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Your program has a story to share. Your story can help increase the visibility of your program and help you connect with new partners and stakeholders who can strengthen the work you are doing. You may have reached a record number of young participants this year, or maybe you have integrated a new subject of
adult life training, such as financial literacy or parent-child communication, into your Teen Pregnancy Prevention (APP) program. Regardless of your success story, we're here to help you tell us about it. It's true: a picture is worth a thousand words. Visual content can help tell your story and increase engagement.
Unfortunately, creating visual effects can take time and resources. That's where we're going. Use our Studio Tool to create customized content that you can share on your website and social media platforms. Provide maximum information with minimal words. Make every word count. More and more visual and multimedia
tools are available at hand. Apps that you can download make the smartphone perhaps the most powerful storytelling tool. Think visually. Internet users are more likely to share photos and videos online. Always provide written consent to parents/guardians for young people under the age of 18 if they wish to be included
in photo or video content. Last Updated: June 23, 2017 (No Reviews Yet) Write Review Number Of Price Applied (No Reviews Yet) Publish Review Item: #C0006C Weight: 1.00 LBS Bestseller: FALSE Classic: FALSE Copyright Perm Flag: TRUE Educator Message Flag: FALSE Exclusive: FALSE Pages: 2 Main
Category: Newsletter Reprint - Other Publication Date: June 01 2000 Publication Date Range: Over 24 Months Related Topics: Business Writing Related Topics: Management Communications Related Topics: Communication in Organizations Related Topics: Communication Special Value: FALSE Subcategory:
Organizational Development Subject: Organizational Development Subject: Business Writing, Communications Management, Communication in Organizations, Format Communication Type Filter: PDF Format Type #C0006C Filter: Hardcover/ Hardcopy 2000 Publish Date: June 01, 2000 This article is the first in a series
of articles on the basic principles of clear, power prose. Includes writing a self-assessment sidebar. Related topics: Newsletter Promo Summary and excerpts from recent books, special offers, and more from the Harvard Business Press Review. January 20, 2014 5 min read The Opinions Expressed by Entrepreneur
Contributors are their own. People of all ages, backgrounds and backgrounds respond to great stories. This is the mystery of the enduring power of myths, legends, and scriptures. We see In stories. We sympathize with the heroes and enjoy rooting against the villains. We learn to believe when we observe other people's
successes, and overcome doubts when we watch others overcome their obstacles. Stories of History how we learn. As you think about your own experiences, those of your team, and those of the people who live you have influenced, think about what stories you could share that engage and empower and enrich other
people's lives. Great storytellers simplify complex information, interact with metaphors, use universal wisdom, help us understand the potential impact of our efforts, are willing to be vulnerable and adhere to journalistic principles. Disagree. Avinash Kaushik, author, speaker and evangelist of digital marketing at Google
credits his success (which includes over 200,000 followers on Google) to his ability to simplify (or as he calls it dissenting) very complex information on topics such as web analytics and digital marketing in a very simple, clear language. He writes on his blog, Occam's Razor, which has more than 100,000 followers, in fifth
grade level (and even uses a web tool for double check), but it attracts Fortune's 10 marketing directors and beginners alike. He recommends that others follow suit. Uncomplexifying is not the same as dumbing down - it's just making the information you share easier for your followers to understand. Ask yourself: How
can you simplify your own message? Interact with metaphors. Robin Chase, co-founder and former CHIEF Executive Officer of the company, created a global following based on her ideas for sustainable development and reducing carbon dioxide emissions through peer-to-peer networks. She told me: I keep paying
attention to what I say makes sense or not. I listen as well as I say. I'm a metaphor collector, always looking for something that makes sense to people. I'm constantly looking for something that resonates with people in terms of the story I'm telling. For example, in a Huffington Post blog entitled Fossil Fuel is the new
slavery: moral and economically corrupt, Chase uses a metaphor (slavery) that not only attracts people's attention, but also forces them to rethink their preconceived notions. Ask yourself: What metaphors are best to explain and engage others with your ideas? A channel of universal wisdom. Chip Conley, founder and
former CEO of Joie de Vivre Hospitality, has transformed his company into the second largest boutique hotel group in America. Along the way, he wrote four books about his experience. He said to me: When I woke up early to write, I often felt that something was coming through me. I believe that being a thought leader
is, in a sense, learning to be a vessel for the greats, channeling the wisdom that is out there. It's somehow he has to steer through you. He experiences it even more often when he speaks than when he writes. Ask yourself: How can you direct the wisdom of work to your audience? Help see the consequences. Every year
I attend a fundraiser for my favorite local organization, Fresh Lifeline for Youth, which Children stay away from prison by offering them a law degree, leadership training and one-on-one mentoring. At each event, CEO Krista Gannon and her team do an excellent job of telling the stories of children who ran gangs, went
back to school, and turned their lives around as a result of participating in FLY programs. By the end of breakfast, each participant pulls out a checkbook - and a large pile of Kleenex. FLY knows that to attract visitors to donate, they must see a real child, not a faceless stranger; they need to know that they are having an
impact on real life. If personal communication is not possible, stories are the next best thing. Ask yourself: Who are the people whose lives you influence? How can you deal with telling your stories? Be prepared to be vulnerable. In 2011, I was invited to speak at a major women's conference on women's
entrepreneurship. I was on stage with two business owners turned co-authors and the famous swimsuit model turned out to be a successful entrepreneur. I had a lot of great resources to share, but as I listened to other speakers I realized that if I wanted to stand out, I needed to rethink my content-rich presentation style.
