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Corporate Storytelling with 
Engaging On-line Video:  For 
Customers and Employees 

Video stories captivate our attention, 
they motivate us-and they stay with us. 

There are at Least 2 Types: 

--DOCUMENTARY - Testimonial interviews shot 
documentary style with historical anecdotes and truthful 
experiences told through customer or employee 
experiences;  

And 

--BRANDED ENTERTAINMENT - Fully produced fictional or 
re-enacted stories that engage a viewer about experiences 
ǿƛǘƘ ȅƻǳǊ .w!b5Χ 

Some Preliminary 2009-10 On-line 
Video Viewing Facts: 

 more than 174 million U.S. Internet 
users watched online video during the 
month of February 2010 

 Hulu Viewer Engagement was up 120 
percent vs. Year Ago to 2.4 Hours of 
Video per Viewer in February 2010 

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

 83.1 percent of the total U.S. Internet 
audience viewed online video in 
November 2008 

 The average online video viewer 
watched 12.2 hours of video in 
November 2008 

 132.4 million viewers watched 11.9 billion videos on 
YouTube.com (89.5 videos per viewer) in February 2010 

 38.6 million viewers watched 333.4 million videos on 
MySpace.com (8.6 videos per viewer) 

 Online video viewing continued to reach record levels in 
November 2009 with nearly 31 billion videos viewed 
during the month 

 70 million viewers watched an average of 182 videos 
per viewer during the month of November. 

Source: comScore, Inc. (NASDAQ: SCOR) is a global leader in 
measuring the digital world and preferred source of digital 
marketing intelligence. 

WWhhyy  SShhoouulldd  MMyy  CCoorrppoorraatt iioonn  

CCrreeaattee  SSttoorriieess  ffoorr  OOnn--lliinnee  

DDiissttrriibbuutt iioonn??  

Human beings are social beings, 

and we naturally share stories as 

a means of connecting with one 

another. And every time you hear 

someone else's story, you identify 

with a part of it, a part that 

connects to your own experiences. 

Stories work because they touch 

us at an emotional level. 

 

 

 

 
 
 
 
 
 
 
 

 
ñWeb videos can help a 

brand slip into a consumer's 
buddy list kinda sideways by 

offering something in the way 
of entertainment or helpful 

information that does not 
smell like a sales pitch - and 

may hardly mention the 
product or service the brand 

sells.ò ï New York City 
Viewer 

 

 

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
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AS A CEO, HR OR MARKETING 
DIRECTOR:  Have you been 
frustrated with your 
/ƻƳǇŀƴȅΩǎ ƛƴŀōƛƭƛǘȅ ǘƻ 
internally develop an on-line 
strategy that incorporates 
video with accountable 
metrics?   Have you or any of 
your employees ever been 
frustrated because your 
organization's presentations, 
memos, or other messages 
don't seem to be heard-not to 
mention heeded?   

Are you tired of reiterating the same policies and 
procedures to employees-only to have them fall on 
deaf ears again and again?  If you answered "yes" to 
either of these questions, take heart:  there is a 
powerful solution to the problem that will significantly 
enhance adherence to your on-line website goals, 
BRAND awareness goals, organizational policies, and 
desired internal practices.  

The solution is innovative, it's easier to implement than 
writing a policy manual that gets ignored--and it 
effectively shapes behavior.  It is an approach called 

corporate storytelling, or "managing by creating and disseminating stories".  

Fast Company is repeatedly discussed in the Harvard Business Review, The Wall Street Journal 
and other leading business publications.  The subject is the use of storytelling in businesses and 
other organizations.  It has a rapidly growing audience and is more than a valid concept; it's an 
essential, now-proven communication practice.   

Ϧ{ǘƻǊȅǘŜƭƭƛƴƎ ƛǎ ǘƘŜ ǎƛƴƎƭŜ Ƴƻǎǘ ǇƻǿŜǊŦǳƭ ǘƻƻƭ ƛƴ ŀ ƭŜŀŘŜǊΩǎ 
ǘƻƻƭƪƛǘΦέ  

Dr. Howard Gardner, Author, Changing Minds 
Harvard University professor  

 

Motivating people to reach the 

organization's stated goals is "a big 

part of a CEO's job," says award-

winning Writer, Director, and 

Screenwriting Coach Robert McKee in 

his HBR interview. "To do that, he or 

she must engage their emotions, and 

the key to their hearts is a story." 
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In tough times you can't afford to waste even a small fraction of your resources.  To win and 
retain the most profitable customers-and the most valuable employees-you must: 

 optimize every dollar in a shrinking budget, but recognize cutting back is not the only 
solution  

 ensure the highest return humanly possible, 
and  

 keep everyone moving in the same direction 

A Company must communicate so clearly that every 
single person in your organization understands what 
you want and how you want it done.  The most 
effective way to do that is to tell stories.  The most 
powerful way to tell, distribute and replicate those 
stories is through video.  Well-told, congruent stories 
spread like wildfire, driving engagement and creating 
legacies that fuel organizations for generations.   

