. Set the scene first – Start your film with establishing shots (typically wide 

shots) seing the scene before jumping into the action.

12. Shoot from a tripod whenever possible – It forces you to really compose your 

shots and increases the chances that you'll be patient with your camera and 
hold each shot for a full 5 seconds before changing subjects.

14. Stay away from music with words -- it's distracting.

15. Use subtitles if you have to strain at all to hear what the speaker is saying.

16. Make sure the video gives context to itself
28
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CHAPTER 2:
HOW TO MAKE IT

17. 3 stages of development:

Conflict: problem, stakes, even worse

Development: first steps, set-back, second challenge

Resolution: problem revisited, solution, transformed

18. Think about story in terms of frames to help the viewer follow along – Start 

wide, go medium, go close up. This works for story as well as composition.

19. Think of all aspects of the video as a brand extension – When doing titles or 

other effects, take the time to make them fit visually and thematically with the 

story and brand.

20. Capture real, raw emotion. 

21. Message sent is not necessarily message received.  Make sure you know 

what message is received. Test things out on people before launch.

22. What you say is just as important as how you say it (maybe even less so).
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Go forth and build social brands, 
experiences, and companies.
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WHAT

IMAGE-IDENTITY GAP ANALYSIS

Mind + mine the gap! This is individual assignment #1 of three. It is due before class on Tuesday, 
April 19. Please submit a PDF of your one-pager to BEST.stanford@gmail.com.
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HOW

Much of the legwork you will need to do for the image-identity gap analysis will be extremely helpful to you 

for the other individual assignments on experience mapping and voice guideline development. As such, we 

UHFRPPHQG�\RX�SXWWLQJ�DVLGH�����KRXUV�RI�WLPH�WR�GR�\RXU�¿HOG�UHVHDUFK�XSIURQW��3OHDVH�UHIHU�WR�WKH�VDPSOH�
research notes from your t.team for reference.

Step 1 : Choose a brand or an organization you want to study for your individual assignments if you haven’t 

already. You may do this analysis for your group brand, but it might also be useful to use this opportunity

WR�GR�DQDO\VLV�RQ�D�FRPSHWLWRU��:H�DOVR�UHFRPPHQG�\RX�¿QGLQJ�D�SDUWQHU�WR�GR�¿HOG�ZRUN�ZLWK���RI�FRXUVH��
complete your assignments seperately.

Step 2 : Dive in. Get out there. Go talk to a minimum of 5 ‘internal’ individuals and 5 ‘external’ individuals. 

Aim for a minimum of a 5 minute conversation with each. You will learn a lot from them and their percep-

WLRQV�DQG�H[SHULHQFHV�ZLWK�D�EUDQG��$W�VRPH�SRLQW��DV�WKHP���³:KDW�¿YH�ZRUGV�FRPH�WR�PLQG�ZKHQ�\RX�WKLQN�
RI�>QDPH�RI�EUDQG@"�3UREH�GHHSHU�DQG�DVN�ZK\�LI�\RX�VHH�RU�KHDU�LQFRQVLVWHQFLHV�L�H��³<RX�¿UVW�VDLG�µFRQYH-

nience’, but then you grimaced when you said ‘timing’. Why?”

Step 3 : Visualize and summarize your learnings on one-page. Limit yourself to a maximum of 500 words. 

%ULHÀ\�DGGUHVV�WKH�WRSLF��\RXU�SURFHVV��DQG�\RXU�¿QGLQJV��&RPH�XS�ZLWK�RQH�UHFRPPHQGDWLRQ�IRU�PDQDJH-

ment that would help diminish the gap. [ See backside of this handout for an example of output ]

Note on grading : You only need to do 2 out of 3 of the individual assignments which in total account for 

30% of your grade. If you choose to do all three assignments, the third assignment will be for extra credit. 

You will be evaluated on (1) Creativity, (2) Persistence, (3) Thoughtfulness, (4) Thoroughness.

