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* They’'re more like guidelines really...
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| kept notes of all the advice | gave out during those

sessions. Some of it was good. Some a little questionable...
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handy list for you. In no particular order.
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more like guidelines, really.
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before you break them. Enjoy.



Great stories make an
audienceFEELsomething.

The best stories make an
audienceDO something.



Great stories are about
transformation .

Somebody (or something) needs to be
transformed by the end of the story.
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just a list of things that happened,
EOGO0 1T O A OOl ous

) O6 0 EIT OOIT Al EOI 8



w
-,

A AL i . -

v 5 . 2, .2

Storytelling is Ej‘bou’[ two things; R
It's about character ond p.o’q "

[ A

~
¥ P < 4
y W~ P \ A\
< )
% & ..
r~ : 3]
I3y x
B g ".‘
4 _ I ARk =
7 P AR Nt R
X ‘/ Ny )
; \ :
SR o |
. . &
g 4 SRR B % 2
s : \
\ ¥




When you tell transformational
stories, hormones likedopamine ,
endorphins andoxytocin are
released into your brain.

They help to connect with your
audience by building trust & empathy.
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Great storytellers are obsessed with

Il OEOOI Ol Amhiolittle | AOEAC
pamphlet explains the underlying
foundations of all great stories.

And just because it was written
thousands of years ago in 335BC,
AlT60 OEETE EO EOI O

If you want to influence and move
an audience, it is.



Great stories are about
Intention and obstacle.

4EAO0O EOS

Somebody wants something really
badly, and something formidable is
standing in their way; an obstacle so
AEC OEAO EO I111EO
chance of overcoming it.






Great stories create drama and
contrast by using words like
Mut o lexcaptd fand then o 8



If someone gives me a story they need
Of EI POl OAh AT A xA

time, one of the first things | do is to
AT 0T 0 ET x | AT U ba&i A
IS used.
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and troughs of the story are going to
AA8 )O60 T T A NOEAE
to look, to gauge condition of the story,
and what needs to be done.



Great stories have 3 acts.
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And an end.

But not necessatrily in that order.
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how many people theyreached.

4 EAUGO0A 11T 0A AT TAAC
of the people they reached,

how many did theymove?
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The quickest way to get an audience
to remember something is to make
them laugh*.

4AEAOAGO A ClISirkenOAAC
2 1 AE1 2006 tafk {9 still the top
TED talk by a considerable distance.

He made the audience laugh, on
average, every 29 seconds.



Great storytellers write their scripts
out in full. Longhand*.

Word-for-word.

And they know how fast they speak.
That allows them to rehearse better,
analyse their scripts, and make sure

that their talk never runs over their
allotted time.
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Collinsinsisted that on the morning

of a talk, they trimmed their word

count by 10%*.

No matter how much preparation
had gone into the speech, this
exercise always made it even
sharper than it already was.



Good storytellers love Joseph

# Al DPAAIAIOS @ O@ * DODDAL
structure - but great storytellers

ETT x OEAO xEEI A EOSH
Al O AOAI AOEA OOl OEA
often work for business stories.

One thing youdo need to remember is:
The audience is always the hero.
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JOSEPH CAMPBELL
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The.

Audience. —¢————=x
|S.

Always.

The.

Hero.

A gentle reminder in case you skipped over the previous
rule without realising how important this is.
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Great storytellers know that
people are not persuaded by
what you say, but by what they
understand .

Vb

Dr. John C. Maxwell
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Great storytellers care about
readability scores. They know

x E Aléxicabdensity | AAT O8
And they know theGunning Fog
Indexscore of their talks.

This is because they care more
about helping their audience
understand their message, than just
having something impressive to say.



Great storytellers love Al, but they
AlT60 CAO EO Ol xOE
them.

AEAU OOA ') lIzZa®A 1 E
Intelligent Assistant- which helps them

to research their audience, ask the

right questions, and not let their own
cognitive bias get in the way of telling

the audience what they need to hear.



The purpose of a storyteller
is not to tell you how to think,

but to give you gquestions
to think upon.

BRANDON SANDERSON
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their story until they get it right,
they practice until they can

never get it wrong .

Having it written down in full
IS what makes this work.
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Great storytellers understand

that if they know their script
off-by-EAAOOh xEAT OEAU
presenting-OEA UG 1 I ODPAT A
time focusing on how their

audience is responding and

less time worrying about

messing up their lines.
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Great storytellers know that what
you leave out, is often more
Important than what you put in.

$I 160 OOAAO UI OO AQ

Sometimes it helps to make them
do some work and join the dots
themselves.



G\nd then what happenede 6
are four of the most powerful words
In storytelling.

