


You have a story! Not only that, you have one 100% unique and truly yours!

It’s not often I start a book with two explanation points in the opening line, but on this occasion I must. I love storytelling. I love 
creating and sharing my own. I love listening to other’s. And I love searching and exploring and unearthing new tales. We’re all 
unique and incredibly different, but we share a common world filled with stories. 

They come from our parents as we lay in bed, from our grandfather as we sit on his lap, and around campfires with friends and 
strangers as memorable evenings come and go. You’ve been making them for years, listening to them for longer, and are craft-
ing your own right now... even as you read this page. Stories are all around us and it’s an aspect of life that I adore. On my web-
site I introduce you to Nomadic Storytelling: my outlook on the varying means that we share our one true tale. This book isn’t 
about all of the ways, but it does focus on five that I love - and I hope you will too.

The About Me Page -- The Timeline -- The Video Series -- The Slideshow -- The Animated Life

Don’t expect all of these to be right for you, in fact, they may all be wrong for what you’re doing. What I hope this book does 
above all else is introduce you to the varied and eclectic world of storytelling, and that if you approach things properly, how you 
can spin a tale uniquely you: a tale your audience will love and that will draw them deeper and deeper and deeper - just like 
you’d expect from any good story.

The following pages house some of my favourite storytelling examples, and how each method can help you share your own tale. 
Open your mind, think about your own scenario, and consider all of the possibilities available. Your story is yours, and although 
others can attempt to copy or replicate, they’ll never succeed. 

Here are some ways to share your story.

5 WAYS TO SHARE YOUR STORY



Chapter 1

the about me page

Our first stop on this mazy ride of storytelling is The 
About Me Page, one of the first pages I look at when en-
tering a new website. Many see it as an opportunity to de-
scribe what they do. It’s often short, direct, and BORING!

This is probably one of your most visited pages. When 
you find a company that you like, you desire to know 
more about them. So give the reader what they want, 
show them who you are, and take them on a memorable 
journey.

There are many ways to do this, including the use of 
Team Members as used by FancyRhino. Not only is it 
sleek and cool, it’s functional as well. In an instant you un-
derstand what this quirky bunch of folk are about.

CLICK ME

*

http://fancyrhino.com/
http://fancyrhino.com/
http://fancyrhino.com/
http://fancyrhino.com/


I love H-Art’s About Me Page. It’s a great example of how 
a multimedia approach can capture a great deal through 
a limited amount of space.

Video, Interactive Features, Presentations, High Quality 
Images, and Slideshows form just part of this page. Each 
aspect has a particular job, and one that tells part of the 
overall story.

As a developer, it’s important H-Art impress as well as in-
form. This page is certainly impressive, but whilst you’re 
gaping in awe, their story is drilling into your brain at the 
same time. This is a page that’s hard to forget!

Of course, it isn’t all about creating something quirky and cool, but 
a functional and informative page. However, this doesn’t have to 
translate into boring, meaning balance is the aim of the game. 

Your story has a beginning (when you began), a middle (where you 
are now), and an end (the future and what could be).

This is your opportunity to take your audience on a journey they’ll 
remember, especially those early readers who are visiting your site 
for the first time. Initial impressions are important, and in my expe-
rience The About Me Page is one of the first clicks a person makes.

Get creative, be different, and tell a tale only you can. 

CLICK ME

*

http://www.h-art.com/about-us
http://www.h-art.com/about-us
http://www.h-art.com/about-us
http://www.h-art.com/about-us


CLICK ME

*

The examples so far have been rather fancy and impressive, which 
usually means one thing... EXPENSIVE.

A good About Me Page doesn’t require a big budget, and Discover-
ing, Creating & Sharing Your Story doesn’t, either. It’s all about cap-
turing who you are and sharing it in a manner that aligns with the 
rest of your brand. If you’re fun and quirky, show us.

There are great examples of companies keeping it simple, including 
giants like Mailchimp and Tumblr. On these occasions it isn’t about 
the innovative features, but the feel, style, and how they capture 
who they are, what they do, and how they do it.

