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Storytelling for Scientists 

If you tell someone a fact, you’ll trigger two parts of their brain. If you tell them a story, 

you’ll trigger seven. As a scientist who wants to influence how people think, feel, and act, would 

you rather lead with a fact or a story? 

In the Storytelling for Scientists Workbook, you’ll develop the skills to create, and tell 

non-fiction scientific stories that incorporate memorable facts into unforgettable stories. You’ll 

learn story structure, how to release creativity, and build writing skills as well as how to 

understand your audience and help them understand you.  

As with anything, what you’ll get out of anything is a result of what you put into it. I 

invite you to become the best writer you can be by working the exercises consistently and 

challenging yourself fearlessly. If you can promise to do your best, then I commit to giving you 

my best.  

 

 

Start with your topic 

Perhaps it’s research results or a program or an initiative. Avoid generalities and make it 

as narrow as possible. For instance, writing about the organization is too broad but writing about 

a single project is more focused.  
 

Finish the sentence below 

My topic is… 

 

 

 

In the Storytelling for Scientists program, we use marketing terms that can be off-putting 

to scientists. However, the common misconception is that “selling” is tricking a customer into 

buying a product. In truth, no one buys until they adopt an idea, whether it be a better life or a 

better world. The sale of a tangible product follows as a matter of course.   

For instance, fishery managers shouldn’t “sell” a program that manages river flow but 

rather the idea that healthy salmon runs mean more delicious fish on one’s plate. Encourage 

public adoption of an idea first; support and action will follow.  
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The Cochrane Story Model 

As you communicate with your audience, you’ll need an overall messaging plan that Sets 

the Stage, Tells the Story, and Continues the Conversation.  

Set the Stage means getting the attention of your audience. The term most often used is 

Hook but I prefer Invitation. It’s not about trickery but attracting the audience that’s most needful 

of your message. At the same time, you’re establishing credibility as a trusted source. 

Tell the Story isn’t a report of facts but engaging your audience in a meaningful 

conversation. Every story is simply Context, Complication, and Resolution. There’s the Normal 

World and then something happens that results in a Changed World. It could be dinosaurs 

peacefully eating swamp grasses, a traveling meteor, and the rise of mammals.  

Yet, there’s more to a story. Once the meteor hits, challenges need to be faced. 

Traditional solutions are sought but it’s the unexpected solution that often prevails. Most 

dinosaurs are wiped out by the hot blast and the rest starve but life must carry on. The 

unexpected solution is the grubby little mammals that live below ground and survive, evolve, and 

eventually thrive today. All stories need a lesson learned and in the story of the dinosaurs is the 

lesson that survival lies in diversity.  

Continue the Conversation, sometimes known as the Call-to-Action, invites your 

audience to take the next step in the conversation. Humans want completion, they want to know 

what comes next. If you don’t provide one, they’ll feel like they’ve wasted their time.  

1. Set the Stage  

a. Hook/Invitation 

b. Credibility of Storyteller 

 

2. Tell the Story 

a. Context 

b. Complication 

c. Challenges 

d. Unexpected Solution or Insight 

e. Resolution 

f. Lesson 

 

3. Continue the Conversation 

a. Call-to-Action 
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Exercise: Morning Stretch 

Just as marathon runners know that limber muscles make for better performance, serious 

writers know that limber brains make for better copy. One of the best ways is to make a daily 

practice of the Morning Stretch.  

1. Set a timer for five minutes 

2. Start writing 

3. Stop at zero 

 

• Don’t stop writing—no thinking, no fixing, no changes 

• Write anything even if it makes no sense 

• Don’t show it to anyone 

 The purpose of Morning Stretch is to strengthen the creative side of your brain. Too 

often, as we write, the logical side of our brain notes misspelled words and grammatic structure. 

If we stop to fix our mistakes, then we lose momentum and our work comes to a halt; we suffer 

writer’s block. Or, the critical voice inside second-guesses our ideas. Same result.  

Writing is a process with three parts: creating, editing, and proofreading. Creating is 

ideation. Editing is giving form to ideas. Proofreading is literally making sure the t’s are crossed 

and the i’s dotted.  Each one is valuable but should be used in the correct sequence. By writing 

without stopping, logic is side-tracked, the inner critic silenced, and creativity flows. 

Morning Stretch is similar to solving problems in a dream or thinking through a project in 

the shower. Or, as Crick and Watson famously did, working out the double-helix structure of 

DNA while walking the streets of London. It’s a technique that writers use to bulk up their brains 

and keep them toned.  

Set your timer, extend your mechanical pencil, turn the page, and start writing.  
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Morning Stretch 
Write for five minutes without stopping. 
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Exercise: Your product descriptors 

Quantitative Qualitative 
 

Product  

• Name 

• Purpose 

• Features 

 

 

Brand  

• Strategy 

• Positioning 

 

Customer  

• Role 

• Business Environment 

 

Call to Action  

• Talk, Try, or Buy 

 

Additional Data 

 

 

Customer Concerns  

• Problem 

 

 

Emotion 

• How do customers feel about the 

product? 

 

 

Perception 

• What impression do they have? 

 

 

Other feelings… 

Summary Statement 
Edit all descriptors into a Summary Statement.   

