Hi,
I'm Bobby Lehew

Writer | Creator | Producer

I am a writer, content strategist, podcast host
and storyteller.

I am the Chief Content Officer at commonsku. I
speak, teach, and write on topics related to
creativity, branding, content, and story.




purple slides
are interactive

workbook pages with
info and exercises

GET CURIOUS!

use the chat or
unmute to ask
questions

AGENDA

Perspective

1:10- 1:20: Break

12:00 - 12:10: Break
12:10 -1:10: POV and Voicing Authentic Experiences

1:20 — 2:20: Capturing the Company Story
2:20 — 2:30: Break
2:30 — 3:30: Selling Your Story

11:00 — 12:00: The Shape of a B2B Story and POV vs.




Today You'll Learn About

The
Shape of a B2B
Story

POV versus Voicing
Perspective/Situati Authentic
on Storytelling Experiences

Selling

Capturing the story

the story

Icebreaker

Why was it so
memorable?




Storytelling is easy
Storymaking is
hard

Is Creativity
Spontaneous?

Spontaneity isn't always
achieved as a means but
rather patient elaboration
allows you to arrive at the
most satisfying and apparently
‘spontaneous’ solution.”




Having a story to tell differs from
having the discipline to tell it,
which differs yet further still from

the discipline to tell it wel

William Least Heat Moon

III

There are
many things
that are known
so well, they're
never seen.”

Richard Ford

HER

«Journal of

Emotionally Numb: Expertise Dulls
Consumer Experience

MATTHEW D. ROCKLAGE
DEREK D. RUCKER
LORAN F. NORDGREN

Consumer Research
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@ The Shape of
= a B2B Story




Kurt Vonnegut Data Visualization: Man in Hole

GOOD =
FORTUNE

Gets out of it
~ I s

BEGINNING

Emotional —
Apex

ILL FORTUNE
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Kurt Vonnegut Data Visualization: Boy Gets Girl

GOOD =
FORTUNE

ILL FORTUNE

Meets
girl Gets girl
back
~ I s
BEGINNING — END —
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The Monomyth: The Hero’s Journey

n-‘ — The Client

SAPpESEse ...
.*"  Callto Adventure 4
r rn .- "
etu Ll Supernatural Aid — you and your
marketing solution

t’ (Gift of Threshold
+ the Goddess) KNOWN Guardian(s) ‘

/ s UNKNOWN Threshold (beginning of transformation)

: £:5N
ROI The’ et '
‘ Hero s entor ; .'.
| Journey s event project
Tram;funnation REVELATION c{@\ . o
‘ ‘ K—Helper
. Abyss .
(death & SUCCESS with your

Jebit) marketing solution & guidance
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CROWDSTRIKE

Once upon a time there was

Every day,

One day

Because of that,

Because of that,

Until finally

PI XAR

ANIMATION S TUDTIOS
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THIS
AMER

ICAN
LIFE

Stakes
the bait:

people need
something
to “lose”

Action
anecdotes:

sequence of
actions moving
the story forward

Reflect
empathy:

why you're
listening

20
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A Brand Storytelling Framework
From Rudolph the Red-Nosed Reindeer

Once upon a time, there was [YOUR PRODUCT].

It has the capacity to [YOUR PRODUCT'S SUPERPOWER].

Some people doubt it because [WHAT THE DOUBTERS CLAIM].

But one day, [SOMETHING HAPPENS].

Which means [YOUR WOULD-BE CUSTOMER NOW NEEDS THIS]

for [WHOM DOES YOUR CUSTOMER SERVE?].

And that matters because [HOW YOUR CUSTOMER IS THE HERO].
Success!
—Ann Handley




Your Turn!

What is your
customer’s crisis
or obstacle?

Your Turn!

Once upon a time, there was
[YOUR PRODUCT]

It has the capacity to

[YOUR PRODUCT'S SUPERPOWER]

Some people doubt it because

[WHAT THE DOUBTERS CLAIM]

But one day,

[SOMETHING HAPPENS]

Which means

[YOUR WOULD-BE CUSTOMER NOW NEEDS THIS]

for

[WHOM DOES YOUR CUSTOMER SERVE?]

And that matters because

[HOW YOUR CUSTOMER IS THE HERO]




The Neff Company Customer Story

For millions of high school students, earning a varsity letter jacket is a crowning scholastic
achievement they'll remember for a lifetime. But streamlining the time between earning that letter and
actually receiving it comes down to logistics speed and agility. Something we know a little about.

