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/ÖÅÒ ÔÈÅ ÌÁÓÔ ÆÅ× ÙÅÁÒÓȟ )ȭÖÅ ÇÉÖÅÎ Á ÌÏÔ ÏÆ ÐÒÅÓÅÎÔÁÔÉÏÎÓ ÏÎ 
ÔÈÅ ÁÒÔ ÁÎÄ ÓÃÉÅÎÃÅ ÏÆ ÓÔÏÒÙÔÅÌÌÉÎÇȟ ÁÎÄ )ȭÖÅ ÈÏÓÔÅÄ ÄÏÚÅÎÓ 
ÏÆ ȰÁÓË-me-ÁÎÙÔÈÉÎÇȱ 1Ǫ! ÓÅÓÓÉÏÎÓȢ

I kept notes of all the advice I gave out during those 

sessions. Some of it was good. Some a little questionable... 

3Ïȟ ÆÏÒ Á ÂÉÔ ÏÆ ÆÕÎȟ ) ÔÈÏÕÇÈÔ )ȭÄ ÃÏÍÐÉÌÅ ÔÈÅÍ ÁÌÌ ÉÎÔÏ Á 
handy list for you. In no particular order. 

)ȭÖÅ ÃÁÌÌÅÄ ÉÔ The 109* Rules of Storytelling - ÂÕÔ ÔÈÅÙȭÒÅ 
more like guidelines, really. 

!Ó ×ÉÔÈ ÁÌÌ ȰÒÕÌÅÓȱȟ ÉÔȭÓ ÉÍÐÏÒÔÁÎÔ ÔÏ ËÎÏ× ÔÈÅÍ
before you break them. Enjoy.

Jeremy J

The Rules

* Because 110 is too many.



Great stories make an 
audience FEEL something.

The best stories make an 
audience DO something.

~ ONE ~

The other 108 rules are important, but this is Rule number 1 for a reason.
#JustSayin 



Great stories are about 
transformation . 

Somebody (or something) needs to be 
transformed by the end of the story. 

)Æ ÔÈÅÒÅȭÓ ÎÏ ÔÒÁÎÓÆÏÒÍÁÔÉÏÎȟ ÏÒ ÉÆ ÉÔȭÓ 
just a list of things that happened, 
ÉÔȭÓ ÎÏÔ Á ÓÔÏÒÙȢ 

)ÔȭÓ ÊÏÕÒÎÁÌÉÓÍȢ

~ TWO ~

Paraphrasing Aaron Sorkin.



Storytelling is about two things;
LǘΩǎ ŀōƻǳǘ ŎƘŀǊŀŎǘŜǊ ŀƴŘ ǇƭƻǘΦ

GEORGE LUCAS



When you tell transformational 
stories, hormones like dopamine , 
endorphins  and oxytocin  are 
released into your brain. 

They help to connect with your 
audience by building trust & empathy.

7ÈÅÎ ÙÏÕ ÄÏÎȭÔ ÔÅÌÌ ÔÒÁÎÓÆÏÒÍÁÔÉÏÎÁÌ 
ÓÔÏÒÉÅÓȟ ÔÈÅÙ ÄÏÎȭÔȢ 

~ THREE ~

This is useful information because these hormones make Rules 1 & 2 work.



Great storytellers are obsessed with 
!ÒÉÓÔÏÔÌÅȭÓ 0ÏÅÔÉÃÓ. This little 
pamphlet explains the underlying 
foundations of all great stories. 

And just because it was written 
thousands of years ago in 335BC, 
ÄÏÎȭÔ ÔÈÉÎË ÉÔ ÉÓÎȭÔ ÒÅÌÅÖÁÎÔ ÔÏÄÁÙȣ 

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

~ FOUR ~



Great stories are about
intention and obstacle . 

4ÈÁÔȭÓ ÉÔȢ

Somebody wants something really 
badly, and something formidable is 
standing in their way; an obstacle so 
ÂÉÇ ÔÈÁÔ ÉÔ ÌÏÏËÓ ÌÉËÅ ÔÈÅÙȭÖÅ ÇÏÔ ÎÏ 
chance of overcoming it.

~ FIVE ~



Story is intention 
and obstacle.

AARON SORKIN



Great stories create drama and 
contrast by using words like 
Ȱbutȱȟ Ȱexceptȱȟ Ȱand thenȱȢ

~ SIX ~

Become evangelistic about using them.  



If someone gives me a story they need 
ÔÏ ÉÍÐÒÏÖÅȟ ÁÎÄ ×Å ÄÏÎȭÔ ÈÁÖÅ ÍÕÃÈ 
time, one of the first things I do is to 
ÃÏÕÎÔ ÈÏ× ÍÁÎÙ ÔÉÍÅÓ ÔÈÅ ×ÏÒÄ Ȱbutȱ 
is used.

