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About VAB

VAB is an insights-driven organization that inspires
marketers to reimagine their media strategies
resulting in fully informed decisions.

Drawing on our marketing expertise, we simplify the complexities in our

industry and new insights that transform the way marketers look
at their media strategy.

Simplify Discover
We save you time by bringing you the latest We keep you one step ahead with the We help you build your brand by
data & actionable takeaways you can use latest thinking so you can create focusing on core marketing principles
to inform your marketing plans. innovative, forward-looking that will help drive tangible business
strategies. outcomes.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



In 2020, we produced 45 pieces of custom storytelling, 1,277
pages of insights

People crave familiarity, and for
multicultural viewers that plays a big
role in the content they connect with

. . . . . On average, monthly unique visitors saw an immediate surge upon
AVOD services satisfy viewers' desire for more premium current and the launch of a TV campaign and this audience only continued to grow
library TV shows through the duration of these brands’ TV flight
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Most fans, especially multicultural fans, have bought a bigger TV screen With mass lockdowns in place for six weeks now, all age groups continue
just so they can have a better viewing experience for sports at home

to see significant, double-digit increase during the day - especially kids,
B With that said, multicultural audiences are also more likely o walch spors across smaller screer well, like maobil
\wcl!al'éil(i uiticultural aud) are also m to waich sports across smaller screens as e e teenagers and young adults

With more time at their disposal, viewers have been taking the time to
sample both ad-supported and subscription streaming services

Since the COVID-19 Pandemic, have you done any of the following?
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What you’ll learn today

What do we mean by “storytelling?”

Why is it important for marketers to be storytellers?

The 8 steps of data-driven storytelling

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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Business storytelling is
the art of expressing
business communications
as a well-defined, flow-
oriented narrative

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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& To be a compelling
. salesperson or marketer, it's
5/0 Important to understand that
stories are more memorable
than facts since stories
build connections with the
audience

Remembered statistics Remembered Stories

Source: Made to Stick by Chip and Dan Heath, https://www.pcma.org/three-tips-telling-effective-
data-stories/

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Be more confident when
presenting data-based
recommendations

Learning the skills of
business storytelling can

. Develop professionally, grow from

help set you up for analyst to thought leader
SUCCESS

Garner more support for your

Ideas, recommendations and

pitches
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What’s Your Hook?

Compelling data-driven stories begin with a question, a conflict

or a challenge requiring a solution. Identify the question you are

tackling and the main point you want your audience to take
away from your story.

Why is this important?
In order to tell an effective story, your audience
needs to care and be invested in the outcome.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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At VAB, our work always begins with a marketer

guestion

“Should | continue to advertise during an
economic downturn?”

Keep Calm and
Advertise On

100-year historical analysis of advertisers that
continued spending during an economic downturn
and the risks faced by those that peel back their
investment

“How do I prove to my CEO/CFO a diversity and
inclusion campaign will lead to brand growth?”

Do The Right Thing

How Diversity & Inclusion Drives
Brand Outcomes

\VA\S

Through 20+ real-world, original case studies, this guide
highlights how ad campaigns with a core message of diversity
and inclusion deliver strong brand results throughout the
purchase funnel



This question serves as our “north star” throughout the . P ’
process N

“How has COVID-19 changed consumer
sentiment and media behavior?

How Media Consumption Is Helping America Cope

VA\S

Custom study exploring how viewing behaviors,
attitudes and views on advertising have evolved since
the start of COVID-19



Understand Your Audience

Consider who you are speaking to — what they need from the
story, their level of familiarity with the subject, their level of
expertise as marketers and ultimately how the main point of this
story will help them to solve a problem or think differently.

Why is this important?
In order to truly influence an audience, the material

and the way it's presented must align with their
needs.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. \//\B



Example: To help break down internal barriers, we
gave marketers concrete business rationale to justify
Investing in a diversity and inclusion campaign

How Diversity & Inclusion Drives
Brand Outcomes

VAB

“How do I prove to my CEO/CFO a diversity and inclusion

campaign will lead to brand growth?”

