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Before I start… 
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... 2 life stories. 

Which one draws 

you in more? 
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Person 1 
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 Person 1’s story 



 Person 1’s story 



 Person 1’s story 



 Person 1’s story 



 Person 1’s story 



 Person 1’s story 



 Person 1’s story 



Person 2 
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 Person 2’s story 



 Person 2’s story 



 Person 2’s story 
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 Person 2’s story 



 Person 2’s story 
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... 2 life stories. 

Which one draws 

you in more? 
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Person 1 
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Situation 
Complication 

(Jeopardy) 
Resolution 

Lived in a 

one 

bedroom 

bedsit 

Parents 

experienced 

open racism 

Father left when 7 

Mother brought up 5 kids  

Family became 

homeless 

Moved into council 

property 

Stopped by the police 

Witnessed the Brixton 

Riots 

Bad A levels results 

High levels of debt level 

Remarkably, 

turned life 

around 

Loving 

family 

 No debt 

Runs own 

business 



What does this 

mean for you? 

Akas - Addy Kassova Audience Strategy: www.akaudiences.com 

 

Slide 27 



Part 1: 

The Good  

News 
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Businesses want more stories 

Searches for “Story” in Google’s UK 

Business Category (2005 – 2016) 

0 

100 

Search Index 
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Research is backing the impact 

of storytelling 
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Future researchers need to be 

storytellers 
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PwC, The Business of Evidence 2016 



Everyone can learn storytelling 
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Part 2: 

The  

Bad News 
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Researchers Lack Confidence 

and are Worried 

6/10 

Researchers self-rating on Storytelling 
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Source: Akas Survey of Storytelling Clients (2013 to 2016), Sample = c100   



Research needs more impact 
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6% 
 

of C-Suite  

Executives 

Only 

Take action 

as a result of 

research 

undertaken 

Source: PwC Survey of 183 UK C-Suite executives (May 2015) 



Researchers 

want to know 

how to tell 

simple 

business 

stories 
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Part 3: 

Resolution 

(in 6 steps) 
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We’ve taken many clients through 

the 6 steps with great impact 
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Tim Hunt, Director of Marketing, 

Guardian News and Media  

Akas developed the team's 

storytelling skills through a 

specific programme of training 

and development. This has 

allowed the team to bring insight 

to life…. During this time, we have 

seen a dramatic increase in 

performance… culminating in 

winning the prestigious Market 

Research Society's “In-house 

team of the year” award – a 

testament to Akas' contribution 

and commitment to excellence 

” 

“ 



Step 1: Use more emotion 

95% 5% 

subconscious rational 

Decision making is subconscious & emotional 
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12 Emotion-enhancing storytelling 

tools 

Emotional Story 

Structure 

Pictures 

Videos People’s quotes 

Words 

Font 

Intensity 

Activator 

Questions 

Colours 
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Personal Stories 

2 

3 

4 

5 

6 

Metaphors 
Understand the 

“Rational” 

1 7 

8 

9 

10 

11 

12 
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Intensity adds emotional power 

Akas - Addy Kassova Audience Strategy: www.akaudiences.com 

 

Slide 41 

Declining Collapsing 

Increasing Intensity 

Slowing 

Down 

Creeping  

up 

Slumping 

Improving 
Racing 

Ahead 
Flying 



Step 2: Decide & care who the 

central character is. It could be… 

Your  

Organisation 

Your  

Audience/ 

Consumer 

Your 

Client 

A  

competitor 

Your 

Industry 
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Good 

Neutral 

Bad 

Step 3:  Take your character on 

a journey with some jeopardy 

Situation 

Complication 

(Jeopardy) 

Resolution 
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Good 

Neutral 

Bad 

Good 

News 

Bad 

News 

Happy 

Ever 

After 

Step 3:  Take your character on 

a journey with some jeopardy 
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Good 

Neutral 

Bad 

Step 3:  Avoid letting your story 

meander 



Engage stakeholders 

Step 4: Generate the material to 

create impactful stories 

Assess existing knowledge, commission new 

Unearth insights, validate hypotheses 

Develop story using the Storygram 

Share business opportunities 
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Step 5: Applying a storytelling 

structure using our “Storygram” 

Storytelling structures can frame your story 

Situation Complication Resolution 

We’ve been doing 

well recently 

There are 

worrying threats 

We’ve found an 

opportunity 

We’ve found new 

trends  

We’ve made big 

mistakes 

We need to act 

fast 

We have a well 

known brand 

We’ve performed 

badly 

 

We need to target 

a new group 

We’re searching 

for opportunities 

Forecasts points 

to a tough future 

 

We have to exit 

the market 

x x 
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Step 5: Applying a storytelling 

structure using our “Storygram” 

BHS 

Situation Complication Resolution 

We have a well 

known brand 

We’ve performed 

badly 

 

We have to exit 

the market 

x x 
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Step 5: Applying a storytelling 

structure using our “Storygram” 

VW 

Situation Complication Resolution 

We’ve made big 

mistakes 

We need to act 

fast 

We have a well 

known brand 

x x 
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Step 6: Be clear about business 

opportunities 

Key 

Insights  

+ 

Validated 

Hypotheses 

+  

Stakeholder 

perspective 

Business Opportunities  

Target new audiences? 

Focus on the core audiences? 

Change a product? 

Launch/ Don’t launch? 

Research an issue further? 

Stop an activity/product? 

Develop new marcomms approach? 

Approach a new sales client? 
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Case Study: The Market 

Research Industry 2016 
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Good 

Neutral 

Bad 

How the Market Research 

Industry “story” was told 

£4.8bn 

in GVA 
73K 

FTE 

350% 

growth in 

data 

analytics 

62% market 

value 

growth 
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Good 

Neutral 

Bad 

MR 

generates a 

staggering 

£4.8bn in 

GVA. 62% 

growth 

since 2012 

Opportunity 

for MR to 

tell 

relevant  

business 

stories & 

build on the 

350% data 

analytics 

growth 

since 2012  

Putting jeopardy into the Market 

Research Industry story 

Only 6% 

of C-suite 

execs 

always 

act on 

research 

findings 

Sources: Business of Evidence, 2016: ONS annual business survey, MRS annual survey, PwC analysis;  

Impact issue 11, Oct 2015 Article: “Is there a Research Deficit?” Alison Blair 
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Amazing  

Growth 

Worrying 

Research- 

Impact Deficit 

 Opportunities 

through better 

Storytelling 

The Market Research Industry 

Story 

The Market 

Research 

industry has 

enjoyed 

impressive 

growth!  

Shockingly, 

only a small 

minority of 

execs use 

research to 

drive 

decisions  

Great 

opportunity 

exists to tell 

relevant 

stories by 

linking 

multiple data 



1 

2 

3 

4 

6 

The language used is powerful and direct 

8 

The story engages emotionally 

9 There are surprising revelations and insights 

5 

The stakeholder’s perspective is reflected 

10 Business opportunities are suggested 

7 

The headlines map out the story clearly 

Multiple data sources are used 

There is a well laid out 3 part story 

There is clear jeopardy in the story 

The protagonist is clear 

Use Akas’ Storytelling Checklist 
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The Result 



The 

End & 

Thank you 
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Get in touch 

 

If you would like to know more about 

storytelling in business contact us! 

Richard@addykassova.com 

Luba@addykassova.com 
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