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STORYTELLING

THIS PRACTICE BOOKLET

The aim of this booklet is to help you use and include all
the ingredients to create and tell powerful stories.

How to identify the unique message that you, and only
you, need to communicate.

Realising that the messenger IS the message, you are an
integral part of the message and therefore you must
prepare yourself as such.

Creating a narrative around that message and how to
connect with your audience so that they recognise your
voice, no matter how many other voices they hear.

Find and use your powerful voice, not just use it but
nurture it because it will need all the care it can get.

Our greatest wish is that it will help you to fall in love
with storytelling, to communicate what you want to tell
the world in the best possible way.

Storytelling is the most powerful skill you can develop to
thrive in the 21st century, something that as humans we
been doing for over 40,000 years to give shape and
meaning to our experiences and our lives.

TO USE THIS BOOKLET

Here we detail all the ingredients that go into creating
and delivering a powerful story.

Identify your communication challenge, the story you
want to put out there and go through each chapter in
no pre-defined order.



EXAMPLES OF THE POWER OF STORYTELLING

Storytelling is a fundamental aspect of communication,
enabling people to connect on a more human and emotional
level. In the business world, this can have profound
implications for everything from marketing and sales to team
building and leadership. Here are some statistics that highlight
the importance of storytelling in business:

1. According to the Stanford Graduate School of
Business, information retention rates increase significantly
when a story is told. While people usually remember only
10% of the information presented three days after a
presentation, adding a story to that information
increases the retention rate to 65-70%.

2. Research by Green and Brock found that
stories can significantly increase persuasion. Their study
showed that people immersed in a well-told narrative were
more likely to be persuaded by the story's message.

3. A study conducted by the London School of
Business found that stories are 22 times more memorable
than facts or figures alone.

4, According to a report by
OneSpot, storytelling in marketing can increase
conversion rates by up to 30%.

5. A study by Origin found that
consumers were more likely to buy a product and pay a
higher price if they heard a compelling brand story.

6 A study published in the Journal
of Personal Selling & Sales Management found that
executives who use stories have a higher perceived level
of charisma by their employees.

7. A 2018 Forbes study showed
that 55% of workers said they are more motivated
when they can see and understand the results of their
work. This indicates that sharing stories about the
impact of their work can help keep employees engaged
and motivated.

8. According to a study by Edelman
Trust Barometer, 81% of consumers said they need to
"trust the brand to do what is right" before making a
purchase, indicating the importance of brand
storytelling in establishing trust.

9. Research by neuroeconomist
Paul Zak found that stories that are personal and
emotionally compelling engage more of the brain and
thus are better remembered than simply stating a set of
facts.

Remember that data doesn't resonate without context
or a narrative to give it meaning. This is where
storytelling shines in the corporate and business world.
It allows companies to create an emotional, human
connection with their audience, whether that's

customers, employees, or stakeholders.



to get the best from this
Booklet by applying the right
mindset

By following these guidelines you can approach
storytelling challenges with the right mindset and
gain valuable insights to make your narrative as
relevant and powerful as possible.

Be self-aware

You cannot enter a creative process without being aware
of yourself and your surroundings. Don't THINK yourself
into awareness, rather BREATHE yourself into it.

Approach playfully

Bring your inner child into awareness, laugh, allow your
imagination to soar, entertain curiosity & what if
guestions with a playful attitude. Have fun.

Be willing to face the
challenge

We are using storytelling as a way to connect and resolve
complex problems, manage polarities and drive growth and
thrive.

The Goldilocks principle

Not too much of each, not too little ... just right! If you
Mmanage to keep yourself in awareness you'll find the
right approach for the different audiences

Embrace empathy,
curiosity & courage

Empathy to connect with the other, curiosity to be open
and willing to understand and discover and courage to
open up and show up whole.



Describe tu
desafio de
comunicacion

La sal de la vida

Muestra

Sorprends

We will explore and identify
the different ingredients that
go into Storytelling with
impact so that you can
intentionally cake them into
your narrative.

Your challenge will be to
include these ingredients
when crafting your story.
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ASK YOURSELF

Is it a pitch? Is it a personal story? Is it a project? Is it
a new idea

What do | want to communicate?

What action or behavior do | want to lead my

mE audience to?
OBJECTIVE

| WANT TO CREATE A
OF YOUR story/presentation/narrative
STORY

TO (Objective)




ESTABLISH YOUR

The ultimate reason behind why you are creating
this narrative.