 
 
 
 



6 | P a g e                           S t o r y t e l l i n g  f o r  S c i e n t i s t s  W o r k b o o k  
 

The Cochrane Story Model© 

Plot Point Narrative 

Context                       

or Normal World  

 

 

 

o The Normal World either desirable or undesirable 

o Aspirational Word i.e.” yearning” for something better 

 

Complication           

or Problem 

 

 

 
o Change to Normal World 

o Usually an outside force 

o “Magic wish” or “disaster” 

 

Challenges 

 

 

 
o Usual solution doesn’t work 

o Barriers, Setbacks, and Downward Spiral 

 

Unexpected Solution 

or Insight  

 

 

 
o Change in point-of-view 

o Genius Leap 

o Facing a truth 

 

Resolution 

 

 

 
o New approach to Complication  

o Problem solved 

 

Lesson 

 

 

 
o The moral 

o The story can’t be completed without adoption of our 

product or idea  
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Exercise: Write your product story 

Plot Point Narrative 

Context                       

or Normal World  

 

 

 

Complication           

or Problem 

 

 

 

Challenges 

 

 

 

Unexpected Solution 

or Insight  

 

 

 

Resolution 

 

 

 

Lesson 
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From Science to Storytelling 
 

Scientific Method Story Model 

Observed World Context 

Hypothesis Complication  

Test/Results Challenges 

Interpretation Unobvious Solution or Insight 

Conclusion Lesson 

 

Change the Perspective 
 

One challenge for writers conveying ideas in unexpected ways that surprise, engage, and 

demonstrate. A perspective change stimulates creativity and leads to unexpected insights. 

Anthropomorphizing your product, that is, bringing inanimate things to life, is a good approach.  

We could ascribe emotions to objects, for instance, a pothole-filled roadway is “cranky.” Writing 

with unusual but apt descriptions involve your audience because more parts of their brain are 

stimulated and leads to a more contoured Theta Signature.  

Exercise: A new perspective 
Add sensory and emotional descriptors. Be creative and have fun.  

If your Product could… 

See 
Color, Shape, 
Sharpness, Brightness 

 

Hear 
Loudness, Location, 
Rhythm  

 

Smell 
Fragrant, Woody, 
Fruity, Minty, Pungent 

 

Taste 
Sweet, Sour,  
Bitter, Umami  

 
 

Touch 
Temperature, 
Texture, Pressure 

 

Feel Emotion 
Positive 
Negative 

  



9 | P a g e                           S t o r y t e l l i n g  f o r  S c i e n t i s t s  W o r k b o o k  
 

Exercise: Write from your product’s point of view 

Plot Point Narrative 

Context                       

or Normal World  

 

 

 

Complication           

or Problem 

 

 

 

Challenges 

 

 

 

Unexpected Solution 

or Insight  

 

 

 

Resolution 

 

 

 

Lesson 
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The Fable 

Fables teach a moral lesson or illustrate a point. By observing the result of an action, insight 

is gained or an innovative solution is revealed through a universal moral. A lesson might be 

everyone matters, treat others how you want to be treated, or be prepared. An ancient fable can 

be translated into modern messaging by use of the connecting lesson.  

Fable  

The Bundle of Sticks.  
The king lay near death as his many children gathered nearby. “Who shall have the kingdom after I’m gone?” he 
asked. “I’m the oldest!” said one while another insisted “I’m the cleverest!” Each child made their case. Then 
the king held up a bundle of sticks and asked each to break it in two. None could. Then he separated the sticks 
and broke each one in turn. “Work together to keep the kingdom safe” said the king closing his dying eyes.  
 

Moral 

Everyone matters  
…because they are unique 
 

Messaging 

United Negro College Fund.  
A mind is a terrible thing to waste. 
The UNSF provides scholarships for black students as well as those in need. Promotes itself and services though 
media advertising. The tag line’s moral lesson is that everyone matters and can contribute to society.  

 

Exercise: The Lost Fable Technique© 
Circle your fable 

 
Milo Winter 

The Hare and the Tortoise 
The Ant and the Grasshopper 
The Fox and the Crow 
The Boy Who Cried Wolf 
The Lion and the Mouse 
The Fox and the Grapes 
King Midas 

The Bundle of Sticks 
Belling the Cat 
The Goose with the Golden Eggs 
The Crow and the Pitcher 
The Wolf in Sheep’s Clothing 
The Dog and the Reflection 
Trapped in the Box  

 

Enter the lesson 

 

 

 

 

Write your message 

 

 

 

https://bygosh.com/kids-classics/aesops-fables/the-hare-and-the-tortoise/
https://bygosh.com/kids-classics/aesops-fables/the-ant-and-the-grasshopper/
https://bygosh.com/kids-classics/aesops-fables/the-fox-and-the-crow/
https://bygosh.com/kids-classics/aesops-fables/the-lion-and-the-mouse/
https://bygosh.com/kids-classics/aesops-fables/the-fox-and-the-grapes/
https://bygosh.com/kids-classics/aesops-fables/the-bundle-of-sticks/
https://bygosh.com/kids-classics/aesops-fables/belling-the-cat/
https://bygosh.com/kids-classics/aesops-fables/the-goose-with-the-golden-eggs/
https://bygosh.com/kids-classics/aesops-fables/the-crow-and-the-pitcher/
https://bygosh.com/kids-classics/aesops-fables/the-wolf-in-sheeps-clothing/
https://bygosh.com/kids-classics/aesops-fables/the-dog-and-the-reflection/
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I Got Rhythm 

As children, we learned to read by speaking the words aloud. Then we learned to read 

without speaking. As adults, reading still triggers our voice centers; we sub-vocalize and 

imagine what the words and sentences sound like.  

