
Storytelling in Service to Brand Building 

Narratives at 
the Nexus
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A Few Starting Details

+ 45-minute webinar + 15 minutes for questions and answers

+ Chat and ask questions through the Zoom Control Panel

+ Check your inbox for the webinar recording and slide deck

+ Complete the post-webinar survey



Voltaire Santos Miran
+ Chicago native

+ Roughly 35 years in education as a communications and 
development officer

+ Co-founder and CEO of mStoner, a web agency for more 
than 200 institutions

+ EVP of Creative for Carnegie Higher Ed

+ Company lead for artificial intelligence initiatives

+ Cook, CrossFitter, Francophile, dog dad



116116

+ The Power of Story

+ Engagement and Differentiation

+ Operationalizing Story
+ Lessons Learned

Topics:



The Power of Story1



“ Story teaches us facts about the world, 
influences our moral logic, and marks us with 

fears, hopes, and anxieties that alter our 
behavior, perhaps even our personalities.” 

JONATHAN GOTTSCHALL
“The Storytelling Animal: How Stories Make Us Human”



Purpose 1:

Provide 
Pleasure

Stories can instill the sense of 
contentment, satisfaction, and 
pleasure in our lives.



Purpose 2:

Solve 
Problems

It’s often through reading or hearing 
stories of others solving problems 
that we find the strength and 
insight to solve our own problems.



Purpose 3:

Assimilate Stories can help us adapt to 
new situations more easily.



Purpose 4:

Impart 
Traditions

Stories help us pass values, rituals, 
and meaning from one generation 
to the next.



Purpose 5:

Teach
Stories can teach us new skills 
through example and positive 
reinforcement.



Purpose 6:

Provide
Pattern and

Order

Stories can provide structure
and context to enhance our 
understanding of information 
or inform our actions.



Purpose 7:

Connect
Stories help us understand 
similarities and accept differences 
between individual people, 
communities, countries, and 
cultures.



Purpose 8:

Define
Stories are a means to define 
ourselves — both for ourselves and 
for others. 



“A compelling story with an emotional trigger 
alters our brain chemistry, making us more 
trusting, understanding, and open to ideas.” 

PAUL ZAK
Professor of Economic Sciences, Psychology & Management

Director, Center for Neuroeconomics Studies Claremont Grade University



The Power of Story: 
Branding Remix



“Brand storytelling … weaves together the facts 
and emotions that your brand evokes. 

{Organizations} need to start sharing the story 
behind their brand, why it exists, 

and why this matters.

FORBES.COM



Purpose 1:

Entertain
& Engage

Stories can surprise and delight 
people, capturing attention and 
creating positive memories. 



Purpose 2:

Make &
Reinforce 
Decisions

Brand-driven storytelling builds 
consistency that reinforces 
decisions and choices we ask our 
audiences to make. 



Purpose 3:

 Help in 
Finding

Your People
Stories can help us figure out where 
we belong, and who we belong with. 



Purpose 4:

Create and
Reinforce 

Culture

Stories help us understand, adopt, 
and adapt to the organizations to 
which we’ve chosen to belong. 



Purpose 5:

Advocate The stories we tell can help to 
strengthen the brand that we 
believe in and support. 



Purpose 6:

Answer
the

“Why”

Stories provide context for content, 
making that content more 
accessible and consequential. 



Purpose 7:

Build
Lasting 

Relationships

Stories humanize institutions, 
giving us the ability to meet a basic 
need to connect with others 
emotionally.



Purpose 8:

Heighten
Affinity &

Build Loyalty

Stories can strengthen our ties with 
organizations with which we share 
common or complementary values 
and goals.   



Engagement &
Differentiation

2



Let’s Play a Game



Brand
Promise

Bingo



Two ways to win:
1. Five across, up and down, or diagonally
2. Total number of squares, checked
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stories
transform …



claims & clichés …
into compelling realities.  
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-Step 1-

KNOW WHO YOU 
ARE … AND WHO 

YOU’RE NOT



116116

Three Factors in Determining 
Your Brand Personality
1. Understand who internal stakeholders say you are.

2. Learn who the external market perceives you to be.

3. Explore the competitive landscape: what your 
competitors and peers are saying and doing, and how 
you rank and place in that landscape. 

MARKET 
POSITION

Internal
Brand 

Consensus

External
Perception

Competitive
Brand Analysis
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-Step 2-

UNDERSTAND
YOUR AUDIENCES



“Empathy is about understanding … what’s 
going on in a person’s head and heart … and 

acknowledging their reasoning and emotions 
as valid, even when they differ from your own.”

INDI YOUNG
“Practical Empathy”





PSYCHOGRAPHICS
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-Step 3-

KNOW WHAT 
MAKES A STORY … 

A STORY



Exposition

Complication Climax

ResolutionCrisis

ARISTOTLE ET. AL.



Once upon a time …

One day …

Until
finally …

Because
of that …

PIXAR

Because
of that …



Scott Belsky
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Case-in-Point:

THE UNIVERSITY OF ALABAMA











Operationalizing
Story

3
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-Part 1-

UNDERSTAND
STORYTELLING

IN OUR TIME



“Stories themselves are universal. The way we 
tell them changes with the technology at hand. 
Every new medium has given rise to a new form 

of narrative … people want to be immersed.