It’s about finding that balance between style and substance, and 
this is different for each person and business.

It’s safe to say Mailchimp is a playful brand, so it’s safer 
to assume that they’re About Me Page is welcoming and 
warm.

What to take from this example is that ‘less is more’. With 
little more than a few images and carefully chosen text 
dotted around the page, a lot is achieved with little effort.

It’s very user friendly and far from daunting. You’re in-
vited in and shown what to expect during the rest of your 
time with Mailchimp. The large image of the two founders 
welcoming you to the page is also a simple masterstroke. 

No branding or stiff poses, just two guys sat on a couch. 

http://mailchimp.com/about/
http://mailchimp.com/about/
http://mailchimp.com/about/
http://mailchimp.com/about/


CLICK ME

*

It would be easy to read a book like this, analyze your About Me 
Page, and go totally overboard: changing every detail and imple-
menting an array of crazy features.

This isn’t necessary, and often a great deal can be achieved with 
rather a little. White space is good, fewer words are better, and 
carefully placed images are usually more effective than crowding 

your page with row after row after row.

The example below from Tumblr is ideal. They’re a big company 
with lots of resources, but their About Me Page is simple and 
quaint. It works, and not only that, it works well. 

Sometimes, less really is more...

Tumblr is a big business with many resources, but their 
About Me Page is simple and minimal. Regardless, it 
works because it aligns perfectly with the rest of the 
brand. This is what we’re striving for. 

Tumblr by nature is simple. It takes blogging to a minimal 
level and is loved by millions. Creating a lively About Me 
Page wouldn’t only be unwise, but down right crazy.

It may be overused, but the phrase ‘less is more’ applies 
to many businesses. Tumblr is one of these and their 
page is the perfect representation of who they are, what 
they do, and how they do it.

http://www.tumblr.com/about
http://www.tumblr.com/about
http://www.tumblr.com/about
http://www.tumblr.com/about


CLICK ME

*

One final thing to remember regarding the About Me Page is the 
opportunity to evoke emotions - which is what storytelling is all 
about. It’s in the name, after all - A.B.O.U.T M.E

Sometimes this is YOU the individual, other times it’s YOU the
brand. Whichever it may be, don’t overlook the value of being 
open, transparent, and inviting. 

Many companies I admire are tightly entwined with their owner(s). 
It’s not just about the story of the business, but that of the individu-
als within it. 

We find it easier to emphasize with fellow people, so by bringing 
an emotional attachment to the page you’re making it more appeal-
ing and easier to digest.

Jimmy is Jimmy’s Iced Coffee, and Jimmy’s Iced Coffee is 
Jimmy. It’s not only a name that’s shared, but a story as 
well, and although there are other characters behind the 
success of this quirky little company, Jimmy remains at 
the heart of it.

This is a very simple page but it achieves a great deal. It 
doesn’t take long before you understand who Jimmy is, 
what makes him tick, and therefore what makes the rest 
of the business tick, too. 

This page is all about Jimmy’s story, but at the same time 
it showcases the entire brand. The two are linked and 
shared with effortless style. 

http://jimmysicedcoffee.com/about/
http://jimmysicedcoffee.com/about/
http://jimmysicedcoffee.com/about/
http://jimmysicedcoffee.com/about/


Storytelling is experiencing a renaissance at the moment, but you 
need more than good intentions. Digging deep is required, and 
that’s why many successful stories involve their founders - most  
stories require a main character we can relate to, after all

We’re seeing more entrepreneurs step forward and combine their 
tale with the brand, thus becoming a brand in their own right.

It not only offers the founder a potential new avenue (speaking, in-
vesting, etc), but differentiates the business as a whole. A new 
competitor may be able to copy a business model, but they can’t 
replicate a unique individual.

Like I say, people emphasise with people. A founder getting in-
volved in the story opens up many great possibilities. 

CLICK ME

*

Kevin Rose is an impressive entrepreneur, but rather utilis-
ing a website and creating a bespoke About Me Page, he 
uses the third party platform, About.Me.com

This isn’t for everyone, but I’m uncovering more and 
more great profiles via this medium each week. 