#ÈÁÎÃÅÓ ÁÒÅȟ ÔÈÁÔȭÓ ×ÈÅÒÅ ÔÈÅ ÐÅÁËÓ 
and troughs of the story are going to 
ÂÅȢ )ÔȭÓ ÏÎÅ ÑÕÉÃË ×ÁÙ ÔÏ ËÎÏ× ×ÈÅÒÅ 
to look, to gauge condition of the story, 
and what needs to be done.

~ SEVEN ~

!Ó Á ÇÕÉÄÅȟ ÏÎÅ ȰÂÕÔȱ ÅÖÅÒÙ ϊτ-90 seconds (125-200 words) is a good ratio.



Great stories have 3 acts.

! ÂÅÇÉÎÎÉÎÇȣ
! ÍÉÄÄÌÅȣ
And an end.

But not necessarily in that order. 

~ EIGHT ~

Jean-Luc Godard



'ÒÅÁÔ ÓÔÏÒÙÔÅÌÌÅÒÓ ÄÏÎȭÔ ÃÁÒÅ ÁÂÏÕÔ 
how many people they reached .

4ÈÅÙȭÒÅ ÍÏÒÅ ÃÏÎÃÅÒÎÅÄ ×ÉÔÈ ɀ 
of the people they reached, 
how many did they move?

~ NINE ~

Jacob Collier



Storytelling on stage is a 
collaboration with the audience; 
you ride the ebb and flow of 
the crowd's energy. 

JON BATISTE



The quickest way to get an audience 
to remember something is to make 
them laugh*.

4ÈÅÒÅȭÓ Á ÇÏÏÄ ÒÅÁÓÏÎ ×ÈÙ Sir Ken 
2ÏÂÉÎÓÏÎȭÓ 2006 talk is still the top 
TED talk by a considerable distance.

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

~ TEN ~

* Endorphins.



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.

~ ELEVEN ~

* Bullet points are lazy. (The best presenters speak 100-140 words per minute).



4ÏÎÙ "ÌÁÉÒȭÓ ÓÐÅÅÃÈ ×ÒÉÔÅÒ Philip 
Collins insisted 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.

~ TWELVE ~

* Because adrenalin kicks in on the day and you always speak for longer 
than you expect. But you can only do this if you take Rule 11 seriously.



Good storytellers love Joseph 
#ÁÍÐÂÅÌÌȭÓ Ȱ(ÅÒÏȭÓ *ÏÕÒÎÅÙȱ ÓÔÏÒÙ 
structure - but great storytellers 
ËÎÏ× ÔÈÁÔ ×ÈÉÌÅ ÉÔȭÓ Á ÇÏÏÄ ÆÏÒÍÁÔ 
ÆÏÒ ÄÒÁÍÁÔÉÃ ÓÔÏÒÉÅÓȟ ÉÔ ÄÏÅÓÎȭÔ 
often work for business stories.

One thing you do need to remember is:
The audience is always the hero.

~ THIRTEEN ~

The Hero With a Thousand Faces is essential reading for every storyteller.



If you're going to have a story, 
have a big story, or none at all

JOSEPH CAMPBELL



~ FOURTEEN ~

A gentle reminder in case you skipped over the previous 
rule without realising how important this is.

The.
Audience.
Is.
Always.
The.
Hero.



Great storytellers know that 
people are not persuaded by 
what you say, but by what they 
understand .

~ FIFTEEN ~

Dr. John C. Maxwell



Stories constitute the single 
most powerful weapon 
ƛƴ ŀ ƭŜŀŘŜǊΩǎ ŀǊǎŜƴŀƭΦ

DR. HOWARD GARDENER



Great storytellers care about 
readability scores. They know 
×ÈÁÔ Ȱlexical densityȱ ÍÅÁÎÓȢ 
And they know the Gunning Fog 
Index score of their talks.

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

~ SIXTEEN ~

This is why Rule 11 matters. No script. No score.
Great storytellers test their scripts in advance. 



Great storytellers love AI, but they 
ÄÏÎȭÔ ÇÅÔ ÉÔ ÔÏ ×ÒÉÔÅ ÔÈÅÉÒ ÓÔÏÒÉÅÓ ÆÏÒ 
them.

4ÈÅÙ ÕÓÅ !) ÍÏÒÅ ÌÉËÅ ÁÎ Ȱ)!ȱ ɀ an 
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.

