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How @owou:

A inspire enduring enthusiasm
for a cause?

A connect with, riskaverse, diverse,
difficult, cynical audiences?

€ .otk WO, Fliknss, Wi t h cl 1 ent s,
In the cammunity,iinithes family?




| will talk about

The power of
storytelling

But also about:

The limits of storytelling



How do you Inspire
people to
want
to change?



Three kinds of leadership:books..

0Give themdl nspire

oTell them! g oa350ns!6 them! 6



WARNING

What you are about to hear may seem:
Contraryto most of what you learned in college

AAt oddswith the way most organizations are said
to be run.

AChallengincthe basic premises of the Western
l ntell ectual tradition,

ADisturbing, because it may raise issues with some of
deepest beliefs of your life

Feel free to step outside!



2nd WARNING

ol f busi ness |
Immediately grasp the vital insights
SECRET LANGUAG offered by this book,
LEADERSHIP both they and

their organizations
DENNING are doomed.

Financial Times: August 29, 2007



Using storytelling to inspire change

The Western intellectual tradition

Problem\ [ Analysis 4 Solution?
- Y, \_ \-; g)

Effective presentation to get action

g Get their\ g Elicit A [ Reinforce |
attention ‘ desire ‘ with reasons




Exercise #1

Tell a60 second story
about:
Either

AA time when you found out

what your organization
IS really good at

or

AA time when you faced difficulty or
adversity in your work




Great
communications

make thecomplex
soundsimple




Simple
doesnot

misleading




Simple! Authentic!

Succinct! With feeling!



Wh at O
my story?



The Language of Leadership

Preparipg-telead

The story

of

the

change

The story

of person

who must
change

Effective presentation to get action
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Preparing to lead: 1. The story of the change

1. Understanding
the story ofthe
change



Preparing to lead: 1. The story of the change
Getting clear on th

Big problem in change:

Leaders often dondot m
exactly which change




Preparing to lead: 1. The story of the change
Getting clear on th

How do you EEEsEsen
cho D WO od?

Annie Dillard:
The Writing Life



Preparing to lead: 1. The story of the change
Getting clear on th

How does a karate |
expert break
the brick?

Susan Scott:
Fierce Conversations



Preparing to lead: 1. The story of the change
Getting clear on th

Ben
Zander



Preparing to lead: 1. The story of the change
Getting clear on t




Preparing to lead: 1. The story of the change
Getting clear on th

FI X on 1t Wil th | aser




Preparing to lead: 1. The story of the change

Getting cl ear or

Exercise

Focus onyour priority change message

It will have two parts

(@Qwhat 0s t he

(b) what would the world loo
If the problem was fixed?




Preparing to | ead: 2 .

2. Understanding the
story of
the person who need
to change



Preparing to

Exercise
Getting to the level of the unique individual

Tell the story of a persor
as persuasively and coherently as you can.

What are hisvalue® Hisexperiences Hisgoals?
The story will always end:

oThat 0s why t hi




Preparing to | ead:
Get into groups of three

AThe first person tells t
want to change the third person .l t ends:
theydondot want to change. 0

Arhe second person télle same story in the first
person. |t ends: ldAmdtt hwatnd

AThe third person tell the same stophe second
person. |t ends: yolAdaodn & th aw adn




The Language of Leadership

Preparing to lead

The story
of the

change

The story
of person

who must
change

Effective presentation to get action
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First,
get thelr
attention!






Getting the |1 stener

How, .do: you .get,r peopl e

Ainexpecied
Aelevant
Aegative
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Your story of

adversity
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Getting the |1 stener

Dave Logan
tries to
get hi s | 1 st



Getting the |1 stener




Getting the |1 stener

How did
Al Gore
get peopl €



Getting the |1 stener

ALIFORNIA




e

|

Our problems
will get worse

Ourproblem | 0 Ou r
now J much

Your story of
adversity

4 )
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WARNING

What you are about to hear may seem:
Contraryto most of what you learned in college

AAt oddswith the way most organizations are said
to be run.

AChallengincthe basic premises of the Western
l ntell ectual tradition,

ADisturbing, because it may raise issues with some of
deepest beliefs of your life



20 DEVICES TO GET ATTENTION

GENERALLY EFFECTIVE
The audienceds pwcé)ggAEErh\éEFFECﬂVE

How you handled adversity The real thing

A warning A surprise

A challenge An extraordinary offer
A guestion The story of an pportunity
A metaphor for the audience.

A springboard story
A joke
An ima

Something unexpected.

Share something of value
Admission of responsibility

A relevant musical performance

GENERALLY INEFF
How the conclusions were
reached

The story of who your
company is

Facts, data, analyses.




Stimulating desire for change

Next,
stimulate their
desire for
change!



Stimulating desire for change

4 The key A

challenge
of
communicating

| change |

-

4 )
Get their

at{e‘ntion

4 )

Elicit Reinforce

desire

with reasons




Stimulating desire for change

How do you stimulate desire for.change?

Aoositive

Anemorable

Aets ihe listener-contribute
Ayenerates a new story



Stimulating desire for change

How do you stimulate desire for.change?

Aoositive

Anemorable

Aets ihe listener-contribute
Ayenerates a new story



FACT

In June 1995, a health
worker in Kasama, Zambia
logged on to the CDC web
site In Atlanta and got the
answer to a question on how
to treat malaria

June 1995, not June 2015
A small remote town, not the capital

Zambia, not a middle income country
CDC, not the World Bank



|t was Septembe

The fi nanci al wWor |

- The Asian miracle had crumbled

- Japan was mired in endless recession.
- Russia had come unstuck in miugust
- Brazil was teetering on the brink.

- Europe was struggling with the Euro.

- The dollar and the stock exchange were
gyrating wildly.



|t was Septembe
/Define N

knowledge

management




August 20, 1998
Pakistan Government seeks

urgent advice on premature
pavement failure
and wants to try
a different technology

In the past
the Bank would not have bee

able to provide valuable
iInput by the
tight deadline




Bank staff in field
office contacts the
Road Network for
urgent help




In-house response
s’ task manager in
Jordan gives |
promising experience
In Jordan

Same day

"I Y 455




A
Argentina field office

Overview of
experience in Asia,
Australia and Africa,

Same day




-

External response
CEO, South African
national roads agency

cites significant
experience
with the technology




i

Client gets the
global experience,
just enough,
just in time,
Just for you
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Knowledge | ;egﬂb @ A~ 2
| base NN {r?
South Africa, {? ’«, oy
Jordan other | P &F “1r
experience ,
1

d

The experience will
be edited for rause
and entered
Into the knowledge bas




Jordan, South
Africa, other
experience

In future
The client will be able

to get this material
from the Web

N\ cﬂﬁ

&




While technology is a facilitator

Sharing depends on community
DR P p ,

r o Task

&a q% 2
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/ Transport | manage %
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. SA High
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September 1998
The springboard story

This Is the

Kind of
organization

we are going \ ’Qto

.
W

\




