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Do you have a few seconds?

I guess I don’t have to tell you that we live and work 
in an increasingly crowded, noisy, and confusing 
world.

Every day, each and every one of us is targeted by 
thousands of messages. 

It is what makes keeping up with our email inboxes 
feel like carrying water to the ocean. It is the reason 
why our mobile phones just keep buzzing in our 
pockets with notifications because everybody is 
constantly jumping up and down to get your 
attention.

It has never been more valuable to provide clarity, 
simply because today, everybody is constantly living 
in a state of overwhelm and confusion.

I wrote this book to share with you a timeless, simple 
and powerful method to simplify your message and 
more importantly, to help you provide the clarity that 
you and your target audience needs.

It should take you no more than 20-30 minutes to 
read and it might revolutionize the way you talk 
about your business or your ideas.

It is especially for you if you are also struggling with 
the kind of situation on the next page...



How do you 
answer that 
question?

Do you always 
know exactly 
what to say?
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“So, tell me what do you 
do for a living?”
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Does it feel like you always need 
to improvise and find the right 
words to explain what it is exactly 
that you do? 

How often do you wish you said it 
differently only seconds after the 
words come out of your mouth?

Wouldn’t it be great if you always 
know exactly what to say to make 
a great impression?

If so, keep reading because this 
eBook will show you a simple but 
powerful method to communicate 
with more clarity about your work 
and your business. ...
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Before we continue, please 
allow me to introduce myself...



I’m Baldwin Berges. 

I’m a Business Development 
Innovation Strategist. 

My job is to help you make your 
products and services easier to 
understand. 

In this short book, I’d like to tell you 
more about how we can 
communicate with more clarity 
about what we do.

In case you’ve never heard of me 
before, you may want to jump onto 
my website to get more information 
about what I am up to.
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https://www.baldwinberges.com/
https://www.baldwinberges.com/


Human attention span 
now only runs in the 
seconds…
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A distraction epidemic?Let’s get started...
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It’s crowded and noisy out there!



Human attention span 
now only runs in the 
seconds…
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A distraction epidemic?

The human attention span now only 
runs in the seconds…

We are living with a distraction 
epidemic!
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Earning and keeping the 
attention of the RIGHT  

audience is probably the 
most important challenge 

we all face in business 
and in life!
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A distraction epidemic?

The good news is that there is a way 
to get and KEEP people’s attention!

The even better news is that it is 
much easier than you may believe...

But you are going to have to ‘open 
your mind’ a bit :-)



Human attention span 
now only runs in the 
seconds…
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A distraction epidemic?

Have you ever asked 
yourself why you will 
spend hours at a time 
watching TV shows? 



Human attention span 
now only runs in the 
seconds…
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A distraction epidemic?

What about all those 
books that you just 
couldn’t put down? 



Human attention span 
now only runs in the 
seconds…
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A distraction epidemic?

...even though you are so busy 
and you already struggle to 
find enough time to focus on 
the things that matter...
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Regardless, YOU WILL spend hours 
on things that don’t really give you 
any real value in return apart from 

the entertainment you get.

How is this possible?!
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The answer is actually quite simple:

Writers and editors have a secret 
that allows them to keep our 

attention for as long as they like…

It almost seems like they have a 
spell over us!



18

That secret is a 
formula that works 

every time!
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That secret formula is called 

STORYTELLING
It is an ancient, time tested formula and it is 

actually very simple to apply.
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There’s a good 
reason why we 
can’t resist a good 
story...



Human attention span 
now only runs in the 
seconds…
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A distraction epidemic?

Stories give us

Clarity
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We take refuge in stories because 
they help us make sense out of all the 

confusion around us.



Stories are also the 
password to anyone’s 

attention



A great story lets our business stand 
out from the crowd.

The most successful businesses understand 
this very well, especially those that tell us 
stories that connect with us at an emotional 
level. 

Let’s look at a few examples of companies 
that you may know very well...
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Never forget how incredible you are!

Weight watchers does an amazing job at making emotional 
connections with their message. 

Take a moment to watch the video embedded in the button 
below because it is a perfect example of how Weight Watchers 
taps into the real reason why people want to diet: to be that 
real version of themselves that they somehow lost along the 
way. 

Click on the image to watch the video below

http://www.youtube.com/watch?v=KkuEA95rFOs
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The Reunion

You may not consider Google to be much of an emotional 
brand, but this message is very hard to forget.