~ SEVENTEEN ~

AI is great as a research assistant, or to help you with critical thinking?
!) ÈÅÌÐÓ ÙÏÕ ÁÓË ÂÅÔÔÅÒ ÑÕÅÓÔÉÏÎÓȢ )ÔȭÓ ÎÏÔ ÔÈÅÒÅ ÔÏ ×ÒÉÔÅ ÙÏÕÒ ÓÔÏÒÉÅÓ ÆÏÒ ÙÏÕȢ



The purpose of a storyteller 
is not to tell you how to think,
but to give you questions 
to think upon.

BRANDON SANDERSON



'ÒÅÁÔ ÐÒÅÓÅÎÔÅÒÓ ÄÏÎȭÔ ÐÒÁÃÔÉÃÅ 
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.

~ EIGHTEEN ~

If you really care about your audience ɀ practice well.
$ÏÉÎÇ Á ÑÕÉÃË ÒÕÎ ÔÈÒÏÕÇÈ ÔÈÅ ÄÁÙ ÂÅÆÏÒÅ ÉÓÎȭÔ ÇÏÉÎÇ ÔÏ ÃÕÔ ÉÔȢ



Great storytellers understand 
that if they know their script 
off-by-ÈÅÁÒÔȟ ×ÈÅÎ ÔÈÅÙȭÒÅ 
presenting - ÔÈÅÙȭÌÌ ÓÐÅÎÄ ÍÏÒÅ 
time focusing on how their 
audience is responding - and 
less time worrying about 
messing up their lines.

~ NINETEEN ~



The more you leave out,
the more you highlight
what you leave in.

HENRY GREEN



Great storytellers know that what 
you leave out, is often more 
important than what you put in. 

$ÏÎȭÔ ÔÒÅÁÔ ÙÏÕÒ ÁÕÄÉÅÎÃÅ ÌÉËÅ ÉÄÉÏÔÓȢ 

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

~ TWENTY ~



ȰAnd then what happenedȩȱ 
are four of the most powerful words 
in storytelling.

If your audience is thinking that at 
any point in your story ɀ you know 
ÙÏÕȭÒÅ ×ÉÎÎÉÎÇȢ 

That means the dopamine is kicking 
in and your story is working.

~ TWENTY ONE ~

Neil Gaiman



Stories are important not 
because they tell us that 
dragons exist, but because 
they tell us that dragons 
can be defeated.

NEIL GAIMAN



Great storytellers know their 
ÐÅÒÓÏÎÁÌÉÔÙ ÔÙÐÅȟ ÂÕÔ )ȭÖÅ ÎÏÔÉÃÅÄ ÔÈÁÔ 
people can be very opinionated about 
which personality model works best!
 
) ÄÏÎȭÔ ÔÈÉÎË ÉÔ ÍÁÔÔÅÒÓ ÁÓ ÍÕÃÈ ÁÓ 
some people think it does; but 
whichever model you prefer - using 
one will always make you a better 
storyteller, and a better communicator.

~ TWENTY TWO ~

I like Myers-"ÒÉÇÇÓȢ )ȭÍ ÁÎ ).&*Ȣ )Ô ÈÁÓ ÍÁÎÙ ÆÌÁ×Ó ÂÕÔ ÉÔȭÓ ÓÉÍÐÌÅȢ )ÔȭÓ ÖÅÒÙ 
helpful when you want to analyse the personality type of your audience.



Use whatever technology you have at 
your disposal to research your 
audience. Even Deep Research. You 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 
ÈÅÌÐÆÕÌȢ %ÓÐÅÃÉÁÌÌÙ ×ÈÅÎ ÙÏÕȭÒÅ 
preparing to present to them. 

~ TWENTY THREE ~

If in doubt refer to Rules 14 & 22.



Whoever tells the best stories 
goes home with the most marbles.

~ TWENTY FOUR ~

Always.



The best stories are those 
that leave a lasting impact 
on the audience.

DAVID MAMET



Got a few hours to tell some stories? 
A conference? A workshop? 
Try reimagining yourself as a movie 
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.

~ TWENTY FIVE ~

"ÏÏËÓ ÌÉËÅ "ÌÁËÅ 3ÎÙÄÅÒȭÓ Ȱ3ÁÖÅ ÔÈÅ #ÁÔȱ ×ÉÌÌ ÈÅÌÐ ÙÏÕ ÄÏ ÔÈÉÓȢ



At CES in 2025, Nvidia CEO, Jensen 
Huang, kept the audience engaged for 
90-ÍÉÎÕÔÅÓȢ 4ÈÁÔȭÓ Á ÌÏÎÇ ÔÉÍÅ ÆÏÒ ÁÎÙ 
keynote speaker. (Even Bono at 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.

~ TWENTY SIX ~

Steve Jobs was the master of long presentations because he used a similar 
approach. Marc Benioff too.