Y
Johnnie Walker: The ‘Keep America Walking’ campaign
focused on inclusion drove two-thirds of the brand’s total A
digital interactions over the last five years

On election day in 2016, Johnnie Walker released an ad entitled ‘This Land’ as part of their ‘Keep America Walking’campaign
The spot quotes Woody Guthrie's song ‘This Land is Your Land,” in both English and Spanish, to spread a message of unity
and inclusion. The ad offers distinct visualizations and provides an authentic representation of America’s rich cultural diversity

JOHNNIE WALKER

siveness of the times during

soclal mentions and online video views

ra
Business Outcomes

Positive Sentiment: 90%
+ Average posttive sentiment for all other Johnnie Walker

ads: 80%

Digital Engagement Impact:

= Although only 16% of TV spend, it resulted in
65% of total earned online activity

Zola: The launch of their diversity and LGBTQ+ inclusion ¥
campaign led to the brand’s most trafficked month ever
on their website z o L A

In December 2019, Zola debuted their ‘No Regrets’campaign which included six different spots focused specifically on
diversity and LGBTQ+ inclusion. The ads show three couples who all appear to be reciting their vows but instead are stating
regrets from their wedding planning, which highlights just how much people have lost touch with what matters — the couple

3l monthly un ever in Jar aunch
ked month (January 201 ard

Business Outcomes

Persons 18+ Website Traffic: #15% increase

in Zola's two-month average unique P18+ website visitors
towards the end of the campaign between Feb-Mar ‘20
(YoY comparison).

Black 18+ Website Traffic: +70% increase

in Zola's two-month average unique Black 18+ website
wvisitors during the same tima frame period comparison

as above for P18+

PAGE 24

Nike: Record-breaking sales have been achieved in each
quarter since the launch of their ‘Dream Crazy’ campaign

featuring Colin Kaepernick

In September 2018, Nike released their first in a senes of ‘Dream’ spots for their on-going ‘Just Do /t’campaign. The first ad ('Dream Crazy')
featured controversial NFL star turned social activist, Colin Kaepernick, who remarked ‘believe in something, even if it means sacrificing everything '
The ads celebrate the rich diversity found in sports through the collection of stories that represent athletes who are household names and those that
should be (including 29-year old basketball wheelchair athlete Megan Blunk and Isaish Bird, a 10-year old wrestler born without legs).

Business Outcomes
North America Quarterly Revenue Comparison:
Sep-Nov ‘18 (‘Dream Crazy’ launch) vs. PY: 9%
Dec ‘18-Feb '19 vs. PY47%
Mar-May ‘19 (‘Dream Crazier' active) vs. PY: 7%
Jun-Aug ‘19 (‘Dream Us' active) vs. PY: +4%
Sep-Nov ‘19 vs. PY: #5%

us Year (same quarter)

e b 100 w0

VAB

20+ real-world case studies across a variety of categories, investment

levels and across the entire purchase funnel




Example: To ensure our economic guide was accessible
to all, we focused on simple concepts backed by ey
sophisticated economic and marketing theory

“Should I continue to advertise during an
economic downturn?”

According to a recent report from Goldman Sachs, bear markets recover 1980 Recession: An analysis conducted by WPP across almost 400
quicker after an adverse event than cyclical ones or those caused by companies proved that increasing advertising during a recession has
underlying structural issues in the economy a positive impact on return on investment (ROI)
Average length and recovery time of U.S. bear markets since 1800. of trigger
(in months) Changes in ROI related to in g during a

= Average recovery time” = Average length

Structural bid
42

50
Cyclical
Event-driven r o

1.9%
L

Change in ROI

Average change of all Decreased ‘Modest’ increase ‘Substantial’ increase

1980 Recession

Furthermore, the concept of ‘Excess Share Of Voice’ (ESOV) is central
to understanding why advertising in a recession makes sense

Market share is a function of many things. But one of the biggest drivers of sales is a brand's
share of voice.

The more a brand spends on advertising vs. its competitors, the more it will grow. This proven
relationship is called ‘Excess Share of Voice (ESOV)

If a brand has a 20% share of market but a 30% share of voice, it has an ESOV of +10.

In almost every recorded instance, a brand with a positive ESOV will gradually grow its share
of the market to a level that will eventually match its share of voice.

-Mark Ritson, The Australian Business Review, 4/6/20




Make a Research Plan

Once you understand the point you are setting out to make,
create a plan to find the data that will best support it. Consider
traditional sources, but also think creatively about how to best
find information, stats and data points that best prove your
point.

