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Source: USDA, Economic Research Service using data from the U.S. Census Bureau with definitions based on the Office of Management and Budget




AGENDA | fricay, March 12, 2001

O Welcome

(O Deep Dive into Storytelling

O Forming our Spotlight Story Team for 2021

O Recordings and News Release will be ready by early next week for the
2020 Alumni & Resident Survey Summary Story

O Video Scripting will be the next form of storytelling

O Schedule, Meeting Facilitation, and Commitments of Action




STO RYT | | | N G “Purposeful storytellers and effective

changemakers have a strong conviction
about the change they're trying to create.
You need to know where you're headed
before you plot your course and set sail.
Being clear about your conviction enables
you to speak in a way that will attract the
right people and perhaps more importantly
—ropertmckee ALLOW you to ignore the people you can't
and won't influence or change.”

-Bernadette Jiwa

The most powerful “Stosios ano the comersiones of human

person in the world  ,,.i0ciions collabenalion
is the storyteller.” cwn thoughls and aclions.”

--Steve Jobs -Bernadette Jiwa
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TO F) 7 Q E ASO N S 1. Raises awareness and interest in a way that

brings plans to life.

]CO f U Si N g Sto ri es 2 Connects people emotionally compelling

deeper commitment to transformation.

i N CO MIMmMun |ty 3. Draws in many voices that may not usually
be at the table.

Deve [O p 'm e ﬂt 4. Reveals what matters most to residents and

customers of the community.

‘ N |t|at|VeS 5. Builds understanding and more respectful
relationships.

6. Brings meaning to the numbers of data and
trends.

7. Anchors information by being memorable
and easily repeatable...especially if they
make us laugh, cry, angry, sad, happy, or
hopeful!




-MENTS OF

AT STORIES

Relevant to the situation and

audience. Every story needs a
to be told.

Every story needs a el
human element.

Every story starts with
crisis, urgency, or a villain.

Every story evokes
with

Every story deploys viral power.
It begs to be




R b for telling the story.
STORY TELLING e thancs mints ametorm heartes Mabe suro
p— ° H . f .
PREPARATION:  * roves comecion oy bing wustworig s
relatable

G a t h e r| n g | n fO » Features value and the benefits that are persuasive

« Answers the why in a way that compels action.

* Our Communications CollaborACTION Team's goal is to

a n d GI ettl n g keep people here and attract innovative talent to the

region by better connecting and promoting the region.

Ready fOr aln Keep your audience in mind.

« Think about their MINDSET: What do they think, feel, say,

INnterview  andao?

« Think about their MOTIVATION: What would they like to

think, feel, say, and do?
* Don't know? Think about how you would answer these
questions if you were in their position.

Be curious and listen to what isn't being said.
Gently pull out the emotions behind the answers with further
questions. g




INTERVIEW k‘ifpyfé‘uT‘Zfi?/ stay here? Why will you stay?
N OT E S & region? must never change about the
QUESTIONS  What doyouhope changes soon?

Are you willing to be a part of the transformation efforts?
How?

Who are you? Name, gender, generation, What would you say to someone similar to yourself who
key roles, etc. may be considering a move to the region? Why should

: o
Where are you? Location of the story. they make NWMO their destination:

Take note of what the guiding beliefs are of the person
being interviewed or entity being described? Confirm by
asking if you understand correctly.

What is your backstory? Tell me about
your journey to now.

: .
What brought you to NW Missouri: What is the entity’'s purpose or reason for existing?

L 5
What is this a story about: What is your aspiration for the future? What is your vision?

What are your key activities? What's next for you here in
Try to get the interviewee in at least one.  NWMO? (Plans for growth?)




MEETING

SCH EDU LE All Team Monthly Meeting
d Review/update on all projects, discussion of integrated efforts, team
decisions, & announcements

Communications a2 Vs .
CollaborACTION 277 3 4" Fuid

Team Project-Specific Work Sessions
Focused brainstorming, planning, detail decisions, and follow-through
to check-in on progress and support needed

March 12 April 9 May 14
March 19 April 16 May 21
March 26 April 23

8:30 - 10:00 a.m.

_ No Team Meeting
viaZoom il 30 May 28

on F ri days 5 Friday Memorial Day Weekend | )
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