IDENTIFY YOUR

What is the the message you want to convey in
your storytelling.

Should you subtract everything except the
essential, what would the central message be

The same WHY can be behind various different
messages.




THE
MESSENGER

IS THE
MESSAGE

YOU ARE THE MESSENGER AND AS SUCH
YOU ARE THE MESSAGE

Be mindful of your energy level.
Energy is contagious.

The energy you bring is the energy your audience

will reflect back to you.

Ask questions, interact, 'see' your audience,
acknowledge their presence in its totality
(remember Sawubona/Shikoba), open the space for
introverts, allow for silences, bring examples, invite
people to share their experience. Think 'how can |

serve and add value' to my audience.




Make space for your audience to go on this
journey with you, people support what they help

create, involve them through a Call to Action.

Learn to do this with
Marshall Ganz's Public Narrative

The story of
The Story of
The Story of

CALLTO
ACTION

The difference between a simple description of facts and
a story is that in the story we lead people into the universe
we want to create and also influence them to make
decisions that lead to action: CALL TO ACTION.

What do you want people to do after hearing your story?
How are you going to pitch it to them?

How can they be part of the story, how can they help, join
in?

Oftentimes included at the END of your story, the call to
action is proof of an open and empathetic approach.



https://drive.google.com/file/d/1q03JxoK7siQeLD9dXdab5GJVTXJg23FF/view?usp=sharing
https://drive.google.com/file/d/1q03JxoK7siQeLD9dXdab5GJVTXJg23FF/view?usp=sharing

SELF-AWARENESS AS THE CORNERSTONE
OF EMPATHY, CURIOSITY & COURAGE

As human beings we understand and decode the
world around us through a series of filters that

colour the world in different ways.

Our biases, operating systems, personality traits,
past experiences and conditioning may limit the

way we see the world around us.

Here are some tools to help you increase your self

awareness and allow you to go beyond the filters

and conditioning that no longer serve you.




KNOW THYSELF

Quickly become aware of the emotional/psychiological
space you're in before embarking on a proyect & learn to
read others

In a noisy world, if we become too distracted, something
or someone else will take over and decide for us, our
information diet, what we buy, what we do. Defining our
values acts as our North Star to guide us to the version
of ourselves we want to see.

Begin by self reflecting on yourself with the help of the
Personal Canvas and then step out of the individual
space to connect with others in a meaningful way.

It takes courage to show up, to stand vulnerable and
open to deliver a message. Practice these tools to
demystify some of your fears.

CHECK THE HYPER ISLAND TOOLBOX

GROUNDING TECHNIQUE

COACH YOURSELF

GRATITUDE EXERCISES

MY DAILY PACT

CIRCLE OF TRUST



https://drive.google.com/file/d/1iSI-5PPtiIubzy-B2tfzEG3TKQrqZYuI/view?usp=sharing
https://drive.google.com/file/d/1pSYYlNzKIb8sixT5BaGjPJvNhR6Pj9Y8/view?usp=sharing
https://drive.google.com/file/d/1pSYYlNzKIb8sixT5BaGjPJvNhR6Pj9Y8/view?usp=sharing
https://drive.google.com/file/d/1mKcTjQbRAtvE3ih7qiBW7uItCS1SXSAi/view?usp=drive_link
https://drive.google.com/file/d/1j6FluKp7Y4tyDM-mTDu0U3oYrkt-LPth/view?usp=sharing
https://toolbox.hyperisland.com/
https://toolbox.hyperisland.com/5-4-3-2-1-coping-grounding-technique-for-when-you-feel-stress-anxiety-worry-or-concern
https://toolbox.hyperisland.com/coaching-yourself-out-of-a-funk-a-3-step-process
https://toolbox.hyperisland.com/gratitude-exercises-activities
https://toolbox.hyperisland.com/my-daily-pact
https://toolbox.hyperisland.com/the-circle-of-trust-unconscious-bias

Give your story extra taste

FRAME

give what you really want to commmunicate, the space it needs.

SHOW

Show not tell whenever possible.

SURPRISE

Nothing engages more than surprise, what could be
something unexpected, different, that you could bring into

the story?




DEFINE THE
AUDIENCE

& get to know it

IDENTIFY YOUR AUDIENCE

Who are you addressing your message to?
s it one person? a group of people? an audience? a
crowd?

Who are you addressing your message to?