It keeps everything neat, tidy, and well formatted, and al-
though the bespoke freedom isn’t had, there’s enough to 
make it the ideal home for many entrepreneurs. 

If it’s good enough for Kevin...

http://about.me/kevinrose
http://about.me/kevinrose
http://about.me/kevinrose
http://about.me/kevinrose


Chapter 2

the timeline

One of my all time favourite ways to share a story is 
through a timeline, although those who do so need to 
think outside of the box and be as creative as possible. 

The days you can simply throw a few dates on the page 
are gone. Instead we desire videos and images and 
quirky styles that helps explain the brand.

Take Propeller Communications, for instance. Their time-
line is simple, but with the addition of images and consis-
tent themes, you understand who they are and what they 
do. Not only that, you unearth where they started, where 
they’re heading, and how they go about their daily bread.

CLICK ME

*

http://www.propcom.co.uk/our-story
http://www.propcom.co.uk/our-story
http://www.propcom.co.uk/our-story
http://www.propcom.co.uk/our-story


The key to any good timeline is the flow. Unlike some stories, 
there’s a definitive beginning, middle, and end that the user can 
see, so keeping things flowing in an obvious direction is important.

It’s not to say you can’t get creative, but a chronological timeline is 
sensible if you desire to immerse your audience.

Other than that I feel there are few rules to follow: horizontal, lat-
eral, left-then-right, diagonally here, diagonally there... you can’t 
go wrong with a timeline so long as you’re highlighting the key as-
pects of your journey: the good, the bad, the ugly.

In my opinion this is one of the most transparent ways to share a 
story, and transparency is often a good direction to follow.

CLICK ME

*

Edits is a strange and wonderful timeline, largely because 
it’s not exactly a timeline. It doesn’t follow a chronological 
journey per se, but it does present itself in a simple and 
easy-flow fashion.

I wanted to demonstrate this example because it high-
lights what can be achieved with a simple and effective 
concept. The journey you take on their site is easy to di-
gest, but you learn a great deal along the way.

Timelines force you to keep it simple and be direct to the 
point. This is important for those with a great deal to 
share. It keeps you focussed and on the right track.

http://editsquarterly.com/
http://editsquarterly.com/
http://editsquarterly.com/
http://editsquarterly.com/


Timelines used to be boring, static little things that simply sat 
there, but these days they’re among the most creative tools 
around. One of the best introductions in recent years - in my opin-
ion - is the Facebook Timeline, which is built for people and busi-
nesses to share their story.

Facebook have practically forced you to go back to the beginning

and consider the bigger picture. When did it all begin? When was 
the first sale, or mistake, or big achievement?

Not only that, but because Facebook is a visual platform, you’re 
able to utilise images, videos, and testimonials to highlight impor-
tant facets. A big part of storytelling is placing emphasis on the key 
aspects, and a timeline  - especially on Facebook - does this.

CLICK ME

*
Facebook has made Timelines accessible to all. No longer 
do you need web skills or money, merely a vision and a 
story to share.

I love the M&M’s Timeline because it’s colourful, playful, 
and delves into the past of a company with great heri-
tage. The modern story utilises its readers and support-
ers, but if you go further back in time you’ll discover old 
adverts, vintage photos, and videos from their early days.

This allows for nostalgia as well interacting with the cur-
rent brand. It also offers the reader the power to search 
for what they want. It’s optional, not forced.  

https://www.facebook.com/mms
https://www.facebook.com/mms
https://www.facebook.com/mms
https://www.facebook.com/mms


Earlier I touched on transparency and how Timelines are ideal for 
the honest and frank truth. Great storytelling often requires the 
dark and gritty side that people aren’t always forthcoming with. I 
understand the reluctance, but you must fight your reservations.

Timelines require the early story, which often are far from spectacu-
lar. Most journeys begin with humble roots and honest mistakes, 

which isn’t what you want to focus on. This is what connects peo-
ple, though. It develops empathy and an emotional connection, 
and once this is established a true relationship can be built.

Timelines make honesty easier to come by and easier to share. 
Start at the beginning and work your way up. Highlight all the key 
events along the way and let the story develop organically. 

