Hypothesis:

In today’s
instant media

world the art

of good Our Forecast Series presents the results of comprehensive research undertaken by TVYNZ

storytelling has and Colmar Brunt?n, :f\nd presented by Nigel Latta, to better understand what’s at the
heart of consumerism in NZ today.
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Global Desk Research

History of storytelling, stories in the
future and the impact of good stories on
behaviour

Overview:

Delphic Group Method

5 industry experts exploring their views
and thinking

Neuroscience Research
Global narrative report

Humans are better at processing emotions
than they are at processing information and statistics.

Neurological research shows that our brains despite evolution, still look for the story
to make sense of information today.

The make up of a memorable story doesn’t change much between generations, with key attributes
being around a lesson learnt and being involving/engaging.




When comparing story and non-story ads we found... Storytelling in the future?
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How has technology changed the way we tell stories? Story-based ads can make your StOI’Y'lIVIhQ.
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Want to know more? Visit tvnzsales.co.nz




