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Abstract

Introduction

Story and storytelling design method are a
topic that gained an increased interest within
the marketing and UX design area during the
last years because of their power to attract and
empathize with people. In this paper, I discuss
this topic through ﬁve elements of storytelling
which are previously studied in the UX area:
perspective, character, imagery, context, and
language. I use these concepts to reﬂect on
three unique brands (Airbnb, Coca-Cola, and
Red bull), which all in diﬀerent ways embrace
aspects of storytelling, in terms of their brand
identity and strategies, but also in terms of
practices in website design. Further, I use my
analysis to articulate high-level principles:
Making the point of view on websites, building
a strong context, and creating a layout to
support the story. And these principles may
help to make a closer relationship with
customers in homepage design, maximize
marketing eﬀects, and in general make the
website design method using storytelling. I
believe this paper can open discussing storytelling as a strong design method that can
understand and communicate well with a
human through a story.

A story can simply be called ‘words or speech
containing sequences’(“Narrative,” 2019) which
is naturally emerging when people communicate. People use stories to make sense of the
world and share that understanding with
others. Undeniably, stories have been a part of
human life for centuries and a tool to capture
the audience’s attention in various areas. That
is the reason why storytelling becoming a large
part of the marketing method now. The
positive and empathy-inducing eﬀects of
storytelling can also be experienced when you
bring storytelling into your organization .(“4
Ways To Use Storytelling In Marketing That
Have Nothing to Do With Heart Wrenching
Videos,” n.d., para. 1) Marketers can use
storytelling techniques to better understand
customers, arm sales teams, get bigger
budgets, and even edify a company’s culture.
Especially in today’s fast-paced, overly-automated, and digitally-driven society, humanity
is becoming the new premium. (“3 Reasons
Why Brand Storytelling Is The Future Of
Marketing,” n.d., para. 1) The internet
constantly rewards us with convenience and
instant gratiﬁcation, making the human touch
increasingly more scarce and coveted. In this
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environment, businesses can no longer aﬀord
to be faceless entities. To survive, businesses
need to connect with audiences, pull at their
heartstrings, and engage with them on a much
deeper level than seen before. That’s where
brand storytelling comes in. The brand
homepage, the face of the brand, also need
storytelling. However, there is not much
research about storytelling as the design
method to create a website containing brand
stories, on the contrary, there is much research
about storytelling as a design method in the
design process such as persona and scenario.

the situation following the narrative. People
can share the same understanding after
listening to the same story which makes it easy
to persuade when people confront diﬀerent
understandings and conﬂicts. In the same
sense, the story makes us spark new ideas,
causing imaginations. Undeniably, stories are a
key mechanism through which human experience has been shared for generations (Gruen,
2000) thanks to the above eﬀects and have
been a part of human life for centuries. People
still use storytelling as a method to capture the
audience’s attention.

This paper starts with the questions that ‘ How
the storytelling considering as a branding
design tool, especially on the brand homepage?’ and ‘How can we make the formal brand
homepage design method including storytelling?’. To investigate the above questions, I will
use the ﬁve storytelling elements (Perspective,
Characters, Context, Imagery, and Language)
as criteria. I analyze and map three existing
storytelling websites (Airbnb, Coca-Cola, and
Red bull). These components of storytelling
make it possible to describe the impact of
storytelling for brand image and ﬁnd common
insights for storytelling design. The purpose of
this paper is those list principles of good
storytelling design for brand homepage design.

The story is used not only in the mundane
conversation but also in the art area such as
painting, movie, novel, and design. Needless to
say, movies and books are already a story by
themselves. Fine arts such as painting and
sculpture make and put stories in art pieces to
fascinate audiences and to back up their
concept of art. The reason why various art
areas use stories is that stories themselves are
universal, which means, even though the way
artists tell the audience was changed with the
technology at hand, the intended meaning is
not changed. (“The Art of Immersion: Why Do
We Tell Stories? | WIRED,” n.d., para. 6) In this
sense, every new medium has given rise to a
new form of narrative.

