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Navigating a Complex World

Green et al

• A murder at a shopping mall

• An innocent child

• A psychiatric patient

• Source: How We Die (Nuland, 1994)

• Assignment; how to read it (surface, 
immersion)

• Quality of the text

• Source (a dream, fiction, non-fiction)
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Green et al

• "Two Were Left" (H. B. Cave, in Berger, 1956)

• Kid and dog stranded on an iceberg

• They do not hurt/attack each other (for food)

• Both were saved

• Positive story
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Green et al

• Cognitive processing (elaboration)
• Analytical processing

• Transportation
• Imagery

• Belief change
• Story specific, generic beliefs (crime does not pay off f.e.)

• The role of absorption
• Will it influence belief change?

• The influence of the source
• No re-call?
• Framing influence

• The narrative
• Also positive text works

• The quality of the text

• Truth or fiction

• Situation
• A boring situation… longing for another world?

Personality / gender 



Navigating a Complex World

How is a story being processed?

• Persuasion based upon arguments and facts – high motivation

• Previous knowledge is used to process the information

Analytical persuasion

• Receiver is seduced by the story

• No clear arguments

• Getting lost in the story

• Own interpretation

Narrative persuasion
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Dynamic storytelling
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8

The story
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Dynamic story telling

One approach…

• Ambition

• Ideas, stories not to be controlled, liquid, contaging

• Provoke conversations and disproportionate share

• Deeper emotional connections

• Stories should add value and significance to people’s lives
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Dynamic story telling

One approach

Story telling re-invented

• Move away from one way story telling to dynamic story telling

• Serial story telling, multi faceted story, spreadable story, emergent and discovering

• Ruthless editor

• Bravery and a creative culture

• 70% low risk content, 20% innovative, 10% high risk content
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Dynamic story telling

How to

• Emergent safaris

• Qualitative tests of scripts all together

• Interactive feedback and participant dialogue tools

• Participants produce more brand stories than we do
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Against bullying
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De kalender

Social media campagne

Bewustwording 
(hoofd en hart) 
en activering

Story telling

Aandacht op scholen

Verdieping, 
verbinding, 
activering

Dag van het Pesten

Life event

(hoofd, hart, 
handen)

Uitzending via 
televisie

Follow up

Buddy 
groepjes aan 
de slag

Verbinding en 
activering

Story doing

I
M
P
A
C
T
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“Real” Social change in Dove’s
campaign for real beauty

Branding

Discover and address
the right question



Navigating a Complex World

The agenda…

The following steps have been taken:

• Global research study with telephone interviews
• 3200 woman, Age 18 – 64, 10 country’s

• Conclusions

• Less than 2% of the woman feel beautiful.
• 75% wants representations of woman to reflect diversity through age shape and size.

• 76% wants the media to portray beauty as more than physical.

• Life workshops and events

• Discover real beauty

• Self-Esteem Fund: 

• Television and Viral Video

• Self esteem toolkits
• Parent kits

• Use of non profit girls organizations

• Dove movement
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• appendix
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CM & Marketing communication 
Augmented reality IKEA 

Advise



Navigating a Complex World

https://www.nytimes.com/2020/06/05/sports/football/george-floyd-kaepernick-kneeling-nfl-protests.html
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https://nl.images.search.yahoo.com/search/images;_ylt=AwrkLXRvYD5kq9sJJZ00AopQ;_ylu=Y29sbwNpcjIEcG9zAzEEdnRpZAMEc2VjA3BpdnM-?p=colin+kapernick+nike&fr2=piv-web&type=E211NL978G0&fr=mcafee

Nike has previously said that it ‘supports athletes and their right to freedom of

expression on issues that are of great importance to our society’ (Bain, 2018).

80% of stakeholders – particularly young consumers – are expecting 

corporations, as a part of a civic society, to

take a lead in fighting social injustice issues that are deeply affecting the world

(Edelman 2020).
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https://nl.images.search.yahoo.com/search/images;_ylt=AwrFGdhjbz5k48IEQYJ1KAx.;_ylu=c2VjA3NlYXJjaARzbGsDYnV0dG9u;_ylc=X1MDMjExND
yNjAwNQRfcgMyBGZyA21jYWZlZQRmcjIDcDpzLHY6aSxtOnNiLXRvcARncHJpZANIV2EzNXVKZVF4TzNqV2I1eXVfZVFBBG5fcnNsdAMwBG5fc3VnZ
wMwBG9yaWdpbgNubC5pbWFnZXMuc2VhcmNoLnlhaG9vLmNvbQRwb3MDMARwcXN0cgMEcHFzdHJsAzAEcXN0cmwDNTYEcXVlcnkDc2Nob2V
ubWFrZXIlMjBldGFsYWdlJTIwaGV0JTIwdmVyaGFhbCUyMHZhbiUyMHNjaG9lbmVuJTIwdmFuJTIwa2xhbnRlbgR0X3N0bXADMTY4MTgxMzM1OQ
--?p=schoenmaker+etalage+het+verhaal+van+schoenen+van+klanten&fr=mcafee&fr2=p%3As%2Cv%3Ai%2Cm%3Asb-top&ei=UTF-8&x=wrt&type=E211NL978G0

https://nl.images.search.yahoo.com/search/images;_ylt=AwrFGdhjbz5k48IEQYJ1KAx.;_ylu=c2VjA3NlYXJjaARzbGsDYnV0dG9u;_ylc=X1MDMjExND
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Methodology

The following steps have been taken:

• Global research study with telephone interviews
• 3200 woman, Age 18 – 64, 10 country’s
• Conclusions

• Less than 2% of the woman feel beautiful.
• 75% wants representations of woman to reflect diversity through age shape and 

size.
• 76% wants the media to portray beauty as more than physical.

• CFRB Prints

• Self-Esteem Fund: 
• Television and Viral Video
• Self esteem toolkits
• Parent kits
• Use of non profit girls organizations

• Dove movement
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