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#PIRATESKILLS 

TAKE PICTURES 
SHARE THE STREAM



WHY 
STORYTELLING



• THE DAWN OF THE POST-ADVERTISING ERA 
• WHY DOES STORYTELLING WORK? 
• MILLENNIALS BROKE MY BUSINESS MODEL 
• BRANDS THAT DO 
• THE WAY AHEAD

WHY



I MISTRUST YOU 
WITH MY LIFE  

OR  
THE DAWN OF POST-

ADVERTISING ERA



• THE END IS NEAR 
• CONSUMERS ARE ESCAPING AD-IMPRISONED MEDIA. 

THE ONLY VOICES THEY WILL LISTEN TO ARE VOICES 

THAT THEY CARE ABOUT. 
• THE UN-SOCIAL SOCIAL NETWORKS 
• MARKETING - ADVERTISING - CONSUMER 

COMMUNICATION.

THE POST-ADVERTISING ERA



A HISTORY LESSON 



• INDUSTRY MEETS PUBLISHER 
• THE LOVECHILD CALLED 

“INTERRUPTION” 
• TIME TO GO NATIONWIDE 

HISTORY OF ADVERTISING



• IVORY SOAP WAS THE FIRST TO 

HAVE A NATIONWIDE CAMPAIGN 

WITH A WHOPPING $11.000 AD 

BUY 
• BY 1897, THIS FIGURE TOPPED 

$300.000 AND GOT IVORY SOAP A 

20% NATIONAL MARKET SHARE.



• INSTANT HIT WHEN INTRODUCED IN 1940 
• INHERITS THE INTERRUPT MODEL 
• 50 MILLION HOUSEHOLDS A NIGHT 
• LEADING RESOURCE FOR BRANDS 
• DRAWING PARALLELS 

TV IS THE NEW BLACK



• 1950: 4 MINUTES/HOUR.  
• 1970: 8 MINUTES/HOUR 
• RISE OF THE INTERNET 
• 2011: 20 MINUTES/HOUR (UP TO) 
• 2015 WSJ FINDINGS 

BEGINNING OF AN END



HAVING YOUR CAKE  
AND  

FEELING MISERABLE ABOUT IT



CONSUMER REVOLT
ESCAPE ROUTES
FRAGMENTATION



LAYER 1: CONSUMER REVOLT 



REJECTION OF TRADITIONAL 
INTERRUPTION 



THE FALL OF TV 



THE FALL OF TV 



THE FALL OF PRINT 



THE FALL OF TRADITIONAL MEDIA 



REJECTION OF DIGITAL 
INTERRUPTION 



$41.4 BILLION WORTH OF ADS 
WERE BLOCKED IN 2016 

AROUND THE WORLD 



AD BLOCK USAGE 



ALMOST A THIRD OF GERMAN 
USERS USE AD BLOCKERS 





AD BLOCK USERS MOST LIKELY 
TO HAVE AT LEAST A 
BACHELOR’S DEGREE 



AD BLOCK USERS SURF 
ON THEIR TERMS 





I WON’T SEE IT, YOU 
CAN’T MAKE ME 





THE VERDICT IS OUT 



LAYER 2: ESCAPE ROUTES 





Nothing is as powerful as an 
idea whose time has come



NETFLIX SUBSCRIPTIONS IN MILLIONS 



NETFLIX USERS ARE 
UNPLUGGING FROM THE 

MATRIX FOR 116 MILLION 
HOURS A DAY IN US ALONE 



SPOTIFY SUBSCRIPTIONS IN MILLIONS 



FOR THE FIRST TIME IN 2012, 
SUBSCRIPTION CROSSED 

ADVERTISING AS MAIN 
REVENUE SOURCE FOR NYT 





NYT REVENUE MIX 



WSJ GAINED 300.000 
DIGITAL SUBSCRIBERS 

IN 2017 



https://medium.com/the-graph/rise-
of-subscriptions-and-the-fall-of-

advertising-d5e4d8800a49

https://medium.com/the-graph/rise-of-subscriptions-and-the-fall-of-advertising-d5e4d8800a49
https://medium.com/the-graph/rise-of-subscriptions-and-the-fall-of-advertising-d5e4d8800a49
https://medium.com/the-graph/rise-of-subscriptions-and-the-fall-of-advertising-d5e4d8800a49
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• AMAZON PRIME, HBO GO, SKY TICKET 
• APPLE MUSIC, GOOGLE PLAY MUSIC 
• AT&T - TIME WARNER 
• DISNEY - 20TH CENTURY FOX 