)Æ ÙÏÕȭÖÅ ÏÎÌÙ ÇÏÔ Á ÓÈÏÒÔ ÓÔÏÒÙ ÔÏ ÔÅÌÌȟ 
(an informal introduction, or a 
presentation, with no time to prepare), 
try this simple 3-act structure.

~ 7ÈÁÔȭÓ Á ÆÅ× ÔÈÉÎÇÓ ÔÏ Excite them?
~ A few things to Disturb them?
~ And a few things to Assure them?

Sounds simple. But it works. 
!ÎÄ ÉÆ ÉÔ ×ÁÓ ÇÏÏÄ ÅÎÏÕÇÈ ÆÏÒ !ÒÉÓÔÏÔÌÅȣ

~ TWENTY SEVEN ~

See Rule 4.



Stories are how we learn best.
We absorb numbers and facts 
and details, but we keep them 
all glued into our heads 
with stories.

CHRIS BROGAN



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: Ȱ(Ï× ÃÁÎ ) ÓÕÒÐÒÉÓÅ ÍÙ 
audience with this story - by giving 
ÔÈÅÍ ÓÏÍÅÔÈÉÎÇ ÔÈÅÙ ÄÏÎȭÔ ÅØÐÅÃÔȩȱ 

~ TWENTY EIGHT ~

ɕ2ÅÁÄ Ȱ.ÅÕÒÏÓÃÉÅÎÃÅ ÆÏÒ ,ÅÁÄÅÒÓÈÉÐȱ ÂÙ 4ÁÒÁ 3×ÁÒÔ ÅÔ ÁÌ



Sometimes you need to kill the hero 
first and explain who they are later. 

4ÈÁÔȭÓ ×ÈÙ 1ÕÅÎÔÉÎ 4ÁÒÁÔÉÎÏ ÉÓ ÏÎÅ ÏÆ 
the best storytellers out there. 

~ TWENTY NINE ~

QT understands Rule 28 better than anyone.



Great stories do 6 things:

~ Inspire  & Inform .
~ Entertain  & Educate.
~ Challenge & Solve Problems .

9ÏÕÒ ÓÔÏÒÙ ÄÏÅÓÎȭÔ ÎÅÅÄ ÔÏ ÄÏ ÁÌÌ φ ÁÔ 
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.

~ THIRTY ~

3 Right brain (for the heart) + 3 Left brain (for the head).



We are all storytellers. 
We all live in a network of stories.

¢ƘŜǊŜ ƛǎƴΩǘ ŀ ǎǘǊƻƴƎŜǊ ŎƻƴƴŜŎǘƛƻƴ 
between people than storytelling.

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 +ÉÓÈęÔÅÎËÅÔÓÕ. 

Conflict is replaced with Contrast. 

Makes the story FEEL totally different.

~ THIRTY ONE ~

Goodness knows we have enough conflicts in the world already. 
Maybe your story might benefit from a little Eastern inspiration?



Great storytellers make even the 
most boring stories interesting. 

7ÈÅÎ ÔÈÅÙȭÒÅ ÂÏÒÅÄ ÏÆ ÔÈÅÉÒ ÓÕÂÊÅÃÔȟ 
or of telling the same story too many 
times, they make their story about 
×ÈÙ ÔÈÅÙȭÒÅ ÂÏÒÅÄ ÏÆ ÔÅÌÌÉÎÇ ÉÔȢ

This is more profound 
than it sounds.

~ THIRTY TWO ~



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. 

~ THIRTY THREE ~

Another nod to my screenwriting hero Aaron Sorkin. I sometimes write my 
speeches and stories on manuscript paper, as a reminder to make my story sing.



Great storytellers like to emphasise 
important points with dramatic pauses.

3ÏÍÅÔÉÍÅÓȣ
ÆÏÒȣ
ÁÎȣ
ÕÎÃÏÍÆÏÒÔÁÂÌÙȣ
ÌÏÎÇȣ
ÐÅÒÉÏÄȣ
of time.

~ THIRTY FOUR ~

This is because they reap the benefits of Rule 21 when they do it.



Great storytellers love a black screen 
×ÈÅÎ ÔÈÅÙȭÒÅ ÐÒÅÓÅÎÔÉÎÇ ÌÉÖÅȢ 

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

And sometimes a black screen not only 
ÇÉÖÅÓ ÔÈÅ ÁÕÄÉÅÎÃÅȭÓ ÂÒÁÉÎ Á ÒÅÓÔȟ ÂÕÔ ÉÔ 
shifts the focus away from the screen 
and back onto the storyteller.

~ THIRTY FIVE ~



Right?



ȰPeople remember stories 
more than statisticsȱȢ 

Yes, this is true. Research backs it up.