Add musicality to your writing with rhythm, that is, increase or decrease momentum with 

intention. For instance, a period is a full stop while a comma slows. Writing in fragments 

(rather than sentences) can add interest and make your point.  

The Rhythm Workout is a simple 4-3-2-1 exercise using fewer words from left to right. 

The first three fragments should relate to the last one, that is, the point.  

Begin with four words.  Then three words.  Two words. One. 

    

 

In this example for Michelin Tires, I might write… 

Rainy road at night.  The deer jumps.  Brake hard. Home. 

 

Here’s one about salmon… 

Struggling against the current.  Life or death.  Lay eggs. Repeat. 

 

Exercise: Rhythm Workout 
       Now you try… 

Begin with four words.  Then three words.  Two words. One. 

    

    

    

 

 

 

 



12 | P a g e                           S t o r y t e l l i n g  f o r  S c i e n t i s t s  W o r k b o o k  
 

Personas 
If you focus on everyone, you focus on no one. 

 

A Persona is a fictious character based on real people and data. It gives direction to 

writing and clarifies message, style, and tone. It makes you ask the right questions and 

stimulates psychological insights. Audiences relate even if not exactly like that Persona. 

 

Exercise: Create two personas 
 

Public Stakeholder 

Category Attribute Insight 

The Basics 

Name   

Age/Generation   

Career  

Title   

Type of work   

Business Environment   

Who’s the boss?   

Education   

Career Cohorts   

Home Life 

Where they live   

Relationships   

Hobbies/Interests   

Who’s the boss?   

Worldview  

Community or Individual   

Mindset towards science   

Motivations 

Look good or be good   

Money or Love   

WIIFMs   
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      Political Stakeholder 

Category Attribute Insight 

The Basics 

Name   

Age/Generation   

Career  

Title   

Type of work   

Who’s the boss?   

Political Environment   

Education   

Career Cohorts   

Home Life 

Where they live   

Relationships   

Hobbies/Interests   

Who’s the boss?   

Worldview  

Community or Individual   

Mindset towards science   

Motivations 

Look good or be good   

Money or Love   

WIIFMs   

 

Additional Insights  
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Talking to Learn: The Conversation Map© 

Your best source for authentic non-fiction stories are people whether they are Subject Matter 

Experts or just plain folk. For interviews, use this guide to elicit stories, stay on track and 

organize material for later editing.  

• Prepare. Research your interviewee and know the subject well. 

• Share. Model openness, respect, and trust.  

• Listen. The answers are more important than your questions. 

Stories have structure that guides action and reveals lessons. Start with the Familiar, ask 

about a Surprise, probe for a Set-Back, listen for a Struggle and celebrate a Success. Finally, 

examine the Lesson Learned.   

Exercise: Interview a fellow attendee 
Familiar Tell me about 

yourself.  

Name, Position, Job 

 
Surprise Tell me about 

a situation 
that 
happened…  

  

What 
surprised 
you?  

  

 

Set-Back Tell be about 
a setback.  

  

 

Struggle Tell me about 
a struggle  

  

 
How did you 
overcome it?   

  

 

Success What did 
success look 
like?  

  

 

Lesson 
Learned 

What did you 
learn?  

  

 
Why was the 
product 
essential to 
the story?  

My product made this  
possible because… 
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Crossing the Canyon 
 

The Cochrane Story Model can be applied to the visual model Crossing the Canyon©. 

Imagine that the main character is biking along and inadvertently drives over a cliff into a 

canyon. The Context of an enjoyable ride is disturbed by the Complication of a cliff. The wall 

behind is unclimbable so they must travel across the canyon to save themselves. Hopping back 

on their bike, they encounter Challenges of steep rocky terrain, making progress up only to go 

down into the next gully. Facing a final cliff, they can ride no further.  Dejected and defeated, 

they wait to die. Then inspiration strikes with an Insight and Unexpected Solution. Removing the 

handlebars and brake cables, they fashion a rappelling hook and, by a process of hooking 

outcrops and climbing, escape the canyon, the Resolution. They realize that this side is higher 

with a much better view. The Lesson? Bike riding is great but sometimes hiking is healthier.   

 

Crossing the Canyon© 
Context Complication Challenges Unexpected 

Solution or 
Insight 

Resolution Lesson 

 
 

Of course, scientific stories aren’t limited to words. Data displayed visually can tell a 

story, make a point, and persuade. Crossing the Canyon lends itself naturally to trend lines.  

Your data doesn’t have to tell a complete story. Sometimes, the Resolution is the 

intended aspirational result of your Unobvious Solution or Insight.  
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Exercise: Crossing the Canyon 
Review the Bald Eagle example below. Then, apply a story using data.  

Crossing the Canyon© 
Context Complication Challenges Unexpected 

Solution or 
Insight 

Resolution Lesson 

 
The American Bald Eagle Population 
1900-1940 
Population is 
declining but is 
manageable 
with thorough 
regulations.  

1940s 
Population drops 
dramatically 
threatening 
extinction.  

1950s  
Conservation 
efforts are 
redoubled but 
have limited 
effect.   