Without planning or practicing, I shared a very personal story about the time when my father became very ill, my mother was diagnosed with breast cancer and my best friend's husband got a brain tumor. At the end of this talk there was an amazing thing. The audience did not go to talk to the swimsuit model or famous
authors. They were queuing to talk to me. In that moment I realized that our personal stories allow people to communicate with us because they recognize themselves in our struggles and journeys. The more we are prepared to be vulnerable, the more we connect. Ask yourself: Are you ready to be vulnerable and share
your lessons learned? The practice of journalistic principles. In his book Mediactive, former journalist Dan Gillmore offers a list of principles for thought leaders who contribute to emerging ecosystems of knowledge and ideas. These include thoroughness, accuracy, fairness, independence and transparency. While most of
them are self-evident, I would add that transparency is particularly important, requiring us to cite or at least credit those whose creativity and innovation have informed our own and delineate which part of our work is original compared to what is based on the work of others. Feel free to give credit where the loan is due and
take out a loan when you deserve it. Ask yourself: Do you practice journalistic principles? This article is an edited excerpt reprinted with permission from the publisher, Jossie-Bass, the Wiley brand, from ready to be a thought leader? Denise Brosso. How I'm recently rearranging my bookshelf, I noticed, more than a
dozen books scattered over; On; on the story, the personal narrative and the organizational narrative. Instead of putting them to where they belonged, I made a tall pile on the floor. And then I just sat there looking at the pile. I've been thinking about how these amazing authors have helped me understand the journey of
storytelling not only from a personal point of view, but especially from a business perspective. Then the idea struck me: I have to share these names. There are 14 books in total. The list of books will consist of two parts; Below is the first half. The next batch will be in the next post. The beauty of this list is that each book

is completely different from the next, proving the theory that history is an extremely fluid word and meaning so many things to so many people. Each of them is fabulous; explore them all and see which ones you feel are attracted to. Veteran corporate director Thomas Clifford is helping Fortune 100 for nonprofits that are
stuck, frustrated, losing employees or market share because they can't breathe life into their brand history. He believes that wonderful organizations deserve great films. A big solid story about each or it won't last. Strange and foreign is not interesting - only deeply personal and familiar. - John SteinbeckPeople have
always been fascinated by stories. Sitting by the fire, stories were the first and only way to share information, dreams, entertain, inspire and communicate with others long before people had any other forms of communication. Not only is it generally accepted that good storytelling beats other forms of hand communication
down, there is scientific evidence that supports this. When we receive information from a presentation on the powerpoint of the language parts of our brain, that deciphers the word in meaning becomes activated. However, when we listen to the story much more happens. Part of the language processing is not only
activated, but other parts are used to process the experience of the story for themselves. For example, food descriptions activate our sensory cortex. Hearing a story puts much more of our brain to work than just listening to a presentation. Not only can we stimulate different areas of the brain, but if the listener relates to
the story, their brain can become synchronized with the narrator. Emotions that the narrator experiences can be shared with the listener. Knowing the impact that a good story can have, an effective leader can use the narrative to not only share information, but also communicate with the people around him. Here are
some things to keep in mind. Keep it simple Less longer is the basic rule of good storytelling. Avoid complex, detail, and use of adjectives and complex nouns. Using plain language the best way to activate areas of the brain that help us relate to events in history. Remember that you don't impress, but share the
experience. To be effective, the audience must be able to relate to the story. Talking about experience on a yacht would not be a good way for the CEO of the organization to connect with frontline workers. This will probably have the opposite effect and distance your audience from him or her. Telling a heartfelt story
about fishing with a family member or grandson would be much more effective, as it would be something with which many viewers could identify. Use it as an opportunity to share something about yourself. Skilled storytellers can weave information about themselves they want the audience to know without appearing
pretentious. Past stories of struggle, failure and overcoming the barriers the narrator has experienced are excellent sources that help the narrator connect with the audience as everyone has experienced it in life. It'll make the teller seem more human, more like one of them. Don't take yourself too seriously with the love of
speakers who are capable of laughing at themselves. Allow yourself to be vulnerable. Everyone did something totally embarrassing and stupid. Sharing these moments will resonate strongly with the audience. I have attended numerous seminars from a man that I have grown to admire and respect. At some point in the
studio, he always shares the story of how my brother and I almost lost our company. At one point he tears as he shares his experiences. You can feel connected to the audience. Although I have heard the story several times I know he is sincere when he shares this and my respect for it increases. If you have strong
feelings that come up when telling a story don't try to suppress them. Of course, you will need to manage your emotions as an uncontrollable display of crying or laughter will not create the desired result. Still, showing some emotion increases confidence and forms a bond between the speaker and the audience.-Harvey
Deutschendorf is an expert of emotional intelligence, speaker and internationally published author of Another Kind of Smart, simple ways to boost your emotional intelligence for greater personal efficiency and success, published by Amacom New York. He writes a monthly column for HR Professionals Magazine. You can
follow him on Twitter @Theeiguy @Theeiguy storytelling marketing examples. storytelling marketing strategy. storytelling marketing pdf. storytelling marketing book. storytelling marketing quotes. storytelling marketing definition. storytelling marketing course. storytelling marketing adalah
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