ITS JUST STARTING



LAYER 3: FRAGMENTATION 



THE LINEAR APPROACH TO ADVERTISING: 
• IDENTIFY WHAT YOUR TARGET AUDIENCE LIKES 
• INTERRUPT IT AND INTRODUCE YOUR BRAND 
• REPEAT 
• INCREASED BRAND AWARENESS = INCREASED 

SALES

THE CORE ISSUE                 



• DIGITAL REVOLUTION HAS BROKEN ALL 

MODELS 
• DISINTERMEDIATION (AMAZON, UBER) 
• GOOGLE AND FACEBOOK 

THE CORE ISSUE                 



The bastard child of 
fragmentation is noise



MEANING GAP 







EVER INCREASING MEDIA SPEND 
BY 2020, TOTAL MEDIA AD SPEND IS 

GOING TO REACH $724.06 BILLION. 

THAT IS ALMOST $80 BILLION MORE 

THAN THIS YEAR.  

MOST OF THIS MONEY WILL BE 

SPENT INTERRUPTING CUSTOMERS, 

TO THE DETRIMENT OF THE BRANDS.



REACH: A FRAGMENT(ATION) OF YOUR 
IMAGINATION 



WHY DOES 
STORYTELLING 

WORK? 
OR  

FROM JESUS TO JOBS



• IT IS NOT A TREND. IT IS THE CORE OF GOOD 

ADVERTISING/ CONSUMER COMMUNICATION 
• THE EVOLUTIONARY REASONS: SOLUTION CATALOGUE 
• FAIRYTALES AND MORALS  
• WRAPS THE CLARITY OF A RATIONAL MESSAGE INSIDE 

AN EMOTIONAL PACKAGE



THE MILLENNIALS 
BROKE MY BUSINESS 

MODEL: THE 
“AVOCADO TOAST” 

REVOLUTION





MILLIONAIRE TO MILLENNIALS: STOP BUYING 
AVOCADO TOAST IF YOU WANT TO BUY A HOME



• MILLENNIALS: BORN BETWEEN 1980 AND 1994 

(AGES 24 TO 38 IN 2018) 

• GEN Z: BORN BETWEEN 1995 AND 2012 (AGES 6 

TO 23 IN 2018)



• ALMOST 50% OF THE 

WORLD POPULATION 
• GEN Z: 32% OF WORLD 

POPULATION BY 2020  
• IN 2018 OVERTOOK 

MILLENNIALS IN SPENDING 
• 70% OF FAMILY’S SPENDING 

IS GUIDED BY THEM 

WHY ARE THEY IMPORTANT?



• DO YOU KNOW 

THEM? 
• ARE THEY LAZY 

AND ENTITLED? 

WHO ARE THEY?



• THEY ARE ONE OF THE 

MOST TECHNICALLY 

SOPHISTICATED, 

CREATIVE AND 

UNIQUE INDIVIDUALS 

TO WALK(*) THIS 

PLANET

WHO ARE THEY?



• TEND TOWARDS ALTRUISM. THEY 

ARE MUCH MORE CARING AND 

GIVING AND THEY TEND TO SAVE 

MORE.  

• GEN Z ARE MUCH LESS INCLINED 

TO SEE THEMSELVES AS “ABOUT 

FUN” OR TO DO ANYTHING VERY 

RISKY. THEY ARE ALREADY AND 

ACTUALLY WORRIED ABOUT THE 

FUTURE.

WHO ARE THEY?



