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A great storyteller knows how to influence

Aninfiuential storyteller changes people. Their tales.
‘excite you or make you anxious. They can make you reject

capitalism, change your mind about recycling or spend
£200 on a pair of trainers that cost £2 to make.

Les look at feslings, actions and balias in more detail

> Feelings

These are the instinctive reactions we exparience when we.
see a smiling child or a starving animal, when we lsarn that
our taam has won the cup or that somaona we lova has
died. Afthough most of us use “feslings’ and ‘mations’ as
interchangeable words, thera's a suble (ye vary important)
difference: think of feslings as the physical and mental
rapresantation of an emotion.

We may want our lsteners to changa their behaviour or act in
a certain way. It could be simple ('Buy this great book you are
currently fiicking through') or more nuanced (Keep yourself
isolated to avoid infacting

others’). Slogans that
bagin with an imperative
Verb want the reader to do.
something-—Interfiora has
beentalling us to"Say It
with flowers’ since 1917.

INTERFIORA.
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> Beliefs

‘Our thoughts reflect the way wa percaive and interpret the
‘world. Our experiences mould the way we think, especially
‘when we'ra young; for example, | have always thought that
dogs are dangerous because | saw ona bita my dadwhen
1was 7 years old. Our thoughts are also formad by evidence,
facts, the opinions of our peers, social-media infiuencers and
@ host of other sources. Wa believe our beliefs hava a rational
basis. That's not always the case.

‘A word of caution. Our real-ifs use of thase and similar
words is impracise. One person may use ‘gut feeling o
escribe their thoughts, another may regard the phrasa
“belief system' as synorymous with ‘intallectual ideas. Don't
worry; as long as tha distinction between the emotional and
intellactual responses is clear, you'l bs OK.
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Feel et Believe

Fealings, actions and belefs give us the handy acronym FAB.
Fm not  big fan of acronyms, espacially in the business world,
but Fll mention FAB fraquenty during The Story Is Everything.

The perfect pitch?

Every emotional person has rational thoughts; every
rational thinker has emotions.

Somatimes the sama communication can simultaneously
<argat fealings, actions and beliefs. A gract story causes
‘o change n befiefs and thoughts, and this often leads o




                                                   英国安德鲁·纳伯格联合国际有限公司北京代表处                          

新 书 推 荐
[image: image3.jpg]The
Story
is

Everything

ANDREAS
Loiz0u




中文书名：《故事为“王”》 
英文书名：THE STORY IS EVERYTHING
作    者：Andreas Loizou
出 版 社：Laurence King
代理公司：ANA/Leah
出版时间：2022年4月
代理地区：中国大陆、台湾
页    数：192页（32张照片和38张线条图）
审读资料：电子稿

类    型：经管
内容简介：
探索方法和技巧，将把你变成一个有创造力和有说服力的商业故事讲述者。
 

我们都知道一个好的故事是很有说服力的，可以建立与客户的融洽关系和同事之间的信任。它们能吸引投资者，说服客户，让你和你的企业在这个无聊的演讲世界中脱颖而出。
这本书探讨了一些讲述故事的技巧，可以把你变成一个有创意的商业故事讲述者。它教会读者了解故事结构，以及如何通过瞄准听众的情感、行动和信念来吸引他们的注意力。读者通过阅读能够学到有影响力的故事大师——广告商、心理学家、哲学家、电影导演和小说家——是如何触动观众最深层的情感的。从为一个新产品写一个有说服力的广告介绍，到把枯燥乏味的数据变成令人兴奋的故事，这本书将为读者提供以风格与独创性的讲故事经验，成为帮助读者传达信息的有效工具书。
作者简介：
安德烈亚斯·洛伊祖（Andreas Loizou）在世界各地的公司和大学教授商业故事叙述、写作技巧和金融。他获得了会计师资格，担任过股票分析师，还担任过金融时报知识（Financial Times Knowledge）的培训主管。他的书《魔鬼的交易》（The Devil's Deal）已被翻译成九种语言。他是“马尔盖特博基文学节”的创始人，这是一个鼓励人们热爱阅读和写作的社会事业。
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Logos i ancient Greek for ‘word, and it's the root of ‘logic’.
If pathos was all about the smotions, logos i concerned

‘with reason. It considers factors such as evidence, statistics,
structure and learning we've gleaned from the past.

Economists employ logos allthe time. Everyone arguing for an
increasa in governmant spending aftar Covid-T9 uses statistics
Such as ‘GDP is down 15 per cent’ and ‘Unamploymentis

up 20 per cent." Thay'll rsach a conclusion based on past
evidence that appears to be a logical outcoma of these
figures: We nead $200 bilion t0 get the economy back on track”

Logic
Comes from
+Rational argumens

« Factual backup.
+Appeals to history

5 Make your structure so cloar it can disappear. Toke your istensr
on @ journey. You need o be clear about their starting point:
‘What do they currently know about the topic, and what do they.
want 1o learn from you? Each stap on the way must connect
with fs predacessor. And when you rrive Gt the end, they must
feal that no othar destintion was logical. If your structure is
strongyet invisible the audience will fes! that they've actually
ot toyour conclusion before you. They'll feal ntallectually
empowerad, and that's a great way to get them on your sids.
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5 Use facts and stats to convinee. Your audisnce will be
swayed by evidence. What's the graphic that will change thair
ind, what's the trend that willstop them in thelr tracks?

Now’s the tima to be specific. No one wants vague.
abstractions when you're talking about mortality rates.

‘We also benafit from citing authorities: talking about
he exparts who back up our claims and using quoTations to
support and llustrate. An oldie but a goidie is Victor Kiam
<alking about Remington shavers:  liked the shaver so much,
1 bought the company”

Al knowledge should be subject to
‘examination and reason.

Aristotle knew that ethos and pathos craat reactions, but
<hat without the backup of logos their powar will fads.

Soma closing thoughts on Aristotalian thetoric. The
boundaries batwaen ethos, pathos and logos are more blurry
<han many peopl realize. The terms overlap and their
meanings have changed over the millennio, sowe can be
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