Background

A storytelling method is especially used in the
design process because the purpose of the
design and the eﬀects of storytelling correspond. For example, designers make a persona
to persuade clients or to understand deeply by
themselves. Persona is an imaginary person
but has a speciﬁc personal story and context,
such as a job, home, pet, family, etc, which
makes us understand and empathize easily.
The story puts a human face on data or design.

“The value of a good story is priceless.”(Hermansson & Na, 2008) As Hermansson said, the
impact and value of a story for humans are
amazing. It is possible because stories inspire,
motivate and trigger the imagination of
people. A story is similar to the narrative ,
which is the sequence of words or speech, and
a story is naturally emerging when people
communicate. A story is used everywhere and
every time through various media such as
voice, written word, and body language when
people communicate with each other.
The story is a powerful method to explain the
situation, making us engage the imagination of
2

In the same sense, storytelling is going to be a
vital tool for brand marketing now. Much
research shows that when customers empathize with the brand, the value of a brand is
increased. For example, John Kotter and James
Heskett demonstrated in Corporate Culture &
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Performance, companies that convey purpose
and value can outperform their counterparts in
stock price by a factor of 12 and have a proﬁt
performance ratio 750x higher than companies
without shared values. Plus, people recognize
the companies such as Apple, Tesla and Google
are not just companies but also they are legacy
brands created by visionaries who aspire(d) to
change the world. (“Why Every Business Needs
Powerful Storytelling To Grow,” n.d., para. 9)
It’s no coincidence that brands mentioned
above have been ranked among the top 10 most
empathetic companies in the Global Empathy
Index(“The Most (and Least) Empathetic
Companies,” n.d.), and are amongst the most
proﬁtable and fastest-growing in the world.
Additionally, the top 10 companies on the
index generated 50% more earnings and
increased in value more than twice than those
in the bottom 10, showing that there is a strong
link between empathy and commercial
success. These researches show that people
would like to pay more in a company that has a
shared value with them.
For these reasons, brands these days are trying
to deliver their brand identity to users and uses
the same logo, color, and typeface on their
product package, shop, and website to show it.
And the brand website is the face of the
company when customers try to ﬁnd the
information about the brand, companies need
to take care more to show their story and
identity on the website. Unlike the importance
of the homepage of brands, it is not common
to use the storytelling method on the website.
So, in this paper, I would like to concentrate on
the storytelling, used on brand homepage
design, to ﬁgure out the common rule of
storytelling design among them. Analyzing
will be conducted based on simpliﬁed deﬁnitions of ﬁve elements of storytelling. By doing
so, we can explore the three well-known
brands’ homepages containing storytelling and
know the impacts of storytelling. Eventually,
we will ﬁnd the standard storytelling method
as a website design tool in a pragmatic way.
3

The Main Elements of Storytelling
We will now delve brieﬂy into how the story is
made especially in the area of User Experience(UX) Design. Five elements of the storytelling are perspective, characters, context,
imagery, and language which have been
addressed in prior work within the ﬁeld of UX
Design. Each element is inspired by this one
reference book, [Storytelling for User Experience (Quesenbery & Brooks, 2010)]. Mostly,
stories are made up of the following ingredients. By gathering and combining these
ingredients, authors make eﬀective stories. In
other words, it could be strong evaluators of
storytelling on a brand homepage. Here I will
give an overview of what I see as main topics
within these standards, separated into sections
for each of the ﬁve themes.

Figure-1. Five elements of storytelling Inspired by
(Quesenbery & Brooks, 2010)