1962-1972 
The farm 
insecticide DDT, 
introduced in 
1945, is revealed 
to harm eggs. It’s 
banned in 1972.  
 

1970’s to Now 
Population 
increases and 
extinction threat 
removed.  

Nature’s 
systems 
interconnect: 
one change 
can affect 
another.  
 

Your Story told through Data 
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This is like That 

Facts are meaningless to your audience until they can relate your data to a 

model they understand. The Saturn 5 moon rocket stood 363 feet tall. That 

doesn’t mean much to most people. However, mention that it’s taller than the 

Statue of Liberty, then your audience has a frame of reference even if they’ve 

never been to Lady Liberty in person.  

It’s one thing to say salmon eggs don’t do well at water temperatures above 55° F and 

quite another to say that your picnic’s potato salad can spoil quickly at the same temperature—

which is considered the Food Danger Zone. Equating the health of the Sacramento Central 

Valley River System with smelly potato salad could be an entrée into your audience’s world.  

Dr. Carl Sagan famously said, “In fact, the thickness of the Earth's atmosphere, compared 

with the size of the Earth, is in about the same ratio as the thickness of a coat of shellac on a 

schoolroom globe is to the diameter of the globe.” 

Orca whales can swim 40 miles a day. In a year, that’s like going from Seattle to New 

York roundtrip 3 times. The biggest Orcas weigh 12,000 pounds; that’s 4.8 Million Jelly Belly’s.  

Exercise: This is like That 
Try describing your product in a different way that will give your audience a Eureka Moment.  

 

 

 

 

 

 

 

 

 

 

 

 

 
Alternative measurements 

• Seattle to New York is 2400 miles; it’s twice that distance from Seattle to Japan 

• A pound of Jelly Belly’s equals 400 beans 

• Stack 227 One Dollar Bills to reach a 1-inch height  

• On average, the human lifespan is 79 years 

• The human brain and a large can of Crisco shortening weigh in at about 3 pounds each 

• The distance to the moon is almost 239,000 miles 

• On average, a person walks up to 4000 steps—that’s 2 miles—a day 

• Singer Dolly Parton is exactly 5 feet tall. That’s just over 1000 Dolly Partons per mile.  
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The Science Project 
 

Using everyday objects as stand-ins for a scientific principle is a tried and true method 

used by high school science teachers everywhere. One need look no further than the 

Exploratorium in San Francisco and Bill Nye the Science Guy to understand the power of 

involving your audience through familiar everyday items. It’s a chance for them to have fun 

while you get to play the mad scientist.  

Or you can get across more serious points. In 1987, the 

Challenger Shuttle blew up. The disaster was traced back to an O-ring 

within the booster: cold temperatures had rendered it stiff and useless to 

containing hot gasses. While the review board argued temperatures, 

pliability, and causality, Dr. Richard Feynman help up a common faucet 

washer and squeezed it easily. Then, he dropped it into a glass of ice 

water, and removed it a few seconds later. The cold had made it too stiff to bend. Point made.  

Exercise: The Science Project 
What everyday objects can you use to prove your point? List, draw, or explain below. 
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The Six Word Story 

Ernie was a drunk who fancied himself a writer. One day, a fellow barfly confessed that he’s 

himself never be a writer because he couldn’t write a lot of words. Ernie replied a writer didn’t 

need a lot of words but just a few of the right words. In fact, Ernie boasted that he could write a 

story using just six words. The barfly bet him a drink over it. Ernie, of course, was Ernest 

Hemingway and the following is his Six Word Story. Cheers! 

For sale. Baby shoes. Never worn. 

The Six Word Story forces us to remove the extraneous and focus on the essential. With 

just a few words, we engage our audience as they naturally fill in the gaps with details. 

Exercise: The Six Word Story 
Write one or more about your product or any subject… 

 

 

 

 

 

 

 

 

 
 

Six Word Story Examples 

Panned for gold, missed the silver. 

Little girl earthquake shakes my world.  

I dreamed. It happened. White Christmas.  
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The Five Storylines Messaging Framework 
 

The Five Storylines are different aspects of your overall Messaging Framework. Each 

one speaks to a unique part of the brain thus supporting the larger message. 
  

 The Core Storyline communicates the passion and purpose that drives activities and 

keeps efforts focused and on track. An action statement, it organizes efforts and communicates 

goals clearly to others. It is the what and the why linked together by the conjunction because.   
 

 The Credibility Storyline is a top-level view of how the product works as well as 

establishes professional status by acumen, expertise, values, and achievements.  
 

 The Experiential Storyline is the delivered experience including what the customer does 

and their resulting emotional state; what they do and how they feel. 
 

 The Character Storyline reveals the true character of a company, person, or product and 

their values that can be counted upon. It’s often told as an insightful story with the formula of 

Context, Complication, Result, and a Lesson Learned. 
 

 The Data Storyline are the hard facts that support claims and prove value. For services 

and products, it’s features and specifications while for a job seeker, it’s the resume. Often, 

companies and people make their data the star when it’s better relegated to a supporting role. 

What are your Five Storylines and how will you tell them? 

To keep a brand on track, organizations use the Five Storylines Marketing 

Framework© to keep people, messages, and communications aligned.  

The Five Storylines Marketing Framework 
Core Credibility Experiential Character Data 

Maecenas 

porttitor 

congue 

massa. 