Why is this important?
Research can be overwhelming. It's important to

| keep focused on the sources that will best yield data
that supports your story.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Example: Understanding the gravity of this decision for
marketers, we independently analyzed 100 years of

economic and advertising data

Keep Calm and
Advertise On

“Should | continue to advertise during an economic downturn?”

For 100 years, scholars have been demonstrating how brands that
increase their ad budgets during an economic downturn grow sales much
faster than their competitors — both during the time period and beyond it

Sales Index Trends by Advertising Segment

w

1920 1921 1922 1923 1924

~a—No Advertising —s—Decraase Advertising —e—Incraased Advertising

1920-1921 Depression

1981-1982 Recession: A McGraw-Hill research analysis of 600 companies
showed that those who maintained or increased their ad spend averaged
significantly higher sales growth for three years after the recession

Sales Index Trends by Advertising Seqment

Recession
260 Started Here

220

140

1980 1981 1982 1963 1984 1285

mDid notcut in 1982 0r 1983 = Cut In both 1982 and 1963 = Cut In 1981, but notin 1962 Cut In 1982, but not In 1981

1981-1982 Recession

1974-1975 Recession: Similar patterns were seen in the 1970’s as
companies that did not cut their advertising budget not only remained
strong during the recession but emerged even stronger after it

Sales Index Trends by Advertising Segment

/y

1972 1973 1074 1975 1978 1977
—=Did Nt Cutin 1974 o 1975 ==Cut in Bath 1974 and 1975 —=—=Cut in 1974, but Not in 1975 Cut in 1975. but ot in 1974

1974-1975 Recession

Average Index within each grouping
260

1980s — early 2000s Recession Periods: The same PIMS study
demonstrated that companies increasing their advertising investment
also improved their ‘Return on Capital Employed (ROCE)’

@ ing their i , improved their ‘Return on Capital Employed (ROCE)
43
£
H
e
* 06
Maintain Increase

1980 Recession: An analysis conducted by WPP across almost 400
companies proved that increasing advertising during a recession has
a positive impact on return on investment (ROI)

Changes in ROI related to changes in

1.9%
6% alind

Change in ROI

Average change of all Decreased ‘Modest' increase ‘Substantial’ increase
business

1980 Recession

2008-2009 Recession: Based on the same analysis, investing in share
of voice during the recession drove large, long-term profit growth
afterwards as well

Y re ing very lar rofit arowth
38%
10%
o I
0% or Less 0-8% Over 8%

Excess Share of Voice (ESOV)

2008-20089 Recession (began Dec ‘07)




Example: During COVID-19 when syndicated data was unable to
provide real-time data, we turned to custom studies for answers

“How has COVID-19 changed consumer
sentiment and media behavior?

A Sea Change in Video Viewing

4 : 5 . : Helping Marketers Find More Fish in the
How Media Consumption Is Helping America Cope : Stré)arr?ing Ecosystem

VAB




Vet Your Data

Ensure your data is trusted and verified. Consult a
variety of sources to determine how consistent the
findings are. Ensure accuracies in how you make
comparisons and other analyses.

Why is this important?
Your story is only as strong as the data it's based
upon.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Example: To verify our findings, we cross reference with
Industry experts and other reputable outside sources

Keep Calm and
Advertise On

Academic scholars, Fortune 100 companies, financial analysts, research
firms and ad agencies all conducted independent analyses and agree
advertising through a downturn is better for your long-term brand health

CEd Harvard : ‘ —_ . I . .
RKG Walmart amazon \X]PP NYU¥STERN Business --and click on the below ‘advertising in a recession’ marketing articles
Comee Review and research pieces to read what others in the industry are saying
KKANTAR iaui
At oo ebiquily 9| tanase,...
DDB’ rf Journal of Applied AdAge - Hisfory Shows Marketers Who Keep Spending During Downturns Fare Much Better
Journal of Business Research MarketingWeek Forbes - How io Adapt Your Marketing to a Possible Slowdown in an Economy Shaped by the Coronavirus
pavenens - Adivertisin = Eorbes - When A Recession Comes. Don't Stop Advertising
Research 8 SySteml d ”,:/‘Inl i Harvard Business Review - Advertising as an Anti-Recession Tool
u Marketing
_. Ehrenber -Bass [} I - Harvard Business Review - What Coronavirus Could Mean for the Global Economy
!{milm U I"-,'] Forbes Instit wnog@x‘("vw THE AUSTRALIAN Journal of Advertising Research - A Critical Review and Synthesis of Research on Advertising in a Recession