To nurture and sustain a brand effectively, you must be constantly in touch with what your stakehold-

ers (consumers, users, members) think about your brand and what you (your organization) thinks of your 

brand. It helps to have some language to pull these constructs apart. Brand image�LV�GH¿QHG�DV�WKH�VHW�RI�
actual associations the consumer has with a brand; Brand identity�LV�GH¿QHG�DV�WKH�VHW�RI�aspirational 
associations the organization would like to have of its brand. Perform a preliminary image-identity gap 

analysis by capturing the brand associations from these two perspectives (internal + external).
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WHAT

EXPERIENCE MAP

Outline + overhaul the experience! This is individual assignment No.2 of three. It is due before class on 
Tuesday, April 26. Please submit a PDF of your one-pager to socialbrands2012@gmail.com. Thanks! 
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HOW
Plot the most important touchpoints within the experience – moments where people or materials represent-
ing the brand impact the user’s emotional state (see Dana Cho’s Scenography, Scene Template, and Experi-
ence Blueprint for several useful methods). The most successful experience maps will communicate creative-
ly, demonstrate emotional insights, and clearly identify where transgressions against the brand attributes or 
personality could be prevented or repaired by solutions consistent with the brand.

INTERVIEW USERS. Try to unpack a user’s emotional state throughout the experience and how that relates to 
the brand’s intentions. try to understand what they feel, what they care about, and what that implies.

PUT US IN THEIR SHOES. Using photos, artifacts, or vivid descriptions, communicate what your user went through.  

You will be evaluated on (1) Creativity, (2) Persistence, (3) Thoughtfulness, (4) Thoroughness.

Create a one-page experience map that captures 
the emotional state of a user through an essential 
interaction with your brand. That experience can 
be anything from buying and unboxing a new 
BlackBerry to calling AT&T customer service. 
Whatever the experience, it should be one that 
informs a user’s lasting attitudes and opinions about 
your brand. Your map should highlight the best 
and worst parts of the experience and how those 
moments relate to the brand’s intended personal-
ity. Your should try to demonstrate the following:

BRAND PERSONALITY. How does it feel to interact 
with this brand? How does that differ from 
what’s intended? How does the user character-
ize the experience?

HIGHS & LOWS. Where does the brand succeed? 
Where does it fail? What causes those peaks and 
valleys?

INFLECTION POINTS. What are the critical moments 
where the brand could save the day? How could 
the brand respond in a way that reinforces its 
personality?

Communicate who your user is, what they expect 
from the brand, what the brand delivers, and how 
much more the brand could deliver in a way that’s 
consistent with its personality.

Time

FINER DINING (INTERVENTIONS)

Amuse bouche

“Your food  
will be ready  
in 10 minutes”

Delay dessert 
order

Remain close

FINE DINING

Seated at table

Wait to order

Appetizers

Wait for meal

Entrée

Dessert

Pay the check

Time

Relief

excitement

Restlessness

eageRness

DespeRation

Joy

RegRet

The rough examples above show how, in the first graph, a user’s 
experience at a three-star restaurant moves between positive and 
negative emotional states. The second graph shows how possible 
interventions could improve the user’s overall impression of the 
brand. Please take this graph as a jumping-off point, you could as 
easily produce a storyboard, treasure map, photo essay, or boxplot to 
explain your user’s experience. Be creative and have fun!
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WHAT

BRAND VOICE GUIDELINE

'H¿QH���UH¿QH�\RXU�YRLFH� This is individual assignment No.3 of three. It is due before class on Tuesday, 
May 3. Please submit a PDF of your one-pager to BEST.stanford@gmail.com. Thanks! 
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HOW
Design a one-page Brand Voice Guideline to embody the personality you think your brand should convey. 
This assignment should incorporate your learning from either the Image-Identity Gap or Exeperience Map 
DVVLJQPHQWV�WR�KHOS�\RX�GH¿QH�ZKDW�VKRXOG�EH�WKH�YRLFH�JXLGHOLQH�IRU�\RXU�EUDQG��*LYH�D�FRGL¿HG�YRLFH�WR�WKH�
EHVW�WUDLWV�\RX¶YH�VHHQ�LQ�\RXU�EUDQG�DQG�¿OO�LQ�DQ\�VLJQL¿FDQW�JDSV�\RX¶YH�IRXQG�LQ�\RXU�EUDQG¶V�FXUUHQW�WRQH�
or personality.

