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Why Do We Tell Stories? And To Whom?



Stories Make Your Brain “Light Up”

Source: brandfoundations.us/blog-overview/2017/4/6/what-a-good-brand-story-does-to-your-brain



What Makes a Story Work?

Think about a story you READ, HEARD, or 

WATCHED that changed the way you thought 

about something or the way you did something.





What Makes a Story Work?

•It's personal

•It's short

•It's surprising

•It’s relevant

•It leverages pathos, logos, and ethos

•It's insightful



Use Ethos, Pathos, and Logos to Persuade People





Use Ethos, Pathos, and Logos to Persuade People



What Do We Mean by an “Insight”?

“An unexpected shift in the way we understand things.”
~ Author Gary Klein

We thought all of our customers liked feature A, but 
they prefer feature B instead.

We believed this industry was a poor target market, but 
it is actually a good one.
We assumed our process was broken due to X, but it 
was really caused by Y.



Your Turn: What's an Insight You Have?

We thought _____________, but discovered ________ to 
be true instead.
We believed ___________, but it is actually 
_____________.We assumed ______ was caused by _____, but it was 
really caused by _____.
We tried _______, but found that _______ was a better 
approach.
_____ is how we've done it until now, but we're going to 
need to do ___ moving forward.



Don't Tell Stories Unless You Need To

Source: vichealth.vic.gov.au/letter/articles/vh-letter-47-backlash



Don't Tell Stories Unless You Need To

www.gettalksupport.com          deb@gettalksupport.com



Building a Story Has Three Parts

1. Context

“Here's what it was…”

• Who

• What

• Where
• When

• Why

• How

2. Challenge

“Here's what was being 
faced…”

• Roadblocks

• Obstacles

• Tough choices
• Risks

• Costs

3. Conclusion
“Here's the new state, 

what was learned, and 
your role…”
• New awareness

• New actions

• New plans
• New perspectives

• New ways of working

• Calls to action
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