CLICK ME

*

Sharpie is more than 50 years old and their Facebook 
Timeline takes you back to the beginning.

It whisks you along as the business goes from a humble 
pen to a brand beloved by millions. As with the M&M ex-
ample, old adverts, videos, and images are highlighted 
throughout, taking you back to yesteryear and providing 
a user friendly journey.

As with most Facebook Timelines, the entire story is easy 
to digest and navigate through. It’s a great tool that elimi-
nates many potential pitfalls. Sharpie share their story in 
style and shows us how it all began without spending a 
fortune or making life complex.

https://www.facebook.com/Sharpie
https://www.facebook.com/Sharpie
https://www.facebook.com/Sharpie
https://www.facebook.com/Sharpie


Another great aspect of Timelines is that they usually begin at the 
beginning. Too often we’re tempted to start the story at the point 
of success, but seen as storytelling is all about evoking emotions, 
this creates a false insight that leaves people wary.

If you want to know about where Facebook are now, you can read 
numerous reports and articles online. This doesn’t tell their story

though, just like the current state of Google or Virgin or Coca Cola 
doesn’t demonstrate the entire tale. To understand the story we 
need to understand the beginning, and when better to discover this 
than at the start.

Timelines usually start at inception. This, in my opinion, is the best 
place to begin.

CLICK ME

*

You don’t get more heritage than that of the Olympics, 
and if you want a Timeline that offers a true snapshot of 
history, look no further.

Through images, videos, quotes, and more, The Olympics 
Timeline is rich with insight. I don’t think you need to be 
a sports fan to enjoy this story, and as The Olympics 
touches people in so many ways, the comments and sto-
ries from fans are amazing.

Each picture houses a story within the story, and when 
you combine all of this together you end up with a re-
source of true importance. You could spend hours tack-
ling this tale if you so wish.

https://www.facebook.com/olympics
https://www.facebook.com/olympics
https://www.facebook.com/olympics
https://www.facebook.com/olympics


Chapter 3

the video series

In a word dominated by Youtube, it shouldn’t be surpris-
ing that brands are turning to video to connect with their 
audience. 

The modern human being has a weak attention span, and 
video helps keeps us occupied whilst we feed it with valu-
able information. A series of videos, in my opinion, is a 
great way to share your story in an interactive manner.

Take Buffalo Trace, for example, a bourbon brand that 
takes those who care to listen on an incredible journey. 
They document the entire process, not only inviting you 
into their world, but educating you about what goes on 
behind the scenes.

CLICK ME

*

http://www.buffalotrace.com/our-bourbon.html
http://www.buffalotrace.com/our-bourbon.html
http://www.buffalotrace.com/our-bourbon.html
http://www.buffalotrace.com/our-bourbon.html


The problem that many people have with video is the association 
with how they’ve been used in the past. When you mention corpo-
rate and video in the same sentence, an immediate picture of a 
stuffy, cheesy, and awfully awkward man in a suit comes to mind.

This isn’t the case anymore. Technology has improved and become 
more accessible to everyone. As long as the individual understands

what it is they desire, there’s a series of videos that can help them 
unearth it.

Another assumption is cost, but again it doesn’t have to be extor-
tionate. Often a simple set of messages from the founder is 
enough to tell a tale, or a few select interactions around the work-
place or from happy customers. 

TED talks don’t represent a story per se, rather a collec-
tion of stories from some of the world’s greatest minds. I 
consider it like this: TED are sharing one - very large - 
amazing story by connecting so many brilliant folk. 

This is a video series on an epic scale, not covering any 
one brand or individual, but a host of ideas from across 
the world. Of course, this isn’t easily replicated, but 
what’s stopping a business from letting their staff share 
their own stories, thus creating a much grander one?

A lot can be learned from TED, that is for sure. It’s a 
great collection of videos that houses a much grander 
meaning.

CLICK ME

*

http://www.ted.com/talks
http://www.ted.com/talks
http://www.ted.com/talks
http://www.ted.com/talks


As evoking emotions is important in storytelling, the Video Series 
holds extra merit. It combines visuals and audio, and considering 
most people revolve their lives around TV and Youtube, it’s a me-
dium we’re comfortable with.

