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The Digital Landscape Makes Good
Storytelling More Important Than Ever




Stories are the
Building Blocks
of the Brain




The Neuroscience of Stories

NEURAL COUPLING CORTISOL

A story synchronizes the listener’s brain The brain releases cortisol during

with the teller’s brain. conflict increasing attention & memory
MIRRORING DOPAMINE

Mirror neurons
enable listeners to
mirror experience

CORTICAL
ACTIVITY

Two areas of the
brain process facts.

Stories activate
additional areas
such as the motor
cortex, sensory
cortex and frontal
cortex.

Dopamine is triggered
by emotionally-
charged events,
resolution of conflict, or
recognition of a
pattern, creating a
pleasurable response
enhances memory &
recall

OXYTOCIN

Oxytocin is released
when we relate to
characters & increases
empathy, connection,
compassion & trust






=) ‘ ‘People will forget
4 what you said,
but people will

never forget hc’A/’
you make them

feel Maya Angelou



Why Stories Stick



Cognition & Persuasion

e Tap intfo universals, ancient
traditions, myths and archetypes

e Speak through image
e Activate emotions
® Enhances memory

e (Connect to larger sense of
purpose

e Shared truths of what it means to
be human

e (Create presence & Immersion




Stories Are Social



The Primary Function of Stories:
Connecting People

Transcend differences:
connect with others

Build frust and common
bonds

Understand ourselves
and others

Create empathy

Define and teach social
values

Inspire and teach
Good stories are shared



Building Blocks of Story

® Purpose
e Structure
® A Hero
o (Catalyst
o Conflict
®

®

Transformation

Resolution
o Audience




Three Act Structure:
What Is vs. What Could Be

Tension Climax
A Emotional Peak
. Falling Action
Crises Tension
Tension Rises Repkjced by
Pleasure
oye Resolution or
Exposition Promise
> Time
Act 1 AcCt 2 Act 3
Beginning Conflict End
What Is What Stands In The Way

What Could Be



Conflict Provides Energy

5. The end of the world is nigh. Evil has the
- = «= ypper hand. The Heavens are collidng. The sea
1 bubbling funously and our hero cannot swam

4. A mountain of challenges tower in front of
our hero. It will take a superhuman effort to
make it through. The odds do not look good

- am e 3. Our hero is faced with a dilemma. There is
no apparent solution,

2. A small challenge stands in our hero's way,
but with his superior strength he can no doubt
solve it blindfolded

j= = = . Everything is going as planned. The birds are
singing and our hero has his feet up taking a
nap

s
= d

[ Y

' HARMONY §

v

Fog. Klaus, Budtz, Christian, & Yakaboylu, Baris. (2010). Storytelling: Branding in Practice (2nd ed.). Berlin: Springer.



Conflict Must Fit Cause
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Resolution vs. Inspiring Action

e Cognitive certainty (aka
Resolution) feels good

e TJo Inspire action:
e Show the godl
® |nspire purpose
® Enhance efficacy

e Make action easy,
doable & accessible



Examples:
Empowering Change
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Challenging Social Norms

Dove 60

PRODUCTS TIPS, TOPICS & TOOLS SOCIAL MISSION OFFERS SEARCH
Dove® = Soclal Mission > Self Esteem Weekend

DOVE® SELF-ESTEEM WEEKEND E3 Recommend 2 Tweet | 44

One Hour of Your Time

720/0 Of Gif'S Say Makes a World of Difference
)
They Feel Pressure ~
to Be "Beautiful."

Join us for Dove® Self-Esteem Weekend on
October 21-23, 2011 to help us meet our goal of reaching
15 million girls with self-esteem programs by 2015.

SR A se.-EsTeeM ACTVITED

Find a Self-Esteem Event Near You)

Meet Our Partners Show Your Support
for Self-Esteem

Find out how these organizations are participating.

o Do -
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vovssamsawss  [[)C,°  girl scouts | PLEDGE TO BUILD napire
SELF-ESTEEM IN GIRLS You?
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Missed Opportunity

Protecting Oceans, Waves and Beaches since 1984 m

SURFRIDER . T y

| zip code SIGN UP
FOUNDATION

[ ,

MISSION CAMPAIGNS PROGRAMS CHAPTERS CURRENTS TAKE ACTION JOIN!
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HOW SAFE 19 YOUR BEACH?

The EPA is proposing startlingly lax guidelines that allow for 1 in 28 beachgoers to become

sick before a response is taken. Please join us in telling them this is unacceptable! ”a mEM ” 00,

Photo: Shutterstock







Building a Story for Social Change

e Focused goal and purpose
* Tangible and specific: Who, what, where
e C(lear conflict and resolution
e Relevant and relatable =
* Know your audience
e Emotionadl
* Memorable
e Actionable
e FEasy toshare



Know Your Audience: How This girl can

goft 1.6 millon women exercising
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hitps://youtu.be/|sSPOW7-tEOC

21% are getting
up for it.

F

1.6m women aged 14-40 who recognise the
campaign have started exercising.



Story Sources:
Different Voices & Perspectives

e Successes

e Failures
e Mentors
e Popular culture _

,
e EXperiences

e Listening to the
audience

e




Story Development Process

e What gqualities or situations comes to mind.
e What demonstrates those in a way you can see and feele

e What values are framing your storye

e Choose one idea to develop into a story
e Mind map/story board

e Test tell your story

e What works, what resonates in your story (take notes about
the specifics.)

e Evaluate yourself. What do you like beste What sticks with
reteling? What details make it feel more alive?

*Adapted from Annette Simons “Whoever Tells the Best Story Wins”



Get Started:
Pick One Story to Break Down

s the conflicte
s the goal?

NAT
NaAl

nat’s the messagee '

Does the analysis suggest
any changes you would make in the
tellinge
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Examine your stories to learn about your
own story-patterns and biases \






Key Take-Aways

ldentify your goal

Focus on a core story that captures
your purpose & values. Itis the
‘north star’ for all the stories you tell.

Make sure you have the structural
elements and narrative arc that
make a compelling story (characters
people care about, clear conflict,
building action, resolution or call fo £ ¢
action) ;
Research your audience

Use the media landscape to amplity
your stories and engage your
audience




Thank you

Dr. Pamela Rutledge

Director, Media Psychology Research Center
www.pamelarutledge.com