 

 

Lorem ipsum 

dolor sit amet,  

consectetuer 

adipiscing elit. 

Maecenas 

porttitor congue 

massa. 

 

Maecenas porttitor 

congue massa. 

 

Lorem ipsum dolor sit 

amet, consectetuer 

adipiscing elit.  

Lorem ipsum dolor sit 

amet, consectetuer 

adipiscing elit. Maecenas 

porttitor congue massa. 

Product Summary  
 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Maecenas porttitor congue massa. Fusce posuere, 

magna sed pulvinar ultricies, purus lectus malesuada libero, sit amet commodo magna eros quis urna. 
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The Morton Salt Girl 
 

From time immemorial, humans have used salt to preserve, protect, and flavor food. 

For just as long, cooks have been frustrated by salt’s natural tendency to absorb 

moisture and solidify into hard clumps. In 1911, the Morton Salt Company solved 

this problem by adding calcium silicate to their salt mixture. Now, they needed to tell 

the world.  

 

The First Draft 

The Morton Salt Company is a food-additive leader using the latest techniques in chemical 

engineering.  Calcium Silicate (CaSi03), a white free-flowing powder derived from limestone and 

diatomaceous earth, is added to Sodium Chloride (NaCI) food products and acts as an anti-

caking agent that absorbs water (H2O) thus maintaining material fluency especially when 

emptied from a packaged reservoir. 

 

The Final Draft 
 

The Five Storylines of Morton Salt  

Core  Credibility  Experiential  Character Data  
We make 
you a 
better 
cook so 
you can 
feed your 
family 
well.  

Through a 

scientific process, 

we deliver a 

quality product 

that never fails. 

Our promise is on 

every box. 

Morton salt 

reliably pours 

from the box 

with a 

consistent 

texture that 

easy to 

measure and 

mix. 

 

We hate rain because 

it makes our salt 

clumpy. We can’t do 

anything about the 

rain but we can do 

something about 

clumpy salt.  

We add Calcium 
Silicate to salt 
which absorbs 
humidity and 
avoids clumping. 
(Our box has an 
easy-pour funnel).   

Brand Message  
 

  

Morton Salt 
When it rains it pours 

 
 
 
 
 
 

 

 



22 | P a g e                           S t o r y t e l l i n g  f o r  S c i e n t i s t s  W o r k b o o k  
 

The Moon Shot 
  

On July 20th, 1969 Neil Armstrong stepped onto the 

lunar surface and uttered “That’s one small step for man, one 

giant leap for mankind.” Humanity’s dream of going to the 

moon had at long last come true because of a clear vision set 

by President John F. Kennedy in 1962 to go to the moon, and 

return, before the decade ended. His words drove the design 

of rocket ships, science education, NASA, national pride, and 

human achievement (as well as the citrus drink Tang). All the 

budget battles, project management techniques, training, and 

personal sacrifices are all threads within the Five Storylines.  

 

The Five Storylines of our Moon Shot 

Core Credibility Experiential Character Data 

 

We’re 

going to 

the moon 

and 

coming 

back 

 

 

A relay series 

of rockets, 

space 

capsules, and 

lunar landers 

designed by 

smart 

scientists 

 

 

Live television 

coverage means 

that everyone on 

Earth will be part 

of going to the 

Moon  

 

 

“We go to the 

Moon not because 

it’s easy but 

because it’s hard.” 

 -- John F. Kennedy 

 

The 363 foot rocket is 

taller than the Statue 

of Liberty and more 

powerful than 85 

Hoover Dams 

Message  

 

With our Moon Shot, mankind will finally go the the moon and come back alive. Using a 

relay series of rockets, space capsules, and lunar landers, two brave humans will walk the 

surface. But they won’t be alone as live television coverage lets everyone on the planet 

Earth watch every step and participate in the experience. We’ll face setbacks along the way, 

men may even die, but we’ll push on to success because the goal is bigger than one life. 

We’ll have the hardware -our 363 foot rocket is taller than the Statue of Liberty and is more 

powerful than 85 Hoover Dams. We are going to the moon so come along. 

 

 

 

 
NASA- Neil Armstrong 
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Exercise: Write your Five Storylines 
 

Core Storyline  

Action statement. Passion and purpose that drives activities and keeps efforts focused and on 

track. Organizes efforts and communicates goals clearly to others.  

 

What: 

 

 

Why: 

 

 

 

 

 

Credibility Storyline 
Top-level view of how the product works that sets context as well as establishing professional 

status and credibility by acumen, expertise, values, and achievements.  

 

 

 

 

 

 

 

 

Experiential Storyline  

The delivered experience including what the customer does and their resulting emotional state. 

 

Customer experience: 

 

 

 

 

How they feel: 
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Character Storyline  

Demonstrates passion, perseverance, and capability. 

 

 

 

 

 

 

 

 

 

 

Data Storyline Worksheet 

Hard facts that support claims and prove worth. 

 

Resume, CV, LinkedIn, etc.: 

 

 

 

 

 

 

 

 

Recap  
Transfer notes in the columns below and then encapsulate into the Summary Message. 

