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Praise for Strategic Storytelling




“This is an important book, one that you’ll benefit from for years to come. Highly recommended.”


Seth Godin, author of This is Marketing







“This book will enable you to tell the right story, at the right time, to the right audience, to deliver the right outcome.”


Paul Propster, Chief Story Architect, NASA/JPL STORY office







“Through this book, Anjali helps leaders amplify their voices for bigger impact. This book is for everyone who wants to make their voices heard in the most compelling and authentic way. Anjali’s approach to strategic storytelling not only magnifies meaning to each communication but also joins individual values to organizational mission, inspires trust, and connects dreams to reality. This book is also for those who may be worried that they will lose themselves in over-engineering or be over-strategic in their storytelling. Your readers will not lose their voices, but instead will find their voices.”


Noom Poovarawan, ACC, Director at Airbnb, ex-Google, ICF-Certified Coach, Fulbright Scholar







“In this book Anjali has demystified storytelling in the corporate world. Strategic Storytelling makes a compelling case on why some stories drive your success at work and others don’t. Very easy to read with use of simple vocabulary. Perfect for a busy corporate professional.”


C. S. Chua, President and Managing Director at Infineon Technologies







“Before I met Anjali, I considered storytelling just as something casual and not something to be used in a corporate setting. I have now realized how Strategic Storytelling can be an extremely powerful tool for any leader in delivering their messages and capturing the heart and mind of their audience. This book encapsulates everything I have learned from Anjali, the master storyteller!”


Pandai Othman, MD/CEO at Malaysia Marine & Heavy Engineering







“Strategic Storytelling is an excellent guide for anyone wanting to be successful in the corporate world. Anjali has done a masterful job of making stories relevant to the corporate professionals. I loved that the book doesn’t just talk about the importance of storytelling but also has beautiful stories.”


Cher Whee Sim, Vice President, Global Talent Acquisition, Mobility and Immigration at Micron Technology







“The corporate world understood the power of storytelling some time ago. However, it is not just storytelling but strategic storytelling that sets you up for success. In this book, Anjali has shared brilliant lessons on making your stories strategic and impactful to your audience.”


Grace Kerrison, Head of Sales Solutions—APAC at LinkedIn







“This book is a must-read for anyone leading a meaningful change, whether in their organizations or their personal lives. I have seen transformative results from storytelling in my work with Anjali and I am delighted to now have this invaluable resource that simplifies and demystifies storytelling.”


Rahil Hasan, Vice President, Learning, Development, and Wellbeing at Micron Technology







“Having personally worked with Anjali on a large Digital Transformation Project back in 2016, I have firsthand experienced the power of storytelling in making a change happen in an organization. In her book, Strategic Storytelling, Anjali masterfully captures the storytelling insights that any corporate professional can use to drive their success”


Laurent Filipozzi, General Manager at STMicroelectronics
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Preface


There are four dead bodies lying in a row.


What’s happened? Not one, not two, but all four plant workers were dead. Had some evil supernatural power been at play? Some wondered.


No. The reason for the four deaths was as scientific as it can get.


It happened at a liquefied natural gas plant. It was a normal working day with 5,000 workers on-site wearing hard hats and bright-colored overalls. They were all busy catching up with their work.


In one corner of the plant site, a worker—let’s call him Rahim—was welding a 60-inch pipe. To give you some perspective, a 60-inch pipe is so huge a human can walk into it. And then for whatever reason Rahim went inside the pipe.


Some suspected Rahim wanted to inspect the weld from inside. Nevertheless, no one thought too much about his decision to go inside the pipe. Each of them continued with their respective duties for the day.


After a while some of the coworkers noticed an unusual amount of time had passed. Rahim was still inside the pipe.


Concerned about the safety of his coworker, another worker went inside the pipe to have a look. Mind you, as per safety procedures, no one should go into a confined space like a pipe without a special permit and, in some cases, breathing equipment. But in the panic to work out what had happened to Rahim, he went in and never came out again.