I think it might actually might be one of my favorite story 
examples

It’s a story about long lost friendship and how technology can 
make that a thing from the past…

Click on the image to watch the video below

http://www.youtube.com/watch?v=gHGDN9-oFJE
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Think Different

Apple’s message isn’t really about technology nor is 
it about features. 

Instead, it appeals to those who aspire to be 
special. 

This message was so simple and powerful that 
Apple eventually became on of the world’s largest 
companies without ever offering a discount on their 
high prices.

All it took to evoke that emotion with their target 
audience was 2 words: “Think Different”.
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What do all these messages 
have in common?

● They are simple and intuitive.

● They tap into a specific emotion that 
comes from an internal question or 
desire that is always on the mind of a 
specific audience.

● They are about real people with real 
dreams and challenges, just like you 
and I. 

● The product or service stays behind 
the scenes, even though it enables 
the desired transformation.

The essence of providing clarity 
is to express an emotion that 
our audience finds difficult to 

express by themselves!
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Imagine providing people 
with that kind of clarity...

Can you see how powerful 
this is?
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The Obvious Benefits 

I probably don’t need to spell this out, but by 
offering stories that provide our target 
audience with clarity we can boost our results 
on various levels:

➔ Attract more business...
➔ Make deeper connections with people...
➔ Be more persuasive...
➔ Make more convincing presentations…
➔ Earn more leadership…

No matter how you look at it, in an 
increasingly distracting world, telling better 
stories one is of the most important skills you 
can acquire.

People don’t buy the best product, 
but the one that is easiest to 

understand!
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With this book, I will show you how you can use a 
very simple storytelling method to transform the 
way you communicate forever.

It will give you a totally new perspective on how to 
present yourself and your ideas so that people 
listen and so they will want to work with you.
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I am going to reveal a very simple but powerful story 
structure - one that you can use for all your 
communication!

It works for elevator pitches...
It works for sales meetings...
To convince your clients, colleagues, or even your boss.
It will even improve your conversations with people.
It works for writing emails, articles and even for making 
amazing presentations.
It will even help you figure out what to say on your 
website and what to put into your brochures.

In short, it is a formula that will help you to ALWAYS 
communicate with clarity and with purpose
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?So, why are 
stories so 
powerful
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Let me tell you about my big epiphany.

It came to me 4 years ago. 

I had been binge-watching a season of Breaking Bad 
for a few nights in a row. I was hooked and I was 
losing a lot of sleep because of it. 

Actually, I had a lot of work to do at the time, but I just 
couldn’t stop watching! 

I was addicted to this silly TV series that didn’t provide 
me with any value at all. 

In fact, it was getting in the way of my productivity. 
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Then, one night, I had a 
big idea...
 
I thought: what if I could 
figure out how these 
people get us to pay so 
much attention to a 
stupid TV show and 
apply this to my 
business?

I was thinking about 
how awesome would it 
be if we could get my 
prospects to pay that 
kind of attention to 
what we have to say.
 
That is when everything 
changed for me.
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I set out to learn the secrets of 
scriptwriting. 

I took several storytelling courses 
and I read a bunch of books 
about the subject.

This is when I discovered that all 
the people who make TV shows, 
movies, even those who write 
best sellers all use the same 
simple formulas!

Not complex schemes that take 
ages to learn. 

SIMPLE formulas!

I also discovered that these 
formulas are so tested that they 
only work if you follow the rules.

That is when I realised that 
storytelling is not really an art. 

Storytelling IS A SCIENCE!
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“Storytelling is to our message what 
music is to noise”

That is a quote from Donald Miller. 

He wrote the book titled ‘Building a Storybrand’. I urge you to read it 
because it I think it is one of the most important business books that 
have been written in the past few years!

Think about it. Noise and music are both made up of sound. But the 
difference between irritating noise and beautiful music is the fact that 
music is sound filtered through a specific framework with clear rules. 

If you break those rules, the music simply sounds wrong.

The same is true for storytelling: 

Facts and information are like noise….

But put them into the right structure and they become a story that 
people will start listening to!

https://www.goodreads.com/book/show/34460583-building-a-storybrand
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But why do stories 
work so well?

It’s actually quite 
logical...
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As humans, we’ve been around in 
our present form for more than 
150 thousand years. 

For most of our existence, people 
didn’t know how to read or write! 

In fact, only 100 years ago, most 
people were still illiterate!
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This means that the 
only way to pass on 
information was by 

telling it to each other
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Over time, we figured out how to make 
information easier to remember and 
share with others by telling them as 
stories.