WAYS TO GET TO KNOW YOUR AUDIENCE:

Personality profiling with Myers Briggs

Map your ecosystem

Persona & Empathy Map



https://toolbox.hyperisland.com/myers-briggs-group-reflection
https://toolbox.hyperisland.com/myers-briggs-group-reflection
https://drive.google.com/file/d/1q03JxoK7siQeLD9dXdab5GJVTXJg23FF/view?usp=sharing
https://drive.google.com/file/d/18Fps4nqMToqCpFFB33n3T8r2qG5bxgp0/view?usp=sharing
https://drive.google.com/file/d/18Fps4nqMToqCpFFB33n3T8r2qG5bxgp0/view?usp=sharing

How am | going to structure my story?

What is the best narrative arc for the message |
want to delivery to this audience?

What experience do | want my audience to have as
they listen/read my story?

The narrative arc is the timeline, the succession of
events, from Aristotle's classic 'beginning, middle
and end' to the parallel narrative arcs used by
Martin Luther King in his 'l had a dream' speech.

Pixar Parallelism

JAYWYAY B




narrative arcs

1. The Classic narrative arc, also known as the
"Hero's Journey," typically involves a character who sets
out on a quest, faces and overcomes challenges, and
eventually returns home transformed. Key elements
include the call to adventure, trials, a major crisis or
ordeal, and the resolution.

2. Suspense arcs keep the audience on the
edge of their seats by delaying the resolution of a
conflict or threat. They are characterized by rising
tension, unexpected twists, and the gradual reveal of
key information, which together serve to keep the
audience engaged and eager to find out what happens
next.

3. An Emergent narrative is one where the

story unfolds and develops in an unpredictable way,

often because it's being shaped by the actions or
decisions of the characters (or even the audience) rather
than being pre-planned in detail by the author. This can
make the narrative feel more organic and authentic.

4, The Hero narrative arc (or "Hero's Journey")

typically follows a protagonist who embarks on a quest,

faces and overcomes a series of trials, and then returns
home transformed in some way. This arc is common in
many myths and epic tales, and often involves elements
like a call to adventure, mentor figures, a major crisis,
and a final resolution.

: Pixar movies often follow a particular pattern:
the protagonist is introduced in their normal
environment, they experience an inciting incident
that disrupts their status quo, they embark on an
adventure (often with a partner), they face and
overcome major challenges, and finally they return to
a new status quo having changed or grown in some
way. One well-known "Pixar pitch" format is: "Once
upon a time there was __. Every day, __. One day

. Until

___. Because of that, . Because of that,

finally __."

: A Parallel narrative arc involves two
or more related storylines that unfold simultaneously,
often intersecting or influencing each other in some
way. This can add complexity and depth to the
narrative, as well as create suspense or dramatic
irony (where the audience knows something that the
characters don't).



ARISTOTLE'S METHODS OF PERSUASION

¢What is the best combination of persuasive
ingredients for your message considering your
audience?

To what extent do you need to establish credibility for
your audience to believe in you? ETHOS

To what extent is emotion important for your
audience, what elements of PATHOS will you factor in?

And how much do you need to make your audience
think with data, statistics (LOGOS).

(Y“IPATHOS

Use this tool to help
you visualize the
right proportion of
each for your
audience



https://drive.google.com/file/d/1CAnmCv3ogbhQbpabwUQ6yEBcu1vYqxR6/view?usp=sharing
https://drive.google.com/file/d/1CAnmCv3ogbhQbpabwUQ6yEBcu1vYqxR6/view?usp=sharing
https://drive.google.com/file/d/1CAnmCv3ogbhQbpabwUQ6yEBcu1vYqxR6/view?usp=sharing
https://drive.google.com/file/d/1CAnmCv3ogbhQbpabwUQ6yEBcu1vYqxR6/view?usp=sharing
https://drive.google.com/file/d/1CAnmCv3ogbhQbpabwUQ6yEBcu1vYqxR6/view?usp=sharing

How you begin telling your story determines the tone and
experience of the rest of your narrative.

Start with action: Start the story with an exciting or dramatic
event that grabs the audience's attention and draws them into
the story. This could be anything from a car chase to a magical
battle.

Start with a question: Pose a question at the beginning of the
story that makes the reader curious and eager to find out the
answer. This could be a philosophical question or a specific
mystery.

Begin with a vivid description: Paint a vivid picture of the setting
or characters at the beginning of the story that helps the reader
visualize and immerse themselves in the world of the story.
Begin with a statement that challenges expectations: Start with a
statement that challenges the reader's assumptions or
expectations, making them wonder what the story will be about
and how it will unfold.