The Challenge

Raw materials from all over the world flowed into Neffs factory in the Dominican Republic. From there products were
manufactured and customized, and time-sensitive orders from all over the U.S. were fulfilled daily. Given the criticality
of these orders, Neff wondered if they could find ways to cut days and cost from their global supply chain, while still
maintaining the customer satisfaction for which they were known

The Solution
Neff knew UPS's domestic capabilities from working with them for more than 60 years. Now they needed global logistics
expertise, too. First, UPS streamlined the raw-material supply chain, consolidating LCL shipments to twice-a-month
departure via ocean freight. Then they introduced UPS Trade Direct Air shipping, providing the economy of a freight
carrier and the expedited delivery of a package carrier. Daily packages are consolidated into one bulk shipment at the
“ h Dominican factory. They quickly clear customs as one air freight shipment (at freight rates) and fly to Miami. There,
UPS deconsolidates shipments and labels each package for final delivery to schools. Packages are out for delivery by
the next day. Visibility was also dramatically improved with UPS Flex® Global View software, a supply chain event
management and visibility tool that enables Neff to keep track of everything from dock to door.

UPS Trade Direct has been a strategic solution for us. It helps us
provide the most consistent, dependable and cost-effective delivery TheResults _ ) ) _ - _
option from plant to customer. We're now a one-stop ShOp in the By compresslng |ts. e|.1t|re order-té-dellvery.cycle, Neff earned a varsity Igner in supply chain streamlining. Duplicate
s N N operations were eliminated, multiple handling steps removed and turn times made faster and cheaper. UPS Trade
Dominican Republic. And the day after product ships fro Direct enabled consistent, cost-effective delivery to customers, and allowed Neff to take single-unit online orders they
it's on a brown truck headed to a customer in the U.S." couldn't before. With visibility improved, Neff could also keep customers in the loop, strengthening their competitive

position and further enhancing customer service.
Jeff Loos, Director of Offshore Manufacturing, Neff
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POV vs.
Perspective







l i |
The Faces of a Billion

UPS marks a milestone in delivering hope
around the world

What's new
UPS has delivered more than one billion doses of
the COVID-19 vaccine just one year after the first
doses were delivered in December 2020.

Why it matters
UPSers are continuing to deliver health and
hope around the world, including to remote and
underserved communities.

Watch this salute to those who've made this
milestone possible.

"I, me,

First Person Singular

“We, us, our”

First Person Plural

Point of

View

“She, her, hers”

Third Person

30



The Missing Element

...we often search for the everyman voice
in our stories, the common collective,
the aggregate, but the most powerful stories
are told through a unique and central
character, not a collective.

A story is a gift to the world as long as that
story is told through an individual
perspective respecting that particular voice.

Edwidge Danticat

31

=

Point of View:
Who is speaking
(the narrator)

Perspective:
Their worldview (the
narrator’s perception)
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Employees

User
Community
Client
Partners
Reseller
Manufacturer

Multiple
Perspectives
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The best advice you ever got

Career insights from women on the UPS Board of Directors
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8,000
o

In displaying the
psychology of our characters,
minute particulars are
essential. God save us from
vague generalizations.

Chekov

CESKOSLOVENSKO)|
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BRDULE

Paul Logan

Vendaor at The Big Issue

RAISING PROFILES
THE BIG ISSUE £ Linked [

endor at The Big lssue

M LaviniaNeda in|

Connect

RAISING PROFILES
THE BIG ISSUE & Linked [}
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Your Turn!

Tell the story
from the other
person’s
perspective
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“I, me,

First Person Singular

“She, her, hers”

Third Person

Point of

View

“We, us, our”

First Person Plural
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Customers Service Providers
7?7 7?7 27?7 27?7
Point of
View

27?7 27?7
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Your Turn!

| 222 || 222 | [222] 222 ]

CREATE A POV MAP:
Who are your customers?

Who are your service providers?

Who needs you?

Who helps you?

| 222 || 222 |




Your Turn!

Whose voice
tells the most
compelling
story?

Where are our most
authentic stories?

Whose voices haven't we yet
heard and what do they think,
need, imagine?

Fascinating stories often come
from people who look, think,
and act different from us.

L4 VENN




| m Keith Malone and | ship vaccines out
of Louisville, Kentucky all over the warld.l

Untold Stories of
African Americans at UPS




‘I'm Isa and
I'ma tr;ans
man

UPSer reflects on his journey and
path to leading his best life

&Py

[amalPSer s, |
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Your Turn!

How can we find
or get in touch
with people who
have compelling
stories or voices?