• MILLENNIALS ARE DEFINED 9/11, BY 

GROWING IN A WORLD SWINGING 

BETWEEN CRISIS AND OPPORTUNITY. 

THEY SAW THE BIRTH AND 

EVOLUTION OF MOBILE PHONES, OF 

AMAZON, GOOGLE AND FACEBOOK 

• GEN Z WAS BORN INTO COMPLETE 

SOCIAL AND ENVIRONMENTAL 

DYSFUNCTION. THEY HAVE NOT 

KNOWN THE WORLD WITHOUT 

PERPETUAL DIGITAL ACCESS

WHO ARE THEY?



• SHORT ATTENTION SPAN. EXPERIENCE DRIVEN. 

WILL NOT FORGIVE POOR EXECUTION 
• PREFER IN STORE  
• TURN TO MAGAZINES AND NEWSPAPERS FOR 

TRUSTED INFORMATION 
• 3 VOICE COMMANDS A DAY 

GENERAL ATTITUDES



• BRAND VALUES SHOULD REFLECT THEIR OWN 
• TRANSPARENT - SECURE 
• AUTHENTIC 
• WANT BRANDS TO TAKE ACTION, BE 

INCLUSIVE AND DO GOOD IN THE WORLD 

BRAND EXPECTATIONS



• QUALITY NOT 

QUANTITY.  
• AWARE OF NEGATIVE 

EFFECTS 

SOCIAL MEDIA 
ATTITUDE



• DON’T WANT TO BE HANDLED. THEY ARE UNFORGIVING WHEN 

BRANDS DON’T FOLLOW THE RULES.  
• WANT CONVERSATION AND RELEVANCE. OVER 50% OF GEN Z 

SOCIAL MEDIA USERS HAVE PURCHASED ITEMS THEY FIRST 

SAW IN A PAID SOCIAL AD. 
• 47 PERCENT APPRECIATE RELEVANT ADS AND 44 PERCENT 

EXPECT ADS TO BE RELEVANT TO THEM. 
• 2 TIMES AS LIKELY TO CONVERT ON MOBILE 

ATTITUDE TOWARDS ADVERTISING





BRANDS 
THAT DO



• TRADEMARK BRANDING: GUARANTOR OF QUALITY 
• RATIONAL BRANDING: PRODUCT DIFFERENTIATION 
• EMOTIONAL BRANDING: BRAND BONDING 
• CULTURAL BRANDING: CULTURAL RELEVANCE 
• BRANDS THAT DO: CREATE VALUE AND BE USEFUL

EVOLUTION OF THE BRAND



Recognise that not everyone 
is going to love what you do, 

but do something



https://www.edelman.com/sites/g/files/aatuss191/files/
2018-10/2018_Edelman_Earned_Brand_Global_Report.pdf

https://www.edelman.com/sites/g/files/aatuss191/files/2018-10/2018_Edelman_Earned_Brand_Global_Report.pdf
https://www.edelman.com/sites/g/files/aatuss191/files/2018-10/2018_Edelman_Earned_Brand_Global_Report.pdf




NOT ONLY WILL 
YOUR POSITION ON 
AN ISSUE GET YOU 
CLIENTS BUT ALSO 
INACTION WILL 
HURT YOU. 

STAYING SILENT IS 
NO LONGER AN 
OPTION 



YOUR STAND IS AS 
IMPORTANT AS 

YOUR PRODUCT 





AND MORE SO IF 
YOU WANT A 

REFERRAL 





THE TREND IS 
ONLY GETTING 

STRONGER 





ILLUSTRATING THE 
IMPACT THE GEN Z HAS 

ON PURCHASING 
DECISIONS, THE MINDSET 

SPANS GENERATIONS 





THE EXPECTATION 
AND TRUST IN THE 

ABILITIES OF 
BRANDS 







ENGAGE 
DON’T 

INTERRUPT 





HOW DO YOU 
JUSTIFY SELLING 

A £2 T-SHIRT?  



HOW DO YOU SELL 
DRESSES FOR AS LITTLE 

AS £5 WHEN THE 
MINIMUM WAGE WAS 

£7.83.  



