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How many of you know what
Storydoing is?



A Brand is

An image A reason A feeling An experience



A Brand is like an iceberg

An image A reason A feeling An experience

What people receive

PEOPLE

What Great Brands do

PRODUCTS & SERVICES

PURPOSE & VISION




The Brand communication evolution

FEATURES
"What it is"

1900



The Brand communication evolution

FEATURES BENEFITS
"What it is" "What it does"

1900 1925



The Brand communication evolution

FEATURES BENEFITS EXPERIENCE
"What it is" "What it does" "What you feel"

1900 1925 1950

Source: The Brand Gap, by Marty Neumeier (till 2000)



The Brand communication evolution

FEATURES BENEFITS EXPERIENCE IDENTIFICATION
"What it is" "What it does" "What you feel" “Who you are”

1900 1925 1950 vielele

Source: The Brand Gap, by Marty Neumeier (till 2000)



The Brand communication evolution

FEATURES BENEFITS EXPERIENCE IDENTIFICATION IMPACT
"What it is" "What it does" "What you feel" “Who you are” “Why does it matter”

1900 1925 1950 2000 2025

Source: The Brand Gap, by Marty Neumeier (till 2000)



The Brand communication evolution

FEATURES BENEFITS EXPERIENCE IDENTIFICATION IMPACT PURPOSE
"What it is" "What it does" "What you feel" “Who you are” “Why does it matter” How does contribute
to society”

1900 1925 1950 2000 2025 2030

Source: The Brand Gap, by Marty Neumeier (till 2000)



BENEFITS

EXPERIENCE

X

IDENTIFICATION

“ Nike One
49 99 €
ENA MONTEAOQ INA KAGE APAZTHPIOTHTA.

To kohdv Nike One eival £va eEQIpeTIKA SUEMKTO KOPUATL yia Kabe dpactnploTnTa, aro TNy TIpoTIovnon LEXPL TIC OTIYHEC
Yaidpwaonc. H avetn oyediaon armouakpuvel ToV 1OpWTA yia oTeyv aigdnan. EmmmAgoy, n adladavnc axediaon efaadaiilel

amoiuTn ayoupld kot kaiudn. Auto To poldv eival dTiaypevo amo Tovidaxiotov 50% Ivec avakukKAWPEVOL TIOAVETTED.

PURPOSE (?)

Mpomovioou. ATtoAQUaE aTEYVI aigBnan.
To ehaoTIkO Ddaopa pe Texvoioyia Dri-FIT armopakpovel Tov 1GpwTa aro To depud, yia TIo ypnyopn e6ATuion, oTeyvi

aioBnon kat avetn edappoyn. To diXTLWTO LAIKO oTIC yapuTiec efaadalilel dpoaepn aloBnan.

Awc' Ta 6ha. Niwoe olyoupid.

FEATURES

To upaoua pe adiadgavr oxediaon yapilel amoiutn kalupn ota Padia kabiopata. AlaBétel (wvn Pe TIEplYpaAPUa O aynua
V ttiow o Xapilel EVTUTIWOIOKO OTIA.

AovAee £€umtva. Meive og eTOIHOTNTA.
H oxebiaon nepihaufavel duo kpugec Toemec otn (wvn HEgaiou LPoUE, WOTE va eioal TIAVTA 08 ETOIUOTNTA YA KABE

TpOKANGN TNC NUEpPAC. H TOETIN TTiow £lval ApKETA EVPUXWHEN YA TNV ATIoBRKELAN Tou TRAEDWVOU Tou.

AETITOUEPEIEC TIPOIOVTOC

® 3 tevn edappoyn yia aioBnon mou aykahMalel To awpa
®* Mnkoc 7/8
® Meoaio voc

> IMPACT




There is more than that..