But if statistics play an important role 
in your story - ÁÎÄ ÔÈÅ ÎÕÍÂÅÒÓ ÁÒÅÎȭÔ 
compelling enough - ÉÔ ÄÏÅÓÎȭÔ ÍÁÔÔÅÒ 
ÉÆ ÔÈÅÙ ÒÅÍÅÍÂÅÒ ÙÏÕÒ ÓÔÏÒÙȣ 

9ÏÕ ×ÏÎȭÔ ÇÅÔ ÔÈÅ ÊÏÂ ÄÏÎÅȢ

~ THIRTY SIX ~

2ÅÁÄ Ȱ.ÁÒÒÁÔÉÖÅ Ǫ .ÕÍÂÅÒÓȱ ÂÙ !Ó×ÁÔÈ $ÁÍÏÄÁÒÁÎ



People forget facts, 
but they remember stories.

JOSEPH CAMPBELL



Good storytellers in business like to 
ÑÕÏÔÅ 0ÉØÁÒȭÓ ÒÕÌÅÓ ÏÆ ÓÔÏÒÙÔÅÌÌÉÎÇȢ

Great presenters know them, but 
ÔÈÅÙ ÄÏÎȭÔ ÔÁÌË ÁÂÏÕÔ ÔÈÅÍ all the 
time. 

4ÈÁÔȭÓ ÂÅÃÁÕÓÅ ÔÈÅÙ ÕÎÄÅÒÓÔÁÎÄ ÔÈÁÔ 
the framework for Finding Nemo is 
rarely going to help them influence 
a commercial audience. 

~ THIRTY SEVEN ~



Despite Rule 37 (!), there is sometimes a 
place for a well told playful story. Pixar 
ÈÁÖÅ ςς ȰÒÕÌÅÓȱȢ 4ÈÉÓ ÉÓ Πτȡ

Once upon a time ______________________ . 
And every day __________________________ .
Until one day ___________________________. 
And because of this _____________________.
And because of this _____________________.
Until finally _____________________________.

~ THIRTY EIGHT ~

)ÔȭÓ ÁÌ×ÁÙÓ Á ÇÏÏÄ ÉÄÅÁ ÔÏ ËÎÏ× ÔÈÅ ȰÒÕÌÅÓȱ ÂÅÆÏÒÅ ÙÏÕ ÂÒÅÁË ÔÈÅÍȢ

[The Problem]

[Current solutions & why they suck]

[Your solution]

ɍ7ÈÙ ÉÔȭÓ 3/ ÍÕÃÈ ÂÅÔÔÅÒɎ

ɍ(Ï× ÉÔȭÓ 3/ ÍÕÃÈ ÂÅÔÔÅÒɎ

ɍ"ÅÎÅÆÉÔÓ ÏÆ ÔÈÅ ÍÁÒËÅÔ ÙÏÕȭÒÅ ÃÁÐÔÕÒÉÎÇɎ



In fact, come to think of it, 
0ÉØÁÒȭÓ ÒÕÌÅ Πχ ÉÓ ÐÒÅÔÔÙ ÇÏÏÄ ÁÓ ×ÅÌÌȣ

Ȱ#ÏÍÅ ÕÐ ×ÉÔÈ ÙÏÕÒ ÅÎÄÉÎÇ ÂÅÆÏÒÅ ÙÏÕ 
figure out your middle. 

Seriously. Endings are hard, get yours 
×ÏÒËÉÎÇ ÕÐ ÆÒÏÎÔȢȱ

~ THIRTY NINE ~

0ÉØÁÒȭÓ Ȱ3ÔÏÒÙÔÅÌÌÉÎÇ ÉÎ Á "ÏØȱ ÃÏÕÒÓÅ ÏÎ +ÈÁÎ !ÃÁÄÅÍÙ ÉÓ ÅØÃÅÌÌÅÎÔȢ !ÎÄ ÉÔȭÓ &2%%Ȧ



!ÎÄ ÍÁÙÂÅ 0ÉØÁÒȭÓ ÒÕÌÅ Πρτ ÔÏÏȩ

Ȱ7ÈÙ ÍÕÓÔ ÙÏÕ ÔÅÌÌ 4()3 ÓÔÏÒÙȩ 

7ÈÁÔȭÓ ÔÈÅ ÂÅÌÉÅÆ ÂÕÒÎÉÎÇ ×ÉÔÈÉÎ ÙÏÕ 
that your story feeds off of?

4ÈÁÔȭÓ ÔÈÅ ÈÅÁÒÔ ÏÆ ÉÔȱȢ

~ FORTY ~



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

We instill hope.
Again and again and again.