Perspective: The point of view from which the story
is told
When you choose the perspective for a story,
you are choosing a subset of all of the experiential possibilities, which means the perspective you choose limits what the people in the
story see and experience. This determines the
information you give and don’t give the
audience and therefore changes their experience of the story. (Quesenbery & Brooks, 2010,
p. 187)
There are three main tales (Realist tales,
Confessional tales, Impressionist tales) in
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storytelling following three diﬀerent perspectives. Realist tales are the stories told in
third-person with the author largely absent
from the ﬁnished text. These tales are a good
way to document the context of use or to create
a story to describe typical events or activities
(matter-of-fact style). On the other hand,
realist tales primarily focus on activities and
interaction rather than emotion. Secondly,
confessional tales are stories told in ﬁrst-person, which are focused on the experience of the
author and most explicitly acknowledge the
author’s role in the work among perspectives.
They are used when the author or ﬁrst-person
self introduce to a new audience and to share
experiences. By speaking directly from personal experience, these stories can help you
connect directly to the audience. It is a disarming way to share insights but it is a bad way to
share expertise. Finally, Impressionist tales are
a mix description of events with a strong story
structure. They are intended to spark ideas and
actions in the readers.
Characters: The people in the story
A character is a person in a story and also refers
to the deﬁning traits of those people. Personal
details like gender, culture, race, age, height,
wealth, and social inﬂuence. It helps audiences
understand the character’s motivations,
preferences, and goals. And highlighting the
needs of characters outside the mainstream is a
good way of thinking about a wider vision of
“the user.” (Quesenbery & Brooks, 2010, p. 195)
Context: The environment in which the story unfolds
It is the storytelling method that connects to
and surrounds the central core of the story.
Some context is explicitly stated by the storyteller but some of it is inferred by the audience.
There are ﬁve ways to add context in the story
(Physical, Emotional, Sensory, Historical, and
Memory).
The physical context is about time and
location. Time of day, month or season,
physical location, and the scale of the location
is the components of a physical context. The
4

emotional context backs up the characters’
feelings. The sensory context has the questions
following ﬁve senses. (What does the world
look like?, What is the sound of the world of
the story?, What can the characters smell and
taste? and What textures can be felt?) Historical context places the story in a particular time
or place. And it can be a small or quick reference to something that the audience might
recognize. Finally, memory context acts as a
type of glue, connecting one part of a story to
another.
Imagery: The visual, emotional, or sensory texture
the story evokes
Imagery works with all the other ingredients of
storytelling (perspective, context, and character.) It makes them memorable by adding word
pictures that describe speciﬁc details. The
author needs to consider it carefully because
too speciﬁc imagery makes audiences feel no
room to imagine the story, on the other hand,
too little imagery makes the story nothing
more than a recitation of facts.
Language: The linguistic style in which the story is
told
Language is not the speaking of the author, it is
the language of the characters as well as the
style of speech of the diﬀerent characters. It
makes the story active and audiences focus on
telling the story
When you putting the above ingredients
together, these elements make synergy.
Combining of perspective and character gives
the story a point of view. And context sets it
(POV) in an environment which adds persuasive power. Especially, sensory and imagery
details provide texture and emotion.