WILL MY T-SHIRT 
END UP IN A 
LANDFILL? 



HOW MUCH MARINE 
POLLUTION DID THIS 
DRESS CAUSE BEFORE 

REACHING ME? 



WERE PEOPLE 
WHO MADE MY 
CLOTHES PAID 

FAIRLY?



CASE 
STUDY: NIKE







CASE STUDY: 
FRANQUESA





CASE STUDY: A 
TALE OF TWO 

CAUSES





CASE STUDY: 
TIME TO









CASE STUDY: 
BODYFORM



https://www.campaignlive.co.uk/article/
bodyform-revolutionised-normality/

1492354

https://www.campaignlive.co.uk/article/bodyform-revolutionised-normality/1492354
https://www.campaignlive.co.uk/article/bodyform-revolutionised-normality/1492354
https://www.campaignlive.co.uk/article/bodyform-revolutionised-normality/1492354








CASE STUDY: 
RIVER ISLAND



19% OF UK 
POPULATION IS 

DISABLED 



WE WANTED TO FEATURE A 
MIXED ABILITY CAST 

WITHOUT FOCUSING ON 
THEIR DISABILITY. INSTEAD, 

WE TRIED TO CELEBRATE 
THEIR POTENTIALS, THEIR 

PERSONALITIES AND THEIR 
BEAUTY. 







56 MILLION EARNED 
IMPRESSIONS. 10S OF 

THOUSANDS OF 
COMMENTS 



CASE STUDY: 
PORSCHE





THE WAY 
AHEAD



ANALYTICS

ACQUISTION

REFERRAL

RETENTION

ACTIVATION

REVENUE



• WHY: STORYTELLING 
• HOW: THE HEROES JOURNEY 
• WHAT: STORY BASED CONTENT

TODAY’S JOURNEY



THE HEROES  
JOURNEY
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• WHY: STORYTELLING 
• HOW: THE HEROES JOURNEY 
• WHAT: STORY BASED CONTENT

TODAY’S JOURNEY



THE 
PURPOSE-

TOLD STORY



• LONG FORM VS. SHORT FORM 
• GENERAL VS. DETAILED MEMORY 
• SATISFACTION VS. ACTION 
• SINGLE VS. REPEATED EXPERIENCE  
• AUTHOR LOYALTY VS. BRAND LOYALTY 

PURPOSE TOLD VS. FICTION TOLD 
STORIES



CASE STUDY: 
REWE





CASE STUDY: 
TATILSEPETI





CASE STUDY: 
AMAZON PRIME





CASE STUDY: 
CALM





STORY 
BASED 

CONTENT



www.mystorybrand.com

https://www.mystorybrand.com/




ANALYTICS

ACQUISTION

REFERRAL

RETENTION

ACTIVATION

REVENUE



JOIN THE  
 
 

JOURNEY





GROWTH 
MARKETING 

TREASURE MAP
GROW IN 2019
Monday | 07.01.2019



FASHION YOUR 
MESSAGE

CONTENT MARKETING & STORY

WEDNESDAY | 06.02.2019



SAIL YOUR 
FUNNEL

ADS → WEB →EMAIL →SALES

WEDNESDAY | 06.02.2019



NAVIGATE 
YOUR DATA

ANALYTICS WITH FB & GOOGLE

WEDNESDAY | 10.04.2019



BOOST YOUR 
TRAFFIC

ADS ON FB, GOOGLE & NATIVE

WEDNESDAY | 08.05.2019



PIRATE SKILLS 
CAMP

OPEN SPACE | BAR CAMP

WEDNESDAY | 05.06.2019





JOIN THE  
 
 

JOURNEY



get.pirateskills.com/
storytelling
BEN SUFIANI 
+49-1522-6389102 
BEN@PIRATESKILLS.COM

SILDES & VIDEO
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1. LINKEDIN APP 

2. NETWORK LOGO 

3. FIND NEARBY 

4. ADD PEOPLE





GROWTH 
SPRINT

JAN 7TH 2018 | 10:00-18:00


