
paul_arnold@me.com 

The magic and power  
of  storytelling 



paul_arnold@me.com 

Paul Arnold 

25 years in advertising: 

    -Saatchi & Saatchi and Grey 
    -SVP Global Account Director 
    -Global Planning Director (GSK)   

Specialist in inspiring accelerated 
performance in people and teams 

MBA 
MSc in Change   
Master Practitioner in NLP 

paul_arnold@me.com 



paul_arnold@me.com 

Structure 

About  
Stories 

Brands 

Organizations 

0.5	
  



paul_arnold@me.com 

1. About Stories 

About  
Stories 
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Stories help us make sense of  the world 
and our lives 
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Stories resonate at a deeper emotional  
and spiritual level (as they connect with our 

identity and purpose)  

Head 

Heart 

Soul 



paul_arnold@me.com 

Stories are carriers of  meaning 
2	
  

Meaning 

Behaviour 

Performance Emotional state 

Event 
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We get ‘hooked’ by story 
(as in their story we are trying to find  

our own story 
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Stories connect us to our own deeper  
archetypal stories  
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The 7 basic plots 

Overcoming the 
monster 

(Good defeats evil) 

Rags to riches 
(You can improve your life) 

The Quest  
(Explore to grow) 

Voyage and return 
(Appreciate what you have 

got) 

Comedy 
(We need to see the funny 

side of things) 
Tragedy 
(Warning!) 

 Rebirth 
(You can change) 
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The architecture of  a good story 
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The architecture of  a good story 

Conflict 

Action 

Resolution 
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The architecture of  a good story 

Conflict 

Action 

Resolution 

(Moral of  the story) 
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2. How stories can help build brands 

Brands 
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Stories cut through & create emotional 
connections 
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Stories shift perception and frame 
experiences 
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Stories shift behaviour 
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We ‘wear’ stories that reflect our story 
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Brands are stories  
(and it is the story we connect to) 

 “A great brand is a story that’s never 
completely told.  

A brand is a metaphorical story that 
connects with something very deep  – 
a fundamental human appreciation of 
mythology. Companies that manifest 
this…invoke something very 
powerful…  

Stories create the emotional context 
people need to locate themselves in a 
larger experience” 

Scott Bedbury 
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Brands can often play out  
archetypal roles 
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Which manifest itself  in the stories they 
tell 

Hero 
Explorer 
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The internet is helping us to tell more 
stories (and more of  the story) 
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But these days the brand story is  
co-created 

Functional 

Emotional 

Brand Consumer 

1	
  



paul_arnold@me.com 

Story builds values 
1	
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Story builds values 



paul_arnold@me.com 

And bad stories kill reputations and value 
1	
  

Bad stories travel faster and further 
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Finding your brand story 

Sources: 
•  History/Values 
•  How product is made 
•  How product is used 
•  Culture 
•  Consumer 
•  Created stories 
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Authenticity is key - Find your truth 
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History 
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Values 
2	
  

Chrysler – It’s half  time in America 
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The product story 
1	
  

Bird’s Eye – no colour 
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And the story needs to be told in many 
places 
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The product in use story 
1	
  

Mercedes-Benz - Safety 
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Consumer stories 
1	
  

Sensodyne – consumer story 
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Consumer stories 
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..and remember, the story is constantly 
evolving 
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And sure there are just great stories in 
ads… 

1	
  

…but these are not authentic stories.  
A brand story only really creates a deeper meaning  

when it comes from a 
 truth 
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3. Using stories in organizations 

Organizations 
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The power of  stories within an 
organization 
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Stories avoid critical analysis 
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Stories allow the unsaid to be said 
1.0	
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The CEO is the chief  storyteller of  the 
organization 
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The different ways storytelling  
is used in organizations 

•  Company Vision/leading into the future 
•  Communicating values 
•  Building cultures 
•  Getting commitment/collaboration 
•  Providing focus/direction 
•  Sparking action/change 
•  Learning/sharing of  knowledge/sense making 
•  Developing credibility 
•  Reconciling differences 

2.0	
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Summary 

•  Find the authentic story 

•  Don’t just tell stories – live them – develop them – grow them 

•  What is your own story you want the world to hear? 
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