What is a story?



0

a story is a block of words and images
that has an intention




0

designhed
It exists for a reason and for someone



strength

beginning | promise






strength

beginning development
promise we want to complete the story




strength

beginning development understood
promise we want to complete the story Something







Up until the age of 23 | had never
read a newspaper from the
beginning to the end



| come from one of the most
beautiful place on Earth






REUNION
ISLAND







9.000 kms



63.2m €
INTERREG V Ocean Indien



Problem of distance
Problems of infrastructure
Problem of alcoholism
Problem of unemployment

We were not really told
much about the world
or about Europe



At 18 | went to study In
France, Montpellier



Philosophy.



Hobbes (1588 - 1679)
Descartes (1596 - 1650)
Rousseau (1712 - 1778)

Kant (1724 - 1804)




EU25 - 2005






ERASMUS Czech Republic



SciencesPo

Youtube - 14.02.2005



English
Politics
Economics / Law
EU Affairs
Communication
Backpacking
Starting a business
Managing and recruiting people
Accounting and Finance
Technology




| have learnt the hard way
so | can teach it



European European Parliament
ommission

TED*Brussels (50 g le



Stories are the way we learn
faster and rehearse mentally



ERASMUS Finland
a beautiful Spanish lady

have a company In Brussels
Live in Madrid



10 years later | can finally read a
newspaper




90% of Europe
biodiversity

Largest maritime zone
In the world

Space launcher






Charlelie Jourdan
Creative consultant @ Old-Continent

How to turn capitalisation results Iinto
engaging communication stories



creative
director

What I’'m not

an academic
a copywriter
a scriptwriter
a fimmaker

@
1




BAD QAVESTIONS
ARE THE OMNES
YOV DO NOT ASK
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5.000 signals per day

commercial brands are winning



FACEBOOK
27 billion dollars

GOOGLE
80 billion dollars

WPP
15 billion dollars



"NESPRESSO

LAVAT1R

nutella












GOOGLE sells for 80 billion dollars of
advertising space a yeatr.

By offering the single most useful service ever
created on the Internet



We cater to the need of 500 million people
for free.

By spending 150 billion euros a year on
programs and projects.



What 1s the difference of
objective In these 2 videos?









TELL A STORY

TELLS A STORY ABOUT A STARY




TELLS A STORY

So that you can move someone
In a direction

So that someone feels
something, thinks something,
does something now

So that someone absorbs
iInformation better and faster,
avoid the mistakes, rehearse the
situations before they present
themselves



So that other can tell
better stories.

TELL A STORY
ABOVT A STORY

So that other can build
better creations.






the competition

People working In advertising are the cleverest, most strategic
and creative people you might ever meet at telling stories



Their job is to influence people’s decisions to
do things.



TELLS A STORY



A STORY ABOVT A
STORY












41.000 entries







easy to consume - video - 2mn
story about a story



can we beat them?












S0 how can we show the things we already do for
free, and help the right people hear about us?



BAD QAVESTIONS
ARE THE OMNES
YOV DO NOT ASK




The simplest way to
talk aboput a pro},ect ‘ 2



ELEVATOR PITCH




For

Who have

we created

which is a

That

And that unlike

Offers



For the people who want to produce the most
INnteresting stories about European projects

Who have a problem to make these stories appealing

We created “the Perfect Script”

which is an interactive website to craft your story for impact
and create your script with proper timings

That offers you templates, building blocks, words and
images to fit any story

And that unlike companies proposing to do the work
for you, in a commercial way,

Offers a one-stop affordable solution to make sure your next
public communication tool find its audience and make an impact.



For (target audience - e.g - journalists)

Who have (& problemto solve - e.g - do not have
the time to read a 40 pages report)

we created (Project name)

whichisa (market category)

(key benefit - what it does which is

That | . ’
particular™)

And that unlike (competing solution / company)

(something very different from the

Offers . .
competing solution)






Make people move 3
and understand




MOTIVATION or EASE?





