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AFRICAN



Public relations continues to be buffeted by contemporary socio-political
issues which technology has exacerbated and has become overwhelming
both for the profession and the practitioners. On every side, the profession
is assailed by charlatans and the real professionals are left with no choice
but to be defensive having lost the initiative to be ahead. The presentation
will look at the practice environment and try to qualitatively appraise the
current skills and those that are required, such as powerful storytelling
attributes that are distinct from struggling with journalistic capabilities.
The interplay of storytelling in integrated marketing communication that
will deliver compelling and exciting outcomes will also be looked at using
the case study method. Public relations practitioners have the unique
opportunity today to regain its leadership position creatively and firmly
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ABSTRACT





CHINUA  ACHEBE, the master storyteller in “Things Fall Apart”

“A man who calls his kinsmen to a feast does not do so to
redeem them from starving. They all have food in their own
houses. When we gather together in the moonlight village
ground, it is not because of the moon. Every man can see it
in his own compound. We come together because it is good
for kinsmen to do so. Therefore let us continue with the team
spirit and enjoy the power of togetherness. Let's smile not
because we don't have problems but because we are stronger
than the problems.”



Archetypes of Stories

Not everyone is a natural storyteller…But there are plenty of people writing, 
blogging and podcasting about how to learn.

“David and Goliath” –
Rebirth or renewal – Polaroid has an app? Yes, they do!
The classic quest – mission to improve life with innovative products.
Transformation – Witness banks and financial institutions targeting Boomers for 
retirement.
Rags to riches – Entrepreneurs like John Paul tragedy –
Comedy – Some brands play it for laughs.
Learn from the masters.



THE FOUR P’S OF STORYTELLING

People – The story needs to be about someone. If you’re launching a new
product, tell a story from the perspective of someone that uses the product.
Who are the unsung heroes at your company? Who are the people who have
interesting jobs but don’t interact with the public? Tell their stories.
Places – If the story is about someone at your company or even about
someone outside of your company, go to where they work and live. Paint a
visual picture with words and images about where the story took place. Like
the time Steve’s team flew to a village in Kenya to tell this story.
Process – We all remember the movement-focused video game console, Wii,
right? About five or six years ago, it was tremendously popular among
consumers. Microsoft wanted to create its own version
Products – “If you have a product to sell, don’t just launch the product,” Tell
a story instead.



The Audience

• Get to know your audience. It’s not enough to know who a company’s target audience is
demographically; you need to know what they listen to, read and enjoy. Understanding
audience.

• Look to your team for “day-in-the-life” tales, memories, anecdotes and even photos of
“early days.” Every picture tells a story and your business can too.

Use data to tell your story.

Data runs the world; we just live in it. And to be successful in the data-driven world, the
savvy PR strategist finds tangible insights and develops great stories. With our data-driven
programs, we’re looking for the expected info that will support a conclusion. But most
importantly, we want an element of the unexpected. For media relations, surprising findings
make the most compelling stories. In this recent interview with Melinda Gates



Public Relations Professionals must shift our skillset to embrace visual elements to share a message
in an engaging way. Press releases, fact sheets, pitches—each of these PR must-haves needs to be
supplemented with a cadre of visuals, too.
• Infographics, photos, videos, illustrations—all can make a good story better, connecting with

the target (media, customer or consumer) quickly and effectively. When creating and evaluating
visuals, keep these three guiding principles in mind:

• Emotional - Rational. What visual things are you most likely to engage with: share, review,
comment on? Chances are, those visuals elicited an emotional response from you, be it amused,
sad, anxiety-ridden. Frame your information in a way that favors the emotional over the rational.

• Simple - Complex. We consume five times as many words today as we did in 1986. In this word
blizzard, our visuals must be as easy to digest as possible. Make sure there’s a point to what
you’re sharing—that it’s easy to understand, ultimately making it easier for the media to translate
to its audience.

• Meaningful Data. We must be data narrators, sifting through statistics, proof points and more to
uncover the key insights that will be most meaningful to the media and our target audience. The
criteria to determine if a visual is meaningful are:

• message.



What is a Story?
A narrative, either true or fictitious, in prose or verse, designed to
interest, amuse, or instruct the hearer or reader; a tale.

...and Storytelling?
The activity of telling or writing stories. 

Who is telling the Story?
A storyteller is someone who tells or writes stories





The human brain is hardwired to 
remember stories…..
We are all familiar with statements 
such as:
“I don’t want to hear any story
“Can you tell me a story?” 
“I have a story to tell you.”
“Let me tell you a story.”





STORYTELLERS 



Storytelling and Public Relations

Governments, firms, organisations have always
skewered for means to maintain a favourable face in the
eyes of her ever growing publics. The need to ensure the
maintenance and sustenance of a continued good image
is not farfetched from being perceived in a good manner.
Storytelling thus becomes a ready tool for maintaining
the multiple relationships needed for success.
Getting a few
well-placed, great stories is much better than a lot of coverage
that doesn‘t add any value for the reader



Public Relations Definitions:
“Public relations is a strategic communication process that 
builds mutually beneficial relationships between organizations 
and their publics.” PRSA 2012

Public Relations Definitions:
“Public relations is a strategic communication process that 
builds mutually beneficial relationships between organizations 
and their publics.” PRSA 2012



EFFECTIVE STORYTELLING



STORYTELLING TOOLS AND STRATEGIES

Storytelling and visuals are two of the most
powerful tools content communicators have.
Both of these attributes can help get ideas across
more effectively and increase engagement.
Combining these two elements is a recipe for
success.



Attributes of a good Story





Storytelling Channels
“We are bombarded with 
information. By the time you 
get to the office, you’ve been 
bombarded thousands of times. 
Billboards, people, 
advertisements, your friend, 
your boss. Our attention is 
constantly under attack. People 
are constantly trying to put 
information in front of us.”  
— Steve Clayton, Chief Storyteller, 
Microsoft



Storytelling & Social Media



SOCIAL MEDIA

Social media is transforming every industry, and public relations is 
no exception. To meet these challenges, professionals must learn to 
communicate using an array of social media tools. Start by listening 
to and analyzing your target audience and key stakeholders. Then 
engage by curating, writing, and sharing original, relevant content 
with your audiences. It’s that poetic fusing of technology and 
humanity that builds communities and amplifies your message. 
Social media operates real-time  and demands fast 
decisions 



ANECDOTES
What is an anecdote? An anecdote is a short story about
a real person or event, usually serving to make the
listeners laugh or ponder over a topic. Generally, the
anecdote will relate to the subject matter that the group
of people is discussing.

Anecdotes cover a wide variety of stories and tales,
especially since they can be about basically any subject
under the sun. For example, if a speaker wants to get the
attention of his sleepy audience, he tactically recounts a
workplace experience that cost him a lifelong missed
opportunity thus sharing a personal anecdote.



INFOGRAPHICS AND STORYTELLING





Conclusion
Story story…. public relations practitioners 
must become good students of history 
contemporary and past. They must possess 
powerful recall, total recall capacity to tell 
great stories that make the difference. 