#n Voicing the
<7 Authentic Experience

nlp[r

PLANET MONEY

You have the situation Mﬁelv(vfdsbeﬁd I;ﬁ;lh!rBT

and the Story. in five chapters.

_ . | seoin |
the situation = the facts

the story = the experience,
emotion, insights, wisdom

V. Cornick
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Primary Emotion

Love

Joy

Surprise

Anger

Sadness

Fear

Secondary Emotion

Affection, Lust, Longing

Cheerfulness, Zest, Contentment, itPride,
Optimism, Enthrallment, Relief

Surprise

Irritation, Exasperation, Rage, :
Envy, Torment

Suffering, Disappointment, if»Shame, Neglect,

Sympathy"

Horror, Nervousness

Tertiary Emotion

Adoration, Fondness, Liking, Attraction, Caring, Tenderness,
Compassion, Sentimentality, Arousal, Desire, Lust, Passion,
Infatuation, Longing

Amusement, Bliss, Gaiety, Glee, Jolliness, Joviality, Joy, Delight,
Enjoyment, Gladness, Happiness, Jubilation, Elation, Satisfaction,
Ecstasy, Euphoria, Enthusiasm, Zeal, Excitement, Thrill,
Exhilaration, Pleasure, Triumph, Eagerness, Hope, Rapture

Amazement, Astonishment

Aggravation, Irritation, Agitation, Annoyance, Grouchiness,
Grumpiness, Frustration, Anger, Outrage, Fury, Wrath, Hostility,
Ferocity, Bitterness, Hate, Loathing, Scorn, Spite, Vengefulness,

Dislike, Resentment, Revulsion, Contempt, Jealousy

Agony, Hurt, Anguish, Depression, Despair, Hopelessness,
Gloom, Glumness, Unhappiness, Grief, Sorrow, Woe, Misery,
Melancholy, Dismay, Displeasure, Guilt, Regret, Remorse,
Alienation, Isolation, Loneliness, Rejection, Homesickness,
Defeat, Dejection, Insecurity, Embarrassment, humiliation,
Insult, Pity

Alarm, Shock, Fright, Terror, Panic, Hysteria, Mortification,
Anxiety, Tenseness, Uneasiness, Apprehension, Worry, Distress,
Dread
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Your Turn

How can your

company help get

them there?

Who do your
customers want to
be?

How can you
make them the
hero’s of their own
journey?




000 OQ

WE TELL STORIES
To connect product to athletes and

authentic experiences for our consumers.

EDIT TO AMPLIFY
Just say no — less is more!

DISTORT HERO ITEMS
Tell the consumer what is important.

MAKE POWERFUL STATEMENTS
Create impact with color and print.

PLAN TO THE SPACE
Create destinations for our most
important product.

POWER OF 10
GO TO MARKET PRINCIPLES

0000

CREATE CREDIBLE OUTFITS
Inspire and authenticate!

KEEP IT FRESH
Consistent flow of product gives them a reason
to come back.

AMPLIFY AND ACCELERATE
Use Performance and Lifestyle assortments to
energize performance position and amplify sport.

WIN AT THE MOMENT OF TRUTH
Deliver Consumer-Right Assortments — Right
Product, Right Place, Right Time, Right Quantity.

TRANSFORM THE MARKETPLACE
Creates Distinction and Separation from
all Competitors
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> 0:00/0:29




Your Turn!

Where is
a story
living?

Setting

1. Market conditions
2. Competitor market
3. Current economic market/etc.

4. What's going on in/with the
company?

How can you use the current

setting to your advantage?
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- _ ; Short-listed for th
- MANGBOS;.E;YFI:IZE
ontext (Setting
NEW YORK TIMES BESTSELLER

(Why companies need storytellers).

MOHSIN
1. At Birth 2 HAMID

2. New Leadership / Acquisition The
' RELUCTANT

3. Difficulty Growing

unifying narrative that all employees
[stakeholders] can grasp

FUNDAMENTALIST

IASST@GMPANY
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Your Turn!

What's going on with: How can you use
Market conditions the current setting

Competitors to your

Current events

?
Your company advantage:




Energizer!

What recent
movie, book, or
story have you

seen that made an
impact on you?




Capturing the
Company Story
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What problems What do your
do you help your customers need
customers solve? from you?
What does
your company
sell?
What do you What questions do
offer that other your customers have

companies don't? about your company?

66




Your Turn!

What questions
can you ask to
understand a
company’s story?