https://www.amazon.co.uk/Advertising-Effect-How-Change-Behaviour/dp/0195593928/ref=sr_1_1?s=books&ie=UTF8&qid=1499235661&sr=1-1

high motivation

modelling - copying behaviour
utility - more services

play - enjoyable

MOTIVATION

ownership - what you think
collectivism
evocation by emotions
more appealing

low motivation



high possibility

commitment

eliminate complexity E AS E

skill up

low possibility



high possibility

commitment

eliminate complexity E AS E

low possibility










high possibility

commitment

simnaeconpiesty  EASE

skill up

low possibility



107 programs
10.1Bn Interreg

thousands of projects



41.000 entries
30 categories
130 shortlists / 50 winners
800 x 2mn = 1600mn / 60 = 26h



Simplicity does not precede
complexity, but follows It.
Alan Perlis

Simplicity is the ultimate sophistication.
Leonard Da Vinci

| didn't have time to write a short letter,
so | wrote a long one instead.
Mark Twain






high possibility

eliminate complexity E AS E

skill up

low possibility



Practical training: How and when to
communicate the capitalisation results — the
importance of lobbying

Mercedes Acitores



BAD QAVESTIONS
ARE THE OMNES
YOV DO NOT ASK




Target audience =
d=Tolo] [

A




target audience

Age

Gender

Salary

Place of living
Family members
Ethnic background
Digital connection




Questions (2mn)

meet your neighbour - 1st group

Age

Gender
Salary

Place of living
Family members
Ethnic background
Digital connection




Questions (2mn)

meet your neighbour - 2nd group

What is your favorite music?

What is your favorite hobby?

What you like to do in a perfect Sunday?
What is the magazine you read most often?
Where do you see yourself for retirement?




Questions (2mn)

who do we know best?

1. If ’'m producing a video, should it be made of
real Iimages, cartoon images or hard core data?

2. What is the soundtrack | should put for a
video?

3. Should it be very rational and analytical or
should it be rather emotional and deep?



Sophistication









Arabica

Robusta



US Hawaii Panama Rwanda

Fthiopila  Colombia [Indonesia
Guatemala Jamaica Honduras
Kenya Brazl lanzania

Mexico  Costa Rica Yemen

largest producers 7




JS Hawaii Panama Rwanda

Columbia Bislelelal=1SE!

Guatemala Jamaica Honduras

Brazil lanzania
Mexico Costa Rica Yemen

Ethiopla

Kenya



US Hawaii Panama Rwanda

Fthiopila  Colombia [Indonesia
Guatemala Jamaica Honduras
Kenya Brazl lanzania

Mexico  Costa Rica Yemen

best producer ?



US Hawaii  Panama

=igllelolclM Colombia [ndonesia
Honauras

Kenya Brazl lanzania

Mexico  Costa Rica Yemen



Mdsteapensive coffee”?
Kopl Luwak



100

70 /Arabca
. /o
30 / i
10 / Kop

_uwak




Sophistication in a topic












know who you are talking to, so you can talk to
nim In his own words



, Pick-up one specific field where you
EXGrClce ‘ are more sophisticated than average

ONySICS mathematics biology
claiigle computers juggling
language Widitiale fishing
board games dancing gardening
drawing fashion horse riding
COOKINQ decoration playing music

computers DIY camping

engineering
driving
MuShrooms
wine tasting
coffee
peer

Sport



- Pick-up one specific field where you
EXGI’C |CE are more sophisticated than average

Write down 2 sentences on your topic:

1 that speak to you as a sophisticated audience

1 that speak to someone who does not know much
about the field




SOPHISTICATION

Write down 2 sentences on your topic:
1 that speak to you as a sophisticated audience

1 that speak to someone who does not know
much about the field



rough O sophisticated



rough O sophisticated



rough ® sophisticated



The fruitiness of a great Jamaica
Blue Mountain bean is better
appreciated while using a burr
coffee grinder during less than 20s,
and slowly infused in a French press

rough O sophisticated




Miles Davis is considered one of the
greatest trumpet player in the world,
because he knew that only intensive
practice and rehearsal could lead to the
grace of improvisation, the moment
when the musician on stage do not
have to think about the how anymore,
but can focus entirely on the why.

rough ® sophisticated



EU regional policy Is an investment
policy. It supports job creation,
competitiveness, economic growth,
improved quality of life and sustainable

development.

