THE MASTER NARRATIVE

What is a master narrative?

It is an articulation of your community’s fundamental strategic promise.  It describes the primary needs your community can address for potential investors (business, traveler, visitor, citizen), and provides reasons why the promise is authentic.  The master narrative is not the same as advertising or promotional copy. The master narrative identifies the winning promise for your community.  Advertising, promotion, and sales pitches are all ways to communicate your community’s master narrative.

What does a master narrative look like?

There are four components to the master narrative.  The first is your community’s promise statement.  It answers the question of “What’s in it for me?”.  Your promise explains the primary advantage of living, working or visiting your community.  The second component is the reason(s) to believe the promise you are making.  The reason(s) can be an asset (or bundle of assets), a third party endorsement, a unique cultural quality, a competitive infrastructure, or a business friendly public policy characteristic.  The third element is a unique insight into the frustration your target audience experiences when the desired need is unsatisfied.  This element helps establish a context for the promise and exhibits empathy for the problem your community can solve.  The fourth component is a headline for the narrative.  The headline expresses the most important idea in the narrative.  It helps clarify the promise for people who read it.

How do you know you have a good master narrative?

The master narrative should explain how the target’s life (or business) will be different and better.  The promise it makes should be relevant, competitive and authentic.  People should be excited about the promise.  The master narrative should be single-minded.  The promise must address an important frustration or desire faced by your target audience(s).  Your promise should offer a new desired benefit, new combination of desired benefits, or a new level of a desired benefit.

What are some watch-outs in writing a master narrative?

· The promise is not written in a way your target audience can easily understand.  Keep the language simple.  Say what you mean and mean what you say.

· The benefit you are promising is too vague.  Typically this issue results from a lack of understanding what the true need is that your community’s promise is addressing.  It is always advisable to test the promise with people in your target audience.  They should be able to easily articulate the problem they are facing and how your community can address that problem.

· The master narrative has too many or vague reasons to believe the promise. If this is the case, the problem may be that a committee created the list.  The solution is to prioritize the list and make some choices on which reasons to believe are the most compelling.

· The headline is not compelling.  This may be because the benefit is too vague, or there are too many benefits identified in the narrative. Ideally there is one problem and one benefit described.

How is a master narrative used?

Think of it as a strategic guide.  A well-written master narrative provides clear guidance to the creation of a copy brief for your advertising agency to use in creating an effective campaign to communicate your community promise.  The master narrative is also used to help guide investment choices your community will make to enhance its attractiveness as a place to live and work.  It provides needed focus to the creation of a long-term development plan. 

[image: image1.png]TheBurghardGroup

Place Brand Masters





[image: image1.png]