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WHY STORIES?



“THE ICEBERG THEORY 
OF STORYTELLING”



“For sale:
Baby shoes, 
never worn.”



STORIES “SOLVE” 
PROBLEMS BY WEAVING 
COMPLEXITY INTO A 
COHERENT AND 
RESONANT NARRATIVE





The storyteller discovers a story by asking certain key questions. First, what does my protagonist
want in order to restore balance in his or her life? Desire is the blood of a story. Desire is not a 
shopping list but a core need that, if satisfied, would stop the story in its tracks. Next, what is 
keeping my protagonist from achieving his or her desire? Forces within? Doubt? Fear? Confusion? 
Personal conflicts with friends, family, lovers? Social conflicts arising in the various institutions in 
society? Physical conflicts? The forces of Mother Nature? Lethal diseases in the air? Not enough 
time to get things done? The damned automobile that won’t start? Antagonists come from people, 
society, time, space, and every object in it, or any combination of these forces at once. Then, how 
would my protagonist decide to act in order to achieve his or her desire in the face of these 
antagonistic forces? It’s in the answer to that question that storytellers discover the truth of their 
characters, because the heart of a human being is revealed in the choices he or she makes under 
pressure. Finally, the storyteller leans back from the design of events he or she has created and 
asks, “Do I believe this? Is it neither an exaggeration nor a soft-soaping of the struggle? Is this an 
honest telling, though heaven may fall?”



NAME A 
MEMORABLE AD?





FREYTAG’S PYRAMID (BASED ON ARISTOTELES)

ACT 1
EXPOSITION
(Inciting 

Moment)

ACT 2
COMPLICATION

(Rising Action)

ACT 4
REVERSAL
(Falling Action)

ACT 5
DÉNOEMENT
(Moment of 
Release)

ACT 3
CLIMAX

(Turning Point)





IDEO: HOW WE USE STORIES FOR CREATIVITY

1. Stories have more credibility
2. Storytelling connects with emotions
3. Stories help in investigating uncomfortable topics
4. Storytelling is more compelling in making 

arguments
5. Storytelling creates heroes and personas
6. Storytelling gives a vocabulary for change
7. Good stories create order from chaos and 

disconnected elements





STORIES AND 
METAPHORS IN 
MARKETING 
COMMUNICATIONS







“STORYTELLING 101”

1. Parachute in, don’t preamble
2. Choose first and final words carefully
3. Follow the “Goldilocks” theory of details
4. Focus your delivery on “one person with one thought” 
5. Consider the power of poetry
6. Use silence for impact and emphasis
7. Know your AIM



IMPORTANT:
GOOD STORIES 
RARELY SAY THINGS 
EXPLICITLY—THEY 
IMPLY





“HOW TO TELL A GREAT STORY”
1. START WITH THE MESSAGE
– Understand the audience needs

2. USE YOUR OWN EXPERIENCES
– Brand history and past successes / failures

3. DON’T MAKE YOURSELF THE HERO
– Solve the audience’s problem, don’t push the brand

4. HIGHLIGHT STRUGGLE
– “A good story needs a conflict”

5. KEEP IT SIMPLE
– Less is more – small details impart more





“12 STORYTELLING TECHNIQUES FOR BORING BRANDS: HOW TO 
CREATE AN EFFECTIVE AD CAMPAIGN”

1. Understand Expert Storytelling Techniques
2. Come up With a Colorful Idea 
3. Write a Premise 
4. Use Key Storytelling Ingredients: Heroes and Desires 
5. Don’t Sell Your Product 
6. Deliberately Hide Information 
7. Be Tremendously Human 
8. Be Authentic
9. Go for the Laugh
10. Make it as Visual as Possible 
11. Stand Out 
12. Make it Easy to Relate To for Your Target Group 





SO HOW DO YOU 
MAKE IT ALL WORK?
(I.E., PLANNING THE STORY)





“HOW TO BUILD A STRATEGIC NARRATIVE”

1. HUMAN CONTEXT
– “People want to get a sense for your company as if it were a person.”

2. SHARED PURPOSE
– “This shared purpose is the outcome that you and your customer are working 

toward together”
3. BRAND DNA
– “People don’t fundamentally change, and neither do companies. When they are 

founded, a kind of DNA is created that persists for the life of the company”
4. LOSING THE NARRATIVE



Volkswagen’s brand DNA



© Henri Weijo
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QUESTIONS THAT DRIVE AD STORYTELLING

1. WHAT IS THE KEY INSIGHT / CREATIVE BRIEF THAT SETS 
THE STORY?
– Understand the audience needs that has not been communicated

2. WHAT IS FOREGROUNDED VS. BACKGROUNDED?
– How much do you show vs. tell? 
– What is implied vs. made explicit?
– What is the setting that “speaks louder than words”?
– Who are the characters? è know who your customers identify with!

3. HOW TO FEATURE THE BRAND?
– What is just the right amount of exposure that doesn’t break the story?
– How to make sure the brand fits the story thematically?









DIVERGENCE X RELEVANCE 
X EFFECTIVENESS



DIVERGENCE X RELEVANCE X
EFFECTIVENESS

• Different enough from competition and usual offerings (i.e., market’s 
cultural orthodoxy)

• Relevant to the audience (powerfully speaks to a common or 
important need)

• Effective advertising makes a successful link between difference and 
relevance

• Effectiveness is thus a balancing act! è Too different is strange and 
weird, too relevant familiar and boring



VISUAL 
STORYTELLING AND 
METAPHORS











FOR THE REST OF THE CLASS
1. How do you tell a story about your problem?

1. Who is the protagonist in it? What is their desire? What are the obstacles? What is the 
decision to act? What is the resolution or payoff?

2. What makes the story interesting or believable? 

2. How short can you make the story? How do you tell it?
1. Is there a folk tale that you could retell or reappropriate?
2. Story as metaphor: how do you represent it? Visual or verbal?

3. What is the “vocabulary” of your story and its problem?
1. What are the key words?
2. What are the key emotions?



FOR NEXT TIME

Monday 15th of April
• Guest lecture Olli Sirén from Miltton
• Please read: the Restaurant Day paper from MyCourses
Wednesday 17th of April
• Client IdeaGen case!


