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Before We Begin

• Keep that silenced cell phone close

• Feel free to tweet @GodfreyB2B

• Questions?  question.godfrey.com

• Audience participation is encouraged



Once upon a time,

(Yesterday)



in a land not
too far away…

(a boardroom)

Once upon a time,



(a boardroom bored room)

in a land not
too far away…
Once upon a time,



WHY?



Because







Origin Story of Stories

























!

!
!!! !

! ! !



??
???

? ?





90% OF THE 
WORLD’S DATA

TODAY HAS BEEN 
CREATED IN THE 

LAST 2 YEARS 
ALONE.

90% OF THE 
WORLD’S DATA

TODAY HAS BEEN 
CREATED IN THE 

LAST 2 YEARS 
ALONE.
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The Essential Elements of B2B Storytelling

•The Hero
•The Guide
•The Setting
•The Challenge
•The Plot



The Hero

Your Buyer

Not You



(Know Your Buyer)

“The more detail 
you give your 

hero, the more 
authentic your 
story will feel.”



The Guide





The Guide

Your Brand



(Know Your Brand)

“Before you can 
lead others, you 
must first know 

yourself.” 



The Setting 

Define your market landscape.



(Know Your Competition)

Make your competitors part of the 
scenery, and they won’t get in the way. 



The Challenge

Every hero needs a nemesis.What stands in between 
your customers and success?



(Identify the Obstacles)
What’s the single most important 
problem you can solve for your 
customers? Can you do it better 
than the competition?



The Plot

Chart an 
Unexpected Course



(Telling the Tale)

A B
The Most Boring Story 
Ever Told



A B

(Telling the Tale)

“The shortest distance 
between your business 
and client success is 
never a straight line.”



A B

The 4D Experience

1. Dynamic Narrative

2. Design Visualization

3. Direct Engagement

4. Delivery of Information



Dynamic Narrative

1



Dynamic Narrative



Dynamic Narrative

The difference between 
music and noise lies in how 
each individual note relates 

to the others.











Dynamic Narrative

1



Design Visualization

2



Design Visualization
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Design Visualization

2



Direct Engagement

3



Direct Engagement













Direct Engagement

3



Delivery of Information 

4



Delivery of Information
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Delivery of Information



Delivery of Information





Delivery of Information





Delivery of Information 

4



The 4D Checklist
• Does this speak in the

right voice?  

• Does this align with all the other 
elements of our design? 

• Does this provide our hero(es) with 
a unique and engaging experience?

• Does this convey the right 
information at the right time? 

Dynamic Narrative

Direct Engagement

D
esign Visualization
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7 Types of Stories

The Quest

The Comedy

The Tragedy

The Rebirth

The Journey 

The Monster-Slaying

Rags-to-Riches



Questions?
question.godfrey.com
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