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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
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1 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)
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Stories are carriers of meaning
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We get ‘hooked’ by story
(as in their story we are trying to find
our own story

ROBERT McKEE




Stories connect us to our own deeper

archetypal stories

‘This is the most extraordinary, exhilarating book.” FAY WEL/

THE SEVEN
'BASIC PLOTS

Why we tell stories
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The 7 basic plots

Overcoming the Rags to riches The Quest
monster (You can improve your life) (Explore to grow)
(Good defeats evil) ;

Comedy Rebirth
(We need to see the funny Tragedy "
Voyage and return side of things) (Warning!)

(Appreciate what you have
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The architecture of a good story




The architecture of a good story

Action

Conflict
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The architecture of a good story

Conflict
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2. How stories can help build brands

Brands
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Stories cut through & create emotional
connections




Stories shift perception and frame
experiences




Stories shift behaviour




We ‘wear’ stories that reflect our story




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




Brands can often play out
archetypal roles

SAGE | CREATOR

CARE GIVER
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INNOCENT RULER
BRAND

ARCHETYPES
MAGICIAN JESTER

OUTLAW REGULAR
GUY

HERO LOVER
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Which manifest itself in the stories they
tell
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The internet is helping us to tell more
stories (and more of the story)




But these days the brand story iIs

co-created

Brand Consumer

european institute
for commercial communications
education




Story builds values
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And bad stories kill reputations and value
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Tweets

Paul Amold  Slooowdown
Tag Horror Don't trust their service department - they tried to rip me
off £200 for something that took me 1 minute to fix - shame on you!!

224 PM - 30 Mar 12 via Twitter for iPhone - Detalls

apdictof T Cor Gl Gompany
20 FL 0Z (1.25 PT) 591 mL
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Finding your brand story

Sources:
 History/Values
« How product is made %
« How product is used

Culture
.‘umer
. ted stories



Authenticity Is key - Find your truth




History

MR. JACK DANIEL WAS NO SAINT.
BUT HE DID START SOMETHING OF A RELIGION.

We think Me. Jack would be gratified to know his Tennessee sippin’ whiskey
still aceraces zealous devocees. And that the folks in Lynchburg who peoduce
his whiskey today, are equally passionate about making ic his oldrime way.

JACK DANIEL'S @ TENNESSEE WHISKEY
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Values

Chrysler — It’s half time in America
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The product story

Bird’s Eye — no colour
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The product in use story

Mercedes-Benz - Safety




Consumer stories
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Consumer stories

HELLO: GUEST P LOG IN P REGISTER :
2
JOHNNIE WALKER..L \

| IUR LABELS & HERITAGE

Home | Walk with Giants

- WALKWITH

RUSSIAS MOST SUCCESSFUL
RESTAURATEUR

WALK WITH
THEARGHITEGT WHO
RESHAPED BEIRUT

WALK WITH
THE MOST AWE-INSPIRING
[RONMAN

eas will never see the light of day
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..and remember, the story Is constantly
evolving
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And sure there are just great stories In
ads...

Les Noavelles
ChauSsures

...but these are not authentic stories.
A brand story only really creates a deeper meaning
N when it comes from a
ed . truth




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
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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 The
Building cultures LEADER’S
Getting commitment/collaboration GUIDE
- . . STORYTELLING
Providing focus/direction g
Sparking action/change BUSINESS
Learning/sharing of knowledge/sense making =~ NARRALIVE
Developing credibility m
Reconciling differences STEPHEN DENNING

AUTHOR OF Squirrel Inc.

2.0



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?