Methods
I will analyze three diﬀerent well-branded
homepages and ﬁnd insights from it, by using
an understanding of Storytelling in UX design.
Like we saw above, the ﬁve elements of story-
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telling will be the criteria for evaluating.
Because they are fundamental components of
the story and ways to communicate with an
audience which is the purpose of branding and
increases the purchase.
And I choose three brands (Airbnb, Coca-Cola,
and Red bull) because they are well-known for
innovative brand storytelling techniques
(Interbrand, 2013; Pulizzi, 2012). Especially,
homepages are the face of companies that
show the brands philosophy and information
about what they want to convey to consumers
and communicate with. By using insights
obtained from the process of analyzing
mentioned above, we can deﬁne the standard
of storytelling design method in brand
websites.
Three Website Examples
We will here ﬁnd the applications of storytelling in website design through our understanding of ﬁve elements of storytelling by presenting three distinctly diﬀerent brands, focusing
on their intended use of story, brand identity,
but also their way to use storytelling. The presentation
can be understood as a form of storytelling critique,
with an explicit focus on how each of the websites can
be interpreted in terms of perspective, character,
imagery, context, and language.
These brands were chosen ﬁrst, because they all
well-known for innovative brands that use a story as
the main method to attract customers (Interbrand,
2013), by presenting their brand identity through
various media such as a cartoon, book, event, and
video. They are trying to interact with customers by
sharing the same story with them. I found them
intriguing since this strategy departs in diﬀerent ways
from common norms in the design of websites makes
people feel diﬀerent and keep communicate with
brands. Finally, all these examples cover a range of
practical storytelling design on a website (layout,
contents, strategies, etc), which allowed an analysis
across diﬀerent types of settings.
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The brand homepages we will discuss here are:
• Airbnb, an online marketplace for arranging or
oﬀering lodging, or tourism experiences.
• Coca-Cola, a manufacturer, retailer, and marketer
of nonalcoholic beverage concentrates and syrups.
• Red bull, the most famous energy drink brand
The analysis was conducted by articulating my
personal experience of interacting with each website,
as well as from the descriptions given by three brands’
designers or directors. I used the lens of the ﬁve themes
presented above as a base for ‘reading’ the brand’s
homepages. The ﬁve elements in storytelling were
thereby used as a guide to foreground certain aspects of
these webpages, and to help me articulate diﬀerent
ways that these notions could be practically understood in the website design method.
Airbnb: The polite host welcoming guests
The ﬁrst brand is Airbnb. It is simply a broker company
that connects local room owners and travelers. Airbnb
wants to reassure travelers feeling safe and joyful with a
reliable and trustworthy lodging during travel. The
mission of the company is “creating a world where
anyone can belong anywhere.” Following Katie Dill,
the director of experience design at Airbnb, a key
element of Airbnb’s marketing strategy is to use
storyboarding. (“Airbnb’s director of experience design
on using ‘stories’ to design,” n.d., para. 3). Dill says
storyboarding real-world experiences with Airbnb
helps the design team to better empathize with the
personalized experience of end-users. Storyboarding,
making a possible storyline and imagine problems and
emotions in the story, is one kind of design research
among the design process. Designers, who understand
real users’ environment through storyboarding
strategy, are able to design strong storytelling in
Airbnb. Storytelling helps customers to build stronger
attachment with Airbnb by giving them the feeling of
interaction directly in real-time.
Figure-2 shows the homepage of Airbnb and there is a
plain story based on ﬁve elements of storytelling.
Airbnb is trying to be a kind host of the lodging instead
of real hosts to interact directly with customers on the
website. So the main speaker is Airbnb and the listener
are people who looking for the room during their
travel. The listener could be both customers who
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Figure-2. Airbnb homepage
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Airbnb homepage Keynote
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already use Airbnb before and who not yet use it. The
host invites guests in the room ﬁrst through the
full-size image on the top (ﬁgure-2). The empty sofa in
the image seems to suggest readers have a seat and asks
questions with a kind voice. “Where you want to go?”,
“How long will you stay?”, and “How many people will
come?” To deliver this question and information clearly,
Airbnb uses confessional tales. This kind of tales says in
the ﬁrst-person view.
Plus, the Airbnb homepage divides the whole space of
the website into two sections to make a story stronger
(ﬁgure-3). The ﬁrst part, section A, is the main theme of
the story which is mentioned above paragraph. The
second part, section B, is the supporting part to make
the context persuasive. When customers/guests scroll
down to get more information, other guests who
already use Airbnb service are coming and telling. They
are sharing their experience from Airbnb and leaving
some comments for them. This kind of conversation
makes new customers feel that they talk with other
people in real-time and easily imagine themselves in the
story.
Coca-Cola: Your buddy being with you
The second example is Coca-Cola. Coca-Cola is the
name of a carbonated drink and also the name of the
company. This drink is all popular carbonated drink
loved internationally because it does not only taste good
but also has own image and identity people empathize
with. Coca-Cola is trying to be an adjective itself
represents joy, fun and ﬂavorful and eagers to make
Coca-Cola drinkers feel these emotions just the way
people drink Coca-Cola. To accomplish this purpose, the
company makes customers completely dissolve in the
story they made. Coca-Cola's director of social media,
sustainability, Tim Goudie, weights to this. He