By this time, a crowd had started to build on-site, and people were getting worried. In the worry, panic, and stress, a third worker went inside the pipe. Unfortunately, just like the other two workers, he didn’t come out either.


A dear friend of one of the workers inside the pipe had heard what had happened and wanted to save his friend. In his eagerness to save his friend, he dashed toward the pipe. The crowd tried to stop him, but he was a large man who used his strength to push people aside. Sadly, he made his way through into the pipe.


And guess what? He too never came out! One after the other, they all never came out of the pipe that tragic day.


It was a crisis overtaken by panic and a complete lack of control, calm, and consensus among the bystanders on what was the right thing to do. What seemed like the most obvious thing to do was to go inside the pipe and help, but in this case the obvious was not the right thing to do.


Eventually, the site supervisor and staff with proper safety and breathing equipment went into the pipe. What they saw was beyond anyone’s comprehension or imagination.


They saw four dead bodies lying in a row.


A normal process while welding a pipe is to flow inert gas onto the area being welded. This shields the weld from oxygen and water vapor to ensure the quality of the weld. Inert gas has no oxygen.


When the workers went inside, they inhaled inert gas without any oxygen, asphyxiated, and collapsed. If Rahim and the other workers had followed the safety protocol, they would have taken the breathing equipment with them, and events would have turned out drastically different.


The same evening the site construction manager did a postmortem of the incident—a big American guy nicknamed “Wild Bill.” He was a true Texan cowboy who had a larger-than-life personality. He was choking on his tears as he addressed the workers.


Finally, he managed to clear his throat, summoning just enough strength to speak for a few seconds: “My job tonight is to knock on the door of this guy’s house and tell his seven-year-old son his dad is not coming home. You don’t want my job.”


That day, I learned a lesson for life. If 5,000 workers come on-site, it’s my job to make sure 5,000 people come off-site the same day. I don’t want to lose a single person.


So, the safety of my team is the most important thing for me. As their leader, their friend, and the person entrusted by their family to take care of their safety. There are no compromises, no excuses, no cutting corners, no explanations, and no justifications when it comes to safety protocols. Safety comes first, always.


* * *


This story was told by a client of mine to his team members in 2014 as he stepped into his new role as plant head. Years later, this story remains one of the best stories I have helped my client find, curate, and tell to make a desired change happen. The desired change in this case was to ensure that the site workers didn’t just say, “Safety comes first,” but practiced it, too. This is a common challenge in high-risk working environments.


With my client’s permission, I captured this story in a blog and shared it on my social channels. As expected, it garnered a lot of love. This story became so popular in the organization that in the subsequent years, while I was working with different departments of the same company, people would come and tell me the story they had read in a blog doing the rounds, unaware that the blog was authored by me. I smiled and enjoyed the popularity of the story.


My client leveraged the power of this story by telling it several times. The emotional gravitas of the story had the audience in tears every time. The audience could imagine their families suffering if they failed to follow the safety protocols in their high-risk working environments. And, most importantly, the emotion embedded in the story moved people into taking action.


My client’s powerful storytelling not only made the desired change happen but also drove his own success in the organization. I often heard his name being touted as an inspirational leader in the company. This story, with its high pull factor, became a springboard to his success.


It’s a remarkable story.


As Seth Godin has taught us, remarkable means something worthy of being remarked at. In the process of remarking we spread the story.


But are remarkable stories always the best stories for the corporate world?


The Danger of Remarkable Stories


The danger with this story lies in its remarkability. Yes, you read that right, the danger. After becoming aware of this story, it is natural for us to want to use it to make the point that “safety comes first.” We want to replicate my client’s success for ourselves. What we see and comprehend is success with this story for my client and we desire the same success. But hang on, there’s more to storytelling than just telling a good story, in this case a remarkable story.


The reason my client was successful with his storytelling was not just because he had a remarkable story to tell. It was also because it was a strategic choice for the settings where he was telling it and because he had a deep understanding of whom he was telling the story to.