Your Product’s Five Storylines Marketing Framework  
Core Credibility Experiential Character Data 

We guide 

companies as 

they 

transformSui 

With 200 plus 

years of real-world 

hard-won C-suite 

Clients receive 

personal 

professional 

guidance, a 

strategy custom-

tailorction  t 

Our clients are 
typically owners and 
the executive 
leadership of small 
businesses. e help cl 

Experience and 

connections that 

accelerate growth. What 

you need whe Chain 

o Operations 

Summary Message 
 

C-Suite Advisors guides your company as you transform or grow because business is better when we all 

succeed.  

Each C-Suite Advisor is driven by a personal dns that accelerate growth. Let’s move forward together 



 

Exercise: Write and Rewrite 

Remember your audience, use internal rhythm, describe senses, and make a point. 

Plot Point Narrative 

Context                       

or Normal World  

 

 

 

Complication           

or Problem 

 

 

 

Challenges 

 

 

 

Unexpected Solution 

or Insight  

 

 

 

Resolution 

 

 

 

Lesson 

 

 

 



 

Creative Energy 

Your creative energy changes throughout the day 

in a predictable rhythm that is personal; some are early 

starters while others hit their peak later. By paying 

attention to your natural pattern, you can schedule your 

writing at the most efficient times.   

Teams that understand each other’s creative times can work together to manage projects. 

Exercise: Plot highs and lows 
Record your creative energy below. Connect the dots.  
 

             7a       8      9      10     11      12      1p       2       3      4        5        6        7        8       9      10    11             

High                 

                 

                 

                 

Mid                 

                 

                 

                 

Low                 

      

Spin the Wheel 

Spin the Wheel is a great brainstorming exercise that helps your group think in new and 

different ways. As a creative exercise, there are no wrong answers so encourage everyone to 

share. Try as many different perspectives as you can.  

Exercise 
 

Start with a verb and a noun related to your product. Then 

between, add adjectives or adjective phrases above and 

below. With a metaphorical “Spin the Wheel,” the adjectives 

roll in or out.  



 

For instance, “Save the” is the verb and “Puget Sound” is the noun. The adjectives might be 

“beautiful” or “Orca’s playground” or ‘once it’s gone, it’s gone.”  
 

With a spin, you have these ideas: “Save the beautiful Puget Sound,” “Save Orca’s the 

Playground Puget Sound,” or “Save the ‘once it’s gone, it’s gone’ Puget Sound.” 
 
 

Examples 

           

 

Give it a spin! 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Verb                                                    Adjective                                                      Noun  



 

Ad Copy Framework© 

We can learn much from the advertising field because the same principles used in selling 

hair dye can be applied to communicating a scientific message. In particular, the relentless focus 

on the customers’ needs, wants, and aspirations—the WIIFM—

should be a lesson to all in the scientific community.  

 In the 1960s, Clairol made hair coloring fashionable in 

TV ads using the Ad Copy Framework© (which aligns with the 

Cochrane Story Model). Although the order and rhythm of the 

story can change, all the elements are there. Watch it here: 

https://www.youtube.com/watch?v=fY9tvQCN-TU 

 

The Ad Copy Framework 
Hook or Invitation The ad gets attention by asking “Is it true blondes have more fun?”  

 

WIIFM 
(Context, Problem, Solution) 

The Context is set as a brunette woman watches friends enjoy 
themselves and Complication is that she wishes she could join.  
Then Solution is to color her hair blonde and have more fun. 

 

Body 
(Explanation, Data, Credibility) 

It is only at this point that the product is explained as a hair dye, data 
points are “quick and easy,” and credibility established by  
endorsement of the professional hairdresser.  

 

Cost/Value Blondes do have more fun with new boyfriends but only with the Clairol 
Hair Lightener. 

 

Call to Action “Try it” rounds out the message with a strong Call-to-Action. 
 

 

Exercise 
The Ad Copy Framework 
Hook or Invitation  

 
 

WIIFM 
(Context, Problem, Solution) 

 
 

 

Body 
(Explanation, Data, Credibility) 

 
 

 

Cost/Value  

 
 

Call to Action  
 

 

https://www.youtube.com/watch?v=fY9tvQCN-TU


 

Set the Stage 

Plot Point Narrative 

Hook or Invitation 
 
 
 
 
 
 
 
 
 
 
 

 

Credibility of 
Storyteller 
 
 
 
 
 
 
 
 
 
 

 

 

Continue the Conversation 

Plot Point Narrative 

Call to Action 
 
 
 
 
 
 
 
 
 
 
 

 

 

 



 

Exercise: Complete Your Story  

Plot Point Narrative 

Hook or Invitation 
 
 
 

 

Credibility of 
Storyteller 
 
 

 

Context                       
or Normal World  
 
 

 

Complication           
or Problem 
 
 

 

 

Challenges 
 
 
 

 

Unexpected Solution 
or Insight  
 
 

 

Resolution 
 
 
 

 

Lesson 
 
 
 

 

Call to Action 
 
 
 

 

 



 

Outreach 

The days of simply sending a Press Release to a news organization are over. Scientists 

can no longer rely on a reporter to translate data into meaningful stories. News organizations are 

dwindling in number and the remaining have cut staff. The traditional news channel with a 

singular distribution channel has been upended by the internet and its multiple digital channels, 

platforms, and apps. By the way, a growing number of reporters ignore Press Releases and 

instead use Twitter for story ideas.  

 Science communicators need to become their own reporters that write stories, find 

audiences, and reach them in the way they want to be reached. Success lies in planning a 

campaign, scheduling outreach, and tracking results.  