argues that authentic storytelling can show
brands' personable side and, in turn, build
brand aﬃnity. “Storytelling enables organizations to show the positive impact they have on
people's lives,” he says. “It oﬀers organizations a
way to connect with their consumers on a
deeper level and reveal their ‘human' side.”
(“Coca-Cola Shows Its Human Side Through
Storytelling,” n.d., para. 1,2).
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The story and image (ﬁgure-4), Coca-Cola
made on the homepage, is that there is a small
outdoor hangout and two people toast with
cokes in a joyful mood. The main image only
presents the body and hands of characters
which makes people easily identify themselves
with the characters and want to participate in
this small gathering. The bold accessories and
casual outﬁts of the characters show that the
mood of a gathering is vibrant and fun. And
the sentence above the image, ’Tastes like a
Coca-Cola’, highlights the story’s ﬁrst-person
point of view. Because this sentence feels like
the toast mention of the small gathering in the
image.
Coca-Cola also uses an additional section to
support their story(ﬁgure-5). It is the conversation between Coca-Cola and customers. The
unique point of this conversation is the
position of the questioner (customers) and
answering person (Coca-Cola), unlike the
conversation (Airbnb-> customers) in an
Airbnb homepage. By making customers to
main speakers, readers can easily involve in the
story. Because in a real-time and usual situation customers ask questions to the company
or seller when they want to know something.
This intensiﬁes the persuasive power of the
story by drawing people in the story closely.
Red bull: The helper gives you wings
The last website is Reb bull. The most famous
slogan of Red bull is “Red bull gives you wings”.
It is very charming for people who need energy
and support in front of the challenge. People
feel like this energy drink really makes them
energetic and everything possible. What’s
important here is that Red Bull’s stories are not
merely told. They’re experienced. And the
product is always secondary to the visceral
connection of the “happening” around the
brand story. Red Bull has remained true to the
spirit of its ﬁrst slogan. This is a simple and
powerful expression of an energetic brand that
invites customers to experience its authentic
rebellious archetype. (“Brand Storytelling Is
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Figure-4.
Coca-Cola homepage
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About What You Make Happen,” 2016)
Just like the purpose of the brand, at the Red
bull homepage, there is no exact shape of a can
or a person who drinks Red Bull(ﬁgure-6). But
there are imperative sentences that provoke
you to do something extreme and the full-size
picture what you going to look like when you
follow the sentence. In this homepage, a
perspective of the story is again ﬁrst-person
view and confessional tales. The main speaker
is other red bull drinkers who already got a
wing and the audience is anticipating customers who are not trying red bull yet. The mood
of the homepage and image on the top is
tough and wild. Especially, the image shows
that an F1 game is about to start and a player
waits for start signal with tension. There is an
anonymous person with a helmet which can
easily imagine people to replace themselves at
that place. Red Bull also uses an animation
eﬀect on this mainboard. The image and the
cheering quote on the mainboard are changing
every 10 seconds. This eﬀect makes people feel
the tension just like when they do the sports
game.
Red Bull homepage also has a section B
(ﬁgure-7), looks like a message board, to share
other drinkers experience. This section has a
similar structure to the above brands‘ section B
containing the lively image and comments
from other drinkers. But the unique point is
that the experience mentioned in the Red Bull
homepage is not a direct experience between
the brand’s product and customers. It is more
like a second experience of sports players or
events who enjoy drinking Red Bull. The
reason why Red Bull shows the story of little far
stakeholders is that they want to emphasize
the active image and energy of Red Bull rather
than a drink itself. By repeating and adding
similar experiences, the persuasive power of a
story is reinforced.
Through three website examples, I could ﬁnd
common strategies using storytelling. The
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below table (Table-1) is the comprehensive
chart of contents from three websites.
Common areas among three homepage
examples are perspective, character and the
way to make imagery. Context, imagery, and
language are the distinct areas following the
message and mood that each brand wants to
convey to readers.
The most interesting thing is that all three
websites adapt confessional tales as a perspective of their story. Three brands put their
speakers in the story they made to convey story
and experience directly to customers. Airbnb‘s
speaker is the host who wants to invite new
guests. There is no ﬁgure of him/her, but we
can imagine the host in the story of Airbnb
through the image on the mainboard and voice
of what he/she tell. Coca-Cola’s narrators are
two Coca-Cola drinkers who express their
feeling to us. They also don‘t show their faces
but we can see bodies in the image and know
that they are in the story. And Red Bull also
says their message through the sports player in
the image.
Plus, there are usually three options for
characters which are current customer,
anticipating users, and a company. However,
there are several ways to choose and use
characters. For example, in the Airbnb homepage, the speaker is hosts and anticipating
readers are guests. Actually, both of them are
customers for Airbnb, but Airbnb decides to
focus on guests and pretend to be hosts to
interacts with guests closely. In the Red Bull
homepage, you could be confused about who is
the narrator. Sports players, narrators in the
Red Bull homepage, seems like neither
customers and a company, but they are a kind
of customers. Because they are the symbol of
winged customers after drinking Red Bull.
And, for strong context, we can see all three
brands use the combination of image and
conversation. Especially for the main part, an
image which makes it possible to imagine the
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language