Some of my favourite Brand Videos are those that delve behind the 
scenes and invite you into their world. They take a simple industry

and bring it to life by interviewing, documenting, and unearthing 
what goes on day in, day out. Don’t underestimate the impact this 
can have, because as consumers we’re often ignorant to what truly 
occurs. A little education, however, can help connect us together.

What you do is special and unique so don’t be shy about sharing it. 
You may find it a tad tedious, but others may find it fascinating.

CLICK ME

*

I absolutely love what Cabot Cheese are doing with their 
video series. The average man (like myself) doesn’t un-
derstand the ins and outs behind making cheese, but I   
assume farmers play a part throughout. 

Cabot share this process by interviewing their farmers 
and offering the results with anyone who cares to watch.

What happens is amazing because you see the true es-
sence of the brand and the people that make it what it is. 
A very simple form of video with massive impact. 

This is something everyone could replicate in some shape 
or form, and overall it costs little money and time. 

http://www.youtube.com/playlist?list=PLCFD616DF7E8FE3A6
http://www.youtube.com/playlist?list=PLCFD616DF7E8FE3A6
http://www.youtube.com/playlist?list=PLCFD616DF7E8FE3A6
http://www.youtube.com/playlist?list=PLCFD616DF7E8FE3A6


I often speak to people who don’t see the relevance of video. It’s 
not that they don’t appreciate what it offers, they’re simply cau-
tious about what THEY have to offer. 

They’re industry is boring or their business is the same as everyone 
else or people won’t care what occurs behind the scenes. This is  
insane! Your story is unique. Treat it so.

The examples in this section have been whiskey, business leaders, 
cheese, and blenders. Hardly the innovative gadgets you might sus-
pect to be popular via the means of video.

People enjoy being taken behind the scenes, shown elements they 
wouldn’t otherwise understand, and offered an interesting story to 
be part of. Like I say, you may find it tedious, but others won’t.

CLICK ME

*

Will It Blend has become a Youtube sensation in recent 
years - rightly so, too. 

The association of blenders and the exciting life isn’t 
really there, but when you think about it, it should be. Af-
ter all, the sole purpose of a blender is to destroy things!

As Blendtec make rather powerful blenders, they wanted 
to show what their products could achieve. With a series 
of simple videos, they did this by creating awareness,   
intrigue, and fun times all around.

In my opinion this shows the relevance video holds in this 
day and age. If a company specializing in blenders can 
spark the imagination of millions, most companies can.

http://www.willitblend.com/
http://www.willitblend.com/
http://www.willitblend.com/
http://www.willitblend.com/


Chapter 4

the slideshow

As I’ve already mentioned, the attention span of the mod-
ern day person isn’t particularly great. We’re bombarded 
with web pages and articles, so a story often requires a 
more interactive approach to keep us immersed.

The Slideshow provides images and videos, transitions 
and animations, and minimal text that links to more.

Pom Wonderful use a Slideshow to great affect when tell-
ing their story. Their product is colourful and the process 
is vibrant. They take you on a journey but keep your 
senses occupied. 

A simple Slideshow, but one that achieves a great deal.

CLICK ME

*

http://pomwonderful.co.uk/orchard-tour/
http://pomwonderful.co.uk/orchard-tour/
http://pomwonderful.co.uk/orchard-tour/
http://pomwonderful.co.uk/orchard-tour/


Like Videos, people often assume a Slideshow needs to be complex 
and impressive and alive with fancy graphics. This isn’t the case, in 
fact I often find the simple Slideshows to be the best.

What a Slideshow forces is the need to take a minimalist approach. 
Each word, each image, and each feature needs to be carefully cho-
sen. If it’s long and winded, the entire premise is lost.

You’re often tasked with placing text over an image and involving 
multiple tools to come together and create a single entity (images, 
text, video, animations, transitions, etc). It’s easy to do too much 
and lose all impact, so less really is more on this occasion.

