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“Communications Designer”



How do you become
GREAT at something?
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Four Words
& Five Lines



Define Your 
Mission



The Simple Shape of a Story
KURT VONNEGUT

FAIL





EXCITE
ACT I 

DISTURB
ACT II

ASSURE
ACT III

COLD OPEN: THE HERO’S WORLD (AS IT IS)

BUT… THE PROBLEM

THE TRANSFORMATION… THE SOLUTION





JENSEN HUANG : Mandalay Bay Michelob ULTRA Arena, Las Vegas. (January 6th, 2025) 
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Calculated using Meta’s Llama-3 powered
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https://www.youtube.com/watch?v=k82RwXqZHY8
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Emotional Intelligence
Calculated using Meta’s Llama-3 powered 
Artificial Emotional Intelligence Assistant
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These responses were generated using Meta’s Llama-3.1 405B powered Mission Critical Script Assistant on watson x.

UVP

Surprise

Urgency

“But”

Credibility

Problem

One unique asp ect of this talk is its focus on the intersection of AI, computer vision, and robotics. It includes many 
demos and examples of Nvid ia's technology in action, which keeps the talk more engaging. He also includes m any 

references to popular culture, such as the movie "Doctor Strange," which adds a touch of humor and personality.

29X (3:17 secs)

"I delivered the first one to a startup company in 2016 called  Open AI and Elon was there and Ilia Sutskever was there 
and many of Nvidia Engineers were there..." Huang establishes his credibility  by referencing his experience working with 

well-known companies and indiv iduals and his vision for the future of AI. This establishes leadership and credibility .

Enable the development of more advanced artificial intelligence (AI) capabilities, particularly in the areas of computer 
vision, natural language processing, and robotics. He wants to make AI more accessible and widely available, and to 

enable its use in a variety of applications, including autonomous vehicles, robotics, and healthcare.

Jensen Huang reveals new or unexpected information, such as the announcement of Nvidia's new AI supercomputer, 
"Project Digits." He also shows several demos of Nvidia's technology, including a demo of a robotic arm that can 

perform complex tasks, which may surprise or amaze the audience.

Huang creates a sense of urgency by emp hasizing the importance of developing more advanced AI capabilities, and the 
need for companies to invest in Nvidia's technology in order to stay competitive. He also references the rapid pace of 

technological change, and the need for companies to adapt quickly in order to succeed.

"But what we need to do is..." Jensen uses the word "but" to contrast his own 
vision for a world model with the existing language model, GPT. This creates a 

sense of d rama and tension, while highlighting NVIDIA’s AI technology.
B
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– Narrative features alone identified human versus AI stories with 93.2% accuracy.

“How a story is constructed
matters more than 
how it is written…”



Define Your 
Mission



Use a 
Story Compass



Where do you want to
take your audience?



IN
SP

IR
E

IN
FO

R
M

Right-Brain: For the HEARTLeft-Brain: For the HEAD

Your “Left Brain”

• Processes words & 
numbers

• Is logical & analytical
• Likes details
• Focuses on facts

• Excels at words & 

language
• Comprehends the present 

& the past
• Perceives order & patterns
• Is based in reality
• Forms strategies
• Is practical
• Is concerned with safety

• Likes a plan
• Calculates risk

Your “Right Brain”

• Creates emotions
• Uses feeling
• Looks for the big picture
• Enables your 

imagination

• Understands symbols

• Responds to images
• Finds meaning
• Feels appreciation
• Has strong spatial 

abilities
• Focuses on the present 

& the future
• Sees possibilities

• Is spontaneous
• Takes risks



Why do some stories work,
but others don’t?



Scientific analysis of the world’s top communicators across 6 bearings of The Story Compass to address some storytelling “myths”.