Let’s explore whether this same remarkable story would always have the same impact, regardless of where or to whom it was told. Imagine you are responsible for the safety of a plant. The only way you can resolve an anticipated safety issue is by shutting the plant down for a week, upgrading the machinery, and at the same time running programs to make sure all the factory workers are aware of the safety protocols associated with the use of the newly installed gear. You strongly feel that an upgrade is required in terms of both machinery and staff knowledge. You go to your boss and tell this story to make a point—safety comes first. You confidently expect to be given permission to shut the plant for a week. But that doesn’t happen: Most likely your boss will say, “Find another way. We can’t shut the plant down.” You walk out of that boardroom feeling defeated. You thought you had a great story, so why did you get this response?


At this stage, if you are thinking that the boss would never respond in that way, most likely, you have never worked in a plant. Keep reading, I will shortly respond to this thought surfacing in your mind.


Back to why did you get this response? It may have something to do with …


Getting the Right Emotion to Build Connection


A human-centric story purely built on emotion isn’t wrong, but it’s not enough on its own to drive the change we want in corporate boardrooms. My point isn’t that emotion has no role to play in such settings. The key here is not to strip the story of emotions, but to use these emotions to find the motivation, build resonance, create connection with the audience in question, and move people to take the right action.


If you read the last line, but didn’t really connect with it, fret not, you are like most corporate professionals who are inundated with words like motivation, resonance, connection, and action. The overuse of these meaningful words has led to them being ignored. I promise, I will explain each of these shortly. They are not only meaningful but also important for your corporate success.


Back to Your Boss


Although your boss is human, they also have the responsibility of dealing with the practicalities of running the business. Businesses have to make profits, though, granted, not at the cost of human lives: They do have to do well as well as do good.


If you were to walk into the boardroom with the aim of influencing your boss on the matter of the plant closure using this strategic story, your focus shouldn’t be just on what happened to the four workers. You will also need to share what could potentially happen to the reputation and profitability of the organization if nothing was done to resolve the anticipated safety issues.


Your success will lie in getting your boss to imagine the front page of a newspaper with headlines showing her resignation because of the negligence and losses which have occurred.


Some of you may say, “Of course the bosses will allow the shutting down of the plant to make it safe again with just the story of the four workers. The boss is human, after all, and there’s absolutely no need to position the story in a way that shows the negative consequences on organizational reputation and profitability.”


But we don’t have to search for too long to find examples from other industries that prove that disasters of such nature take place despite warnings. Where the management knew that, if they didn’t do something, people’s lives could be at risk. The reason the people in power do nothing is because the story in their head is “We can’t risk profitability or desired outcomes because a safety issue may occur.”


Janet Oshiro, Environment, Health and Safety Program Manager at Google, asserts that safety initiatives often interfere with the larger goals of an organization. Safety is a long-term investment that demands time, effort, and monetary investment for the necessary controls to be implemented. The story that people tell themselves is, “Nothing bad will happen to us. So why make these investments?”


That is where storytelling can help, influence, and inspire better decisions. But not just any storytelling, because that would lead to you becoming a storytelling victim.


Storytelling Victims


I come across many corporate professionals who have become victims of storytelling, for all that’s been written on the subject. They know stories have the power to engage, influence, and inspire, yet this is only half the lesson of storytelling.


For close to two decades, we have made the case for storytelling in business. The existing literature of business storytelling has done a great job of explaining why stories should be told and how they should be told. Yet there’s a huge gap when it comes to discussing who the storytelling is for in the corporate world.


It’s this gap that has created storytelling victims. Corporate professionals who tell stories find themselves saying the following after their attempt at storytelling:




	“I told a story and my boss said, ‘Get to the point!’”


	“I told a story, and my colleague said, ‘What exactly do you want me to do?’”


	“I built a robust narrative but couldn’t get employees to embrace the change. As a result, I didn’t get the new role I was hoping to get.”