$OWKRXJK�ZH�UHFRPPHQG�XVLQJ�\RXU�WHDP¶V�EUDQG��\RX�PD\�GR�WKLV�IRU�DQ\�EUDQG�\RX�FKRRVH��,QFOXGH�DQ\�
IDFWRUV�RU�WUDLWV�WKDW�GH¿QH�\RXU�EUDQG��ZKLOH�EHLQJ�DV�VXFFLQFW�DQG�FUHDWLYH�DV�SRVVLEOH��+HUH�DUH�D�IHZ�VXFK�
factors that your guidelines might include:

NAME / NICKNAMES.  :KDW�LV�LW�FDOOHG"�+RZ�GR�LWV�FXVWRPHUV��HPSOR\HHV��DQG�VXSSOLHUV�UHIHU�WR�LW"��

PERSONALITY.  What are your brand’s core values? What is your brand passionate about? What is it striv-
LQJ�IRU"�:KDW�GRHV�LW�¿QG�IDVFLQDWLQJ"�:KDW�ERRNV�DUH�RQ�LWV�FRIIHH�WDEOH"�:KDW�DUH�LWV�
JXLOW\�SOHDVXUHV"�:KR�DUH�LWV�IULHQGV"�,I�LW�ZHUH�DW�D��WK�ELUWKGD\�SDUW\��ZRXOG�LW�WDON�WR�WKH�
SDUHQWV�RU�WKH�NLGV"�,I�\RX�VXUYH\HG�LWV�EUDQG�DWWULEXWHV��ZKHUH�ZRXOG�LW�EH�SRVLWLRQHG"�

SLOGAN.�� :KDW�LV�LWV�FDWFK�SKUDVH"�:KDW�ZRUGV�VKRXOG�LW�EH�UHPHPEHUHG�E\"

VISUAL STYLE.�� +RZ�GRHV�LW�ORRN"�,I�LW�ZHUH�D�PRYLH��ZKDW�PRYLH�ZRXOG�LW�EH"�,I�LW�ZHUH�D�PDJD]LQH��ZKR�
ZRXOG�EH�LWV�FRPSHWLWRUV"�'RHV�LW�ZHDU�D�VZHDWVXLW�RU�D�QHFNWLH"�'RHV�LW�VKRS�DW�-��&UHZ�RU�
-XLF\�&RXWXUH"�'RHV�LW�¿W�LQ�PRUH�DW�:DOPDUW�RU�IDUPHU¶V�PDUNHWV"

VERBAL STYLE.  What language and tone does your brand use? Does it use contractions or slang? What 
NLQG�RI�MRNHV�FDQ�LW�WHOO"�'RHV�LW�ZKLVSHU�RU�VKRXW"�,V�LW�VPLOLQJ�RU�VPLUNLQJ�RU�VWLÀLQJ�D�
\DZQ"�'RHV�LW�SURQRXQFH�HLWKHU as Ee-ther or Eye-ther? 

%\�UHDGLQJ�\RXU�YRLFH�JXLGHOLQH��ZH�VKRXOG�EH�DEOH�WR�LQWXLWLYHO\�XQGHUVWDQG�KRZ�\RXU�EUDQG�ZRXOG�UHDFW�LQ�
DOPRVW�DQ\�VLWXDWLRQ�±�IURP�LWV�FRFNWDLO�SDUW\�EDQWHU�WR�LWV�DSRORJLHV�WR�LWV�WZHHWV��

<RX�ZLOO�EH�HYDOXDWHG�RQ�����&UHDWLYLW\������&RQVLVWHQF\������7KRXJKWIXOQHVV������7KRURXJKQHVV�

9HU\�IHZ�FRPSDQLHV�KDYH�D�EUDQG�ZKRVH�ORRN��WRQH�DQG�VHQVLELOLW\�LV�FRQVLVWHQW�DFURVV�LWV�WRXFKSRLQWV��H�J���
LWV�ZHEVLWHV��FXVWRPHU�LQWHUDFWLRQV��SDFNDJLQJ��DGYHUWLVLQJ��HWF����7KLV�FRQVLVWHQF\�LV�RIWHQ�PLVVLQJ�EHFDXVH�
WKHUH�LV�QR�DWWHPSW�PDGH�WR�SLQSRLQW�DQG�FRPPXQLFDWH�WKH�IHHO�DQG�UDWLRQDOH�EHKLQG�WKH�EUDQG¶V�QDPH��ORJR��
VORJDQ��SHUVRQDOLW\�DQG�YLVXDO�VW\OH��,I�VXFK�D�GRFXPHQW�GRHV�H[LVW��LW�RIWHQ�IDLOV��HLWKHU�EHFDXVH�LW¶V�D�SKRQH-
ERRN�IXOO�RI�UXOHV�DERXW�ZKDW�FRORUV�DQG�IRQWV�WR�XVH�RU�EHFDXVH�LW¶V�RQO\�GHOLYHUHG�WR�D�KDQGIXO�RI�SHRSOH�LQ�
marketing and PR.