Most stories are detailed, but you don’t need to share every single 
word. Slideshows help you stay on the right track.

CLICK ME

*
Not everyone will have the heritage and prestige of Aston 
Martin, but we can all share our history in an elegant and 
memorable manner.

That’s all they do. Through images that take you from 
1913-to-today, and a brief block of text, they share the 
Aston Martin story and everything that comes with it.

The best part of this: it all occurs on your screen with no 
scrolling or clicking. Simply sit back and let the years pass 
you by. 

This is ridiculously simply, but any more would be unnec-
essary. If provides you with everything as it is. 

http://www.astonmartin.com/en/the-company/company-history
http://www.astonmartin.com/en/the-company/company-history
http://www.astonmartin.com/en/the-company/company-history
http://www.astonmartin.com/en/the-company/company-history


My favorite feature of Slideshows is its effective use of space. Plac-
ing an entire story on a web page can involve a great deal of scroll-
ing, links, or sup-pages. A Slideshow, on the other hand, fits neatly 
within a small section.

This reduces clutter, which makes life for your reader easier - espe-
cially when we browse via phones & tablets these days. We want

to make interacting and connecting with people as easy as possible 
and remain interactive on all platforms. Space is a continuous 
worry, especially if you’re brand has many products and offerings. 
As such, Slideshows can be a great option.

I’m someone who loves minimalism and keeping things simple, 
therefore this is a feature I absolutely love.

CLICK ME

*

With over 150 years of service, Selfridges has a great 
deal to share. You might, therefore, worry that their story 
is long-winded and somewhat testing.

Through the slideshow fear not, because their story is 
told effortlessly. Don’t get me wrong, it is long, but 
should you want to skip a generation or two, help is at 
hand via the lovely timeline feature.

Like Aston Martin before it, all this is achieved with a time-
less photograph and a simple block of text. It aligns with 
the rest of their brand and demonstrates how simple a 
long story can be made. 

Food for thought. Especially those with a rich history.

http://www.selfridges.com/en/StaticPage/Our+Heritage/
http://www.selfridges.com/en/StaticPage/Our+Heritage/
http://www.selfridges.com/en/StaticPage/Our+Heritage/
http://www.selfridges.com/en/StaticPage/Our+Heritage/


Of course, not all Slideshows need to appear on your own website 
or follow the rules set by brands like Pom Wonderful & Aston Mar-
tin.

More and more people are using the tried and tested presentation, 
but rather than utilsing the stuffy features from sales people 
around the globe, they’re thinking outside of the box.

Platforms like Slideshare have made this old medium new again, 
and creativity is booming because of it. The same rules apply - less 
is more, minimalism is key - but I find a more innovative approach 
can be taken - plus, a platform like Slideshow potentially introduces 
you to a whole new audience, which is always a nice benefit.

The presentation is back - only in Storytelling form.

CLICK ME

*
More and more brands are turning to sites like Slideshare 
to tell their tale in a funky and stylish manner.

The key is to stand out because you face tough competi-
tion from thousands of other slideshows/presentations. 

Take this example, designed by Mars Dorian and exe-
cuted by Adam Kayser. It takes a business concept and 
crafts a journey around it, utilsing unique designs to add 
the all important wow factor.

12 slides is all it takes to share this story, but it leaves a 
lasting impression on those that read it regardless.

http://www.slideshare.net/marsdorian/jci-mission
http://www.slideshare.net/marsdorian/jci-mission
http://www.slideshare.net/marsdorian/jci-mission
http://www.slideshare.net/marsdorian/jci-mission


The presentation of the past was very informative, but there’s little 
room for this in modern Storytelling - at least not in the traditional 
wordy sense, anyway

You can often unearth the true meaning of a story with very little 
indeed. We don’t always need the full explanation or the complete 
backstory. An overview is often enough. 

That’s what a slideshow insists upon. It forces you to use less, 
keep things large, and always think about the immediate impact. 

However, you can’t forget about evoking those all important emo-
tions, which requires a little creativity and outside-of-the-box think-
ing. You need to add an element to YOU to your presentation. 
Never forget this!