Begin with a personal connection: Start with an experience that
readers can relate to on a personal level, making them feel
invested in the story and eager to see how it unfolds.

Remempber, the beginning of your story sets the tone for the rest
of the narrative, so it's important to make it engaging and
memorable.




TELLING
YOUR STORY

Using your voice and tone effectively is crucial to
engaging storytelling.

Vary your tone: Use different tones of voice to convey
different emotions and to add emphasis to key points.
Avoid speaking in a monotone as this can quickly bore
your audience.

Use pace and pauses: Vary your pace and use pauses
to add suspense or to emphasize key points. This can
help keep your audience interested in what you are
saying.

Use vocal inflection: Use vocal inflection to add
emphasis to certain words or phrases. This can help
convey emotion and keep your audience interested.
Use body language: Your body language can also help
convey emotion and keep your audience engaged. Use
hand gestures and facial expressions to add emphasis
and help convey your message.

Speak clearly and confidently: Be sure to pronounce
your words clearly and speak with confidence. This will
help your audience understand what you are saying
and feel confident in your storytelling abilities.

Avoid filler words and crutches: Filler words like "uh,"
"mmm" "ok?", "right?", "right?", can be distractions and
take focus away from your story. Practice eliminating
them from your speech.




THE ENDING

Make sure you give the ending of your story as much attention
as you do the beginning and development of it.

Are you going to use the Call for Action?

Are you going to leave it open and invite to sharing by the
audience.

Whatever the ending be mindful to have a plan conducive to
achieving the objective of your story.




BOOkS, articles & resources tO o "Storytelling: el arte de contar historias para
go deeper

comunicar tu marca personal" by José Facchin,
published on josefacchin.com.

"El Storytelling en la empresa: la importancia de
BOOKS contar buenas historias" by Raquel Gémez, published
on iebschool.com.

"La importancia del storytelling en marketing y como
aplicarlo" by César Pigueras, published on
cesarpigueras.com.

VIDEOS

o El poder de la historia" by Peter Guber: In this book,
Guber shares insights from his experience as a
successful executive in the entertainment industry and
explains how the right story can move people to action.
"El guion Story" by Robert McKee: This is a Spanish
translation of McKee's famous book on the principles of . . i i

. . ) ) o Links to the videos we saw during the session & more
storytelling, specifically in the context of scriptwriting.
"Cuentos para pensar" by Jorge Bucay: This book Example of the power of the central message:

contains a compilation of therapeutic stories or Fans inmortales

parables, which Bucay uses in his psychotherapy X
Example of the Suspense narrative arch

ractice. .
P Elton John trajectory

"La estrategia del cuento" by Ramon Lobo: This book is
a guide on how to use storytelling in journalism, with Storytelling with data

numerous examples. Cole Nussbaumer Knaflic

Scott Berinato autor of 'Good Charts

ARTICLES

Public narrativa: self, us, now- in action

. , i ) James Croft public narrative
"El poder del storytelling: coémo contar una historia

gue encante a tu audiencia" by Maria Sanchez, Another example of public narrative in action, by Barak
published on 40deFiebre. Obama



https://youtu.be/gFKkaa-Ml34
https://youtu.be/DShEAPKV0EU
https://youtu.be/8EMW7io4rSI
https://youtu.be/8EMW7io4rSI
https://youtu.be/r5_34YnCmMY
https://youtu.be/r5_34YnCmMY
https://youtu.be/LM-fxPrSZZ8
https://www.youtube.com/watch?v=25VtGIhJ054&feature=youtu.be
https://www.youtube.com/watch?v=25VtGIhJ054&feature=youtu.be
https://www.youtube.com/watch?v=25VtGIhJ054&feature=youtu.be

About
Hyper isiland

We design learning experiences that help you grow.

To grow in areas such as Innovation - High Performing Teams -
Future Thinking - Leadership - Change Management &
Storytelling.

Hyper Island prepares individuals and organizations to anticipate
and adapt to the changes of tomorrow, today. Through
partnerships with companies all over the world, we help create
dynamic and innovative cultures that accelerate long-term
change.

You can find us in London, Sdo Paulo, Stockholm, Singapore, New
York City, Manchester, and Karlskrona.

Follow us
for more
content!
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Claus Blau
Claus.blau@hyperisland.com

Veronica Magarinos
veronica.magarinos@hyperisland.com

HYPER ISLAND


https://www.linkedin.com/company/hyper-island-north-america/
https://hyperislandamericas.com/

