Unravelling Complexity - Thursday 4th July 2019 14:30 BST.
How to tell your story in a simple way to the right people
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With a background in journalism, I have an absolute
passion for clear, authentic communications. To my
mind, it is the one thing that all businesses and
individuals can do to make their purpose shine
through, and ensure their brands reach new audiences
and markets.
Let today’s session be the start of your mission to connect
better with the people who matter most.
emma@thwaitescommunications.co.uk

Interactively streamline robust core competencies and next-generation architectures.
Professionally architect B2C portals and market positioning convergence.
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●

Understanding who
you are talking to their needs and
motivations

●

Questions and answers

●

●

●
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Creating content that
reaches people on an
emotional level and
inspires them to act

Practical tips for turning
specialist content into
material that anyone can
grasp

Tailoring material for
different purposes and
audiences
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‘To make our communications more effective, we need to
shift our thinking from “what information do I need to
convey?” to “what questions do I want my audience to
ask?” - Chip Heath, Made to Stick: Why some ideas survive
and others die

Who are your audiences?
Audiences(or customers) will only
engage with your stories or
content if they feel some
emotional connection with it
The ﬁrst question we should
always ask is: “who are our
audiences?”. The second is “what
is their starting point in terms of
understanding?”, and the third “where would I like them to be?”
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First - map the audiences
●
Post its
●
Brainstorm
●
All your audiences and
customers - by category and/or
by name
●
Keep going as long as you can
●
Pin them up on the
audience/stakeholder matrix>>>>
(or similar)
●
Prioritise
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EU Member
States

Example - top right quadrant
European
Commission

High

Data Startups

Governments
OD Teams
CDLN
Leaders
City Leaders
NSO

DCMS
NESTA
Web Foundation

Inﬂuence
Startups and Innovation
hubs around the world

SMEs
Partners

Low

Interest

Funders:
- IDRC
- DFID
- USAID
- Hewlett
- Gates
- BvL

High
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●
●
●
●
●
●
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Values and motivation
Fears and concerns
Habits - where they hang out and
where they get their information
Their inﬂuences - brands and people
What they think of you and your
competitors
What we want them to think and do
as a result of an encounter with us etc.

The answers to these questions can
fundamentally change your approach to
communicating with people. You can’t
spend too much time on it!
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Pause
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‘The tipping point is that magic moment when an idea,
‘The
tipping
point
is that magic
moment
whentips
an idea,
trend
or social
behaviour
crosses
a threshold,
and
trend
or
social
behaviour
crosses
a
threshold,
tips
and
spreads
like wildﬁre.’
- Malcolmbecause
Gladwell:
Tipping
Point
‘You’re never
going
to kill storytelling,
it’sThe
built
into the
human
spreads
like
wildﬁre.’
Malcolm
Gladwell:
The
Tipping
Point
- How
Little
can Make
a Big Difference
plan. We
come
withThings
it.’ - Margaret
Atwood
- How Little Things can Make a Big Difference

Story types
3, 6, 7, 36….overcoming ‘the monster’,
journey and return, tragedy, rebirth, rags
to riches….
Story uses
Entertaining, scaring, campaigning,
sales, reporting investigations &
ﬁndings, illuminating an issue etc.
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Three kinds of people can have a
disproportionate impact on your
success
1.
2.
3.

Connectors with big networks that
cut across social groups
Salespeople that will boast about
great ideas
Mavens who hoard information
and become ‘experts’ and inﬂuence
other inﬂuential people.

‘Great stories succeed because
they are able to capture the
imagination of large or
important audiences.’ - Seth
Godin
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Storyboarding
1. Hero/heroine’s starting situation/challenge your audience ‘persona’ might be your heroine
2. Resolution - denouement
3. The clear outcome/impact
4. The journey that gets us from 1-3
5. 6/12/24 ‘scenes’ - pictures and words
6. Imagine what the character is thinking, saying
doing and feeling through the story
Place your image over the grey box and crop accordingly

By Bishu373005 - Own work, CC
BY-SA 4.0

Storyboarding
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Pause
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‘The tipping point is that magic moment when an idea,
‘Understanding
is created through
inﬂuential
trend or social behaviour
crosses asharing
threshold,
tips and
stories
[with
others]....to
connect
with
them
in
ways
thatPoint
spreads like wildﬁre.’ - Malcolm Gladwell: The Tipping
make
the
beneﬁts
our cause
to them.’ - Alan
- Howclear
Little
Things
canof
Make
a Big Difference
Barnard & Chris Parker, ‘Campaign It’

Tips
1.
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Exercise
‘We highly recommend that person or persons walking on or near the area adjacent to the
cliff edge supervise children and pets and it is considered ill-advised to venture past the
red ﬂags. Due to erosion and high winds there may be a heightened risk of injury/fatality
due to falling. Actions such as these may result in a dangerous fall necessitating
emergency service assistance, which may include the Air Force(AF) or Coast Guard
Helicopter Search and Rescue Service. These services will be chargeable to the incumbent
and therefore it is recommended that visitors to this area remain at a safe distance to
maintain personal safety.’

Pause

www.thwaitescommunications.co.uk
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Pause

www.thwaitescommunications.co.uk
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‘The tipping point is that magic moment when an idea,
trend or social behaviour crosses a threshold, tips and
‘We need
a brochure…’
spreads
like wildﬁre.’
- Malcolm Gladwell: The Tipping Point
- How
Little Things can Make a Big Difference
- A.Client

How to tailor material for different purposes and audiences
Hints and tips
1. Have audience needs and behaviours
front-and-centre
2. Do it in different ways for different audiences
3. Use examples your audience will ﬁnd relatable
4. Do something surprising or unexpected
5. Two examples:
■ Energy Systems Catapult
■ NIHR
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Vary your medium
● Infographics - https://www.canva.com
● Videos - https://lumen5.com/
● Visuals are processed 60 thousand times
faster than pure text
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Final pause
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ADDRESS

+44 (0) 203 478 4889

@ThwaitesComms

emma@thwaitescommunications.co.uk
www.thwaitescommunciations.co.uk
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‘The tipping point is that magic moment when an idea,
Any intelligent
fool can crosses
make things
bigger,
more
trend
or social behaviour
a threshold,
tips
and
spreads
likeand
wildﬁre.’
Malcolm
The Tipping
Point
complex,
more-violent.
It Gladwell:
takes a touch
of genius
—
- and
HowaLittle
canto
Make
a Big
Difference
lot ofThings
courage
move
in the
opposite direction.
Ernst F. Schumacher
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