The Best Leaders Don’t Inspire. They Explain.
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R
M

Jamie Dimon
CEO, JP Morgan Chase

Great business 
communicators do six 
things well and one thing 
brilliantly. This research 
calculates scores from 
500,000+ words of keynote 
transcripts, interviews & 
earnings calls using Open 
AI’s ChatGPT5.2 Story 
Compass agent
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Scores across the 6 Story Compass bearings (% of language in the data which most closely represents the tone of each bearing.)
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JP Morgan Chase

Amazon/Blue Origin

Climate Reality

Microsoft

Apple

AMD

Nvidia

IBM/US Gov

Google/Alphabet

General Motors

Intel

Amazon/AWS

IBM

Bank of America

Salesforce/TIME

Disney

PM of Canada

Delta

Consultant/Speaker

Stanford AI/ImageNet

Tesla/SpaceX

Cisco

DeepMind/Google

Accenture

YC/OpenAI

Meta Platforms

Stanford Uni

Conservationist

BBC / Netflix

Anthropic

NGO Campaigner

US President

Civil Rights Lawyer

US President

Oxford Uni/Economist

Blackrock

Oracle Corporation

Goldman Sachs

Apple/Pixar

Warwick Uni

Citi Group

AVERAGE

ANALYST

ANALYST

ANALYST

ANALYST

ANALYST

ANALYST

ANALYST

ANALYST

ANALYST

ANALYST

ANALYST

ANALYST

OPERATOR

ANALYST

ANALYST

ANALYST

ANALYST

ANALYST

ANALYST

TEACHER

ANALYST

ANALYST

OPERATOR

ANALYST

TEACHER

VISIONARY

TEACHER

TEACHER

VISIONARY

VISIONARY

VISIONARY

VISIONARY

VISIONARY

VISIONARY

TEACHER

TEACHER

VISIONARY

VISIONARY

VISIONARY

VISIONARY

TEACHER

ANALYST TEACHER OPERATOR VISIONARY PERFORMER PROVOKER
Makes sense of 
complexity & 
communicates 
wi th clarity.

Builds capabili ty  & 
capability through 
teaching &  
examples.

Foc uses on 
practical  solutions 
& drives action to 
get results.

Inspires people 
wi th a c om pell ing 
sense of purpose 
& possibili ty .

Captivates & 
connects thr ough 
energy,  emotion & 
expression.

Challenges the status  
& motivates people to 
think & 
act differently.

* Reference examples used in the AI model to help 
establish a baseline of what “great” looks like.

5 STORYTELLING “MYTHS”

“The best CEOs are visionary storytellers.”

“Great storytelling needs to be entertaining. ”

“To drive change you need to challenge people.”

“Storytelling is about emotional connection.”

“Great communicators have a signature style.”

1

2

3

4

5

INFORM (av.27%) significantly outranks INSPIRE (av.19%). Top CEOs don’t win 

because they make people feel inspired, but because they communicate with 

clarity; so that people understand what’s going on, and  what to do next.

ENTERTAIN (av.8%) consistently scores low. The best storytellers don’t “perform” 

they help things to make sense. They don’t chase applause. They focus more on 

relevance and precis ion than engagement. Confusion kills faster than boredom.

CHALLENGE (av.7%) is  the lowest scoring bearing. Strong communicators know 

that their risk-aware business audiences prefer credibility over confrontation, so 

they don’t often aggressively challenge their audience. Lead. Don’t push.

Emotion m atters, but clarity must come first. Great business storytelling is 

dominated  by clarity, not charisma. Not every business presentation needs to 

feel like an inspiring TED talk! INFORM > EDUCATE > then INSPIRE.

You d on’t need to “be like Steve Jobs”. The best communicators focus on where 

their audience needs to go than their “personal brand”. Great business storytelling 

is NOT about being engaging, it’s about knowing where your audience needs to go.

Right-Brain: For the HEART

HOW TO READ THIS MAP
Each value is scored 1-100 (light = low, dark = high) 
based on their language. The dominant type shows 
the communicator’s primary storytelling strength.

0-1010-2020-3030-4950+

Left-Brain: For the HEAD

Great business stories focus on outcomes not impressions. That is one reason why this 
research didn’t identify any of these top communicators as dominant OPERATORS 
(focused on execution), PERFORMERS (charisma-led), or PROVOKERS (challengers).
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Jamie Dimon

