FROM STORYTELLING TO
STORYBRANDING
LESSON 3




LESSON 3
STORYTELLING COMMUNICATIONS SKILLS




THE R PATTERN OR ....
TO EACH HIS OWN OPINION!




Reality (sender)




Representation of reality (sender)
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Reproducing the representatfion of reality

(sender) //
//




AND WHAT ABOUT THE RECEIVER?
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THE PERSPECTIVE GAME

ONE POINT OF VIEW, MANY POINTS OF

VIEW




THE HORSE AND

THE FROG /




ONE LAST LITTLE EXAMPLE OF THE POWER OF
THE HUMAN MIND

THE PAOMNNEHAL PWEOR OF THE
HMUAN MNID. Aoccdrnig to a rscheearch
at Cmabrigde Uinervtisy, it deosn't
mttaer in waht oredr the Itteers in a wrod
are, the olny iprmoatnt tihng is taht the
frist and lsat ltteer be in the rghit pclae.
The rset can be a taotl mses and you can
sitll raed it wouthit porbelm. Tihs is

bcuseae the huamn mnid deos not raed
ervey lteter by istlef, but the wrod as a
wlohe.




“THE REAL VOYAGE OF DISCOVERY CONSISTS NOT IN
SEEKING NEW LANDSCAPES, BUT IN HAVING NEW EYES.”

MARCEL PROUST
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DIESEL — GO WITH THE FAKE (Fashion Week New York 2018)

LIONS CANNES 2018 WINNER (Gold: Outdoor, Brand Experience & Activation; Silver : Brand Ex
Activation, Direct; Bronze: Design, Brand Experience & Activation, Direct, PRE)
Agency: Publicis Italy and Publicis New York
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Skin & Personal
Personal | Grooming Health
Care




P&G CAMPAINS




P&G "WE BELIEVE"
AD ON MONDAY JENNUARY 14™ 2019

"We can't hide from it. It has been going on far too long. We can't laugh it off.
Making the same old excuses. But something finally changed. And there will be
no going back. Because we ... We believe in the best in men. To say the right
thing. To act the right way. Some already are, in ways big and small. But some

is 1ot enough. Because the boys watching today will be the men of tomorrow."




TREBEST A MAN CAN GET=

Rule The Wasteland L 4
@MongoAggression

@ Gillette has made it clear they do not want the business of
masculine men.

' will grant their wish.

| have used #Gilletie razors since they sent me a free
sample on my 18th birthday, and will no longer buy any of
their products.

(103 10:59 PM - Jan 14, 2019 i)

() 33 people are talking about this >

I've used @ Gillette razors my entire adult Iife but this absurd virtue-signalling PC guff may
drive me away to a company less eager to fuel the current pathetic global assault on
masculinity.

Let boys be damn boys.

Let men be damn men. https//t co/HmME6OD5IA4

— Piers Morgan (@piersmorgan) January 14, 2019

Ary
@ary31574363

I've been shaving since | was 12, since the beginning |
used Gillette because that's what my father used, now | will
never use it again, and neither will my father, collectively
been your customers for 50+ years never again
#BoycottGillette #Gilletie

59 3:11 AM - Jan 15, 2019

¢} 27 people are talking about this



THE MAIN ABILITY IN COMMUNICATION:

7




BECAUSE WE GREW UP
SURROUNDED BY

BIG

DRAMATIC

STORY ARCS IN
BOOKS AND MOVIES,
WE THINK OUR LIVES

ARE SUPPOSED TO BE FILLED WITH

HUGE

UPS AND DOWNS!

S0 PEOPLE PRETEND THERE IS

DRANLA

WHERE THERE IS

NONE.

- Kurt Vonnegut




THE SEVEN BASIC PLOTS (BY CHRISTOPHER BOOKER)
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1. OVERCOMING THE MONSTER




2. RAGS TO RICHES




3. THE QUEST




4. VOYAGE AND RETURN




5. COMEDY

/




6. TRAGEDY




7. REBIRTH




LET'S GO

BRANDING //




STORYTELLING IN ADVERTISING: HOW
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COMMERCIALS USE THE 7 PLOTS




STORYTELLING IN ADVERTISING




STORYTELLING IN ADVERTISING




QUESTIONS AND ANSWERS //




