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We tell stories to make sense
of the worild around us.
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Behind every great brand
stands a great story
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WATER-SAVING DEVICE

“Don’t tell me to save
water. Show me how.”

@ParkHowell




WATER-SAVING DEVICE

GRAB A WRENCH
AND FIX THAT
LEAKY FAUCET.
IT'S SIMPLE.
INEXPENSIVE,
AND CAN SAVE
140 GALLONS

A WEEK.

wateruseitwisely.com

~ WATER
USE IT
WISELY
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CORPORATE

SOCIAL
RESPONSIBILITY

Doing the Most Good for Your
Company and Your Cause

!

Best practices
from Hewlett-Packard, Ben & lerry’s,
and other I('.'uling companies
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Arizona-Friendly Plants Garden Centers Benefits of Planting About Us

GROW A RICHER LIFESTYLE BY

">/ PUTTING DOWN SOME ROOTS.
N

We take a lot for granted when it comes to plants. It’s time
to wake up and smell them. Find a garden cent vourzip coce |3

The Perks Arizona Plants “Imagine That"
Commercial
e
' AN
Just because you're conserving , 6 '}1 N ,"Q,‘,

water, doesn't mean you should

It's amazing what a few well-placed  settle for a traditional landscape. T B e ke A B i

plants and trees can do for your These Arizong-friendly plants.will TRt ot e havinga hard tire
home, your health and your make your neighbors green with picturing that, let us give you a
neighborhood. ol glimpse of this disaster scenario and
how to prevent it.
LEARN MORE LEARN MORE

WATCH VIDEO

© 2012 Arizona Nursery Association. All rights reserved. ContactUs | Privacy Policy
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ecodriving

SOLUTIONS HOW YOU PROFIT HOWWEDOIT WHOWE ARE

THESE DAYS, SOME OF HIS MOST
- PRECIOUS CARGO IS IN THE TANK

‘:;.:;;Defend your fleet against high fuel costs by creating smarter drivers.

e a0
«' ¥ G

Make ecodriving second nature to everyone in your fleet and substantially reduce both your
transportation costs and your impact on the environment. CONTACT US TO LEARN MORE 1.—

LOWER YOUR COSTS EASE YOUR FOOTPRINT ENGAGE YOUR CREW

Simple changes in driving behavior can Every gallon of fuel you save reduces your Since nearly everyone drives, Ecodriving
mean significant fuel savings for your fleet, carbon footprint while increasing your makes an ideal green initiative that your
your commuters and your entire street cred as an eco-conscious company. entire organization can rally around.
organization.

" @ParkHowell
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(DATA + CONTEXT + METAPHOR) x STORY = MEANING

" @ParkHowell




Things that melt

w

Things you care about melting

" @ParkHowell
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Freedom to Live

Mastery leads to freedom from the fear of death, which in turn is
the freedom to live. This is sometimes referred to as living in the
moment, neither anticipating the future nor regretting the past.

Call to Adventure

The hero starts off in a mundane situaton of
normality from which some information is received
that acls as a call to head off info the unknown.

OF JOSEPH CAMBELL’S

Master of Two Worlds
Al Achieving a balance beiween the matenal
: and spiritual (the inner and outer world).

MONOMYTH

Refusal of Call

Cften when the call is given, the future
hero refuses to heed it. This may be
from a sense of duty or obligation, fear,
insecunty, a sense of inadequacy, eic.

Crossing the Return Threshold

Retaining the wiscom gained on the
aquest, integrat ng that wisdom infc a
human life, and possibly sharing the
wisdom with the rest of the world.

Supernatural Aid

OCnce the hero has committed
to the quest, consciously or
unconsciously, his or her
guide and magical helper
appears, or becomes <nown.

Rescue from Without

Oftent mes the hero needs a
poweriful guides to bring them
back to everyday !ife, especially if
the person has been woundead or
weakened by the expenence.

SEPARATION

Magic Flight
Sometimes the hero must
escape with the bcon. This can
be jusl as adventurous and
dangercus returning from the
journey as it was to go on it

Crossing First
Threshold

This is the point where the
person actually crosses into the
fiela of acventure, leaving the
known limits of his or her world
and venturing into an unknown
and dangerous realm where the
rules and limits are not known.

Refusal of Return
Having found bliss and
enlightenment in the other worlg,
the hero may not want to return
{c the ordinary world to bestow

Be"y Of the Whale | the boon onto his fellow man.
The belly of the whale The U|t|mate Boon

represents the final separation 't
from the here's known worla and The_ ultimate boecn is the
achievement of the goal of the

self. By entering this stage, the
person shows their wilingness quest. It is what the person went
on the journey to geti. All the

to ungerge a metamorphosis.
previous steps serve to prepare

I N ITIAT I o N and purify the person for this step.

Apostasis

/ , Whnen someone dies a physical death, or
dies to the self to live in spirit, he or she
moves beyond the pairs of opposies to
a siate of divine knowledge, love,
compassion and bliss,

Road of Trials

The road of irnals is a senes of tesis,
lasks, or orceals that the person must
underge o begin the fransformation.
Often the person fails cne or more of
these tests, which often occur in threes.

Meeting with the Goddess

This is the point when the person experiences a love
that has the power and sianificance of the all-powerful,
all encompassing, uncoenditicnal love that a fortunate
infant may experience with his or her mother.

Atonement with the Father

In this step the person must confront and be initiated by
whatever holds the ultmate power in his or her life. In many
myths and stories this is the father, or a father figure who has
life and ceath power. This is the center point of the journey.

