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RHIANNON LEE
Principal  designer and owner of  my own

edesign business,  I  help emerging designers
fast  t rack past  the confusion wi th a step by step
framework to thei r  success,  fo l lowing the exact
f ramework I  used to bui ld my own business,  I ’m
always t ry ing to br idge the gap between design

school  and business knowledge.  



Rhiannon Lee



Don’ t  overth ink i t .

This workbook has
broken i t  down for  you so
you should be able to
very quick ly ident i fy  a
brand story that  connects
wi th your audience,
shows them more about
who you are and what
you’re about  and th is
dr ives engagement f rom
your audience as they
learn to know l ike and
trust  you.   
w
el
co

m
eHOWTO USE THIS

WORKBOOK. 
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Step 1:  
Star t  wi th understanding
why you began your journey.
What dr ives you? What
problem are you solv ing,
and why are you passionate
about  i t? Wri te down your
mot ivat ions and the values
you uphold.
Wri te your 'Why'  here:

REFLECT ON
YOUR 'WHY'
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Step 2:  
What sets you apart  f rom
others in your industry?
This could be a unique
ski l l ,  a  d i f ferent  approach,
or  even a compel l ing
backstory.  Wri te down
what makes you and your
brand unique.
Wri te your USP here:

IDENTIFY YOUR
UNIQUE SELLING
PROPOSITION
(USP)
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Step 3:  
Who is  your ideal  customer?
What are their  needs,  thei r
wants,  thei r  pain points?
Understanding your
audience is  key to craf t ing a
story that  resonates wi th
them.
Def ine your audience here:

DEFINE YOUR
AUDIENCE
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Step 4:  
Every story has a beginning,
middle,  and end.  Out l ine
your journey -  how you
star ted,  where you are now,
and where you plan to go.
This provides your audience
with a narrat ive they can
fol low and invest  in.
Out l ine your journey here:

OUTLINE
YOUR
JOURNEY
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Step 5:  
Your values are the
backbone of  your brand.
How do they inf luence
your work? How do they
benef i t  your customers?
Wri te down how your
values are ref lected in
your business.
List  your values here:

SHOW YOUR
VALUES
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Step 6:  
Now, t ie  a l l  these
elements together
into a cohesive
narrat ive.  Remember
to be authent ic  and
speak di rect ly  to your
audience. just  l ike you
were text ing a f r iend.   
Keep your story
concise,  engaging,
and re latable.

Wri te your brand
story on the next
page :

CRAFT YOUR
STORY
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Step 7:  
Look over your story.
Is  there anything you
could c lar i fy  or
enhance? Does your
story ref lect  your
brand and appeal  to
your audience?
Revise your story
unt i l  you' re sat is f ied
wi th i t .  (Keep an eye
on the length,  you
want people to buy in
t i l l  the end.)

Revise your story on
the next  page :

REVISE AND
REFINE
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DON’T FORGET TO TAG
#DAY2OLEANDEREFFECT

Remember,  your brand story isn ' t  just  about
sel l ing products or  serv ices;  i t 's  about

bui ld ing re lat ionships,  creat ing an emot ional
connect ion,  and inspir ing t rust .  



Happy storyte l l ing!