WALT DISNEY



,ÅÔȭÓ ÔÁÌË ÁÂÏÕÔ Ȱclient success storiesȱȢ 
7ÈÙ ÄÏÎȭÔ ×Å ÔÈÉÎË ÁÂÏÕÔ ÔÈÅÍ ÍÏÒÅ 
like adventure stories? 

4ÏÏ ÏÆÔÅÎ ÔÈÅÙȭÒÅ ÊÕÓÔ Á ÐÒÏÂÌÅÍȟ 
a few actions, a product or service we 
want to sell, and a testimonial quote.
4ÈÁÔȭÓ ÎÏÔ Á ÓÔÏÒÙȢ 4ÈÁÔȭÓ Á pitch.

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

~ FORTY ONE ~



Good storytellers and communications 
coaches like to throw around rules like 
ȰThe 7-38-55 RuleȱȢ* (It sounds fancy).

We like rules. 

But great storytellers know that if the 
7% (your words) are not good enough, 
ÔÈÅÎ ÔÈÅ ÏÔÈÅÒ ωσϷ ÄÏÎȭÔ ÍÁÔÔÅÒȢ 

~ FORTY TWO ~

ɕ 'ÏÏÇÌÅ Ȱ!ÌÂÅÒÔ -ÅÈÒÁÂÉÁÎȱȢ (ÅȭÓ ÓÏÍÅÏÎÅ ÙÏÕ ÓÈÏÕÌÄ ËÎÏ×Ȣ



Great business storytellers study 
keynotes from conferences like WEF at 
Davos, COP, CES, THINK & Dreamforce. 

Especially the bad ones.

Great storytelling is not just about 
knowing what works ɀ ÉÔȭÓ ÁÂÏÕÔ 
ËÎÏ×ÉÎÇ ×ÈÁÔ ÄÏÅÓÎȭÔ ɉand why).

~ FORTY THREE ~

Copy & paste some keynote transcripts from YouTube, and feed them into an 
,,- ÁÎÄ ÁÓË ÈÏ× ÔÈÅÙȭÄ ÉÍÐÒÏÖÅ ÉÔȢ 4ÈÅÒÅȭÓ Á ÇÏÏÄ ÃÏÎÖÅÒÓÁÔÉÏÎ ÓÔÁÒÔÅÒȣ 



If you want to know what it FEELS like 
to write a masterpiece - get a nice pen, 
a new notebook, and copy your 
favourite [classic novel / film script / 
song lyric / speech / comedy set], 
word-for-word.

)ÔȭÓ ÁÎ ÅØÅÒÃÉÓÅ ÃÁÌÌÅÄ Copywork.

It works.

~ FORTY FOUR ~

)ȭÖÅ ȱ×ÒÉÔÔÅÎȱ ,ÉÎ--ÁÎÕÅÌȭÓ (ÁÍÉÌÔÏÎȟ *ÁÎÅ !ÕÓÔÅÎȟ ÁÎÄ 4ÈÏÒÅÁÕȭÓ 7ÁÌÄÅÎȢ



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

4ÈÁÔȭÓ ÂÅÃÁÕÓÅ ÔÈÅÙ ÍÅÁÓÕÒÅ ÔÈÅ ÖÁÌÕÅ 
of their stories by what their audience 
did afterwards. Great storytellers want 
to understand how people make 
decisions, and why they respond to 
certain words and phrases.

~ FORTY FIVE ~

Studying rhetoric can seem boring and really hard work at first.
4ÒÙ ÒÅÁÄÉÎÇ Ȱ9ÏÕ 4ÁÌËÉÎȭ 4Ï -Åȩȱ ÂÙ 3ÁÍ ,ÅÉÔÈȢ )ÔȭÓ ×ÅÌÌ ×ÒÉÔÔÅÎ ÁÎÄ Á ÌÏÔ ÏÆ ÆÕÎȢ



Whether you have a long time to write 
a story or speech, or very little time to 
prepare ɀ apply The 50:25:25 Rule at 
all times. 

If you spend 50%  of your time 
researching, 25% writing, and 25% 
rehearsing and rewriting ɀ then you 
×ÏÎȭÔ ÇÏ ÆÁÒ ×ÒÏÎÇȢ 

~ FORTY SIX ~

-ÕÃÈ ÌÏÖÅ ÔÏ /ÂÁÍÁȭÓ ÆÏÒÍÅÒ-speechwriter Terry Szuplat.
(ÉÓ ÂÏÏË Ȱ3ÁÙ )Ô 7ÅÌÌȱ ÉÓ ÔÈÅ ÂÅÓÔ ÂÏÏË ÏÎ ÐÕÂÌÉÃ ÓÐÅÁËÉÎÇ )ȭÖÅ ÅÖÅÒ ÒÅÁÄȢ



You can change the world 
just by sharing your story.