CLICK ME

*I absolutely love this example from Empower as they 
touch on a subject that’s relevant to most. It would be 
easy to get lost in the facts and figures, but this journey 
never does.

It’s graphical, dark, minimalistic, and easy on the eyes, 
and although it does have plenty of facts and figures (the 
slideshow is actually built around it) you never feel over-
whelmed.

A story can often be complex, but it doesn’t need to be 
created or shared that way. You can often simplify it, fo-
cus on the true emotions, and let the rest unravel further 
down the line. That’s exactly what this Slideshow does. 

http://www.slideshare.net/mrcoryjim/smoke-the-convenient-truth-5602255
http://www.slideshare.net/mrcoryjim/smoke-the-convenient-truth-5602255
http://www.slideshare.net/mrcoryjim/smoke-the-convenient-truth-5602255
http://www.slideshare.net/mrcoryjim/smoke-the-convenient-truth-5602255


Chapter 5

the animated life

The fifth and final way to share your story is through the 
means of animation. Whether it’s an animated video, a 
comic book, a collection of images, or a stop-motion film, 
brands are using animation in a very creative way.

One of the main reasons I’m a fan is the individual quirki-
ness that often shines through, and few match the indi-
viduality of Mars Dorian.

As a visual storyteller it’s vital that Mars demonstrates 
what he does. His story is his own, and every design is 
from his own fingertips. They’re unique, memorable, and 
grab the attention of a particular individual. 

This type of storytelling really helps build a loyal base.

CLICK ME

*

http://www.marsdorian.com/about/
http://www.marsdorian.com/about/
http://www.marsdorian.com/about/
http://www.marsdorian.com/about/


There’s something playful about animation that always grabs our 
attention and urges us to fall in love. Maybe it’s the fault of Disney 
or reminiscent memories from childhood, but so long as the anima-
tion on offer is of a high quality, we’re bound to be intrigued.

Brands of all sizes and types are coming together and pushing the 
boundaries on what can be done. Sometimes this is a very simple,

somewhat crude stop-motion video, and other times it involves ex-
pensive CGI that creates the ultimate WOW moment.

Again, storytelling is all about evoking emotions, so if you have the 
opportunity to connect with your audience in a playful and friendly 
manner, it’s something to consider - at least for most brands, any-
way.

CLICK ME

*Coca Cola have touched on just about every medium ever 
invented, so it shouldn’t be surprising to find an amazing 
example of animated greatness.

This video is in aid of Coca Cola’s 2020 plans, which 
means yes, it isn’t trying to sell anything or promote a 
product, merely involving you in their future - which is 
great in its own right.

They take a fairly complex vision and break it down into 
digestible chunks, all with a single hand and a few mark-
ers here and there. I see more and more videos like this 
all of the time, and you’d be surprised at how cost effec-
tive they can be. 

http://www.youtube.com/watch?v=LerdMmWjU_E
http://www.youtube.com/watch?v=LerdMmWjU_E
http://www.youtube.com/watch?v=LerdMmWjU_E
http://www.youtube.com/watch?v=LerdMmWjU_E


Animation is something you should be wary about, though. Just 
about any type of business can utilise video, slideshows, timelines 
or about me page’s, but Animation isn’t for everyone.

I’ve come across some great examples, many of whom have sur-
prised me, but it’s not always the most appropriate medium.

The best examples are usually unique and individual, and for some 
brands it simply wouldn’t showcase their story. For example, would 
an animation video help an up-market restaurant or high-end 
watch company?

Approach with caution, but if you do have a somewhat quirky side, 

Animation is something you should be wary about, though. Just 
about any type of business can utilise video, slideshows, timelines 
or about me page’s, but Animation isn’t for everyone.

I’ve come across some great examples, many of whom have sur-
prised me, but it’s not always the most appropriate medium.

The best examples are usually unique and individual, and for some 
brands it simply wouldn’t showcase their story. For example, would 
an animation video help an up-market restaurant or high-end 
watch company?

Approach with caution, but if you do have a somewhat quirky side, 
consider the possibilities and let your mind wander. 