7KH�SHUIHFW�YRLFH�JXLGHOLQH�LV�OLNH�D�)DFHERRN�SUR¿OH��,Q�RQH�SDJH��LW�GH¿QHV�D�EUDQG¶V�SHUVRQDOLW\��ORJR��VOR-
JDQ��YHUEDO�YLVXDO�VW\OH��ZKLOH�FRPPXQLFDWLQJ�LWV�LGHDOV��GUHDPV��DQG�UHODWLRQVKLSV��7KLV�LV�D�GRFXPHQW�WKDW�
KHOSV�FRPPXQLFDWH�\RXU�FXOWXUH��\RXU�EUDQG���DQG�QRW�ZKDW�\RX�PLJKW�VHQG�WR�D�FUHDWLYH�DJHQF\�VR�WKDW�WKH\�
FDQ�FUHDWH�FRQVLVWHQW�FROODWHUDO��\RXU�EUDQGLQJ��
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WHAT

SINGLE FOCUSED GOAL

Focus, focus focus! This is one of (4) parts of your team’s Brand Audit. It is due before class on Tues-
day, April 24. Please submit a single PDF of your team’s Brand Audit to the blog and title the post “Brand 
Audit - Section##: TeamName” (e.g. Brand Audit - Section01: Berkeley Bionics)
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HOW

The Single Focused Goal will be both the impetus behind the social experience you build as well as the lens 
through which your impact will be measured.  Use all the insights you’ve developed over the past few days 
and think about how you might create impact for your brand.

Some helpful questions to ask yourself while coming up with your goal:

HOW WILL YOU MEASURE IT? A well-designed goal is both measurable, testable and clear. Your team (and the 
teaching team) should know exactly what your goal means, and what metrics you’ll be using to determine 
how effective your social experience is at achieving your goal.

WHAT ACTIONS DOES IT INSPIRE? $�JRRG�JRDO�OHQGV�LWVHOI�WR�VSHFL¿F��FRQFUHWH�DFWLRQV��<RXU�WHDP�VKRXOG�NQRZ�
H[DFWO\�ZKDW�LW�QHHGV�WR�GR�WR�DFKLHYH�\RXU�JRDO�DQG�QRW�KDYH�WR�VSHQG�WLPH�SDUVLQJ�WKURXJK�ÀXII�

HOW DOES IT AFFECT REAL PEOPLE? The best goals takes human interactions into account. At the end of the day, 
your goal is more than just numbers and spreadsheets – your team should spend some time considering 
the qualitative impact of your goal and how this might be measured or recorded. 

DOES IT MAKE YOU HAPPY? You’ll know your goal is awesome if the thought of achieving it makes your team 
happy and excited to be working towards it.  It’s tough to fake passion and the intense drive and motiva-
tion that comes from it, so choose a goal that your team will be proud to be working towards over the 
course of the quarter. 

Note on grading : Each team will need to submit (1) copy of their Brand Audit including their Single Fo-
cused Goal, Experience Map, Image-Identity Gap, and Brand Voice Guideline.  Teams may assign responsi-
bility for each of these documents as they choose, but should work together to ensure consistency in layout, 
tone, and content.  If your team has more than 4 members, an additional assignment will be given to you. 
You will be evaluated on (1) Creativity, (2) Persistence, (3) Thoughtfulness, (4) Thoroughness.

In order to create a compelling experience for your brand, you’ll need to harness your creative energies 
around a single focused goal.  You’ve spent the past few days immersing yourself in your brand and its cus-
tomers – what are some pain points you might address? inconsisencies you might resolve?
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1.line things up
2.leave white space
3.use good fonts

word.

hp://bit.ly/KeynoteWizard

http://bit.ly/KeynoteWizard
http://bit.ly/KeynoteWizard
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