(‘_!‘;J MarketingProfs

Bobby’s Questions

68



Your Turn!
Breakout

THIS
AMER

ICAN
LIFE

Instructions:
Step 1:
Partner A interviews Partner B.

Step 2:
Partner B interview Partner A

Step 3:
Notice what people DON'T say

1. Debrief on which questions might
work better or worse than others

Action:

What are the
sequences of
action?

Stakes: Reflect:
What's at stake? How did this feel?

70




Storytelling is editing

Good Storytellers are
great editors

71

Stories aren't written,
they're rewritten.

Michael Crichton

72




Use constraints
to fuel creativity

74




Episode 201; Impacting the World Through Product with Davis Smith,

Founder and CEO of Cotopaxi

Pl heat]

|3

podessts - husiness

How | Built This with Guy
Raz

hours of research
+
hours of interviewing
+
hours of editing

30 — 60 mins of story

75

Creative
briefs
come in
many
forms...

76




Your Turn!
Creative Briefs

What do your creative
briefs look like and

- clude? What are your

constraints or the
constraints of your
product/service?




Selling Your Story

-~ Good
marketing
req uiLres
fearlessness.

- Ann Handley




What's the
difference between
telling the story
and
selling the story?

81

A new content

era has arrived:
what is social
enterta | nment y N

where entertainment is rapidly taking over - creative is a marketers’ superpower; it's the one thing they
have control over and the one thing that can help a piece of content thrive.

a n d h ow ca n The Drum caught up with Kate Kenner Archibald, chief marketing officer for social marketing software

company Dash Hudson, to discuss what's been driving this shift towards social entertainment and look

b ra n d S wi n ? ahead to how brands can prosper in a time where creative insights are a necessity.
-

The new era of soclal entertainment is hem - what's been driving this shift in the soclal mediaspace
and what does all of this mean for brands and their social marketing stategies?

Looking back, we can pinpoint significant shifts in technology that have tensformed our online
experences. From the dominance of Facebook in the mid-2000s, 1o the rse of the “Instagram-worthy”
sestheticin the 1eens. it's fascinating 1o recognize just how much social media shapes our cukure.
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Respect all sides of
the
storytelling brain.

83

Creative

entertaining
character-driven
hunger for story
design thinking
creative problem
solving

story craft

Logical
ROI

deliver brand value

return on objectives

fulfillment, kitting

corporate craft
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Over 1,200,000
unique listeners

Over 2,800,000
downloads

Audience retention of
over 75% through
the end of each

bliERoes

CONRAND. LINE -
i >_|HEROES

BEe .

Bullding an Audlence Through
Podcasting: The Command Line Heroes
Story

episode.
85
Selling the Story
® a » @ L]
— LI
Stakeholders Alliances Internal /
External
Partners
X °
D _ 14
Proof of Internal Sell!
Concept Roadshow
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Your Turn!

What plan or
process needs to
happen to sell
your story?

% MarketingProfs

Platforms and Media:
The Home for Your Content

88




pocificcontent Wew  teravim memn By temim o Q

We help clients amplity their voice and deeply
connect with audiences through original branded
audio content
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Content Creation & Distribution

Among the 77% of respondents who used paid social media platforms, the majority chose
LinkedIn (75%) and Facebook (69%), which they also said produced the best results.

Paid Social Media Platforms B2B Content Marketers Used in Last 12 Months (Top 5)

Linkedln Other paid social media platforms used in last 12

]
Facebaok 7 months:
Pinterest (3%), Reddit (2%), TikTok (2%), Quora (1%),
Snapchat (1%), and Other (3%).
T

Instagram

Tevitter

Base: Content marketers who used social media platforms for paid content promotion in the last
12 months. Aided list; multiple responses permitted.

12th Annual Content Marketing Survey: Content Marketing Institute/MarketingProfs, July 2021

YouTube

EL] a0 B0 a0

g

B2B Paid Social Media Platforms That Produced Best Results in Last 12 Months (Top 5)

Linkedin | =T
Facehook
Base: Content marketers who used the social media platforms listed for paid content promotion
voutube Ty in the last 12 months. Multiple responses permitted.
; 12th Annual Content Marketing Survey: Content Marketing Institute/MarketingProfs, July 2021
nstagram |
Twiner T

80

o
H
T
3
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Content Creation & Distribution

LinkedIn is the organic social media platform that B2B content marketers used the most and the one
they said produced the best results.