Jeff Bezos

Al Gore*

Satya Nadella

Tim Cook

Lisa Su

Jensen Huang

Dario Gil

Sundar Pichai

Mary Barra

Pat Gelsinger

Andy Jassy

Arvind Krishna

Brian Moynihan

Marc Benioff

Bob Iger

Mark Carney

Ed Bastian

Simon Sinek*

Fei-Fei Li*

Elon Musk

Chuck Robbins

Demis Hassabis

Julie Sweet

Sam Altman

Mark Zuckerberg

Carol Dweck*

Jane Goodall*

David Attenborough*

Dario Amodei

Dan Pallotta*

John F. Kennedy*

Bryan Stevenson*

Barack Obama*

Kate Raworth*

Larry Fink

Larry Ellison

David Solomon

Steve Jobs*

Ken Robinson*

Jane Fraser

https://chatgpt.com/g/g-69e75f0b553c8191a02d94fa849bfc5c-story-compass-analyser
https://chatgpt.com/g/g-69e75f0b553c8191a02d94fa849bfc5c-story-compass-analyser
https://chatgpt.com/g/g-69e75f0b553c8191a02d94fa849bfc5c-story-compass-analyser
https://chatgpt.com/g/g-69e75f0b553c8191a02d94fa849bfc5c-story-compass-analyser


IN
SP

IR
E

IN
FO

R
M 10%

40%
50%

30%

20%

10%

40%
50%

30%
20%

4
5

%

5
%

Right-Brain: For the HEARTLeft-Brain: For the HEAD

INFORM
Hans Rosling
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Fei-Fei Li
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SOLVE PROBLEMS
Sir Demis Hassabis
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INSPIRE
Chimamanda Ngozie Adichie
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ENTERTAIN
Cleo Abram
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CHALLENGE
Dan Pallotta
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ENTERTAIN

INSPIRE

EDUCATE

INFORM

CHALLENGE
SOLVE

PROBLEMS

INSPIRE: Helping audiences 
believe, hope, care, or emotionally 
commit to a vision or possibility.

ENTERTAIN: Helping 
audiences remain emotionally 
engaged, attentive, curious, 
and memorable.

CHALLENGE: Helping audiences 
rethink assumptions, risks, urgency, or 
become uncomfortable enough to change.

INFORM: Helping audiences 
clearly understand a situation, 

context, facts, or reality.

EDUCATE: Helping 
audiences learn, apply, or 

confidently understand how 
something works.

SOLVE PROBLEMS: Helping audiences 
simplify complexity, evaluate options, 

make decisions, and move toward action.



www.StoriesThat.Work



Use a 
Story Compass



Feel → Do





@JeremyWaite   | IBM Services   | 10.12.20  <IBM CONFIDENTIAL>

We all need to become 
students of emotions if we 
are to tell stories that 
make people FEEL 
something, so that they 
DO something...

The “Potentiator”

FEAR

ANGER

DISGUST

SHAME

SADNESS

LOVE / TRUST

SURPRISE

JOY / EXCITEMENT
Attachment Emotions

Survival Emotions

Emotional Intelligence : 8 Primary Emotions of Story
SURPRISE has the “potential” to change your physiological state from negative to positive – making it a powerful tool to influence audiences.







Feel → Do



AI → IA



Who is scared of
losing their job to AI?







Build Your
“Digital Twin”



GOALS
FEARS:
WEAKNESSES:
DESIRES:

AGE:
RACE:
GENDER:
PERSONALITY:

ROLE:
JOB:
STATUS:
POWER:







What does “Success” look like?

✓ 20% Increased win rate
✓ 1.7X More Signings
✓ 50% Faster building net-new relationships
✓ +67% Increased confidence
✓ 5 hours saved each week



FREE GUIDE 
WITH AI-PROMPTS 

& PRESENTATION COACH

www.StoriesThat.Work



AI → IA



BetterStories.org |   StoriesThat.Work



Technology is nothing…



Let’s tell better stories.


	OPEN 5:30
	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17

	1. THINK IN INK 4:30
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29

	2. 4+5 : 4:00
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43

	3. MISSION CRITICAL STORYTELLING 3:30
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51

	4. STORY COMPASS 4:00
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60

	5. FEEL > DO 3:30
	Slide 61
	Slide 62
	Slide 63
	Slide 64
	Slide 65
	Slide 66

	6. AI > IA 4:30
	Slide 67
	Slide 68
	Slide 69
	Slide 70
	Slide 71
	Slide 72
	Slide 73
	Slide 74
	Slide 75
	Slide 76
	Slide 77

	CLOSE 1
	Slide 78
	Slide 79
	Slide 80