 

Exercise: Campaign Planning 

Campaign 
Name 

Who is the 
audience? 

What is the 
message? 

Desired 
Outcome 

Distribution 
Channels 

 
 
 
 
 
 
 
 
 
 
 
 

    

 

Distribution Channels 

Each channel has its own audience expectations, tone, and style. For instance, a scientific 

paper has a very formal tone while a tweet has an informal tone. Do not copy and paste a story 

from one to another but rewrite to suit the audience and their expectations.  

Scientific Papers 
Conferences 
Press Releases 
Science Reporters 
General Reporters 
Public Hearings 
Events 
Digital Events 

Articles Print 
Articles Digital 
Website 
Blogs 
Facebook Posts 
LinkedIn Posts 
Twitter 
Instagram 

Email Outreach 
Discussion Boards 
Associations 
Television 
Videos 
Podcasts 
Text Messaging 
The Next Big Thing 



 

Posting Schedule 

In any campaign, consistency is key. Use a posting schedule to plan outreach and as a 

forcing function to keep momentum. Start with a simple calendar or use a more advanced online 

program. Your first goal is to develop a trusted relationship with your audience by sending 

several short messages of useful information over time. Then, when you have something 

important to say, your audience will be more receptive.  

If you decide to use a post scheduling program, a few caveats. Use the one that works for 

you and the way you plan. No program will write the content for you. Do not copy and paste 

from one channel to another: rewrite for appropriate tone, style, and expectation. Finally, the 

world changes quickly. Pay attention to what’s about to go out or you could face a backlash.  

Exercise: Calendar 
 

For your campaign, enter the message and channel by date and time. Think about the 
frequency as well as when your audience is on that platform.  

Month and Year 
Sunday Monday Tuesday Wednesday Thursday Friday Saturday 

 
 
 
 
 
 

   1 2 3 

4 
 
 
 
 

 

5 6 7 8 9 10 

11 
 
 
 
 
 

12 13 14 15 16 17 

18 
 
 
 
 

 

19 20 21 22 23 24 

25 
 
 
 
 

 

26 27 28 29 30 31 

 



 

Tracking Results 
 

You aren’t doing Social Media until someone responds in a meaningful way. 

              --Brad Cochrane 

 Digital tools provide numerous ways to track engagement with our audience. However, 

measuring data points for their own sake is misguided. Look for the meaning, that is, trends and 

insights to audience behavior. Focus less on the ultimate “sale” and more on your audience’s 

small steps and behavior.  

 For instance, you may believe that building a large email list is the goal. However, if your 

subject line isn’t enticing readers to open the message, then your campaign is falling short. 

Therefore, measure the “open rate.” A small-focused email list with a high open rate is better 

than a large list with few opens.  

Engagement Analysis 
 

Campaign Stage Measure how many… Insight Questions 
Outreach Email Recipients 

Social Media Posts 
Advertisements 
 

Is anybody responding in a 
meaningful way? 

Interest Email Opens 
Comments 
 

Who is interested? 

Research Clicks of a link 
Content Downloads 
Video Views 
Podcast Listens 
 

What is their path?  
Do they drop off at a specific 
point? 

Adoption of the Idea Personal thoughts are 
difficult to measure 
 
 

If I can’t measure directly, are 
there any indications?  

Action (Buy) Sign-up 
Donate 
Vote 
Other 
 

Is there a preferred path? 
Do they get stuck?  

Advocacy  Share Posts  
Link to Blogs 
Letters to the Editor 
 

Who are the advocates?  
Am I nourishing them? 



 

Elements of Visual Design 
 

Writing is more than words; it’s also visual design. Every image has underlying power 

lines that direct the eye. Used correctly, power lines are effective; used poorly, they confuse.  

Like reading, the Western Culture eye will start in the upper-left, move to the upper-right, 

cross back down to the lower-left, and end in the lower-right: a classic “Z” pattern. In the picture 

below, the eye starts far down the street then moves to the face. It crosses down to the elbow 

then turns, ending at the camera. Secondary power lines redirect the eye back to the camera.  

But what does the picture convey? Clouds speak to fleeting imagery, the world-worn face 

conveys experience, and the camera is the tool of both. Interestingly, the photographer looks to 

something beyond the frame implying a never-ending search for the next image.  

 
David Alan Harvey - Creative Commons David Alan Harvey - Creative Commons 

 

Exercise: Power Lines 
Using a pen, draw power lines over the lower-right image. What story is told? 

  
 



 

Video Script 
 

A simple 3-Column Script format can organize videos before a single frame is taken. It’s 

useful for fleshing out ideas, communicating direction, and editing the footage. Column 1 

identifies the scene. Column 2 describes the visual elements and can be words or evocative 

artwork. Column 3 indicates narration, music, and sound effects. Using this script, the production 

crew, actor, narrator, and the horse are on the same page saving time, money, and frustration. 

   

Scene Visual Audio 
Open Montage of Western Scenes 

 
• Horses 
• Range 
• Sunrise 
 

 

Slack guitar builds with added orchestra 
into crescendo. Evokes wide-open 
spaces of The West.   
 

Scene 1 Distant horse rider in western garb rides up to 
camera and turns to the sunrise.  

 

Narrator:  
Yesterday he roamed with a herd of 
nameless commuters plodding on to 
another forgotten workday. 
 