Χ an effective corporate story 

usually begins with an idea, the same 

idea that is the basis of the business 

plan.  What's the company's raison 

d'etre... its promise to business 

customers or consumers? That big 

idea should be the basis of the 

ŎƻǊǇƻǊŀǘŜ ǎǘƻǊȅΧ 
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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 
right audience. The good news is that help is readily 
available. 

Compelling stories about real people in real situations 
are the currency of far-reaching, emotional impact. 
Stories motivate, persuade, inform and inspire. Stories 
are memorable and powerful. They can be cathartic. 
They move us Χ ƛǘ ƛǎ ǘǊǳŜ ǿƛǘƘ ŀ .w!b5 ǎǘƻǊȅ ŀǎ ǿŜƭƭΗ 

Strange then, how stories and storytelling arenΩǘ ǳǎŜŘ 
ƳƻǊŜ ƛƴ ǘƘŜ ŎƘŀǘǘŜǊ ƻŦ ǘƘŜ ǿƻǊƪǇƭŀŎŜΦ ²ŜΩǊŜ ŦŀŎŜŘ ǿƛǘƘ 
a 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 action to 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. 

With the rapid changes that organizations need to make in these turbulent times of 
ǳƴŎŜǊǘŀƛƴǘȅΣ ŎƻƴƴŜŎǘƛƴƎ ǇŜƻǇƭŜ ŜƳƻǘƛƻƴŀƭƭȅ ǘƻ ǘƘŜ ƧƻǳǊƴŜȅ ǘƘŜ ōǳǎƛƴŜǎǎ ƛǎ ƻƴ ŎƻǳƭŘƴΩǘ ōŜ ƳƻǊŜ 
ƛƳǇƻǊǘŀƴǘΦ ²ƘƛŎƘ ƛǎ ǿƘȅ ǿŜΩǾŜ ǇƛƻƴŜŜǊŜŘ ǘƘƛǎ ǳƴƛǉǳŜ ŀƴŘ ƛƴƴƻǾŀǘƛǾŜ ŀǇǇǊƻŀŎƘ ǘƘŀǘ ŎƻƴƴŜŎǘǎ 
people to a compelling business narrative 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 and involvement across the organization, change 
attitude and behaviors, and improve levels of pride, efficiency and productivity. 

{ƻ ǿƘŜƴ ǿŜΩǊŜ ŀǎƪŜŘ Ƙƻǿ ǎǘƻǊƛŜǎ Ŏŀƴ help change culture and behaviors in business regarding 
your BRANDΣ ǿŜΩƭƭ ǘŜƭƭ ȅƻǳ ǘƘŀǘ ƛǘΩǎ ŀƭƭ ŀōƻǳǘ ōŜƭƛŜŦ ǎȅǎǘŜƳǎΣ ŀƴŘ ōǊŜŀƪƛƴƎ ǘƘǊƻǳƎƘ ǘhe barriers 
that are often created by hierarchies, multiple layers of management and organizational 
complexity. 

Engagement and emotional connection can only truly be achieved when a person aligns their 
personal journey with that of the organizŀǘƛƻƴΦ ²ƘŜƴ ǘƘŜ ǘǿƻ ŀƭƛƎƴΣ ŀƴŘ ǘƘŀǘ ƛƴŘƛǾƛŘǳŀƭΩǎ ŀōƭŜ ǘƻ 
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 effect on his or 
her beliefs, attitude and actions.   THEY 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 meaningful stories about the impact of 
actions and behavioǊǎ ƻƴ ǘƘŜƛǊ ƭƛǾŜǎ ǘƘŀǘ ƭƛƴƪ ōŀŎƪ ǘƻ ǘƘŜ ΨƳŀǎǘŜǊΩ ƴŀǊǊŀǘƛǾŜΦ ¢ǊǳŜΣ ƘƻƴŜǎǘΣ 
authentic, simple and relevant stories, top down and bottom up, that help the build a corporate 
sense of IDENTITY/PRIDE IN THE EMPLOYEES and BRAND AWARENESS in your consumers. 

