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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. 

Simplify

We save you time by bringing you the latest 

data & actionable takeaways you can use 

to inform your marketing plans.

Discover

We keep you one step ahead with the 

latest thinking so you can create 

innovative, forward-looking 

strategies.

Transform

We help you build your brand by 

focusing on core marketing principles 

that will help drive tangible business 

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

industry and discover new insights that transform the way marketers look 

at their media strategy.  
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In 2020, we produced 45 pieces of custom storytelling, 1,277

pages of insights



What you’ll learn today 

What do we mean by “storytelling?”1

2 Why is it important for marketers to be storytellers?

3
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.

Business storytelling is 

the art of expressing 

business communications 

as a well-defined, flow-

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

data-stories/ 

To be a compelling 

salesperson or marketer, it’s 

important to understand that 

stories are more memorable 

than facts since stories 

build connections with the 

audience
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Learning the skills of 

business storytelling can 

help set you up for 

success

• Be more confident when 

presenting data-based 

recommendations

• Develop professionally, grow from 

analyst to thought leader

• 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.



100-year historical analysis of advertisers that 

continued spending during an economic downturn 

and the risks faced by those that peel back their 

investment 

“Should I continue to advertise during an 

economic downturn?”
“How do I prove to my CEO/CFO a diversity and 

inclusion campaign will lead to brand growth?”

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

At VAB, our work always begins with a marketer 

question



This question serves as our “north star” throughout the 

process

Custom study exploring how viewing behaviors, 

attitudes and views on advertising have evolved since 

the start of COVID-19

“How has COVID-19 changed consumer 

sentiment and media behavior?
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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.



Example: To help break down internal barriers, we 

gave marketers concrete business rationale to justify 

investing in a diversity and inclusion campaign 

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

campaign will lead to brand growth?”

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

levels and across the entire purchase funnel



“Should I continue to advertise during an 

economic downturn?”

Example: To ensure our economic guide was accessible 

to all, we focused on simple concepts backed by 

sophisticated economic and marketing theory
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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.



Example: Understanding the gravity of this decision for 

marketers, we independently analyzed 100 years of 

economic and advertising data

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



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?
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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. 
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Example: To verify our findings, we cross reference with 

industry experts and other reputable outside sources
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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.
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Example: Our COVID custom study focused on the 

“why” behind consumer behavior rather than the “how 

much”

edited: “how much” The story: “the why”



Example: Don’t edit at the expense of understanding
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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.



Example: To give the reader time to digest the 

information, we keep the design simple, add quotes, 

summaries and takeaways



Example: Constructing the story around an 

established principal adds a level of familiarity for 

the reader and discipline for the creator  

20+ real-world case studies were 

organized into these categories 

enabling marketers to select the 

stage that aligns with their goals
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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.

Source: medium.com



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

the biggest impact



1.9%

1.6%
1.7%

2.7%

Average change of all
business

Decreased 'Modest' increase 'Substantial' increase
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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)

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.  

Changes in ROI related to changes in advertising spending during a recession
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42% increase 

over the average



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

100%42%18%

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



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

Continually revisit your central 

question to stay focused. 

Keeping focused also extends to 

your storyline – ensure you need 

all the slides and data you are 

including.

Be audience-centric.
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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.

Get Access at theVAB.com or visit us here
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Thank You!