CLICK ME

*
Derek Sivers is an entrepreneur, author, and renowned 
speaker (his TED Talk is one of my all time favourites), but 
on this occasion he’s proven himself to be a savvy vision-
ary.

Releasing a book is no easy feat, but Derek took several 
sections and turned them into charming animations. Quite 
frankly this is an amazing way to bring your book to life in 
the lead up to Launch Day.

He could have gone down several routes, but he chose 
the simple, charming, and amusing side of animation, 
which I feel was a good call. 

This opens up the possibility of what animation can do.

http://sivers.org/anything
http://sivers.org/anything
http://sivers.org/anything
http://sivers.org/anything


Of course, it’s not always about a video or a unique design, some-
times your story can have a much grander vision. 

I’ve begun to notice people develop comic books, graphic novels, 
or animated series that share the bigger picture. Another income 
stream? Possibly. An amazing concept? Yes!

It’s all about placing your unique personality into a project and cre-
ating something totally unique and undeniably you. Creating a 
book, series, or graphic novel might sound like a large undertaking, 
but it could help connect you with the right people and share the 
grander vision that you have to offer.

I suppose what I’m saying is: the possibilities are endless.

CLICK ME

*

The founders of Honest Tea decided to share their story 
in a rather bold and amazing way. They wrote a book, but 
it wasn’t a book full of text and tedious anecdotes, rather 
a graphic novel with sketches, drawings, and quirky dia-
logue.

This is a large and somewhat costly project, but it’s one 
that they now sell. It’s not often I come across a Brand 
Story I have to pay for, but I sense this one is worth it.

Thinking outside of the box can lead to many great 
things. Whether this makes them best selling authors I 
do not know, but a brilliant way to share their story?

Absolutely. I take my hat off to you, gentleman.

http://missioninabottle.net/
http://missioninabottle.net/
http://missioninabottle.net/
http://missioninabottle.net/


THANKS FOR READING

There we have it, 5 Ways To Share Your Story in a manner that’s bound to gather some attention. There are, of course, 
many other alternatives to these, but I find the About Me Page, Timelines, Video Series, Slideshows, and Animation 
among the most interactive, exciting, and memorable methods of storytelling. 

I hope the examples I’ve offered have helped demonstrate what can be achieved with Storytelling and how certain indi-
viduals and businesses are using them in a way that’s truly inspiring. Each day I come across great Storytelling examples 
and I only hope you now see the reason to Discover, Create & Share your very own, one true tale.

If you have any other questions or would like to share a story with me - one you think I might like - please get in touch 
via: matt@turndogmillionaire.com. I would love to help in any way that I can, and it’s always great to meet new people. 
Don’t be shy.

And be sure to join me on TurndogMillionaire.com where we discuss Storytelling and all the tribulations that come with it.

---------------------------------------

CAN YOU SPARE A DOLLAR? If you find value in this Free 30 Day Course, please consider leaving me a tip. After all, 
100+ hours went into making this, so if you can, Please Click Here:

SHARE THE LOVE:                     Tweet This                    Share This 

mailto:matt@turndogmillionaire.com
mailto:matt@turndogmillionaire.com
http://www.turndogmillionaire.com/
http://www.turndogmillionaire.com/
http://selz.co/1x8H3Lr
http://selz.co/1x8H3Lr
http://spredd.it/hB82oTCa
http://spredd.it/hB82oTCa
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/10XZEiB
https://www.facebook.com/sharer/sharer.php?u=http://bit.ly/10XZEiB
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need more turndog?
If you need further help with your storytelling, or would simply like to see what I’m working on, be sure to check out my current 
Books & Courses. Although I Blog often on TurndogMillionaire about Storytelling and what it means to be a Nomadic Storyteller, I 
produce certain Books, Products & Services aimed at helping you Discover, Create & Share Your One True Tale.

It would be great to get to know you better, so if you have any questions or would like to discover more about what I offer, please 
get in touch at: matt@turndogmillionaire.com

follow me:

check out my BOOKS

uncover my COURSES

discover my SERVICES

HERE HERE HERE HERE HERE HERE
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