Mark Ritson - If You're In Marketing, Now Is The Time To Spend, Not Bend

Mark Ritson - Marketing in the Time of Coronavirus

Marketing Week - It's the Recession on Steroids - Why Brands Need to Think Long-Term Amid the Coronavirus Pandemic
Marketing Week - Marketing in the Time of COVID-19

Marketing Week - The Best Marketers Will Be Upping, Not Cutting, Their Budgets

Peter Field - Advertising in Recession - Long, Short or Dark? A Guide to Advertising Best Practice in Recession

System1 - COVID-19- A Right-Brain Reset for Advertisers

The Drum - P&G Ramps Up Marketing Amid Coronavirus Demand

WARC - | essons for Adapting to Recession from Peter Field

WARC - The Opportunity To Grow Market Share Is Clear, But Marketers Aren't Taking It

BUSINESS REVIEW
lBA USCMarshall

School of Business

|

441\ '

DI id DRUCKER
Al FMEN =
|MANAGEME

‘The Practice

7}
5 Management

UNIVERSITY OF MINNESOTA

MEDIA
INFOCUS

|| | Syracuse University
- a3

S.l. Newhouse School of Public Communications

PAGE 13 This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited
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Edit Yourself

In storytelling, data points play a supporting role. They are used
to support to your story, they aren't the story. Ask yourself how
critical each piece of information is and be honest about the
role it plays in convincing the audience of your main point.

Why is this important?

Tangents, even interesting ones, will detract from
your main storyline. That means your story will be less
impactful and more likely that the audience will be
distracted from the primary takeaway.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. \//\B



Example: Our COVID custom study focused on the
“why” behind consumer behavior rather than the “how

much”

edited: “how much”

Media is helping us get through the COVID-19 outbreak, a sentiment
echoed throughout other industry research

Media Usage Since COVID-19 Outbreak
P18+

Decreased

Remained the Same
24%

Increased
72%

How Media Consumption Is Helping America Cope

VAB

The story: “the why”

With more time in their day, consumers are utilizing new platforms and
discovering the full functionality of their existing devices

% of respondents who agree with the statement

P18+

— o~

() ° |
o

84% 66% 54%

“I have more time to “I am more open to trying “I have learned how to
watch/listen/read new types of media” use more features on
media” (e.g. new streaming services, podcasts, my smart TVoraTV

STV Rp A= €5 related device/platform™

Source: VAB / Lucid Media Usage In The Time of COVID-19 Survey,” April 2020. Survey base: P18+ & household subscribes to cable, telco, intemet TV or satelite TV (n=1,004). @S: Thinking of your behavior during, VID-19 Pandemic,
Yyou agres or disagree with the following statements.

PAGE 14




Example: Don’t edit at the expense of understanding

How Diversity & Inclusion Drives
Brand Outcomes

VAB

Below are definitions of the metrics utilized throughout this guide with
an explanation of how these metrics affect an overall marketing campaign

Several TV creative metrics, such as ad attention score, can be used as a proxy for overall consumer response to marketing campaigns

Ad Attention Score On average, how long is a TV ad viewed as a % of its duration before The higher the score, the more likely a consumer is paying attention to
(iSpattv) being interrupted? an entire brand message which can dnive greater awareness.

Brand f Industry Attention Index How does the attention score compare to other brand TV ads, or TV ads | Shows how much more impactful that ad is (as measured by attention
in the industry, during the measured time period? paid to it) ve. other ads.

Brand Attention Ranking Where does a TV ad rank on attention score compared to the other Provides a comparison of how attentive people are towards a
(iSpattv) brand TV ads during the measured time period. campaign [/ message vs. other campaigns for the brand.

