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“To be a person is
to have a story.”

- Isak Dinesen
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Harvard Business Reviews

Al of us comstruct marratives
about ourselves—where weve
come froms, where we're going.
The kinds of stories we tell
make an emormous difference
i how well we cope with

What's Your Story?

by Herminia Ibarra and Kent Lineback
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Organizations are human



Humans tell stories...



...to share ideas, make
sense of the world and
join forces with others to
accomplish great things.



Leaders that use storytelling
strategically tap into the human
nature of their organization...



..to bring more meaning, focus
and productivity to their work
and to their workforce.



Meaning



Change



Taking people from
where they are to where
they need to be



Storytelling works because
it’s already in our nature



“The single most effective
tool a leader has is story.”

- Dr. Howard Gardner






MULTIPLE

INTELLIGENCES

Source: Dr. Howard Gardner
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The exchange of something
meaningful, shared from one
person to another...

..for a purpose

Strategic Storytelling



Increasing the effectiveness
of communications...

...to forge action



What do | want them to do?

What do | need them to
think and/or feel?

What’s the message | want
them to hear?

Is there a story | can tell to
foster all of the above?
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Four truths of great storytelling



Great stories tap into emotion






Great stories are universal
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Great stories are relevant



Great stories are never
completely told



Building blocks of
a great strategic story



PREMISE

(The context for your story)
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Traits of great storytellers



Great storytellers listen, engage
and interact with their audience






Great storytellers
empower others






Great storytellers
are generous in spirit



Great storytellers are
expressive, animated and
highly descriptive



Boyd Varty LELL

“What | Learned from
Nelson Mandela”




Great storytellers
are human, vulnerable,
truthful and trustworthy












Great storytellers do not
hide behind PowerPoint
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Your story
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Your company’s story



Transformative stories
to shape the way people
think, feel and act



|deal Stories for a Leader’s Library

 Getting through change

* What it means to be a leader

* The true power of teamwork
 Remarkable customer service
e Stories to inspire and motivate
e Struggle and success (learning)
e Struggle and failure (learning)



Strategic Story Library Development Grid

Audiences Desired Actions Needed Thoughts & Feelings Messages to Convey (Point)

One:

Two:

Four:

Bill Baker | @Storytellersill

ASTD vSession | January 8, 2013







Finding great stories



Letting great stories to find you



Your own life experiences



Your own work experiences



The experiences of others (friends,
family, colleagues, partners, etc.)



Your consumption of media






IF YOU ARE
UNEMPLOYED

AND NEED AN
OQUTFIT CLEAN
FOR AN INTERVIEW,
WE WiILL CLEAN

IT FOR FREE







Remember that a story, an
“exchange of meaning,”
can take many forms



Fetote Fron wise dead perSon
Story about others

. Parable or fairytale
Infographic

Story from sports
NEWS HEADLINE

Story from literature or mythology

Video clip A"alogy oY me‘[aphor

Story from movies, plays, opera
Cartoon

Personal story about yourself

Story from History

Arresting image



ldentify gaps in the library
Listen and observe

Absorb and collect



Imagination






“...the power to empathize with
humans whose experiences we
have never shared.”

- JK Rowling



Thank you

@StorytellerBill
www.billbakerandco.com/blog
bill@billbakerandco.com
+1 604 868 1924
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