These investments support the delivery
of the Europe 2020 strategy.

rough ® sophisticated




law of diffusion of innovation market
Everett Rogers share

340/0 340/0

—/

13.5%

early early late

INNOVAIOrS adopters majority majority

laggards


https://en.wikipedia.org/wiki/Diffusion_of_innovations

The aim of marketing is to know and
understand the customer so well that the
product or service fits him and sells itself.

Peter Drucker

Peter Ferdinand Drucker (1909 — 2005) was an Austrian-born American management consultant, educator, and author,
whose writings contributed to the philosophical and practical foundations of the modern business corporation. He was
also a leader in the development of management education, he invented the concept known as management by
objectives and self-control, and he has been described as "the founder of modern management'.



BAD QAVESTIONS
ARE THE OMNES
YOV DO NOT ASK




INTERVIEW )

Matteo Salvai / Peter Fisher

Directorate-General for Regional and Urban
Policy - Communication unit



INTERVIEW )| — MATTES SALVAL

When we recelive a great case study we re-publish it
on the social media accounts of DG REGIO and we
eventually pay advertising so that it spreads.

We also try to “re-sell” the story to journalists who are
covering EU funding themes so they can share it to
their own readership.



INTERVIEW )| — MATTES SALVAL

We hear about these projects mostly via:
- The Communication officer of the “project”

- The Communication officer of the whole funding
scheme

» Social Medias - when they “tag-us” back

* Press clippings if it’s not “too local” and we can
have access to it in our press briefing



INTERVIEW )| — MATTES SALVAL

We share them back on

* Oour own social media channels
» our network of press officers

 the EC cabinet / and other DGs depending on the
topic

» we “re-sell” it to journalists - most of the time by
using the project as a point of entry into the larger
topic of funding



Video case studies of 2 minutes are excellent for rapid-
sharing if they fit the proposed template

A Single webpage containing more
» detailed information about the location (map)
» funding structure

» a background story (3 paragraphs) why it was
Important to do this project

* SOome pictures

 and a sort of “Before After” analysis so we can
show impact to a journalist



THINGS TO DO EVEN BETTER

We hear less about INTERREG project maybe
because of their own constraints - but the cross-border

dimension is really interesting

National coordinator of INTERREG are maybe less
pro-active than other programs to contact us, while we
would be very glad to hear from them

Joining other programs in terms of communication can
be superb for sharing even more the results



It all starts by doing 5
something



In order to tell a story you first
need to do something important



would you listen to someone
who has nothing to say?




A good story shows the real
challenges, and how someone
overcame them



1. PROBLEM






what is the problem?

what Is the real deep unbelievably
hard challenge here?




how do you start a company when you are
young and have no idea how to do it?

consistently get successes In the hardest
and most competitive industry in the world

transforms the lives of people who have been
struggling for years with their parents, their
friends, their teachers to explain that video
games Is actually something



1. PROBLEM
2. INSIGHT






1. PROBLEM
2. INSIGHT

3. SOLUTION






1. PROBLEM
2. INSIGHT
3. SOLUTION
4. PROOF







1. PROBLEM
2. INSIGHT
3. SOLUTION

4. PROOF
5. VISION & BRAND




PRESS RELEASE

Write what a journalist would say If the
project was a complete success







Dunning - Kruger



[people] of low ability suffer
from illusory superiority,
mistakenly assessing
their cognitive ability as
greater than it is




Ipeople] of high ability tend to
underestimate their relative
competence, and erroneously
presume that tasks that are easy
for them to perform also are easy
for other people to perform.




COpPY



copy transform



copy transform combine









Competences you 6
need In your team



UNDERSTANDING



Images
Sound
Tone of voice

Tone of voice

UNDERSTANDING .
Information

Script
Information
Articulation / Images + sound



Script
Cinematography
Direction
Animation
Editing
Art Direction
Sound Design
Visual Effects

http://player.canneslions.com/index.html#/works?category=film-craft&festival=CL&view=cards



Script
Cinematography
Direction
Animation
Editing
Art Direction
Sound Design
Visual Effects

http://player.canneslions.com/index.html#/works?category=film-craft&festival=CL&view=cards



Script
Cinematography
Direction
Animation
Editing
Art Direction
Sound Design
Visual Effects

http://player.canneslions.com/index.html#/works?category=film-craft&festival=CL&view=cards
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