% of people who react positively to an ad based on votes registered People that like an ad and, more importantly, like the messaging of an
through ISpot.tv's public commercial site and YouTube. ad are mare likely to consider a brand for purchase.

tal Engagement Impact Comparison of an ad's TV spend share of voice for a brand vs. the Demonstrates that ad’s ability to deliver outsized impact and
v} share of total brand digital interactions the ad gamers (search, social, engagement relative to the spend.
earned online video views) during a measured time period.

Monthly Unique Website / App The number of individuals visiting a brands' website and/or app in a Indicates how many consumers are ‘coming to the brand's front door’ —
Visitors specific month or averaged over multiple months, also can be learning more, looking at products, making purchases.
(Comacare) expressed as a % increase when analyzing two time periods.

Revenues [ Unit Salss Our analysis to quantify salss is dependent on publicly available The bottom of the funnel and the ultmate customer action taken.
(SEC filings [ company rsportz) company data including unitg sold, total sales and organic sales
which excludes currency fluctuations, acquisitions and divestitures.

PAGE 10 Thig information is sively provided to VAE mem : and qualified marketers. Further distribution iz prohibited.




Craft Your Story

Succinctly and clearly set up the conflict, the issue to be
discussed or problem to be solved.

Include elements that keep the reader engaged throughout, such
as insight-driven headlines and periodic summary slides. You
may also consider devices such as quotes or graphics that break
up text and charts.

Finally, your story should lead the audience to your desired
conclusion, offering takeaways, implications or action steps.

Why is this important?

You are taking your reader on a journey. Stories that
follow a logical progression culminating in a clear
resolution will be the most memorable —and convincing.

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. \//\B



Example: To give the reader time to digest the

Information, we keep the design simple, add quotes,

summaries and takeaways

Summary: A One-Hundred Year Perspective

» The full impact of advertising is seen over time

» For that reason, brands that maintain or increase their
spend during a recession are rewarded well into recovery

» Brands that increase their spend, especially relative to
their competitors, will grow sales and share of market

faster

>

» Savvy bra
their bran

PAGE 53 members

Five key reminders for marketers

Maintaining your SOV
now will cost you less
in the long-term

‘Going dark’ or significantly

cutting your advertising
spend will not only result

in more pronounced short-
term losses but it’ll also be
a more expensive recovery
for your brand post-
recession.

PAGE 62

Advertising during a
recession is for the
recovery

Brands that maintain or
increase their SOV
experience significant
gains over the long-term
and the principle of
‘excess share of voice’
shows that the more

a brand spends on
advertising vs. its
competitors, the

more they will grow.

This information is &:

Be a fierce protector
of your market share

Stay vigilant and keep

a watchful eye on your
competitors in order to
determine the investment
needed to maintain, or
grow, market share. Be
prepared to pivot your
own strategies quickly

as a result.

“The only sensible course for any advertiser who wants to
maintain a presence through this recession — and if your
business is teetering on the edge of bankruptcy you aren’t
going to be able to do this — is to be putting money into

Keep Calm and
Advertise On

Recessions can be
an opportunity for
expansion & growth

If your competitors pull
back spending and the
market becomes less
saturated with competing
messages, advertisers can
seize the opportunity to
distinguish their brands in
the minds of consumers.

members and qualified marketers. Further distribution is prohibited.

Messaging should
evolve to be ‘right
for the time’

Creative should align with
evolving customer needs
and current consumer
sentiments through more
compassionate brand-
building efforts.
Companies that show an
authentic commitment to
community will likely
increase purchase intent.

ding because the role of that
e recovery, not for now.”

Advertising Consultant

d qualified marketers. Further dis




Example: Constructing the story around an
established principal adds a level of familiarity for

ht Thing

the reader and discipline for the creator

VAB

The brand metrics we analyzed for diversity and inclusion campaigns
provide an in-depth understanding on how media activity compares to
business outcomes at each stage of the purchase funnel

-
20+ real-world case studies were

Brand Metrics By Funnel Stage

= Ad Attention Score
»  Brand / Industry Attention Index
*  DBrand Attention Ranking

organized into these categories

enabling marketers to select the
w stage that aligns with their goals
: Sa-leiolaloororgam(: Revenues / Sales Sales

+  Positive Sentiment
+ Digital Engagement Impact (TV spend vs. digital
interactions)

»  Monthly Unique Website / App Traffic

Mote: ‘Awarensas’ and’ Consideration' metrics data is derived from iSpot.tv TV occurrence, attention and engagsment analytics; ‘Intsnt’ metric data is based on Comacors mediamsetrix
multiplatform media trend analytios and *Sales’ metrics data is based on company filings (10-Q, 10-K)) via SEC.gov (EDGAR) or company reports

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited. V/\B




Decide on Data Visuals

Consider which charts, graphs, layouts and comparisons best
support each point in the story. Remember, simplicity is best.