BARACK OBAMA



Read everything Nancy Duarte has 
written.

Resonate will help you structure your 
story.

Illuminate will give it more purpose.

DataStory will help you to tell it better 
at work.

~ FORTY SEVEN ~

She gave a pretty impressive TED talk too.



7ÈÉÌÅ ×ÅȭÒÅ ÏÎ ÂÏÏËÓȟ ÐÉÃË ÕÐ Á ÆÅ× ÂÙ 
Carmine Gallo ×ÈÉÌÅ ÙÏÕȭÒÅ ÁÔ ÉÔȢ

Great storytellers have these four on 
their bookshelf.

~ Five Stars
~ Talk Like Ted
~ The Storytellers Secret
~ The Presentation Secrets of Steve Jobs 

~ FORTY EIGHT ~

#ÈÅÃË ÏÕÔ 7ÉÌÌ 3ÔÏÒÒ ÔÏÏȢ (ÅȭÓ Á ÖÅÒÙ ÇÏÏÄ ÅÇÇȢ



Great storytellers love silences. 

I know you want your presentation to 
be brilliant, but if you try too hard - it 
×ÉÌÌ ÂÅ ÁÔ Ȱρπȱ !,, ÔÈÅ ÔÉÍÅ - and your 
audience might feel overwhelmed.

Sometimes your story needs to be at a 
Ȱχȱȟ ÓÏ ×ÅÁÖÅ ȰÓÏÍÅ ÓÉÌÅÎÃÅÓȱ ÉÎÔÏ ÙÏÕÒ 
story.

~ FORTY NINE ~

Read Grace by Cody Keenan. Listening to Miles Davis while you write helps too. 



'ÒÅÁÔ ÓÔÏÒÙÔÅÌÌÅÒÓ ÏÂÓÅÓÓ ÏÖÅÒ ÔÈÅ σ 6ȭÓȢ 

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. 

~ FIFTY ~

This is a brilliant exercise I learned from performance coach Vinh Giang to 
help you coach yourself, self-assess and really improve your performance.



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 
ÏÆ ÁÌÌ ÔÉÍÅȟ ÔÈÅÎ ÉÔȭÓ ÇÏÏÄ 
enough for you.

~ FIFTY ONE ~

Stanford Commencement (2005). 15 minutes well spent.



The most powerful person
in the world is the storyteller. 

The storyteller sets the vision, 
values, and agenda of an 
entire generation 
that is to come.

STEVE JOBS



'ÒÅÁÔ ÓÔÏÒÙÔÅÌÌÅÒÓ ÄÏÎȭÔ ×ÉÎÇ ÉÔȢ

4ÈÅÙ ÄÏÎȭÔ ÒÅÌÙ ÏÎ Á ÆÅ× ÂÕÌÌÅÔ ÐÏÉÎÔÓȟ 
thinking they can get by without 
writing their story in full - Ȱbecause it 
will sound stiff or rehearsedȱȢ

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

~ FIFTY TWO ~



Great storytellers appreciate the 
×ÉÓÄÏÍ ÏÆ *&+ȭÓ ÓÐÅÅÃÈ×ÒÉÔÅÒ Ted 
Sorensen ɀ author of many of the 
×ÏÒÌÄȭÓ ÍÏÓÔ ÍÅÍÏÒÁÂÌÅ ÓÐÅÅÃÈÅÓȢ

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

Ȱ!Î ÏÕÔÌÉÎÅȟ ÈÅÁÄÌÉÎÅȟ ÆÒÏÎÔÌÉÎÅȟ ÓÉÄÅÌÉÎÅ 
and a bottom line. And brevity, levity, 
ÃÌÁÒÉÔÙ ÁÎÄ ÃÈÁÒÉÔÙȱȢ

~ FIFTY THREE ~

This advice is so powerful I built a whole website around it at BetterStories.org



Great storytellers who need to write a 
Ȱthought leadershipȱ ÐÉÅÃÅ ÁÒÅ Á×ÁÒÅ 
that success in professional writing 
boils down to this one important truth:

Ȱ4ÈÏÕÇÈÔ ÌÅÁÄÅÒÓÈÉÐ ÉÓ ÎÏÔ ÁÂÏÕÔ 
conveying YOUR ideas to your readers.

)ÔȭÓ ÁÂÏÕÔ ÈÅÌÐÉÎÇ ÔÈÅÍ ÔÏ ÃÈÁÎÇÅ 
4(%)2 ÉÄÅÁÓȢȱ

~ FIFTY FOUR ~

7ÁÔÃÈ ,ÁÒÒÙ -Ã%ÎÅÒÎÅÙȭÓ ÌÅÃÔÕÒÅÓ ÏÎ 9ÏÕ4ÕÂÅȢ 4ÈÁÎË ÍÅ ÌÁÔÅÒȢ



Great storytellers avoid PowerPoint 
whenever possible.

