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How many of you know what

Storydoing is?



A Brand is

An image A reason A feeling An experience



An image
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A reason A feeling An experience

A Brand is like an iceberg

PEOPLE

PURPOSE & VISION

PRODUCTS & SERVICES

on A fefef e



FEATURES
"What it is"

The Brand communication evolution

Source: The Brand Gap, by Marty Neumeier (till 2000)
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PURPOSE 
“How does contribute

to society” 

2030

The Brand communication evolution

Source: The Brand Gap, by Marty Neumeier (till 2000)
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There is more than that..

I HAVE 
A JOB

I HAVE 
A SALARY

FEELING
USEFUL

BELONG WITH
PRIDE

MAKE ME
BETTER

CREATE SMT
MEANINGFUL

IMPACT 
“Why does it matter” 

PURPOSE 
“How does contribute

to society” 



IMPACT 
“Why does it matter” 

2025

Download report

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


GLOBAL LEADERS ALREADY COMMUNICATE
THE IMPACT



ALL THE BIG 
HAVE
ALREADY
BEEN SAID

words



WE ARE ALL
salespersons

THE PROBLEM



WE ARE ALL
marketeers

THE PROBLEM



EVERYONE IS
A Brand

THE PROBLEM



EVERYONE HAS
A story

THE PROBLEM



GLOBAL MARKET 2025



THE PROBLEM



THE PROBLEM





THE PROBLEM



We try to solve new problems with 

an old mindset and outdated tools





The Apathy effect.
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Attention span



CONNECTING+BELONGING



A sense of belonging and ownership

*WHERE BRANDS
MAKE MONEY



IMPACT 
“Why does it matter” 

2025

PURPOSE 
“How does contribute

to society” 

2030



STORYTELLING ISN’T ABOUT 
Papatza





UNDERSTAND
PARTICIPATE
CONNECT
INVOLVE
DREAM

FEEL
LOVE

CARE



Storytelling is a deep human need for being

CONNECTED

(and then the sales/talents/awareness will follow)

RELEVANT

SAFE

UNIQUE

AUTHENTIC



NEURAL COUPLING

MIRRORING

DOPAMINE

CORTEX ACTIVITY

The Scientific Truth.
Source: neuroleadership.com

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





WE ARE ALL
Storytellers

OUPS..

and now what?



When creativity gets trapped in familiar patterns, 

real progress begins with those who question
assumptions and redraw the frame.



Co-Create the Future with

Purpose and Actions

Welcome to Storydoing



Storydoing Pyramid

DOING

RESPECT

 INCLUSIVITY

 AUTHENTIC TALE

 CALL FOR ACTION

 ENGAGING RELATION

 ACTIVE RECOGNITION

 IMPORTANCE OF ACTS



Characteristics of storydoing:

Commitment to action.

It transforms a brand’s story into the experience of the consumer.

The target audience helps to construct the story and participates in it.

The story is not fiction. It takes place in the here and now.

The customer experience defines the brand.

It can encourage the creation of new products/services.







Pay with creativity

Antwerp, Belgium

BIC











Choose Beautiful

Stores

DOVE Reveals Beauty vs. Average Perceptions





One Day Without Shoes

SoMe

TOMS





SAFE ROADS PROJECT

VIDEO

HELLAS DIRECT





Purpose

Care

Involve

Action

A strong cause, a Why

Empathy, understanting

Relationships, not connections

With, not for or about

The ingredients of Storydoing 



We are not talking about staged moments with actors

or influencers, it is about genuinely caring and giving

customers an authentic experience of belonging.

Storydoing Washing



Let’s not just say stories,

Let’s live them.
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