Organic (Nonpaid) Social Media Platforms B2B B2B Organic (Nonpaid) Social Media Platforms
Marketers Used to Distribute Content in Last 12 That Produced Best Results in Last 12 Months
Months
Linkedin 93%
Facebook s0% Linkecin | 1
Twitter | —_——
Facebook
youTube |
Instagram
instagram |
pinterest  IIEIEE YouTube  EEETEY
medium  HEEA Twitter | REY
o 0 a0 60 80 100 a 20 40 60 BO
Base: Content marketers. Aided list; multiple responses permitted. Base: Content marketers who used the nonpaid social media platforms listed to distribute content
12th Annual Content Marketing Survey: Content Marketing Institute/MarketingProfs, July 2021 in the last 12 months.

12th Annual Content Marketing Survey: Content Marketing Institute/MarketingProfs, July 2021
Other paid social media platforms used in last 12 months:
Clubhouse (5%), Quora (5%), Tik Tok (5%), Reddit (4%), Discord (2%),
Snapchat (2%), Twitter Spaces (2%), Other (3%), and None (2%).
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Content Creation & Distribution

In addition to using their organization's website to distribute content in the last 12 months,
more than 50% of respondents used blogs, email newsletters, and email.

Owned-Media Platforms B2B Marketers Used to Distribute Content in Last 12 Months

ot

Their organization's website
Blog
Email newsletter

Email (other than newsletter)

k] | ]
¥
&

Microsite (e.g., resource center)

Their organization’s branded online community
Digital magazine

Online learning platfarm

Muobile app

Other

g
g
g

w0 40

o -

Base: Content marketers. Aided list; multiple responses permitted.
12th Annual Content Marketing Survey: Content Marketing Institute/MarketingProfs, July 2021
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Content Creation & Distribution

Among the video formats they used, respondents said webinars/webcasts/web series produced the best
content marketing results in the last 12 months (51%).

B2B Video Formats That Produced the Best Results in Last 12 Months

Webinars/webcasts/web series
Interviews with industry experts
How-to videos

About our company

About our customers

First-look product overviews
Industry research/analyst reposts
Interactive video

In-depth product reviews

Other

“-‘ I

&0

a
&
n
5
e
3
g

Base: Content marketers who used videos in the last 12 months. Aided list; multiple responses permitted.
12th Annual Content Marketing Survey: Content Marketing Institute/MarketingProfs, July 2021

93

Content Creation & Distribution

Respondents said virtual events/webinars/online courses produced the best results for their content marketing in the last 12 months (58%) —
those who are most successful agreed (66%).

Long articles/posts stood out as an area where those who are most successful reported better results than respondents overall (43% vs. 32%).

B2B Content Assets That Produced the Best Results in Last 12 months

Virtual eventsiwebinars/oniing courses N
Research reports [ '
Short articles/posts (less than 3,000 werds)
E-books/white papers |
Case studies
videos |
In-persen events _
Lang articles/posts {more than 3,000 worcs) N T2Y
Infographics/charts/data viz30 modets [ EL]
Livestreaming content  |INETY
Podcasts T

Print magazines or books

w0 0 o 40 50 &0

o

Note: Respondents were shown a display list of the content types they used in the last 12 months and asked, "Which content assets
produced the best results for your content marketing in the last 12 months? (Select all that apply.)”

Base: Content marketers who use each content asset listed. Multjple responses permitted.
12th Annual Content Marketing Survey: Content Marketing Institute/MarketingProfs, July 2021
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Your Turn!

Where do you
post?

% MarketingProfs

Your Turn!

What formats do
your customers
use?

% MarketingProfs




Capturing the Story

97

Capturing the Story

€ 12 ©

Who, What, Where, Say more abou’_c TeI_I me more
that — invite details, curiosity creates
When, Why, How :
nuance connection

e 15 16

What's the context
and how does it
impact the situation?

What were you

What did it feel like... thinking?

98




Your Turn!
Breakout - Storyboarding

Character/ Instructions:

Perspectives 1.Sketch out your
Setting storyboard alone

2.Share in your
breakout group

3.Share something
with the larger
group

Content

% MarketingProfs

Today You Learned About

The -
POV versus Voicing
Shapgtzf aB2B Perspective/Situati Authentic
Yy on Storytelling Experiences
. Selling
Capturing
the story the story

100



Today You Learned About...

The Shape of a B2B Story
POV Versus Perspective/Situation Storytelling
Voicing the Authentic Experience

Capturing the Story

OO 6 6®

Selling the Story

101

Actionable
Takeaways

« Use the workbook to
build your company’s
story
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Contact Bobby

bobby@bobbylehew.co

m

Twitter/X:
@bobbylehew
LinkedIn: Bobby Lehew
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