For many presentations, slides are 
essential, but for some of the most 
important ones ɀ a live demo, a 
whiteboard, a flipchart or a napkin will 
make a far greater impression. 

~ FIFTY FIVE ~

Anyone can click through slides on a screen, but a drawing or a demo 
shows how well you know your stuff. In 1:1 C-suite meetings, opening your 
laptop is one of the quickest ways to kill your story, and lose their attention.



The stories we tell literally 
make the world. 

If you want to change the world, 
you need to change your story. 

This truth applies both to 
individuals and institutions.

MICHAEL MARGOLIS



The average attention 
span of a B2B audience 
is about 6 minutes.

Act accordingly. 

~ FIFTY SIX ~

4ÈÅÒÅȭÓ Á ÇÏÏÄ ÒÅÁÓÏÎ 4%$ 4ÁÌËÓ ÁÒÅ υό ÍÉÎÕÔÅÓ ÌÏÎÇȢ
χ Ø Ȱ!ÃÔÓȱ ÏÆ ϊ ÍÉÎÕÔÅÓȢ



Great storytellers understand the 
ÐÓÙÃÈÏÌÏÇÉÃÁÌ ÃÏÎÃÅÐÔ ÏÆ Ȱthin slicingȱȢ

!ÎÄ ÔÈÅÙȭÖÅ ÒÅÁÄ Blink By Malcolm 
Gladwell.

They know how important it is to 
make a strong first impression in 
the first few seconds. 

~ FIFTY SEVEN ~

This is especially important when presenting virtually.



Storytellers have about 75 seconds to 
capture the attention of your audience 
when they start talking.

46 ×ÒÉÔÅÒÓ ÃÁÌÌ ÔÈÉÓ ÔÈÅ Ȱcold openȱȢ

If you want your stories to have better 
ȰÃÏÌÄ ÏÐÅÎÓȱȟ watch some Toastmasters 
world champions, or popular TED 
Talks, and make detailed notes about 
what they do in their first 75 seconds.

~ FIFTY EIGHT ~



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

What was going on in the world, the 
ÂÕÓÉÎÅÓÓȟ ÏÒ ÔÈÅ ÁÕÄÉÅÎÃÅȭÓ ÌÉÆÅ ÂÅÆÏÒÅ 
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.

~ FIFTY NINE ~



After nourishment, shelter and 
companionship, stories are the 
thing we need most in the world.

SALMAN RUSHDIE



7ÈÁÔ ÁÂÏÕÔ ÔÈÅ ÐÌÁÃÅ ×ÈÅÒÅ ÙÏÕȭÒÅ 
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?

~ SIXTY ~

I recently gave a keynote on the same stage that JFK and Churchill once stood. 
I dropped a reference to the Moon Speech and my favourite Churchill quote, 
Ȱ4ÈÅ ÏÎÌÙ ÓÔÁÔÉÓÔÉÃÓ ÙÏÕ ÃÁÎ ÔÒÕÓÔȟ ÁÒÅ ÔÈÅ ÏÎÅÓ ÙÏÕ ÆÁÌÓÉÆÉÅÄ ÙÏÕÒÓÅÌÆȢȱ



Great storytellers know how to
 Ȱshow the monsterȦȱ

If your story is about solving a 
problem, make sure the audience feels 
how bad the problem is before you 
ÓÔÁÒÔ ÓÏÌÖÉÎÇ ÉÔȢ %ÍÐÈÁÓÉÓÅ ÔÈÅ ȰbadȱȢ

No pain, no gain.

~ SIXTY ONE ~

)Æ ÔÈÅÒÅȭÓ ÁÎ ȰÅÌÅÐÈÁÎÔ ÉÎ ÔÈÅ ÒÏÏÍȱ ×ÈÉÃÈ ÍÁÙ ÉÎÆÌÕÅÎÃÅ ÔÈÅ ÏÕÔÃÏÍÅ ÏÆ 
your story ɀ ÁÎ ȰÅÖÅÎÔȱȟ ÏÒ ÓÏÍÅÔÈÉÎÇ ÐÒÏÖÏÃÁÔÉÖÅ ×ÈÉÃÈ ÅÖÅÒÙÏÎÅ ËÎÏ×Ó 
but no one is mentioning - make sure you at least acknowledge it.



Storytelling offers the opportunity 
to talk with your audience, 
not at them.

LAURA HOLLOWAY