However, there’s a solution …




Strategic Storytelling


The solution goes beyond just storytelling. It is called strategic storytelling. A strategic story, built with immense focus on whom the story is for, has the power to change storytelling outcomes for both individuals and organizations.


This type of storytelling ensures you understand the worldviews of your audience better than they do themselves. The word strategic is often perceived as doing something clever and smart but when I decided to call this book Strategic Storytelling my intention was simply to make this crucial point: Only when you have a deep understanding of your audience(s) can you develop the right story.


In this book, being strategic has less to do with being clever and more to do with understanding the worldviews of your audiences.


The world of consumer marketing has done a great job of deepening our understanding of the worldviews of audiences and shaping stories to make a connection. Think of that shampoo commercial which shows a young woman radiating confidence because her hair is so shiny, silky, and smooth. The marketing storyteller understands that the product isn’t just meant to improve someone’s hair, but to give them confidence. But somehow the corporate world has not yet embraced the lessons at scale, available to them when it comes to internal communication purposes:




	We keep telling stories which don’t resonate with our audience and therefore we don’t get an action.


	The current style of storytelling practiced in the corporate world is heavily influenced by social media, and this doesn’t work.


	Many of us are made to believe that it’s only when we have a leadership role that we can tell stories, but that’s far from truth.





The current mess in corporate storytelling is a result of the fact that we don’t start with the right question: Who is storytelling for? This is the point I want to make, and this is the story I want to tell. However, If you diligently ask, “Who is storytelling for?” you will prioritize a story that resonates over a story that is remarkable.


Who Is This Book For?


It’s only fair, in the light of the question above, that I make it clear who this book is for, too.


In essence, it’s for corporate professionals. I want every story I share in this book to make you say, “Now I understand my problem.” I want your heart to beat a little faster. I want your eyes to light up and for you to act in a different way—by telling stories that can drive your success. Not just any old stories but strategic stories that have the power to give you the next promotion, role, or responsibility you have always wanted. There’s only one thing I am interested in achieving through this book—your success.


And your success is just a strategic story away.


My hope is that when you are successful with storytelling, you will be in a position to do things to make the planet and society better, too. Only then can we make the real change happen.


Con un abrazo muy fuerte


Anjali






INTRODUCTION
Why Is Strategic Storytelling Unique?


[image: image]


There is much published on storytelling, but little of it helps corporate professionals avoid becoming storytelling victims. There are many kinds of storytelling, but one for corporate professionals where the focus is tightly on who the story is for is missing. In other words, advice on storytelling abounds, but strategic storytelling for corporate professionals is missing. In its absence, corporate professionals naively draw lessons from what is easily accessible to tell a story and thereby become storytelling victims.


Let’s explore how many of us have become storytelling victims by exploring the various kinds of storytelling, including the one that’s missing. As you read through these, you will start to make connections with your own experiences and understand why the story you’ve been telling hasn’t worked.


1. The Social Media Story


I share my weekly vlog Thank God It’s Story Saturday on my social media platforms. In 2021, I told the story of Kathrine Switzer (born 1947), the first woman to run a marathon. I’ve taken her story from her memoir Marathon Woman: Running the Race to Revolutionize Women’s Sports.




It all started in mid-December 1966. It was cold, it was snowing, and Kathrine had just finished running with her coach, Arnie Briggs. Briggs was usually a nice guy, but that day they’d got into a heated argument.


The backstory to the argument is this: 19-year-old Kathrine was a journalism student in New York. Where she lived, or anywhere she was aware of, there were no running groups for women. So, she joined the cross-country team for men, and Arnie was the coach for this team.


Arnie had run 15 Boston marathons (if you are a runner or have any interest in running, you’d know what a big deal that is!). Every time Arnie would cajole Kathrine into doing especially hard training sessions, he would tell her stories about the Boston Marathon.