imagery

context

details

character

perspective

environment directly for people and text
expressed in a proper voice tone (language)
following the message the brand wants to tell
are combined for a strong story. And usually,
there is a second
section to support
Airbnb
Coca-Cola
Red bull
the story. In this
Confessional
section, brands
(red bull drinkerConfessional
confessional(yo
show the conversa>new users)
(author/hostsu/users->Cocation between a
>guests/users/y
Cola)
ou)
brand itself and
customers in a
author/hosts
Coca-Cola
Current and
Q&A format or the
audience/guests drinker & new
anticipating Red
customers
bull drinkers,
board to share
experiences of old
customers. As a
Well-organized
Friendly and
Tough and wild
and formal
Vibrant
website could be
extended limitlessly and be
Large bookshelf
Day time and
F1 game is
interactive, there
with books, fur
outdoor picnic
about to start in
rug, and velvet
with a friend.
front of you in a
are several ways to
sofa with
serious and
comfortable
breathtaking
show additional
mood during
mood.
travel.
imagery. For
example, Red Bull
Image of a cozy
An image that
Image
home
invites you into
+imperative
makes the changethe place
sentence
other guests’
suggesting
able mainboard
experience/com
Conversation
dive into a
and this eﬀect is
ments
between new
challenge
customer and
ﬁts well to its
Coca-Cola
News board
from current
context which is
Red bull
high tension and
drinkers
excited. And every
Polite,
Exciting, fun,
breathtaking,
welcoming,
friendly
stimulating,
text on each
inviting
suggesting
homepage has the
same language
Table-1.
throughout the
A comprehensive analysis table for three brands
webpage to
continue and
strengthen the context of the story. We can see
language is always be chosen and considered
carefully in the storytelling homepage, even
though each brand homepage uses diﬀerent
language.