FEATURES BENEFITS EXPERIENCE IDENTIFICATION Ll #ASy ow Zg:spg)sniribute
"What it is" "What it does" "What you feel" “Who you are” “Why does it matter” .

to society
| HAVE | HAVE FEELING BELONG WITH MAKE ME CREATE SMT

A JOB A SALARY USEFUL PRIDE BETTER MEANINGFUL



IMPACT
“Why does it matter”

2025

brands are creating
. apathy

H ::I Il'l' 0
an antidote Lo

Download repOrt



https://www.ogilvy.com/ideas/ogilvy-shift-image-impact

GLOBAL LEADERS ALREADY COMMUNICATE
THE IMPACT

NEPIZZOTEPH

ayxog yla TO HayEIPEUQ. | / xapa otn wn oou.




ALL THE BIG
SIS
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HAVE
ALREADY
BEEN SAID
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WE ARE ALL
DAL COPCRSA D




EEEEEEEEE

WE ARE ALL
[TIARKC [ CCTIRD




EEEEEEEEE

E VER YONE IS
A BRANE




EEEEEEEEE

EVERYONE HAS
A S TARY




Tie Gresrer- Fron TreoRy
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THE PROBLEM

TO HAPKETIVYK
miow amo Tnv Eipnvn

3 nupuunhnu&uuga stﬂryEEng

M




THE PROBLEM

H naoxaAivn ekexegipia
NTAv HIa ENIXEipnon
HAPKETIVYK TNG Pwoiag,
Agel o FTaAAdocg YIE=




09/02/22

Raja Rajamannar, Npogdpog, WFA:
«O TPOTIOC TIOU KAVOUME
marketing 6&gv 60UAgLEL TTLOY



THE PROBLEM

= VOGUE MEMBERSHIP @

BUSIMESS

ARCHRIVAL

MARKETING
FUNNEL

New research from US }"{:-uth culture agency Archrival and
industry experts reveal how Gen Zs are rewriting the
consumer path to purchase.



We try to solve with
an olc Mmindset anel outtaatead tools






The Apathy effeot
VNar




Attention span
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A sense of belonging and ownership

*WHERE BRANDS
MAKE MONEY



IMPACT PURPOSE
“How does contribute
to society”

“Why does it matter”

2030



STORYTELLING ISNT ABOUT
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Storytelling is a deep human need for being

CONNECTED
RELEVANT
SAFE
UNIQUE
AUTHENTIC

(and then the sales/talents/awareness will follow)
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Source: neuroleadership.com
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https://neuroleadership.com/your-brain-at-work/the-neuroscience-of-storytelling/

Storytelling Pyramid
STATUS

SIMULATING
EXCLUSIVITY

POWER OF IMAGES

VISUAL FASCINATION

PASSIVE IDENTIFICATION
MANIPULATIONS OF SIGNS
SYMBOLIC COMMUNICATION



E{pat €Tolpo, Eeklvaue otav Ba eiocal KL eo.

Act as an experienced Storyteller and give me 5 posts about my product..

+ : @
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WE ARE ALL
STORY TCLLCRS

wnid o il




When creativity gets trapped in familiar patterns,
real progress begins with those who question
assumptions and redraw the frame.



the Future with
Purpose and Actions




Storydoing Pyramid
DOING
RESPECT
INCLUSIVITY
AUTHENTIC TALE
CALL FOR ACTION
ENGAGING RELATION
ACTIVE RECOGNITION
IMPORTANCE OF ACTS



Characteristics of storydoing:

e Commitment to action.

e |t transforms a brand’s story into the experience of the consumer.

e The target audience helps to construct the story and participates in it.
e The story is not fiction. It takes place in the here and now.

e The customer experience defines the brand.

e |t can encourage the creation of new products/services.









Pay with creativity

BIC
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Choose Beautiful

DOVE Reveals Beauty vs. Average Perceptions
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Stores



Beautiful
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SoMe

One Day Without Shoes

TOMS
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SAFE ROADS PROJECT

HELLAS DIRECT






The ingredients of Storydoing

Purpose A strong cause, a Why
Care

Empathy, understanting
Involve Relationships, not connections

ACtiOn With, not for or about




Storydoing Washing

We are not talking about staged moments with actors
or influencers, it is about genuinely caring and giving
customers an authentic experience of belonging.
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Let's not just say stories,
Let's live them.

GEORGE PARATSOKIS STORYDOERS.GR