One day she said to him, “I’m so sick of listening to these stories! Can’t I just run the Boston Marathon?” Arnie looked back at her and said, “No woman ever ran a marathon! They just aren’t strong enough.” He rejected her request but also said, “If there’s a woman who can run a marathon, Kathrine, it’s going to be you, but you’re going to have to prove it to me during the training that you can do it.”


The training continued, and Kathrine proved to Arnie she could run the marathon. They decided to register for the race. They checked the rules and made sure there was nothing mentioned about gender. They found nothing. Kathrine registered using just her initials: K. V. Switzer.


On April 19, 1967, they were there ready for the race. There was a huge buzz about there being a woman at the race. But the fun and excitement lasted only for the first four miles, after which a bus drew up alongside the runner with reporters, journalists, and photographers inside. Among them was this guy wearing an overcoat and a felt hat. He said something to Kathrine which she couldn’t quite hear, though it was clearly something not very pleasant.


Then, a few minutes later, she heard the noise of leather shoes on the pavement. It was a very different sound from rubber running shoes. It was the same guy who had been in the bus except this time he was right behind her, grabbing for her running bib—number 261—which she was proud of, in an attempt to remove her from the race. Kathrine managed to escape. Kathrine’s boyfriend and fellow runner, Thomas Miller, a 236-pound ex-American footballer, pushed the guy to the ground, and she continued to run.


Kathrine was really stressed after this, and she told Arnie something like: “I don’t know where you stand on this, and I’ve clearly got you into a lot of trouble today, but I will finish this race even if I have do it on my hands and knees. If I stop today, then the thinking that women can’t run marathons will be proved right, and I want to prove this thinking wrong.”


Arnie suggested to Kathrine they should reduce the pace, continue running and not worry about the distance. As they were running, the same bus went ahead of them and on the bus was Jock Semple, the race manager, the same guy who had conducted the initial assault on Katherine. From the bus Jock said, “You cannot run this marathon. Women don’t run marathons and you are in big trouble.”


Kathrine worried throughout the race. Later, on top of the worry came the pain, the bruises, the blisters, and the blood. But she was determined to get to the finish line. And she did: Kathrine had changed the history for women in sports.





This story got a great response on social media platforms, with plenty of likes and comments. It’s a very human story about overcoming adversity. We love this kind of storytelling because it leverages character and human emotion, and it’s in line with every Hollywood and Bollywood movie. However, the probability of this story being useful for driving results in a corporate setting are close to zero, unless, of course, you are giving a speech about equity for women in the workforce. It works well on social media, but it’s not one for your boardroom.


Stories that work on social media almost always fail in corporate boardrooms. And there’s a further problem: We tend to believe that what we see on social media is what storytelling is. And in a way it is, only not for most corporate boardrooms, which have a very different audience than social media.


Let’s not forget that the success metrics for social media storytelling are reach, likes, shares, and comments. Success metrics for corporate storytelling, by contrast, are revenue and profit or, put simply, making the desired change happen in a corporate setting. Mostly the proposition of a social media story is entertainment built for mass, but the proposition of a corporate story is to get people to act. It is worth remembering that entertainment may lead to laughter, joy, or some other emotion but it doesn’t guarantee action. A story on social media thrives on reach; a corporate story thrives when it resonates and moves people to action. This is an important distinction.


2. The All-Important External Audience


Many books have been written filled with advice about using storytelling for sales and marketing, exploring stories to draw in customers, investors, and website visitors. These stories can be very important, but there are three unique things about this kind of storytelling that we need to be aware of.


First, mastery of this kind of storytelling only gets you to a certain level of success in a corporate setting


Let me explain this using a personal experience.


In 2006, I was working in Australia as an associate director of sales with a hospitality brand. I was good at my job because I was a good storyteller, getting clients to buy. Around this time, the director of sales position came up for grabs, and I thought I had it in the bag. To my shock, when the promotion was announced, it was given to someone who didn’t contribute even 1 percent toward overall sales. I was aghast at the time, but in retrospect this missed opportunity became a great lesson in my life.