Think about old folk tales that still exist 
today or the way religious messages are 
structured.

They all contain important messages AND 
they are packaged as stories!
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What this means is that we have evolved 
to ALWAYS pay full attention to stories. 

The moment we recognise the format of 
a story, we know we need to focus on it 
because it provides us with the 
information and clarity we need.

It is hard-coded into us because our 
survival depended on that information!
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Here’s an example of how 
stories can make critical 
information stick with us:

My grandmother lived near a 
railroad crossing. 

When I was a child, she would 
look after me when my parents 
were out working. 

To make sure I would stay away 
from the crossing, she used to 
tell me horrible and disturbingly 
graphic stories about all the 
accidents that happened on 
that crossing. 

I’m sure she made most of it up 
but the point is that, because 
her stories permanently 
installed that information in my 
brain, I still feel very nervous 
every time I need to traverse a 
railroad crossing.
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Story formulas have been perfected over thousands of 
years.

They have been tried and tested.

The good news is that all we need to do is learn how to 
apply these formulas.

In fact, after all this time, there are still only a handful of 
story plots that truly work.

From all the material that studied, Christopher Booker’s 
‘The Seven Basic Plots’ really stood out.

If you are interested in truly understanding just how 
powerful storytelling can be, I highly recommend this 
book.

In essence, humans are 
simply pattern recognition 
devices. We respond to 
specific stimuli and 
storytelling is one of the 
essential signals.

The good news is that all we 
need to do is learn how to 
apply these formulas.
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The most basic formula is the 3-act story 
structure.

And even though It is simple, it is very 
powerful and it can be used for any type of 
message you want to communicate.

You will find this structure in almost every 
novel, movie or theater play.

This is what it looks like for one of the most 
successful stories ever told:

The Opening The Conflict The Resolution



46

THE OPENING is where the 
audience becomes familiar 
with the hero of the story and 
his or her desires.
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THE CONFLICT is where the hero 
needs to overcome a difficult 
challenge to achieve their desired 
outcome.

The challenge usually takes on the 
identify of a powerful villain.

Without a conflict, a story would be 
very boring!
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THE RESOLUTION is all about how the 
hero transforms into the person that 
can overcome the challenge and 
achieve the desired outcome.
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Only when these 3 
basic elements are 
in place can we say 

that we have a 
compelling story
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Now you may be wondering, what 
does all this have to do with my 
business message?

Let me show you how to put this 3-act 
story structure to work to create 
business messages that will get 
people’s attention…
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Let’s imagine that I just met 
someone and he asks 

“So, tell me, what do you 
do?”

This is probably how I 
would explain it to him...
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“I’m a Business Story Strategist. 

Let me explain  what that means ...so…. Let’s say that you know very 
much about your expertise. But you notice that, despite all your 
knowledge, when you explain it to others, it can be difficult to get people 
really excited about it. 

Every time you do your pitch, you are left wondering if you could have 
explained it better.

The result is that you are never exactly sure about how to talk about what 
you do and you worry if it makes you come across as insecure.

But then you discover a formula that works like a spell.  At first you don’t 
believe it, but when you start using the formula, your message suddenly 
becomes a lot more interesting to people…

Now you are having engaging conversations with people because they 
are curious to know more about what you do.

Well...I teach people how to use that formula so they can communicate 
with more clarity and get people to engage with them.

Does that make sense?”
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What did you think of that little story?

Did you see what just happened here?

I just applied the 3-act story structure to 
explain what I do and to position the value of 
my expertise.

Let’s break it 
down...
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THE OPENING

With this opening, we make a connection to a situation and 
a desire that our audience can relate to because most 
people feel much anxiety when it comes to explaining what 
they do to others.

Generally, people are polite and they will say “How 
interesting!” but that hardly ever means that they are going 
to want to make an appointment on the spot to take things 
further.

The result is that we are often left wondering why others 
just can’t see the value of our product or service the way we 
see it. This is the insecurity that most professionals have to 
deal with all the time. 

...Let’s say that you know very much about your 
expertise. But you notice that, despite all your 

knowledge, when you explain it to others, it can be 
difficult to get people really excited about it…. 
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A few valuable 
insights….
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Our story is NOT about us. 

Rather, our story should be all about our 
audience! 

The hero of our story is a character that our 
audience can relate to. 

Have you ever wondered why the heroes of 
most stories are often underdogs, i.e. people 
with human flaws?