--Horse whinnies— 

 

Scene 2 Close-up of man who sports a satisfied smile. 

 
Narrator:  
Today, they call him “Tex.”  

 

 

Exercise: Video Script 

Scene Visual Audio 
Open  

 
 
 
 

 

Scene 1  

 
 
 
 

 

Scene 2  

 
 
 
 

 



 

Style Guide 
 

Graphic designers use a visual style guide for color, font, layout, and so forth to execute a 

consistent brand. In the same way, writers use a style guide to set tone, style, and vocabulary.  

Element Description Example 

Colors 25% Gray 
 
 

 
 

Fonts, Size, 
and Layout 

Titles 

• 16 pt. Calibri Bold 

• Centered 
Descriptions 

• 12 pt. Times New Roman 

• Indented 
Exercises: 

• Left justified 

• Titles 16 pt. Calibri Bold  

• 12 pt. Calibri 
Tables 

• Line size: 1.5 Thickness 

• Line color: 25% Gray 
 

Titles 16 pt. Centered 
 
    

    Descriptions are indented on the 

first line only. 

 
 

Exercise: The Style Guide 
Instructions are left-justified 

 

 

Tone and Style Authoritative Peer-to-Peer 
 
 

       If you tell someone a fact, 

you’ll trigger two parts of their 

brain. If you tell them a story, 

you’ll trigger seven. As a scientist 

who wants to influence how 

people think, feel, and act, would 

you rather lead with a fact or a 

story? 
 

Titles and 
Terms 

Storytelling for Scientists, Cochrane Story Model, Set the Stage, Tell the 
Story, Continue the Conversation, The Five Storylines Marketing Framework 
 

Hashtags General 
Campaign 
Specific 

#ScienceCommunication 
#StorytellingForScientists 
#sciencewins 
 

Keywords Topics 
 

Science, Communication, 
Storytelling 
 

Keyword 
Phrases 
 

Questions How do I tell a scientific story? 



 

Exercise: The Style Guide 
Use this as a handy reference for your team 

Element Description Example 
Colors 
 
 
 
 

 
 

 
 

Fonts, Size, 
and Layout 
 
 
 

  

 

Tone and Style 
 
 
 
 

 
 

 

Titles and 
Terms 
 
 
 

 

Hashtags 
 
 
 
 
 

General 
Campaign 
Specific 

 

Keywords 
 
 
 
 

Topics 
 

 

Keyword 
Phrases 
 
 
 
 

Questions  

 

 



 

Tell a fact to someone and you’ll trigger two areas of their brain. Tell 

them a story and you’ll trigger seven. Would you rather lead with fact or story? 

Getting in front of your customer takes considerable investments of 

effort, time, and money. If your message fails to connect, what’s the cost of that 

lost opportunity? How do you quantify the business that never was?  

Story First Marketing© engages your audience through an emotion-

based story in which a brand, product, or point-of-view is integral to the story 

and its completion. It’s a powerful approach to attract, engage, and move your 

customers to action through storytelling.   

In this book, you’ll learn why stories work, what makes a story great, and the skills to master 

storytelling.  

• The Five Storylines© that every marketer must know cold 

• The Five Steps to Story© for finding and writing great stories 

• The Seven Steps in Telling a Story© guide to telling stories well 

Can you afford to ignore the power of stories? 

 

Get it now at Amazon.com 
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My personal mission is to 

champion storytelling and its 

power to change how people 

think, feel, and act because 

we all can make a difference. 
 

    

With a career in broadcast television, a stint in technology marketing, and expertise as a public 

speaker, Brad delivers a stimulating, entertaining, and informative experience for your attendees.  

Brad weaves in real-world experiences to illustrate and illuminate. Perhaps it’s a personal story of 

working with Steve Jobs, befriending Carlos Santana or interviewing Al Gore. Attendees take home 

knowledge, insights, and skills to make a positive impact through storytelling. 
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My proudest moment in storytelling came just as the AIDS-HIV epidemic took root and began 

devastating communities. The public treated the disease with a hands-off approach framing it as 

someone else’s problem. I joined in creating a PBS television documentary that told the personal 

stories of real sufferers which let viewers relate to them as people through experiencing their lives. 

With storytelling, we changed public perception and sparked a change in attitude and media coverage. 

Those People went on to win an Emmy.  

 

If you tell someone a fact, you trigger two parts of their brain. If you tell them a story, you trigger 

seven. As someone who wants to influence others, would you rather lead with a fact or a story?  

  

 

 

Amazon.co

m 

Brad Cochrane  

As the Story First Speaker®, I’ll show you how to build a robust Scientific Story using 

Storytelling for Scientists –The Pen is Mightier than the Statistic.  

In addition to television producer, my background as a storyteller includes 

software marketer, certified trainer, author, and TEDx Speaker Coach. 

 
 
 

Can you afford to ignore the power of stories?  
 

Open your mind, roll up your sleeves, and let’s get to work building your story.  

 

 

My personal mission is to champion storytelling because of the way it can 

change how people think, feel, and act. 

brad@cochrane.net 

425.802.9818 

www.StoryFirstSpeaker.com 

 

 

 

 

You’ll takeaway the knowledge, skills, and framework with which to tell your story 

well in any place, at any time, and with anyone. 

mailto:brad@cochrane.net
http://www.storyfirstspeaker.com/