Why is this important?

We remember 10% of what we hear, 20% of what we
read, but 80% of what we see. Visuals are often a
crucial element to creating a memorable and
compelling story.

R, 33
, ' "1
¢ I | , [ l . Source: medium.com

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Example: A few data points on a page with an insightful headline makes
the biggest impact

Almost 50% of viewers have at
least one TV always set to a news
channel

Brands should not worry about a negative perception with advertising in
“At least one TV in my home is set to a news channel at all times” COVID-19 news coverage or programming

Top 2 Box (Agree Completely or Agree Somewhat)

mP18-24 mP25-34 P35-44 HHI$ 100K+ HHw/Kids

63% - G % of respondents who agree with the statement
57%

P18+
48%

Source: VAB / Lucid ‘Media Usage In The Time of COVID-19 Survey,” April 2020. Survey base: P18+ & household subscribes to cable, teico,

internet TV or satelite TV (n=1,004). Q6: Thinking of your behavior during the COVID-19 Pandemic, pleas indicate below how much you

agree or disagree with the following statements , top 2 box (agree completely or agree somewhat) 7 0 0/ 7 5 0/
PAGE 30 This information is exclusively provided to VAB members and quali 0 0
“I feel it is appropriate for “l would not boycott a
companies to advertise in company because it
COVID-19 related news advertised in COVID-19
programming” related programming”
Eon;;m;m rﬁ?g ILucid ?Mewtlu‘:lzaiebg The Tme mo; ncmc: VID-19 Suvey. Aprl 2020, Survey base: ;1;3 r;mnmsﬁ‘nom subscribes to cable, telco, intemet TV or sateliite TV (n=1,004). Q16: In general, do you feel its appropriate for companies to adverfise in COVID-19 related news
PAGE 35 This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.




1980 Recession: An analysis conducted by WPP across almost 400

companies proved that increasing advertising during a recession has
a positive impact on return on investment (ROI)

Changes in ROl related to changes in advertising spending during a recession

2.7%
o 1.9%
X 0
- 1.6% 1.7%
)
o)
=
]
=
)
Average change of all Decreased 'Modest' increase ‘Substantial’ increase
business

1980 Recession

Source: Biel and Stephen King, 1990, WPP Center for Research and Development . Analysis includes 390 companies utilizing data from the Profit Impact of Market Strategy (PIMS) database.
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First, it’s important to understand that the full impact of advertising’s effect is
not seen immediately which helps explain how brands that spend during a
recession continue to see significant share gains in the years after it

Share of Sales Impact by Timeframe

Hours / Days Weeks / Months Months / Years

(via digital attribution) (via marketing mix modeling) (via brand equity modeling)

How to read: 18% of sales derived from advertising occurs within hours/days of exposure

Source: Ebiquity, ‘Advertising Through a Recession,” April 2020.

PAGE 32 This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.



Get Others’ Opinions

Before finalizing your story, ask for feedback on the piece.
Share it with those both familiar and unfamiliar with the subject.
Ensure they are logically following your story and come to the
conclusions you intended.

Why is this important?
This will show you if you need to distill the data down
even further, refine or reconfigure charts, or clarify

language/industry jargon.
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Key Takeaways for Storytellers

I

Be audience-centric. Continually revisit your central Keeping focused also extends to
guestion to stay focused. your storyline — ensure you need
all the slides and data you are
including.
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Thank You!

Get Immediate access to the VAB Insights library
We’ve answered hundreds of marketers’ questions.

Our guides, reports, webinars and videos provide actionable insights
to help marketers navigate today’s video landscape and think
differently about their strategy.

We are committed to your business growth and proud to offer brand
marketers and agencies complimentary access to our continuously-
growing Insights library.

. ¥ e N
Get Access attheVAB.com or visit us here .FV/\B.W%‘-J'
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