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Use Stories 
to Tell Stories

STORYMASTERS SOLUTIONS 
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It all sounds really meta, and it is. 
Like a set of nesting dolls, a great story 
has smaller stories tucked inside. The 
dolls are thematically connected to one 
another, but each is fully formed and 
can stand on its own. 

The largest doll is your Big Idea – 
the framework for your story. 
Within that, all the other stories fit.

The challenge for the 
storyteller, you in this case, 
is to make sure the other 
stories relate to and 
support the Big Idea.

The power of a story lies 
within the stories you are telling.

https://www.ignite-360.com/storymasters-solutions-discovering-the-big-idea
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Our insights and strategy reports typically have 
5 different types of “sub-stories” that we 
use to make sure line up to the Big Idea.

Line Up Your 5 Sub-Stories 

Supporting points

Numerical data

First-person narrative 
(e.g. quotations, audio/visual clips)

Implications and 
Recommendations

Visuals

1

2

3

4

5

NEXT, Let’s take a look at how to 
use first-person stories. 
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Data can be impactful: 

250,000 people died in the 2004 
Indian Ocean tsunami.

Head + Heart 
= Inspiration and Action

First-person stories 
make the data meaningful: 

“It was a life or death moment 
because the water was right behind 
us. We ran to a two-storey building, 
and the next moment I saw the first 
wave take hundreds of people.” - 
Nazaruddin Musa, 42, from 
Darussalam, Banda Ace*

The data is the ‘head’ – 
the intellectual information. 

The story is the ‘heart’ – 
the emotion. 

Each piece of information is 
important. The data gives you 
a sense of scale. The story 
delivers the humanity. 
Combined, the audience is 
inspired to take action.

*Source: The Guardian

https://www.theguardian.com/global-development/2014/dec/25/indian-ocean-tsunami-survivors-stories-aceh
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People share stories 
all the time, in language 
that is emotional 
and relatable. 

Leverage those words 
as quotes within your 
presentations to help 
bring the data to life 
and inspire action!

First-Person Stories Delivered 3 Ways

The Soundbite
A few words or a short sentence 
that makes your point.

The Middle Ground
A couple of sentences that 
provide more context, a richer 
understanding of an issue or 
need, build empathy, and paint a 
broader picture.

The Deep Dive
A paragraph or a page, or even 
more. Long quotations deliver 
empathy, tell a rich story, draw in 
the audience, help people hear 
their brand champion, and cover 
more emotional topics or complex 
thoughts. We’ll often use video or 
audio clips for deep dives, and/or 
give proper space within a report.
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Let’s look at the same quotation 3 different ways. This example is taken from our multi-generational, cross-
geographical, nationally-representative quantitative and qualitative research study Navigating to a New ‘Normal.’

The interview is with Jennifer from rural South Carolina. She’s discussing shopping at her local Walmart 
as her area began opening up in late April.

So I felt like they 
really stepped up and, 
"Oh wow, look, they're 
cleaning our carts and 
everything. It's nice. 
Okay." And now it's 
like, "Okay, Walmart is 
back to being 
Walmart." And also it 
was like, "I guess it 
isn't as big of a deal 
as everybody says 
because they’re 
not even out here 
cleaning carts."

Walmart is back to 
being Walmart.

So we went to Walmart. And it was really interesting. Remember how 
I went to Walmart several weeks ago and they were cleaning the carts 
and you had a queue coming in and they were counting. They still had 
the partition up where you have to walk around. But nobody was there 
cleaning carts. Nobody was counting people. It was just like, "Yeah, 
whatever." And so we went in and I figured it out, halfway through the 
shopping trip that they had done aisles where it's go up this aisle and 
go down this aisle. I didn't realize that before. I'm just going wherever. 
Because I felt like, have you ever seen that 1980s grocery game? 
Where people are grabbing the groceries and like... That's what we 
ended up doing because we got there so late and they were closing at 
8:30. And we're not used to that anymore. And I was trying to explain 
that to the little cashier who was, she's 18. And I'm like, "You've never 
seen where Walmart closed at nine o'clock." I remember that as a 
child when Walmart would close at nine o'clock.

Rob: You said they weren't cleaning the carts down. So how'd you feel 
the experience this week at Walmart?

Jennifer: So I felt like "Wow, you know Walmart, you did this." And in a 
way it was kind of shocking because you think about Walmart and it's 
just like the low price leader. They're going to just get it from Canada, 
they're going to get it from wherever, the cheapest place possible. And 
now they want you to check your own bags out and groceries and stuff

because they're just trying to cut costs, cut costs, cut costs. So I felt like 
they really stepped up and, "Oh wow, look, they're cleaning our carts 
and everything. It's nice. Okay." And now it's like, "Okay, Walmart is 
back to being Walmart." And also it was like, "I guess it isn't as big of a 
deal as everybody says because they're not even out here cleaning 
carts.”

Rob: Okay. So if they had been cleaning the carts and you saw them 
properly wearing masks, what would that have told you?

Jennifer: That maybe people were still thinking that this was serious.

Rob: Okay. Okay. I'm just curious, you're making me think about this. 
What's the role of a company in terms of communicating this is serious 
compared to like other. Like we've talked about the government and 
things like that. What's the role of a company? A store?

Jennifer: Role of the companies ... I guess setting standards for 
everybody.

Rob: Tell me more about that.

