










“I have always loved stories. Entrepreneurs who make a difference are, in 
effect, professional storytellers.”

Sir Richard Branson



Storytelling
• The vivid description of ideas, beliefs, 

events and personal experiences
• Raise awareness, understanding and 

engagement

Compelling
• To capture attention and hold interest
• Influence opinion and behaviour



Dr Martin Luther King – 1963  



What We’ll Cover
The science of storytelling

News media and marketing insights

Story development steps

From story telling to compelling



“Stories work on multiple evolved 
systems in the brain and a skilled 

storyteller activates these networks like 
the conductor of an orchestra.”

Storr, W. (2020). The Science of Storytelling. ABRAMS. 



The Chemical Effects of Storytelling

Endorphins make 
us feel happy and 

peaceful 

Cortisol captures 
and focuses our 

attention

Dopamine holds 
our interest so we 

remember

Oxytocin 

helps us connect 
with others



Endorphins
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Rosie Batty – 2014











News Values
Increase 
newsworthiness:
• Consequence (importance, impact)
• Proximity (nearness)
• Conflict (disagreement)
• Human interest (feature people)
• Novelty (unusual, bizarre, rare)
• Prominence (about prominent people)

Masterton, M. (1992). A new approach to what makes news news. 
Australian Journalism Review, 14(1), 21-26.

Newsworthiness
essentials: 
• Timeliness (new or newly available)
• Clarity (understood)
• Interest (compelling to many people)



Beaconsfield Mine Rescue – 2006



Engagement Framework

Think
What do we want the 

audience to learn or know 
after being presented with 

this information?

Feel 
What emotion or response 
do we want to evoke with 

our communication?

Do
What specific action do we 
want the audience to take?









Story Development Steps

Purpose – 
Why you’re 
communicating

Audience –
Who you’re 
appealing to 

Message –
What you want 
them to understand 
and remember 

Means –
How you’ll tell your 
story



Purpose

 Implement a workplace change

 Raise the centre’s profile within the community 

 Increase client awareness of the breadth of 
services



Employees Clients Government

Industry Community 

Audience



Message
Consider:
• Pitch (headline)
• Supporting information

Means
Consider:
• Timing 
• Channel 

Structure

Language

Tone



The Office



From Telling to Compelling

New and/or unexpected 

Audience-relevant

People-centred

Cause and effect

Visual elements



Strengthen Your 
Skills
Start small 

Seek feedback

Monitor the response

Observe great storytellers

Practice, practice, practice



The West Wing



Questions





Thank you!
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