Χ saying your company provides 

'exceptional customer service' or 

makes 'value-added' products 

doesn't inspire a prospect, because 

your competitors either do the same 

things or say they do.   

 

Corporate storytelling digs deeper 

and reflects on the core ideas that 

define a company and its 

ǇŜǊǎƻƴŀƭƛǘȅΧ 
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LǘΩǎ ŀƴ ŀƳŀȊƛƴƎ ŦŜŜƭƛƴƎ ǘƻ Ƙŀve turned a disconnected organizŀǘƛƻƴ ƛƴǘƻ ƻƴŜ ǘƘŀǘΩǎ ŎƻƴƴŜŎǘŜŘΦ  

How Do You Know When Your Company Needs Your Corporate Story to be Told? 

 Your BRAND corporate or organizational "story" as told through your marketing 
materials is weak relative to the strength of your value or unique selling 
proposition τ or relative to your competitors;  

 You don't know how well your BRAND story is resonating with customers or 
prospects;  

 You're about to launch a new company, organization, product or service;  
 You reach a critical milestone in the evolution of your BRAND, and need to tell 

people about it in the most effective ways;  
 Your BRAND sales pieces don't generate the results they should;  
 You're not using public relations (free media) or advertising (paid media) to fully 

leverage the power of the media to tell or reinforce your BRAND story  
 Your .w!b5Ω{ products, services or people only get mentioned in the media, not 

written about; 
 Consumers continually plague your service department with HOW TO questions 

or maintenance inquiries;  
 You're not sure your BRAND marketing or communications program spending is 

appropriate relative to your goals and overall budget;  
 Your BRAND website or micro-sites  are not enhancing your customer BRAND 

experience or clearly communicating your value proposition;  
 You don't have enough staff (or any senior staff) to develop, execute or maintain 

necessary BRAND marketing, communications or public relations projects and 
programs; 

Does Your BRAND Convey an On-Line Story About Quality and 
Longevity? 
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Where to Post the 
Stories? 

This is the simplest 
question of the day.  Post 
them first at your Website 
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 most effective 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:  

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

 Other employees learn more about the behavior that the company values  
 Employees are motivated to 

enhance their performance  
 Employees take more pride in their 

affiliation with the company  
 Productivity and profitability 

increase  

 

A PARTING NOTE:  Do 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, employees remember stories that their leaders told them 
years ago--as well as days or hours ago.  As a result, confusion disappears and employees are 
able to achieve higher performance levels.  More importantly, consumers have become larger 
than nations and they are grateful for new, engaging stories that incorporate your BRAND into 
the storyline. 

Cwha ¢I9 t.{ {9wL9{ ά¢I9 t9w{¦!59w{έΥ  "You cannot walk down the street without being 

bombarded," advertising writer Bob Garfield says. "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 you look in the urinal and 
you're staring at an ad.  You look up at the sky and there's skywriting."   This clutter creates a 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 says.  "And that means we are going to be ever more 
inundated. And then of course ever more resistant, requiring ever more advertising, making us ever more 
resistant and so on." 

But clever marketers have found 
ways of overcoming the clutter 
conundrum. As television 
viewers have found ways of 
avoiding ads by using personal 
video recorders like Tivo, 
advertisers have responded by 
becoming a part of the 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 HBO by Absolut's public relations agency. 

The Two Videos Complete the Story of άWhy VIDEOέ ς Click Box to Watch 

 

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
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Making the Jump from Web to TV 

 

 

 

 

 

 

 

 

 

 

Some Additional Sources: 

http://productplacement.biz/News/Branded-Entertainment/  

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

http://www.futurescape.tv 

http://daisywhitney.com/  

  

TThhee  LLeeggaaccyy  PPrroodduuccttiioonnss,,  LLLLCC  
ññJJTTòò  TThhaayyeerr  --  RReesseeaarrcchheerr  

hhttttpp::////wwwwww..tthheelleeggaaccyypprroodduuccttiioonnss..ccoomm  

660033..772299..33006666  

lleeggaaccyypprroodduuccttiioonnssiinnffoo@@ggmmaaiill..ccoomm    

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/

