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Corporate Storytelling with
Engaging Otiline Video. For Why Should My Qorporation
Customers and Employees Qeate Sories for On-line

Distribution?

Video gories captivate our attention,
they motivate usand they stay with us. Human beings are social beings,
and we naturally share stories as

a means of connecting with one

--DOCUMENTARYestimonial interviews shot another. And every time you hear
documentary style with historical anecdotes and truthful someone else's story, you identify

experiences told through customer or employee ) )
experiences; with a part of it, a part that

connects to your own experiences.
And Stories workbecause they touch
us at an emotional level.

There are at_east 2 Types:

--BRANDED ENTERTAINMERIly produced fictional or
re-enacted stories tht engage a viewer about experienceg
gAGK &2dz2NJ . w! b5X

Some Preliminar2009-10 Online
Video ViewingFacts:

B more than 174million U.S. Internet
users watched online video during the
month of February2010

B Hulu Viewer Engagement wap @20
percent vs. Yealgo to 2.4 Hours of
Video per Viewer in Februa010

B there were 161 videos per viewer
during the month of February 2010

B 83.1percent of the total U.S. Internet
audience viewed online vidda
November 2008

K Thtte ivzrigezor?line \;id%o \{iewer A We b vi deos
watche .2 hows of videan .. ,
November 2008 brand slip into a consumer's

E  132.4 million viewers watched 11.9 billion videos on buddy list kinda sideways by
YouTthJ_e_.com_ (89.5 videos per viewer)_ i_n Fel_)ruary 20 offering Something in the way

B 38.6 million viewers watched 333.4 million videos on .

MySmace.com (8.6 videos per viewer) Of enterta!nment or helpfu'

E  Online video viewing contired to reach record levels in information that does not
gsr\i/ﬁgwtk;]eer;gon?hwnh nearly 31 billion videos viewed smell like a sales pitch - and

E 70 million viewers watched an average of 182 videos may hardly mention the
per viewer during the month of November. product or service the brand

s e | 1 Mew &ork City

SourcecomsScore, Inc. (NASDAQ: SCOR) is a global leader in .
Viewer

measuring the digital world and preferred source of digital
marketing intelligence.
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http://www.comscore.com/Press_Events/Press_Releases/2010/1/November_Sees_Number_of_U.S._Videos_Viewed_Online_Surpass_30_Billion_for_First_Time_on_Record

AS ACEO, HR ORARKETING

DIRECTQRHave you been ® Viewer-Controlled Video Consumption: 2010
frustrated with your

] 2YLI yEQA AVl oA

Estimated Annualized U.S. Person Hours of Media Usage*

Online Video

Mobile, Legal Downloads, 14 billion hours

internally develop an otine bRl YoDViewing e
strategy that incorporates = , VR - Time-shifeed
video with accountable / 7 Bl bours
metrics? Have you or any of : Y, 97 Siion ours

your employeever been

frustrated because your

organiation's presentations, 23 iion hours.
(all TV less DVR/VOD)

memos, or other messages

don't seem to be hearahot to

mention heeded? o e e cimtes a0 ol eprted s from

blackarrew

2010 - 162 billion hours of
Viewer-Controlled Video
(Broadband, DVR, VOD)

Are you tired of reiterating the same policies and
Motivating people to reach the procedures to employeesnly to have them fall on
e e e A ecy; deaf ears again and agairyou answered "yes" to
either of these questions, take hearthere is a
powerful solution to the problem that will significantly
enhance adherence tooyr online website goals,
BRAND awareness goals, organizational policies, and
desiredinternal practices.

part of a CEO's job," says award
winning Writer, Director, and

Screenwriting Coach Robert McKee
his HBR interview. "To do that, he ol

she must engage their emotions, an

UELCYACRGEIREEUSISERSYAI  The solution is innovate, it's easier to implement than
writing a policy manual that gets ignorednd it
effectively shapes behavioit is an approach called
corporate storytelling or "managing bygreating and disseminating storles

Fast Company is repeatedly discussethe Harvard Business RevigeWhe Wall Street Journal
and othe leading business publications. The subjethiésuse of storytelling in businesses and
other organizations It has a rapidly growing audience asdnore than a valid concept; it's an
essentialnow-proven communication practice.

7

b{02NRISttAYy3a A& (0KS aAy3ats
G222t 1 A0d

Dr. Howard Gardner, AuthoGhanging Minds
Harvard University professor
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Marketing is seen as more of a solution to help
survive a recession than a budget line to cut.