If your audience is thinking that at
any point in your story 7z you know
Ui 06 0OA xEITT ET CS8

That means the dopamine is kicking
In and your story is working.
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Great storytellers know their
PAOOI T Al EOU OUBPAh A
people can beveryopinionated about
which personality model works best!

) Al T1T60 OEETE EO I A
some people think it does; but

whichever model you prefer- using

one will always make you a better
storyteller, and a better communicator.



Use whatever technology you have at
your disposal to research your
audience. EverDeep Researchrou can
never do enough audience research.

And if you know the name of the

person who you want your story to
Influence - working out their

personality type can be particularly

EAIl DAOI 8 %ODPAAEAI I U
preparing to present to them.
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Whoever tells the best stories
goes home with the most marbles.

Always.
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Got a few hours to tell some stories?
A conference? A workshop?

Try reimagining yourself as amovie
director or a TV showrunner

90 minutes?Script the flow like a movie.
4 hours?Try approaching the agenda
like 4 x 1-hour Netflix episodes, each
structured to make your audience want
to binge-watch them all at once.



At CES in 2025, Nvidia CEdgnsen
Huang, kept the audience engaged for
9-1 ET OOAO8 4EAO0G60 A
keynote speaker. (EverBonoat Davos!)

Jensen approached his keynote like a
movie. He managed the attention span
of his audience by splitting his
narrative into 7 x mini-keynotes of
around 11 minutes each.



) £ Ul O60A 111U CIO
(an informal introduction, or a
presentation, with no time to prepare),
try this simple 3-act structure.

7EAOG O A ABcitethorB?E 1 C
A few things toDisturb them?
And a few things toAssurethem?

Sounds simple. But it works.
'TA EEZ EO xAO CI1TA



how we learn best.
 numbers and facts
s, but we keep Th@,wi.
into our heads \-\‘.‘




The most powerful emotion in
storytelling is surprise . When you
surprise an audience, their emotions
intensify by up to 400%'.

And now that you know that Rule 1 is
the golden rule of storytelling, great
storytellers like you will constantly ask
themselves:



Sometimes you need to kill the hero
first and explain who they are later.
AEAOG6O xEU 10AT OEIl
the best storytellers out there.



Great stories do 6 things:

~ &
~ &

91 OO OO0I ou AT AO1 60O
the same time. And not in equal
measure. But if you need to connect
with a diverse audience, make sure
your story hits each mark at least once.



®
We are all storytellers.

We all live in a network of stories.

There isn't a stronger con ‘ec’uon

S— -

JIMMY NEIL SMITH



Not every story needs to contain a
conflict. We love villains and obstacles

in the Western world, but great
storytellers in Japan sometimes use a
story structure called+ E OE e OA.l E /

Conflictis replaced with Contrast

Makes the story FEEL totally different.



Great storytellers make even the
most boring stories interesting.

7EAT OEAUGOA Al OAA
or of telling the same story too many
times, they make their story about

x EU OEAUG OA Al OAA |

This is more profound
than it sounds.



Great stories have a musicality to them.

Words, when presented properly, can
sound more like music that dialogue.

Great storytellers worry about things
like rhythm and cadence.



Great storytellers like to emphasise
important points with dramatic pauses.
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of time.



Great storytellers love a black screen
xEAT OEAUG6 OA POAOAI

They know that eyes are always drawn
to big, shiny, white objects.

And sometimes a black screen not only
CEOAO OEA AOAEAT AAG
shifts the focus away from the screen

and back onto the storyteller.



Right?



@People remember stories
more than statistic® 8

Yes, this is true. Research backs it up.

But If statistics play an important role

inyourstory-AT A OEA 1 Ol A/
compelling enough-EO AT AOIT 6 O
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Good storytellers in business like to
NOI OA O0EOBGAOGO OOI AC

Great presenters know them, but
OEAU Al T 060 OQthee AAI
time.

4AEAO6O0 AAAAOOA OEAU
the framework for Finding Nemass

rarely going to help them influence

a commercial audience.



Despite Rule 37 (!), there is sometimes a
place for a well told playful story. Pixar
EAOA cc¢ OOOI AO68 4E

Once upon a time
And every day

Until one day

And because of this
And because of this
Until finally



In fact, come to think of It,
OEAO6 0 OOI A nx EO
o#1 1 A OP xEOE UI OO
figure out your middle.

Seriously. Endings are hard, get yours
x| OEET ¢ Ob A&OI 1 08506
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that your story feeds off of?

4EAO0O0 OEA EAAOO 1A



That's what we storytellers do.
We restore order with imagination.

We instill hope.
Again and again and again.

WALT DISNEY



CADOB O O AlierEsudtdss stoiessO
7EU AT 160 xA OEEITE
like adventure stories?