FRANK ROSE
“The Art of Immersion”



Four
Facets of

Storytelling
in a Digital Age



https://www.washington.edu/boundless/inclusive-engineering/


https://www.washington.edu/boundless/inclusive-engineering/
















Facet 1:

Curated
Cross-Channel

Content

1. Microstories, or atomic units of information, 

that can stand alone or ladder up

2. Metadata and keyword plan to support 

search engine optimization (SEO)

3. Tagging and taxonomy

4. Cloud-based collaboration tools

5. Content management tools



Facet 2:

Interactivity
& Immersion

1. Photography

2. Video

3. Audio

4. Illustrations

5. Infographics and Data Visualization



Facet 3:

Inspiration 
to Action

1. Calls to action

2. Ability to amplify through likes, shares, etc. 

3. Commenting/reader contributions

4. Ability to gift content

5. Ability to explore related stories

6. “Dive deeper” opportunities (podcasts, 

playlists)



Facet 4:

Measurement
& Optimization

1. Analytics framework to measure and refine

2. Experimentation capability (A/B and 

multivariate testing)

3. Artificial intelligence (AI) tools to aid in 

production, measurement, and optimization
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-Part 2-

METHODICAL
PRODUCTION



Priorities:

Ask the
Right 

Questions

1. Who am I producing this story for?

2. Why is this story important for them?

3. What do I want them to understand or learn?

4. What do I want them to do?

5. What story do I want them to be able to tell 

about themselves a result of my story?



Priorities:

Focus On
Sustainability

1. How will I share and promote this story?

2. How will I measure success?

3. How can I bring this story to life with the 

resources that I have access to?

4. What related stories, information, or data can I 

share?

5. How can I approach story production to extend 

our storytelling technology toolkit?



Priorities:

Employ
AI Tools

Purposefully

1. Decide what issue you’re trying to address.

2. Choose the right tool for the job. 

3. Set your expectations properly. 

4. Know that the tool you start with is not 

necessarily the same tool you’ll be using in a 

month, six months, or a year from now. 
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Use Case:

Grammar, 
Tone, Style

The following tools can help you to 
catch grammatical errors, write 
more clearly and succinctly, adhere 
more closely to your institution’s 
editorial style guides, channel your 
brand’s tone and style, and become 
more confident generally in your 
work. 

➔ Grammarly: grammarly.com 

➔ Jasper: jasper.ai 

➔ Hemingway: hemingwayapp.com

➔ HyperWrite: hyperwriteai.com

➔ WordTune: wordtune.com

➔ ProWritingAid: prowritingaid.com

➔ Textio: textio.com

http://hyperwriteai.com
http://wordtune.com
http://prowritingaid.com
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Use Case:

Writer’s Block, 
Story Arcs, Plot 
Development

➔ SudoWrite: sudowrite.com

➔ Novel AI: novelai.net

➔ AI Writer: ai-writer.com 

➔ OpenAI: openai.com

➔ PlotFactory: plotfactory.com

➔ Shortly: shortlyai.com

➔ Squibler: squibler.io

Need help getting past a blank 
page? Looking for a way to play 
around with plot points or explore 
alternative story arcs? Trying to 
discover the conflict or dynamic 
tension in your narrative? Check 
these tools out. 

http://novelai.net
http://plotfactory.com
http://www.shortlyai.com
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Use Case:

Content 
Production, 
Social and SEO

➔ Writer: writer.com

➔ Go, Charlie: gocharlie.ai

➔ Demandwell: demandwell.com 

➔ Copymatic: copymatic.ai

➔ Copy.ai: copy.ai

➔ Frase: frase.io

➔ Lately: lately.ai

If SEO-optimized content 
generation for multiple platforms is 
a current pain point, the following 
tools can help you to employ AI 
within your current workflow to 
speed production and maximize 
your efforts.
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Use Case:

Multimedia 
Assets

➔ Tome: tome.app

➔ Adobe: adobe.com 

➔ DALL-E 3: openai.com

➔ Midjourney: discord.com/invite/midjourney

➔ Visla: visla.us

➔ GlossAI: glossai.co

➔ BeautifulAI: beautiful.ai

Need to up your presentation 
game? Want to more quickly edit 
existing images? Need inspiration 
through visualization? 

http://glossai.co
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-Part 3-

MEASURING
SUCCESS



Engagement
1. Likes, comments, shares, reactions

2. Video views

3. Clickthrough rates

4. User-generated content references



Reach &
Awareness

1. Impressions

2. Web traffic and referral sources

3. Growth in followers, subscribers, or 

community size



Sentiment
Analysis

1. Positive, negative, and neutral sentiment

2. Qualitative feedback and comments



Laddering Up: The Balanced Scorecard

1. Admissions and Student Success
+ Recruitment metrics
+ Retention metrics
+ Student satisfaction

2. Awareness and Reputation
+ Brand awareness and perception (longitudinal)
+ Rankings (local, regional, national)
+ Sentiment (longitudinal)

3. Giving & Alumni Relations
+ Alumni giving participation rates
+ Overall giving dollars

4. Internal Brand Activation
+ Adoption across the institution
+ Consistency in application

Four
Key

Areas



Lessons Learned4



Your institution is not 
the hero of your story.
Focus on your heroes. 

Lesson 1:



You need to find
‘the messy middle.’

No messy middle, no story.

Lesson 2:



The details are what makes 
a story your story. Sweat 

the details.

Lesson 3:



Stories can transcend audiences 
and help break down silos. 

Learn to tell your stories together.

Lesson 4:



questions,
answered



Dive Deeper:

+ Psychographics, Simplified

+ Authentic Storytelling in an Age of AI

+ From Intention to Activation: Building a Vibrant Brand

Share your story with me:
vsantosmiran@carnegiehighered.com

https://www.carnegiehighered.com/blog/psychographics-simplified/
https://www.carnegiehighered.com/events/authentic-storytelling-in-the-age-of-ai/
https://www.carnegiehighered.com/blog/brand-activation/


Thank You!

carnegiehighered.com

And special thanks to 

Michael Geertsma, our VP 

of Creative, who just knows. 