Insights from The Three Websites
The most striking common feature of the
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designs above is probably how they use aspects
of storytelling to convey their personalities of
brands and messages. The purpose of storytelling design is sharing the same sense with
customers which makes it possible for people
to directly interact with the brand in a dynamic, sensory, and immediate way. A story makes
this possible because customers and companies will share the same imagery and context
through a story. The three design examples
presented here all have an explicit message
toward a customer. And all of them use similar
strategies, such as the structure of storytelling
elements and the layout of the website, to send
their message clearly. But also there are
diﬀerences such as the main speaker, voice
tone, and the mood of an environment in the
story following the message brands want to
tell. In below sections, I will explain about
insights getting from the analysis of three
websites.
First, three brands use ﬁve elements in a
similar structure delivering their voice to users.
Like the ﬁgure-8 shows, perspective and
characters are the basic elements to build the
structure of storytelling web design so these
two elements connected by a solid line. The
combine of perspective and character is
becoming the point of view (POV) what makes
readers see the same contents. And then,
context, the environment of the story, was
added and the persuasive power of story rise.
Imagery such as a picture of location and text
containing characters’ language supports
context becoming strong.
To be speciﬁc, website design starts from each
of the brands has a message they want to say
and the story is the best way to convey it to
customers. Airbnb wants to say travelers will
be safe and has a wonderful time with a
reliable and trustworthy Airbnb. Coca-Cola
wants to be adjective itself represent joy, fun
and ﬂavorful which means when people drinks
Coca-Cola they will be ﬁlled with these feeling.
Red bull always said “Red bull gives you wings”
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which means they make you energetic what
makes everything possible. To convey these
messages, Airbnb acts like a host who welcoming guests, Coca-Cola is becoming your friend
just beside you in real-time, and Red bull is a
supporter who suggests and stimulates you to
do a challenge. In this sense, brands need to
choose perspective and context ﬁrst.
To make these positions clear, perspective is
the ﬁrst and the most basic step. The confessional tales and ﬁrst-person views are usually
used for the type of perspective to focus on the
experience of the character and to send a
message clearly. To ﬁnd out what kind of
viewpoint that stories decided to use, we need
to take a look at the position of the narrator.
When a narrator appears and tells in a story, it
is the ﬁrst-person point.
On the homepage of Airbnb, a speaker is
asking questions to customers ‘where and
when you will travel?’ like a host in the home
they will provide for guests. A narrator on the
Coca-Cola homepage is a Coca-Cola drinker.
Like we see in the image, two friends who drink
Coca-Cola are sitting around a table and
explain the current mood ‘tastes like a
Coca-Cola’. The sports player who is the main
character and speaker of Red Bull, stimulates
new customers to have a wing by drinking Red
Bull like them. They said words in an imperative way like ’creating your space!’. Like we saw
above, all three brands’ speakers say in the
story and try to share their experience or
information in a direct way. And this kind of
perspective can help companies connect
directly to customers.
The next step is to choose the character and, in
the brand website design, mostly there are
three options for characters on a general scale.
Current users who can share the experience
from the product of a brand, Brand/Company
who introduce themselves, or anticipating
customers who brands want to attract.
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To put it concretely, three characters vary in
diﬀerent usage and way. For example, the
character of a brand on the Airbnb homepage
is a host who is also one of their customers.
Airbnb pretends to be a host to interact with
guests like in the real world. This situation
happened because Airbnb has two diﬀerent
kinds of customers, hosts and guests, and on
the current homepage they decide to focus on
guests. But still, in this case, characters in the
three options(a brand, old/new customer).
And, in the case of Red bull, customers seem to
be many entities such as red bull drinkers,
sponsors of extreme sports, and sports players.
This is because Red Bull has a distinct identity
which is they want to be a wing maker helping
people to do impossible things not just an
energy drink. So, in the current homepage,
they stress the sports games and players rather
than a Red bull can itself. But sports players
and events also be considered as one of the
customers of Red bull because they share the
experience from Red bull as a pioneer user.
first-person view
Confessional tales

Perspective
POV
Persuasive
Power

Characters
Brand/Company
(Old/new) Users

Language

Storytelling

Context

support

Inviting, Stimulating
into the environment

Imagery
Image &
Conversation

Figure-8. Relationship of ﬁve storytelling elements

And then, there should be ground, the context,
where the characters act. Also, it is the ideal
environment where represents a company’s
identity and wants to invite customers. The
above three elements (perspective, character,
and context) have a persuasive power but it
could be stronger with imagery and language.
On the top of the homepage, three websites
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post the image and text. Images stimulate
people to imagine they are part of that image
and text say to readers in the attitude of
characters in the story. Therefore, these two
elements help to attract people deeply in the
story by supporting to build a strong context.
Second, three websites have a similar layout of
the website like ﬁgure-9. Section A, the top of
the website, is usually ﬁlled with text and a
full-size image. The text is a line of the main
character which expresses the character’s
personality and thoughts. The image contains
the ideal mood of the brand and mostly there
is an empty place where call readers to participate in. And section B, the additional and
below part of the website, also ﬁlled with text
and image. But, in this section, the text usually
a conversation between company and customer or shared experience from current customers.

section

B

Here I will further elaborate my understanding
of storytelling in terms of how it could design
methods within the ﬁeld of website design. I
will structure this discussion around the three
themes introduced in the analysis above. These
themes, or strategies, could be seen as forming
high-level design principles for the domain of
brand website design.

