
AUDIENCE

• Who are we presenting to? 
• What are their expectations?

KEY MESSAGES

• What are the top 3 to 5 messages?

KNOWLEDGE

• How much is known about what we are 
communicating?

Business Storytelling preparation

57Designing for people 
Tools and frameworks

YOU’LL NEED…

TIME 
15–30 minutes.

GROUP SIZE 
2–10 people.

TEXTAS

TEMPLATE

MINDSETS

 
Aware Mind, Whole Mind.

Understanding your 
audience and their  
needs while you have  
an outcome orientation.
A Government department 
got feedback from staff who 
felt overwhelmed about the 
information of an upcoming 
leadership change. The 
Department did research 
with their staff to understand 
how they ideally would like to 
learn about the change, and 
discovered that it wasn’t the 
information that was an issue, 
but the format; an email—which 
felt overwhelming when it came 
with all the other daily emails.

WHAT
Often a message is crafted 
without having considered 
its building blocks. The 
Communications Framework 
helps you consider who you 
need to communicate to, 
what message would be best 
suited for them and lastly what 
communication medium would 
support the message and 
audience most. 

A tendency in organisations 
is to craft one message for 
everyone—but that might not 
always work how you intended, 
because people receive things 
differently. You need to craft 
different messages for different 
people e.g. to leadership, to 
peers, to customers or front 
line staff. You also need to think 
about the medium you’re using 
when communicating—some 
prefer telephone, some prefer 
emails, and some prefer face  
to face. 

WHY
Understanding your audience 
helps you determine how to 
communicate with them; what 
do you need them to know? 
What is the outcome you desire? 
What is the level of detail your 
audience will absorb? How much 
time does your audience have? 
Knowing this allows you to craft 
communication to inspire the 
outcome you need, and meet  
the needs of your audience.

WHEN
This is useful throughout any 
phase of a project i.e. when 
you need to consider who the 
stakeholders are and how you 
might communicate with them 
at various points in time.

Communications framework.
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OUTCOME

• Why are we communicating? 
• What outcome are we to achieve?

TIME

• How much time do we have? 
• How often will we present?

STORY FLOW

CONTEXT

• What is the context within which we are 
presenting? 

• Political 
• Social 
• Economic 
• Environmental 
• Strategic 
• Tactical 
• Religious 
• Technological

PROCESS

• Is there a process before, during or after 
presentation? eg. briefing notes, special handshakes, 
bowing, seating arrangements etc.

LOCATION

• Where are we presenting? 
• Do the facilities, technology, room size, seating 

arrangements suit our needs?

Messages Who Time

Opening • A strong opening hook, purpose 
of the work, problem to solve etc.

Act 1 • Key message 1: interesting 
insight, what do we do about it.

Act 2 • Key message 2: interesting 
insight, what do we do about it.

Act 3 • Key message 3: interesting 
insight, what do we do about it.

Conclusion • Summary and opening to 
questions.

Questions • Remember to prepare questions 
for audience also.
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