The leadership’s justification for not giving me a promotion was that they needed more strategic clout in the leadership and more sales on the ground, and as my boss pointed out, “You’re an excellent salesperson. We want you to keep selling and not get bogged down with leading the team.” What he was pretty much saying here was: “If I make you the chief, I will lose my best Indian.” Exactly the same happened the following year.


What I have learned about being a master storyteller for external audiences—such as the potential customers I converted into sales—is that it doesn’t guarantee you will climb the corporate ladder. It can be a catalyst for getting you noticed but it won’t necessarily drive your success as a leader. The bitter truth is that, even if you are excellent at telling stories to the external audience and driving results, there comes a point in your career where you should be able to gain a position of higher authority in the organization. We all know someone in the corporate world who’s successful with customers but not really considered leadership material. I know this too well, I was one of them for a long time.


Second, the choice that the external audience have


Most of the time, telling a story to customers, website visitors, and investors is nonconfrontational in nature because the audience has a choice. If the audience isn’t inspired, they won’t buy, won’t invest, or will leave your website. But the chances of someone questioning the story you’re telling is rare because the audience has a choice to accept it or not.


Third, between the boss and customer, the boss always takes more mindshare


External audiences are important, but a corporate professional rarely wakes up stressing and sweating about a customer. On the other hand, it is not uncommon for us to come across corporate professionals who stress about the fact that their bosses will get upset with them if they lose a customer. It may cost them their promotion. Even when a corporate professional loses a customer, the first thought that runs in her head is:


“What will my boss say?”


This question hounds a corporate professional all the time.


In essence, success with the external audience is important but not enough to drive your success in an organization. Even if you came up with a world-class innovation that can drive success with customers, your boss will need to approve that innovation. Therefore, storytelling to the boss is an important step toward success.


3. The Inspirational Leader


A lot of storytelling advice is aimed at corporate leaders as a way of inspiring team members regarding values and purpose. Mostly, this kind of storytelling mimics theatrical storytelling. It’s a little bit like the story about the liquefied natural gas plant I shared in the Preface.


This style tends to leverage the power of personal experiences and lubricates the relationship between the teller and the audience. This style of storytelling is a great tool for building up a leadership brand but isn’t necessarily handy when the boss walks into the boardroom and says, “You have five minutes to tell me what you want.”


It works well for Leadership Series that are commonly run in corporate organizations where the leaders share stories from personal experiences and share their wisdom or for reinforcing behaviors that are right to begin with—like safety comes first! However, this kind of storytelling does not work quite as well when we ask people to stop doing what they are doing and start doing things they don’t even think they need. This might be starting to use AI to develop new models or stop using that old CRM system they are very comfortable with and use a new one instead.


Heavy reliance on this kind of storytelling assumes all is well internally:




	That our employees are motivated and ready to work toward making an organization successful.


	That the employees will embrace every organizational change that promises organizational growth and productivity.


	That the only thing we need is inspiration and there is no skepticism among the employees.





This, however, is far from the truth. We know that the inspirational style of storytelling can work well, but the key is finding the right time and place to use it.


4. Influencing Corporate Decision Makers or People We Work with Internally: The One That’s Missing!


The audiences and outcomes for the three kinds of stories outlined above are all clear and well understood, but there’s a fourth, more astute type of storytelling in business, and it’s for a much tougher audience. How you tell a story to your bosses, employees, peers or cross-functional teams to influence decisions and actions or to bring about change is little understood.


One of the reasons for this is because of the confidential nature of this type of storytelling: No one is going to publish their board presentation on You Tube or share it on social media. Even though there’s a lot of information on storytelling, I can confidently say that it’s not about this kind!


In Strategic Storytelling, we’re going to take you to the corporate boardroom where:




	the boss is looking at you and his watch simultaneously, asking you to get to the point


	the team agrees with you on the next change initiative but doesn’t align with you


	despite your best efforts, you are failing to achieve healthy levels of diversity, equity, and inclusion in the organization


	despite saying all the right things for an upcoming digital transformation project, your audience has ignored you.





