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01
SCIENCE OF 
STORY



Have you ever wondered
why the best storytellers can captivate an entire audience?



A graduate student undergoing 
an fMRI told an unrehearsed 

15-minute story about her 
disastrous high school prom 

experience. 

Study participants were then 
scanned via fMRI while 

listening to the prom story.

In 2010, Princeton 
University neuroscientist, 
Uri Hasson conducted an 

experiment using
fMRI technology

(Functional Magnetic Resonance Imaging)



The study found that the 
brain responses of the 

listener mirrored the brain 
responses of the speaker…

Effectively lighting up the 
same areas of the brain. 



Even though one person 
was producing the 

language and the other was 
comprehending it, the 

storyteller’s and listener’s 
brains synchronized. 

Hasson called this
neural coupling.



So…
Why do the best storytellers captivate their audience?



Neurologically,
narrative immerses listeners into 
the simulated reality and emotional 

reactivity of the characters by way of
sensory cortex activation and

neural coupling.

Broca’s Area
Language Processing

Wernicke’s Area
Language Comprehension

Visual Cortex
Shapes and Colors

Motor Cortex
Movement

Sensory Cortex
Touch

Cerebellum
Touch

Auditory Cortex
Sounds

Olfactory Cortex
Scents



Quite simply,
story puts your listeners’ 

whole brain to work.



Why do our 
brains crave 

stories?

Stories are:

1. Inherently immersive
2. Profoundly accessible
3. Intensely persuasive



1. Inherently immersive:

We experience stories as if we have lived them.



Neurologically, narrative places an 
audience into the simulated reality 

of the characters.



2. Profoundly accessible:

Stories use less metabolic resources.



Narrative immersion positively 
influences recall by organizing 

complex information in a simple 
manner, utilizing less of the brain’s 

resources.



3. Intensely persuasive:

Stories change our brain chemistry.



In 2009, Claremont 
University Professor,

Dr. Paul Zak discovered 
this powerful biproduct of 

storytelling

The cognitive processes that 
result from listening to an 

evocative story enable your 
brain to secrete storytelling 

hormones.

Cortisol:
The attention hormone

Dopamine:
The pleasure hormone

Oxytocin:
The empathy hormone 



During one of
his experiments, two 
short video narratives 
were used to examine 

the effect of oxytocin on 
behavior

The brains of participants 
who viewed the narrative 
with a dramatic story arc 

produced these three 
hormones.

This caused:

47% higher empathy and 
trust for the narrator

82% more likely to act on 
the story



Narratives that emotionally 
transport us are the stories that 

move us to action. 



Why does 
this matter to 

us? 

We need to influence our 
colleagues and clients to act. 

Story is another tool
in our influence toolkit.



02
STORY ARC



What’s
your story?

A story can be a few 
sentences or a more in 

depth narrative.

A story can be told via an 
image, an experience, etc.



What’s
your story?

Involves one or more 
people who we can
empathize with and

relate to…

Recreates a series of
events over time...

The events are connected by 
an emotional arc 

that builds and resolves 
tension.



So just what is a
business story?



Great business 
stories present 
your ideas in a 
way that best  

achieves 
measurable 

impact

Story



They forge 
deeper 

connections 
between people, 

inspiring the 
listener to focus 
their attention 

and take action

Story



Story Arc:
Great stories contain 5 elements that build and resolve emotional tension 

Setting

Challenge

Action

Result

Insight



Story Arc 

•When and where does the story take place? 
•Who is the subject / hero (real, fictional, you)?

Setting



Story Arc 

•What does the hero want? 
•What is the problem / opportunity?
•What was the inciting incident?Challenge

Setting



Story Arc 

•Who or what is getting in their way? 
•What did they do about it? 

•Events?
•Conflicts?
•Setbacks? 

Setting

Challenge

Action



Story Arc 

• What happened to the hero? 
• Did s/he win or lose?

• How did the hero change?
• Personally?
• Professionally?

Setting

Challenge

Action

Result



Story Arc 

Setting

Challenge

Action

Result

Insight

• The key takeaway
• Why you told the story? 
• What’s the lesson to be learned?



Story Arc 

TRANSITION
IN

TRANSITION
out

• Hooks your audience
• Grabs their attention
• Builds anticipation 
• Get’s them to ‘lean in’



Story Arc 

TRANSITION
IN

TRANSITION
out

• Brings the audience back to 
business

• What do you want your audience 
to think, feel, or believe, and do?



Story
Transition In Transition Out



03
STORIES
YOU NEED



Your best stories 
are crafted from
real people and 
actual events.
• Makes your stories authentic 
• Makes your stories easier to tell 



Top 20 Stories you need in your story bank

1. What I do…
2. Who I’ve helped and how
3. Why I do what I do

6. Your main pitch / product
7. Problem – Solution
8. Client successes / Value added
9. Two roads

“Vision”

17. Applying judgement to situations
18. Arming your sponsor with a story
19. Coaching the breakup
20. Generating loyalty

“Teaching”

“Who am I”

13. I’ll tell you when I can’t help you
14. I’ll tell you when I made a mistake
15. I’ll go to bat for you with my company
16. I’m not who you think I am

“Values in Action”
10. Typical objections
11. Price/Cost/Time is too high
12. Creating a sense of urgency

“I know what you are thinking”

4. Company’s founding
5. How we are different

“Why am I Here”



04
NEXT STEPS



Stay tuned for our upcoming FREE storyCRAFT Mini-Course, 
including PDF resource guides and practice tools!



Thank you for your interest in
Brookeside’s storyCRAFT eBook!
If you are interested in learning more about The storyCRAFT Project,
please check out our website: https://www.brookeside.com/storycraft

https://www.brookeside.com/storycraft
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