Jennifer: So I guess when you think about the company and their 
image, you know ... Are they going to set the standard, are they going to 
set the bar for everybody else to follow, or are they just going to do 
whatever, or are they just gonna fall in between?

The Long
and Short of it
SHORT MEDIUM LONG

https://ignite360.box.com/s/yss3nsfo9ht8oaethuj5z7ldcpbnvlfz
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What did you notice about 
your response to each of 
the same quotations? 
It got the same point across but 
as it got longer, it helped build more 
empathy and deliver more context.

The point is still the same, but it is so 
much richer by the time you get to the 
longer quote, including more about the 
role of corporations during the pandemic 
and how Walmart actually let Jennifer 
down. A video clip of this long quote 
would also convey the emotion 
behind what she’s discussing.

Walmart Is Back to Being Walmart

Chapter 3: 
Now, Next, Future 

Examples of medium 
and long video/audio clips

Chapter 4: 
Our Scary, Risky, 
Evolutionary Need 
to Connect

Examples of short 
and medium quotations

Chapter 5: 
Listening – 
Black Lives Matter

Examples of short 
and long quotations

To see more examples of short, medium and long quotations or clips, 
check out our content from Navigating to a New Normal:

https://www.ignite-360.com/navigating-your-business-to-a-new-normal-watch-video
https://www.ignite-360.com/navigating-your-business-to-a-new-normal-watch-video
https://ignite360.box.com/s/qc1xnrkxjmnkjb37tnn4bb1lvodem1jt
https://ignite360.box.com/s/qc1xnrkxjmnkjb37tnn4bb1lvodem1jt
https://ignite360.box.com/s/qc1xnrkxjmnkjb37tnn4bb1lvodem1jt
https://ignite360.box.com/s/qc1xnrkxjmnkjb37tnn4bb1lvodem1jt
https://ignite360.box.com/s/4rntmy6d0w6ooapvn2bl4ossz5dadmft
https://ignite360.box.com/s/4rntmy6d0w6ooapvn2bl4ossz5dadmft
https://ignite360.box.com/s/4rntmy6d0w6ooapvn2bl4ossz5dadmft
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When we build profiles of consumers, 
whether in text or video, we like to use 
the person’s own language and details to 
bring them to life. 
When you are sketching a profile of someone 
and trying to connect, what sets people apart 
aren’t the defining characteristics from a 
segmentation. It’s the nuanced details of a 
person’s life that makes them distinct and what 
makes them memorable.

A fully formed picture of an individual* gives you 
something more tangible to present and use as 
inspiration to build better products and services.

• Breeds Nigerian 
Pygmy Goats

• 41 years old

• Fan of Discovery 
of Witches

• Disney travel agent

• From South Carolina

Making Stories 
More Human

• Catholic

• Loves Zaxby’s, 
loathes McDonald’s

• Mother of 3 kids

• Lives in rural area

• Scout troop mom

*Use the 5 Steps to Empathy to help your audience 
connect: 1) Dismantle Judgment, 2) Ask Good Questions, 
3) Actively Listen, 4) Integrate into Understanding, 
5) Use Solution Imagination

Following is a list of all the characteristics of Jennifer from South Carolina. 
Which ones describe her as an individual versus a segment?

• Former horse trainer

• Raises heritage 
breed chickens

• Married

• Anti-vaxxer

• White

• Home-schools 
her kids

• Cans her own food

• Likes late 50’s 
A-line dresses

• Female

• Walmart = 
necessary evil 
of living in rural area

https://www.ignite-360.com/blog/5stepstoempathysuperpowers


9STORYMASTERS   |             |

Jennifer, like all of us, is a complex 
combination of attributes, beliefs, 
opinions and experiences that make her 
unique. Bring your audience in closer 
to that rich texture with quotations. 

Here’s the profile page of her that 
we produced for Navigating to a New 
Normal, Chapter 2. Notice how we 
used quotations to bring forward some 
of her more distinct characteristics, 
in her own words.

Putting it Together

https://ignite360.box.com/s/cnm7e1gv7rd9spfgj3hp2qn3xi5q05g3
https://ignite360.box.com/s/cnm7e1gv7rd9spfgj3hp2qn3xi5q05g3


10STORYMASTERS   |             |

• Leverage the voice of the consumer 
when you can.

• Use the consumer’s own words 
to explain their position.

• Select the length of quotation 
to fit the use case.

• Keep the quotation on point, 
supporting the larger story or Big Idea.

• Utilize the 5 Steps to Empathy 
to help your audience overcome 
their judgment.

Let’s reiterate: The power of a story 
lies within the stories you are telling.
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Step 1: Download Navigating to a New 
Normal: Chapter 4

Step 2: Grab a red pen and critique the 
story. Write in the margins, 
circle the quotations that you 
feel did (or didn’t) support the 
Big Idea, circle the quotations 
that felt just right (or not), note 
where your sense of empathy 
was engaged, etc.

Step 3: Keep practicing and using first-
person stories to support your 
Big Ideas!

In Action Now take what you’ve learned and check our work.

https://ignite360.box.com/s/qc1xnrkxjmnkjb37tnn4bb1lvodem1jt
https://ignite360.box.com/s/qc1xnrkxjmnkjb37tnn4bb1lvodem1jt
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Do you have more questions about the 
best way to use stories to tell a story? 
We’ve got answers! 

Email us at 
hello@ignite-360.com