These are stories for places where corporate politics, disbelief, fatigue, and lack of trust exist. The listener is most often someone you see every day, work with every day, and need to align with every day—people, unlike customers, investors, website visitors, or external speech attendees, you can’t just leave.


Strategic Storytelling wants to set you up for success in front of your toughest audiences:




	those who can negatively influence your chances of a promotion despite your good work


	those who see you as a good worker but not as a good leader


	those who stop you from being a part of an amazing project that will make the leadership team take notice of you.





Through each of its three parts, Strategic Storytelling will help you to drive your success. In each part, I will suggest storytelling identities that corporate professionals like you can adopt.


Eventually, the desired identity of a corporate professional is that of a changemaker, but in the process of becoming a changemaker you need to adopt various other storyteller identities.


[image: A corporate strategic storyteller thinking about five ways to share stories.]


Figure 0.1 Identities of the corporate strategic storyteller: the changemaker


Figure 0.1 is a visual representation of the key message of this book. Imagine yourself as the person in this figure whose ultimate identity as a corporate strategic storyteller is to be the changemaker, someone who uses stories to make change happen. Your ultimate identity is the one you will wear like a uniform each day with pride. In a corporate setting, the change could be:




	making an organization more data-driven


	making an organization embrace diversity, equity, and inclusion


	making an organization adopt digital transformation by use of exponential technologies


	making an organization build sustainable working models to help planet and society


	making the organization implement mental health and wellbeing initiatives.





However, in the process of becoming a changemaker you will adopt various other storyteller identities. Think of these identities as different caps you can wear to fulfill different purposes in the process of making change happen. Which cap you wear when is determined by the purpose at hand:


To build connections you can adopt the identity of a marketer storyteller, who makes the change happen by having a deep understanding of who the story is for.


To find stories, you can adopt the identity of a reflective and journalist storyteller.


To tell stories, you can adopt the identity of a reporter storyteller who can tell the stories well. This is about delivery of the story versus finding the story.


To create narratives, to move people in the desired direction, you will wear the visionary cap.


I will cover all these identities in detail in this book.


In Strategic Storytelling your journey to success as a strategic storyteller is set out in three parts, showing you how you can adopt key identities along the way.


Part I: Who Is The Story For? Become a Marketer Storyteller



This part will dive deep into the kinds of audience you come across in the corporate world and why truly understanding them is what creates the difference between whether your story is strategic or not.


We will decode words like emotion, empathy, resonance, and connection, each of which is important, packed with meaning, but often used loosely and rarely understood.


You will learn to master the art of changing the story to suit various kinds of audience in the corporate ecosystem: bosses, peers, and employees.


Consciously tailoring a story to suit our audience seems logical, but an unconsciously blurred understanding of our audience is common. For example, you are an employee working for a multinational headquartered in Europe. You are telling the story of an amazing project you successfully implemented in Europe to a government (in this case your audience) in Asia. You are proud of the work you have done. The story is sticky for you, but the government official listens to you and says, “It’s a great story but it doesn’t help our agenda in any way.” In that moment you realize that the story is only sticky for you. This happens because stories are often sticky but not necessarily sticky for everyone. The stickiness of the story is subjective. Sticky in this context refers to the potency of the story.


The two things that potentially went wrong here are:




	We got so caught in sharing the story of our project’s success that we forgot to tie that back into how that helped the government.


	The desires and the aspirations of government in Europe are different from those in the government in Asia. And we failed to dig deep and understand our audience. We just assumed every government wants similar outcomes.





You feel like you have a good story, and you could tell it to anyone, anywhere, and it would work well. This is true for stories built for a mass audience, but corporate audiences are specific and here you must prioritize connection over attention when storytelling. The difference is that, while you may get someone’s attention, attention doesn’t necessary lead to an action. An action is the result of connection, and that goes much deeper.
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