. This step is about those material temptations that may
Temptatlon lead the hero to abandon or stray from his or her quest.
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The Moral Of

Your Story What's At Stake?

ORI WS |

Special Wo )

Victory Is At Hand! ’ The Call To Adventure

/U

The Road Of Trials | Villains, Fog & Crevasses

N A\

Enter The Mentor @ParkHowell
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The Story Cycle

i

- ACT Ill —

Backstory Audience Goals Incident Obstacles Mentor Journey Success Moral Ritual
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Story = Three Acts
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Act |

" @ParkHowell
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Where In The World
Have You Been?

" e
A




Who's Your Hero?
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ismissive

Doubtful

Source:Anthony Leiserowitz et al.“Global Warming’s Six Americas,” Yale Project on Climate Change/George Mason University Center for Climate Change Communication, May 201 |

isengaged
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INNOVATORSSRE T EARLY' EARLY
250  YPADOPTERS MAJORITY
13.5% 34%

MAJORITY
34%
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Story Cycle Persona Card

Place image

Name:

Key responsibilities:

What they value:

What they want:

What stands in their way:

Place(s) mostly likely to find information:

Preferred Communication Channel(s):

Background:
Age Range:

Family Status:

Days/times most likely to consume content:

Job Title:

Income:

Hobbies:

Audience Segment:

Psychographic Buying Behavior
[ 1 Alarmed [ 1 Aspirational

[ 1 Concerned [ 1 LOHAS

[ 1 Cautious [ 1 Naturalite

[ 1 Dismissive [ ] Conventional
[ 1 Doubtful [ 1 Drifter

[ 1 Disengaged [ 1Unconcerned

Adoption Curve

[ 1Innovator

[ 1 Early Adopter
[ 1 Early Majority
[ 1 Late Majority
[ 1Laggard

Wednesday, October 1, 14

Role in decision process to buy-in to your initiative:

Copyright Park&Co, 2014. All rights reserved.



What's At Stake?
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The Call To Adventure
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Becoming

Images from left to right courtesy of Davidd, Steven Deploy, and Paul VanDerWerf, Creative Commons
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Villains, Fog And
Crevasses
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Enter The Mentor
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Success

what people Tk~ what if reall
___[L looks hke looks like

“ .
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Victory Is At Hand!




The Moral Of
Your Story
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To Be Continued...
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ORIGINAL

Alka-
Seltzer

ANTACID & PAIN REL JEF MEDICINE
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L bren

to otherwise mundane behavior, and uses it to

“Ultimately, ritual gives emotionally potent meaning

. FINA
5 BER

create genuine and lasting brand loyalty."" -

MEXICO. D.F.

REG.S S.A’ N27447"B"

- lon Howard
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. PARKH OW ANE UT  BOOK  BLOG  SPEAKING ENGAGEMENTS  CONTACT

Download a free preview of Park’s
upcoming book

s
Speaking Engagements Agency

Personal insights into storyteling and Talks and workshops designed to explore your
responsitie, sustainable marketing. story.

Movements that matter built through
compelling brand stories.

arkhowell.com

Wednesday, October 1, 14

| Our Work | Backstories | Services | AboutUs | Clents | Connet | Change your story

The Power of Story

In the fast-paced, high-tech world we live in, which is brimming with
conveniences (and their many cords, complex features and hard-to-remember

PasSW( ir's easy o overiook the power of a simple story. Too easy, we

think. Storytelling may be one of the oldest, most basic forms of

communication, but it's still the most effective. At ParkdCo, our marketing
philosophy Iis plugged into the understanding that great stories have a message
that compels people to stop, listen and act. After 17 years of practice, we've
mastered the art of storytelling. Within each of us les a great story, And within

that story, the power to nudge the world in any direction we choose

Last year, Park Howell, owner and leading protagonist at Park&Co, shared the
importance of storytelling wit er 3,500 Forever Living Products distributors
from around the globe. In this short video, Park explores the nine beats found
in every great story and how to apply this Structure—dare we say, literally—to

yourself, your company, product, Service or cause.

o
”

What makes a great story “also makes a great life,

bm

of the nine beats of storytelling Park discusses in the video and
YOU room Lo SLArt writing your own tale of success, Al

need is a printer, 3 pen, and a little imagination

« Download Workbook

Park@®cCo

nterested in a learning more?

Here are some books about storytelling

The Soryteling Animal

A fun read on the scence
behind why our brains knk
NArrative INto everything we
cxperence to oreate mMeaning

N our work

Save the Cat

The proven sory structure

o engage people

and motvate behavior

Winaing the Story Wars
Why myth is the bone
marrow in all great stories
and how you can use RO

further your cause

All Marketers Tel Stories
mendary

Writing Took: S0 Esservtial
Sirasteges
Use doses of this book ke

Infuence: The Peychology of
Persuason

HOw YO " COX

arkandco.com

ASUHome MyASU Colleges& Schools + Map & Locatons »  Contact ASU SIGNIN

NMMMWM

Sustainability Solutions Initiatives Sewcn ASU a

Executive Master's for Sustainability Leadership

Home About Curriculum Admissions Apply Now

APPLY NOW for a Walton Sustainability Executive Scholarship! Deadline September 19.
for more information and to apply.

“My involvement in the
EMSL program will help
mebea oo
in educating others to
understand the ¢
of sustainability as a
platform for business
strategy.”

Jamie Bohan
Serice D . Republic Sewi

Become an unstoppable force for change.

leadershipinsustainability.asu.edu

park@parkandco.com

" @ParkHowell (&
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What's Your Story?

Copyright Park&Co, 2013. All rights reserved.
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