4117 T AZAOAT OEAUOGOA E
a few actions, a product or service we

want to sell, and a testimonial quote.
AEAOGO 11 0O AitclwOl OUs

Adventure stories only begin when
something goes . Try starting
there instead?



Good storytellers and communications
coaches like to throw around rules like
(Ohe 738-55 Rul®’ @t sounds fancy).

We like rules.
But great storytellers know that if the

7% (your words) are not good enough,
OEAT OEA 1 OEAO wob



Great business storytellers study
keynotes from conferences likaNEFat
Davos CORCESTHINK& Dreamforce

Especially the bad ones.

Great storytelling is not Just about
knowing what works ZE O6 O A AT
O

e
ET T xEI C xEAQwH)I AOT 6



If you want to know what it FEEL Sike
to write a masterpiece- get a nice pen,
a new notebook, and copy your
favourite

word -for-word.
) O6 0 Al A @dppwork OA AA

It works.



Great storytellers are passionate about
the art of rhetoric, and the
neuroscience of decision making.

AEAO60 AAAAOOA OEAU
of their stories by what their audience

did afterwards. Great storytellers want

to understand how people make
decisions, andwhy they respond to

certain words and phrases.



Whether you have a long time to write
a story or speech, or very little time to

prepare z apply at
all times.

If you spend of your time
researching, writing, and

rehearsing and rewriting 7 then you X
xI T6O0 CI ZE£AO xOI1Cs8






Read everything Nancy Duarte has
written.

Resonatewill help you structure your
story.

llluminate will give it more purpose.

DataStorywill help you to tell it better
at work.
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Great storytellers have these four on
their bookshelf.

Five Stars

Talk Like Ted

The Storytellers Secret

The Presentation Secrets of Steve Jobs




Great storytellers lovesilences.

| kKnow you want your presentation to
be brilliant, but if you try too hard - it

xEl1T AA AO Opandoout , |,
audience might feel overwhelmed.

Sometimes your story needs to be ata
Oxoh Ol xAAOA OOIT I A
story.



N\

" OAAO OOT OUOAI 1 AOO

Vocabulary:

Study the position of every word on the page of your scripts.

Verbal:

Record yourself on camera, but only listen to the audio when
you play it back. Close your eyes and listen out for awkward
filler words, monotone and speed.

Visual:

Watch the video back a 3rd time but this time with no sound.
Focus on your expressions, background & body language.



Great storytellers are not
afraid to read their scripts in
certain circumstances.

If it was good enough for

Steve Jobs, when he gave the

best commencement speech

I £ Al OEI Ah OEAI
enough for you.
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AEAU AT 160 OAITU 11
thinking they can get by without

writing their story in full - (because it
will sound stiff or rehearsed 8

Because they know that if they applied
Rule 18 properly, then itwill feel
natural, authentic and conversational.



Great storytellers appreciate the

xEOAT I 1T £ * &+ ODPA
Sorensen z author of many of the
x| Ol A6O 11 00 1| Al T OA

He said that all great storytelling just
comes down to four words & five lines:

Oor1T 1001 ET Ah EAAAI E
and a bottom line. And brevity, levity,
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Great storytellers who need to write a
Ghought leadership DEAAA AO!
that success in professional writing

boils down to this one important truth:

O4ET OCEO 1 AAAAOOEEE
conveying YOUR ideas to your readers.
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Great storytellers avoid PowerPoint
whenever possible.

For many presentations, slides are
essential, but for some of the most
Important ones z a live demo, a
whiteboard, a flipchart or a napkin will
make a far greater impression.
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The average attention
span of a B2B audience
IS about 6 minutes.

Act accordingly.



Great storytellers understand the
DOUAEIT I T CE A fih slidnigd 8A A
' T A OE A WBinkRBy MaldblA A
Gladwell.

They know how important it is to

make a strong first impression in
the first few seconds.



Storytellers have about to
capture the attention of your audience
when they start talking.

46 xOEOAOO cddoped 8OE E

If you want your stories to have better
OAl I A watehAdmd ddastmasters
world champions, or popular TED
Talks, and make detailed notes about
what they do In their first 75 seconds.



Great storytellers know the story
before the story. They research well.

What was going on in the world, the
AOOET AOOh T O OEA AC
your story began?

Context creates meaning. Having a
relevant anecdote, or even something
from that day's news up your sleeve,
could make all the difference.
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7EAO AAI OO OEA bl AA
telling your story? Is there anything
historically significant about the

venue, which you could weave into

your story?

Better still, could you choose to tell
your story in a location which is
relevant or meaningful to it?



Great storytellers know how to
@how the monsteA 6

f your story is about solving a
oroblem, make sure the audience feels
now bad the problem is before you

pd o v N
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No pain, no gain.