There is a specific reason for this: it makes it 
easier for the audience to relate to the hero 
and sympathise with their needs.

This is important because most businesses 
messages get ignored because all they do is 
talk about themselves. 

That is why they fail to create a bond with 
their audience...
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Being ‘the best’ works 
against you.

Have you noticed that the powerful, 
invincible, and beautiful characters 
are almost always the villain of the 
story?

The thing is that most businesses 
want to project themselves as 
powerful, invincible and beautiful.

Most of the time this doesn’t work 
because, as a result of thousands of 
years of exposure to story formats, at 
a subconscious level in the mind of 
their audience - or their clients - they 
are at risk of being seen as the villain!
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Compelling stories are told 
through characters NOT with 
facts.

Try to imagine a memorable narrative that 
didn’t have a relatable character. If you can 
find one, please get in touch with me and 
tell me all about it :-)

History is told through characters. 

Religions have prophets.

The best advertising campaigns have real 
people in them.

Facts are only useful when they become a 
part of the character’s story.

That is why it is important to make your 
opening about a situation that our 
audience can relate to. 

It becomes even stronger if you can add a 
feeling that the target audience can 
emotionally connect with! 
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THE CONFLICT

We love to tell people about what we do and why it matters, 
but the risk of feeling awkward is too much for us to handle 
so it creates a tension between what we want and what we 
are willing to endure. 

Ask yourself the following question:

As soon as you are finished explaining what you do to 
others, do you often wish you said it differently?

Most of us have this feeling all the time, myself included. 
This is probably as emotionally internal as it gets about the 
conflict in this little story. 

So, instead of just telling people the obvious  ‘it is important 
to communicate with clarity’ at a superficial level, we describe 
a setting that they can feel very familiar with.

That is the conflict in this little story.

Every time you do your pitch, you are left wondering if you 
could have explained it better.

The result is that you are never exactly sure about how to talk 
about what you do and you worry if it makes you come 

across as insecure.
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The conflict is internal

Most businesses position the challenge as a 
rational problem. 

They use graphs, charts and statistics to 
make their case only to find that most people 
ignore their message and move on to the 
next things that comes up.

But everything changes when you position 
the conflict of your story as a challenge your 
audience also struggles with. The fact that 
they realise that they are not alone will draw 
them further into your story.

In great stories, the best conflicts are all 
about emotions such as insecurity and fear of 
not being good enough to overcome the 
challenge

Let’s explain this with a few examples...
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In Star Wars, Luke’s challenge is not only about 
becoming a Jedi so he can bring down the Empire.

Instead, it is mostly about overcoming his insecurity 
of not being strong enough to make a worthy Jedi.

That is the journey that we, the audience,  can 
relate to because, even though we don’t get to take 
on galactic empires in our own lives, we do 
constantly wonder if we are strong enough to face 
our challenges. 
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In the Lord of the Rings, Frodo’s challenge is not 
only about getting the ring, it is more about Frodo’s 
courage and his fear of not being strong enough to 
achieve his goal.

The story is about Frodo conquering his 
insecurities!

The reason why we stay on the edge of our seats is 
because we want to know if Frodo will eventually 
become the person he needs to be to win.

Again, because we relate to Frodo’s feelings, we 
adopt his challenge as if it were our own.
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Rocky’s inner struggle isn’t really about being good 
enough to beat Apollo in the ring.

The true reason why he takes on the challenge has 
everything to do with proving to himself and to his 
girlfriend, that he is not a failure.

In fact, Rocky is yet another great example of how 
emotion trumps facts because this story was much 
less about boxing than it was about self-actualization.

Most people in the audience don’t care about boxing, 
but they sure do aspire to become better versions of 
themselves…

Is this making sense?
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But what does this 
have to do with 
business?
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When  businesses communicate, it is mostly 
all about the material challenge or only about 
the superficial parts that are obvious. 

This ‘external challenge’ is too artificial and 
boring for an audience to care about. 

What they CAN and WILL connect with at an 
emotional level is the inner challenge that 
they also feel deep inside.. 
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The Dog Whistle

A well targeted powerful message is very 
much like the sound of a dog whistle.

These devices emit a frequency that only our 
canine friends can hear.

It is a relevant metaphor because many 
businesses try to communicate in such a way 
that anyone will listen. 

The problem is that by doing this, much of 
the essential message gets watered down by 
compromise and it just blends with the noise 
in the background.