Five elements of storytelling

Website

Perspective Characters Context Language Imagery + Layout

01. Point of View

02. Persuasive Power

03. Supplement

Text + Large Image

Text & Image
Conversation between company and customers
Experience from current customers

Figure-9. Common layout of brand storytelling website

And there could be several interaction ways
such as changing the board, causing motion
graphics by scroll movement, and inserting
text like a chatbot following the message that
companies want to convey.
Summarizing the insights from the analysis
presented above, I see three emerging themes,
having a ﬂow in the process of website design
with a story. Firstly, each of the three designs
was easily empathized by customers thanks to
sharing the same point of view. Secondly, they
build the context to improve the persuasive
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Designing Methods with Storytelling

Figure-10. The causal chart between elements of
storytelling and website design principles

section

A

power of their story. Thirdly, they build
additional or recursive sections to add persuasive power.

Making the point of view on website.
The ﬁrst topic I want to discuss is how to make
the lens that makes people share the same
story and emotion in compliance with the
companies’ intention. First, you need to
consider your story in the ﬁrst-person view and
try to make confessional. Deﬁnitely, the key
point to make a confessional story is that a
narrator must be in the story. And there are
some tips to make an eﬀective ﬁrst-person
narrative. (“First Person Narrative,” 2016)
Evoking the senses, which means focusing on
all aspects of narrating the main character’s
experience, physical and otherwise. It is also
important to let readers see through your
narrator’s eyes actively. An image will be a
strong helper to stimulate the senses. Plus,
Avoid to overuse words (especially, ’I’) that
place distance between the narrator and
readers. The words ‘I saw’, ‘I heard’ and ‘I
thought’ all place the reader at one remove to
the unfolding events. The reader isn’t seeing,
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hearing or thinking these things through the
narrator. The reader is being told about the
narrator’s experiences. The scene could be
more vivid if the narrator didn’t ‘report’ her or
his experience.
To build the story, you also need to choose the
characters. In brand storytelling design
usually, there are only three options current
customers, future users and a brand itself
which can represent your brand identity.
However, as I said above, there are a various
ways to use and represent characters such as
pretending as a customer instead of a brand or
focusing on one kind of customer if there are
multiple target customers.
Building the context where you want to
invite new customers and persuade them
The second theme concerns how to attract
people in the story eﬀectively. How can we
increase the power of persuading in storytelling? You need the environment where your
characters interact. This context could be
supported by adding Imagery. An image that
shows the mood of the environment well and
conversation(text) between characters is
mostly used for imagery. And all the dialogue
on the website must be told in a proper
language following the character and context
you suggest.
Creating layout to strengthen the story
The third proposal for how to make a strong
storytelling approach to customers in website
design is to use an additional section on the
website. The main message and story are
presented on the top of the homepage, but you
can create a second supporting section such as
experience from other users and Q&A sessions.

speciﬁcally for website design with storytelling.
I did this by ﬁrst presenting an overview of
how the ﬁve themes of storytelling – perspective, character, context, imagery, and language
– have been previously addressed in the UX
design ﬁeld. Additionally, I presented a
reﬂective account of three examples of uniquely designed brands’ websites, which all in
diﬀerent ways embrace the ﬁve themes.
Through deepened engagement with ﬁve
elements of storytelling, I found each of the
themes to be highlighting communication
between customers and brands. This led me to
formulate three high-level design principles,
which can be used as a way to practically
engage with storytelling in design work, or as
an analytical lens to reﬂect on any other design
outputs with a story. I proposed that a way to
design for conversation and interaction
between customer and brand could be through
the conscious use of storytelling design
methods.
Finally, I believe that looking at brand websites
from a storytelling perspective, or using
storytelling components as a resource in
website design, is an important direction that
can raise more discussions around the way to
use design as the tool to empathize with users
and to create a better experience for them.
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