Strateqy first: we set our advertising strategy
to take advantage of opportunities in the
downturn, then try to come up with a

budget to achieve the strateqy

Budget first: we reduce our budget, then
come up with the strategy to do the most we
can with that budget

N/A don't know

Source: Ady n the edge

Economist 1 ce Unit survey conducted on behalf of The Economist Group

In tough times you can't afford to waste even a small fraction of your resourc&s.win and
retain the most profitable customersaand the most valuable employeegou must:

B optimize every dollar in a shrinking budgbut recognize cutting back is nibte only
solution
B ensure the highgseturn humanlypossible,
and

X an effective corporate story B Kkeep everyone moving in the same direction

usually begins with an idea, the samg

_ _ _ ; A Companynustcommunicate so clearly that every
idea that is the basis of the business

single person in your organization understands what
GEURNUEIERUCIMINBEWRICIERUN oy want and how you want it donéThe most
CEUCRRICRI ISR GR VSIS  offective way to do that is to tell storiesthe most
WIS CISYIgSTNCICYnEdle] powerful way to tell, distribute and replicate those
idea should be the bsis of he stories is through video.Welktold, congruent stories
R NIRRT IN spread like wildfire, driving engagement and creating
legacies that fuel organizations fgenerations.
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To leverage the power of story, you need to identify,

_ _ hone and tell the right story at the right time to the
WEVIURTUIRECBEWAIICER  right audience. The good news is that help is readily
‘exceptional customer service' or EEYVEYEEY

makes 'valueadded' products
RS R e e Ml  Compelling stories about real people in real situations

e e R eR ke arethe currency of fareaching, emotional impact.

Stories motivate, persuade, inform and inspire. Stories

are memorable and powerful. They can be cathartic.

TheymoveuX A 0G0 A& GNHZS 6AGK . w!

things or say they do.

Corporate storytelling digs deeper
and reflects on the core ideas that

Strange then, how stories and storytelling afei  dz& S
definea company and its Y2NB Ay (GKS OKFGGSNI 2F (K
BEIN-ERARWNRR 5 remarkable amount of complex, abstract, dry and
one-way words and principles when a simple,
memorable story about a person faced with a

particular dilemma who took a particular course of antto help out a colleague or customer
could just say it all in an instant. And if we spent more time using inspiring stories to illustrate
success we could actually change the way people think and do things.

g 2

With the rapid changes that orgaaizons needo make in these turbulent times of

dzy OSNI F AyGex O2yySOGAy3a LIS2L S SyaArz2yltfte (2
AYLRNIFYiGd 2KAOK Aa ¢gKe 6SQOS LIA2YSSNBR (GKAaA
people to a compelling business native or story, drawing on real, human stories that bring

strategic messages to life and give them credibility and a human face; stories that can be shared

to stimulate a culture of storytelling, dialogue @mvolvement across the orgaaitton, change

attitude and behavics, and improve levels of pride, efficiency and productivity.

{2 6KSY 6SQNB | zhtlBcRande 2uituresand&lavdia busiieséegarding
YyourBRAND ¢SQff (Sff @&2dz GKIFIG AGQ&a | fhebarriere dzi o6 Sf
that are often created by hierarchies, multidbeyers of management and orgaational

complexity.

Engagement and emotional connection can only truly be achieved when a person aligns their
persoraljourney with that of the organizG A 2y @ 2 KSy (GKS (g2 |fAIYyS |y
discover the personal role and contribution he or she can make, the sense of ownership,
empowerment, belonging and meaning can have an immediate and dramatic effdas or

her beliefs, attitude and actionsTHEY BECOME STAKEHOLDERS IN THE CORPORATE STORY.

We make this alignment process effective through telling a simple, clear and compelling story

that everyone can understand, then sharing simple yet meanirggéules about tle impact of

actionsand behavhB 2y GKSANI ft A@Sa GKIFG fAy] oFO1 G2 @
authentic, simple and relevant stories, top down andtbat up, that help the build a corporate

sense ol DENTITY/PRIDE IN THE EMPLOatEBRAND AWARENE#®Sour consumers
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LiQa Fy I Yl ivatyraed FdsShnkgedordallidi K2y AyiG2 2yS G(KIGQ
How Do You KnowVhenYour Company Needs Your Corporate Story to be Told?

E YourBRANLDorporate or organizational "story" as told thrgh your marketing
materialsis weak relative to the strength of your valoe unique selling
propositiont or relative to your competitors

B You don't know how well yoBRANDStory is resonating with cusioers or
prospects

B You're about to launch a new company, organization, product or service

B You reach a critical milestone in the ewiibn of your BRANDand need to tell
people about it in the most effective ways

F YourBRANDsales pieces don't generate the results they should

B You're not using public relations (free media) or advertising (paid media) to fully
leverage the power of the media to tell or reinforce y&@RANDstory

B Your. w! b prdddcts, services or people orfgt mentioned in the media, not
written about

B Consumers continually plague your service department with HOW TO questions
or maintenance inquiries;

B You're not sure youBRANDnarketing or communications program spending is
appropriate relative to your gals and overall budget

B YourBRANDvebsiteor microsites are noenhancing your customé8RAND
experience or clearly communicating your value proposition

E You don't have enough staff (or any senior staff) to develop, execute or maintain
necessarBRANDnarketing, communications or public relations projects and
programs

Does Your BRAND Convey anlOme Story About Quality and
Longevity?