Our message should find the frequency that 
may not get heard by the wider audience, but 
comes through loud and clear to our target 
audience.
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Getting deep inside the 
heads and hearts of 
your target audience.

A powerful message doesn’t start with 
what we want to say, instead it must first 
join the conversation that is going on 
inside the head of our audience.

Just as we saw with the previous 
examples of successful brand stories, 
they all stir up a guiding emotion within 
the audience.

Often, our audience struggles to make 
sense of these feelings, so if we find a 
way to express them in such a way it 
provides clarity we will establish a very 
powerful connection of trust with them.
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THE RESOLUTION

Just when all hope is lost, a solution suddenly 
appears that helps the hero overcome the 
conflict to get the desired result.

In all great stories, the resolution is all about 
how the hero transforms to overcome the 
challenge and defeat the villain.

To achieve this,  they usually meet a guide figure 
who will help them come up with a solution.

In reality, they act like a coach and/or a mentor 
to the character.

But then you discover a formula that works like a spell.  
At first you don’t believe it, but when you start using the 
formula, your message suddenly becomes a lot more 

interesting to people…

Now you are having engaging conversations with 
people because they are curious to know more about 

what you do.
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In my example I say:  

In almost every memorable story there is a 
guide who challenges, coaches and inspires the 
hero to transform into the person that can 
overcome the challenge.

Let’s look at a few examples from the stories we 
featured previously...

Star Wars Lord of the 
Rings

Rocky

I teach people how to use that formula so they can 
communicate with more clarity and get people to 

engage with them...
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Guess who 
we are in 
our story?
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Indeed! In our story, we 
are the guide figure.

We have a plan that can help the hero - our 
ideal client - achieve their goal! 

For our business story, we demonstrate 
that we understand the client's real inner 
challenge because we have been there 
before so our client sees us as the obvious 
solution to that challenge.

Another reason why so many businesses 
messages get ignored is because they 
never understood that their role is not to 
be the hero of the story but should position 
themselves as the resourceful guide...
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Let’s summarise 

There is a simple formula we can use 
for our message: The 3-act story 
format based on Character, Conflict, 
Resolution.

A good story is NOT about us, it is 
about what our client wants. Our 
client is the main character of the 
story.

The conflict is about the 
inner-challenge our client is 
struggling with

We are the guide figure who helps 
the client overcome the conflict and 
help them achieve what they want.
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It might seem a bit abstract at first but once you start 
creating your own script with this simple setup, I 
promise you it will become like a second nature to 
you!

To simplify, here is an overview of the business 
storytelling formula:

OPENING
All about what our ideal client really wants. 
Not in a superficial way, but we express the 
emotions the client feels about the desire.

CONFLICT
Focus on what is standing in the way for our 
client to get what they want. We tune into the 
internal struggle the client feels towards the 
obstacle.

RESOLUTION
Reveal a solution to overcome the obstacle 
and we position ourselves as the guide who 
can help the client achieve the 
transformation. 

+

+
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I hope this book gave you a new perspective on how you can provide 
clarity with your message and earn the ongoing attention of your target 
audience.

If there is one main takeaway I hope you got from this book, it is that by 
using simple storytelling formulas, you will be able to always know 
exactly what to say to make your message more simple and irresistible.

If you would like to find out how you can become even better at putting 
these formulas to work, I kindly invite you to sign up for one my ongoing 
training programs.

I regularly run practical workshops where we put these ideas to work 
for your message and where you can learn how run this framework to 
always communicate with clarity. 

I take this opportunity to thank you for taking the time to read this book 
and I look forward to having you at a workshop sometime soon!

Click here to find out more 
about the Clarity Workshops

https://www.baldwinberges.com/clarity
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Help me make 
the world a less 
confusing place!

Can I ask you one more favor?

If you enjoyed this book, could 
you share it with your network?

Share on Linkedin

Share on Facebook

Share on Twitter

Thank you & happy storytelling!

Baldwin

https://www.linkedin.com/shareArticle?mini=true&url=https%3A//clarity.kyvio.com/ebook&title=Make%20your%20message%20hard%20to%20ignore!&summary=Here's%20a%2020-minute%20guide%20that%20will%20help%20you%20get%20the%20attention%20of%20the%20right%20clients...&source=
https://www.facebook.com/sharer/sharer.php?u=https%3A//clarity.kyvio.com/ebook
https://twitter.com/home?status=Clarity%3A%20Get%20this%20amazing%20free%20eBook!%0Ahttps%3A//bd-insider.lpages.co/clarity-ebook/