Consumers in a downturn buy brands they

associate with quality and longevity.

Neil Sussman, Marketing Director, De Beers Diamond Jewellers
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Where to Post the
Stories?

This is the simplest
guestion of the day. Post
them firstat yourWebsite
and Blog micro-website
Then Post them here:

After posting your BRAND
videos at these popular
sites. Now tell the world
about the postings at these social media
and bookmarking sites:

Some Additional Benefits of Corporate
Storytelling Using Video

One of the moseffective recognition
tools that many leading U.S. companies
are using is storytelling. Managers who
consistently tell stories of people "caught
doing something right" discover that
recognition is truly a highly valued
reward. The benefits are numerous:

B The employee is pleased that the
manager noticed a job well done
and took the time to acknowledge it

B Other employees learn more about the behavior that the company values

B Employees are motivated to
enhance their performance

B Employees take more pride their
affiliation with the company

B Productivity and profitability
increase

A PARTING NOTPo you feel the impact
of information overload?More than 3,000
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messages bombard each of us every day, and these constant distractions blur employees' focus.
One of the best ways to keep everyone focused on your vision and performing effectively is to
continually tell stories.

Stories reach people at a deep level and stay there. Just as we all fondly remember family
stories that we were told years ago, empl@geremember stories that their leaders told them
years age-as well as days or hours agAs a result, confusion disappears and employees are
able to achieve higher performance leveMore importantly, consumers have become larger
than nations and thewre grateful for new, engaging stories that incorporate your BRAND into
the storyline.

Cwha ¢1 9 t.{ {9wL 9 {"voukatinbt @alk doven tid streét ittbuvbiry Y
bombarded," advertising writeBob Garfieldsays. "You go to fill your gas tank and you look at the pump
and you're seeing news headlines in advertising. You go into the bathroom and yon tbekurinal and
you're staring at an adYou look up at the sky and there's skywritingThis clutter createa dilemma for
advertisers Garfield observes'The advertisers know they need to have more and more advertising to
get an ever narrower slice of your attention," he sayand that means we are going to be ever more
inundated. And then of course ever more resistant, requiring ever more advertisingngnakever more
resistant and so on."

But clever marketers have found

ways of overcoming the clutter [ FRONTLIN E“’
conundrum. As television
viewers have found ways of
avoiding ads by using personal flnies | '
video recorders like Tivo, Home Watch Online  Analysis = Forum
advertisers have responded by
becoming a part oftte program
through sophisticated product
placement. FRONTLINE follows this new trend in advertising known as "branded entertainment." Rather
than marketing products around a TV show or other entertainment vehicle, industry insiders predict the
future will bring a seamless blend of marketing and entertainment. Producers are already moving in that
direction. Take for example a recent Sex and the City story line in which a character becomes a poster
boy for Absolut Vodka. The idea was actually proposed to IB&bsolut's public relations agency.

The Two Videos Complete the Sory of dWhy VIDEOE ¢ Qick Box to Watch
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http://www.pbs.org/wgbh/pages/frontline/shows/persuaders/interviews/garfield.html
http://www.pbs.org/wgbh/pages/frontline/shows/persuaders/themes/challenge.html
http://www.pbs.org/wgbh/pages/frontline/shows/persuaders/themes/challenge.html
http://link.brightcove.com/services/player/bcpid13759171001?bctid=13778704001

Making the Jump from Web to TV

SomeAdditional Sources:

http://productplacement.biz/News/BrandedEntertainment/

http://www.pbs.org/wgbh/pages/frontline/shows/persuaders/

http://www.futurescape.tv

http://daisywhitney.can/

The Legacy Productions, LLC
rToThayer - Researcher

http:/Awwwv.thelegacyproductions.com
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Copyright 201@; The Legacy Productions, LLC | . o q
egacyproductionsinfo@gmeail.com



http://productplacement.biz/News/Branded-Entertainment/
http://www.pbs.org/wgbh/pages/frontline/shows/persuaders/
http://www.futurescape.tv/
http://daisywhitney.com/
http://www.thelegacyproductions.com/
mailto:legacyproductionsinfo@gmail.com
http://daisywhitney.com/newmediaminute/how-to-make-the-jump-from-the-web-to-the-tube/

