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WELCOME & INTRODUCTIONS

Education and Experience

• Master’s degree in Communication, and a personal purpose to 
help people see things in new and creative ways

• More than 25 years of experience working in Communication and 
Public Affairs at four major Fortune 500 companies

• Expertise in integrating company cause-branding efforts, 
connecting consumer engagement and corporate responsibility

Accomplishments

• Earned a Gold Quill Award for reinventing a daily company 
newsletter

• Published a piece in The Chicken Soup for the Soul series on 
volunteerism

• Wrote and published a collection of vulnerable and humorous 
stories from her own life 

Kori Reed
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ABOUT CHANGING OUR WORLD  
FIRM SNAPSHOT

• Founded in 1999

• An Omnicom Company 
(NYSE:OMC)

• 100+ professionals

• Four distinct advisory practices

✓ Corporate

✓ Nonprofit

✓ Research and Analysis

✓ Digital

Changing Our World is a trusted philanthropy 
consulting firm that advises leading corporations 
and nonprofit organizations. 

• Extensive experience in developing and implementing 
strategic initiatives that enable corporations and 
nonprofits to achieve their goals

• In-depth knowledge of global philanthropy and  
nonprofit partnerships, marketing integration, and the 
ability to translate this into compelling solutions

• Success in creating programs that drive brand visibility, 
consumer appeal, employee goodwill and social impact



Charitable Giving Platform

Nourish Our 

Community Grants

Child Hunger Focus

ConAgra Foods Foundation

Strategy 3.0

Make Your Mark!

Employee Programs

Matching Gifts

Dollars for Doers

Workplace Giving

(i.e. United Way)

Feed Kids

Empower 

Families

Pursue 
Solutions

Month of Service

Community Impact 

Grants

National Strategic 

Partnerships

Cause Marketing –

Child Hunger Ends Here

Nourish Our 
Commitment

Corporate Support

In-Kind Donations

Brand Promotions –

Engage consumers

Board Service

Skill-based 

Volunteerism

Strategic Giving Platform: Improve the quality of life for millions of 

families by taking action to solve child hunger.

DISCLOSURES

10 years

Ok to share 
from 

4
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What area of the business are you representing? 

 Corporate Communication/Public Affairs

 Brand Marketing (corporate or brand)

 Corporate Social Responsibility

 Company Foundation or charitable giving

 PR-Communication Agency
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What is your challenge when it comes to storytelling? 

 Not sure how to translate impact to a story

Working with other parts of the business

 Getting other parts of the business to care about the “charitable 
work”

 The Communication Team is a challenge

 Integrating the work I do with other parts of the business
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AGENDA

• The Science of Storytelling: Secrets Marketers Know

• Shared Values That Make Stories Moving

• CSR Professional Secrets: Owners of Real Stories

• Authenticity

• Elements of a Good Story: Secrets from the Professionals

• Templates to Make It Come to Life

• Interactive Portion (Questions and Answers)
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THE SCIENCE OF STORYTELLING –

SECRETS MARKETERS KNOW



11

FEATURES TELL, 
STORIES SELL
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MARKETING SECRETS 

All purchases 

are “emotional”

& 

Brands make 
meaningful 
connections

The science behind brand marketing and sales

• A Visual triggers memory node

• In turn triggers the other associations

Neil A. Morgan
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MARKETING SECRETS 

Go to Market Strategy

Leverage meaningful, accessible brand 
connections to the right audience 

• Women, 35-50

• Millennial-consumers

• Employees

• Senior Leaders
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MARKETING SECRETS: TOOLS 

Example: Target Market Insights

Primary Target:  MOM

Skewed to support Educational causes and  wants to set an example for others. Likely to be younger families.

•Median Age XX with XX% having children (HH size 3-4) and income (median $XXk) – XXmm households.  

•Values driving support for causes:

• Good example to others/children; I too may need help someday 

•Reasons for engaging in specific causes

• Important cause; Personally rewarding; Make a difference 

Consumer Insight:  Today, millions million children each year don’t have consistent access to food.  As a mom, 
I’m open to finding ways to teach my kids how to help others in need; a way of paying it forward. I’m not sure 
what I can do to help.

Key Attitudinal & Behavioral Change Objective

•Attitude Change:  “I can use my friends, family and co-workers to make a change in my community.”

•Behavior Change:  Look for ways to get involved, either through volunteerism, donation, or word-of-
mouth/advocacy.

•Goal Statement: I can look to XX brand for direction on what to do…
•Barriers:  She is not aware of the community and charitable efforts the brand/company supports. (Missing 
opportunities for brand warmth and Loyalty.)
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Tap into your business colleagues to see what works:

• Marketing Briefs/Plans
• Target Market demographics and psychographics
• Story Mapping 
• Project Plans
• Strategy Documents

Business Objective: 
(how will we know if 
we are successful?)

Build reputation (proactively and opportunistically) lever for 
growth –brand warmth and consumer loyalty.

Strategies: 
(how we will achieve our 
business objectives?)

Drive national awareness among target (MOM) of the 
Brand/company’s overall commitment to the cause.

Challenge: 
(what must we overcome 
to be successful?)

The target lacks familiarity with X company or brand

Role of Plan: 
(what must the plan 
achieve to win?)

Establish X as the go to source for her

Marketing Brief Elements

Tasks: 
(what must the plan 
achieve to win?)

1. Pull at her heart strings to motivate her to action
2. Give her compelling ways to engage 

MARKETING SECRETS: TOOLS
Colleagues:
• Marketers
• Market Research
• HR Analytics
• Business Strategy
• Supply Chain
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5 HUMAN VALUES: 

50 BRANDS TOUCH ON 5 SHARED VALUES

1 Eliciting Joy: Activating experiences of happiness, wonder, and limitless possibility

2
Enabling Connection: Enhancing the ability of people to connect with each other 
and the world in meaningful ways

3 Inspiring Exploration: Helping people explore new horizons and new experiences

4 Evoking Pride: Giving people increased confidence, strength, security, and vitality

5
Impacting Society: Affecting society broadly, from challenging the status quo to 
redefining categories



THE MAGIC OF STORYTELLING –

SECRETS CSR PROFESSIONALS KNOW 

AND THE INGREDIENTS/TOOLS WE 

CARRY
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10 REASONS TO ADD STORYTELLING TO YOUR CSR COMMUNICATIONS

1

2

3

4

5

CSR offers great stories

Attract talent

Attract investors

Improve employee engagement

Humanize brand

6

7

8

9

10

Generate goodwill

Demonstrate leadership

Bring departments together

Possibility of positive publicity

CSR stories are sharable

Christopher Thiede: https://www.linkedin.com/pulse/10-reasons-add-storytelling-your-csr-communications-thiede
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TRANSLATING IMPACTS
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RICH CONTENT PUTS NUMBERS IN CONTEXT

Story for Web site, from one Child 
Hunger Corps Leader

Deeper
Impact

Stewardship Report
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NUMBERS TELL, 
STORIES SELL



AUTHENTICITY IS KEY
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AUTHENTICITY

Love Storytelling

Demonstrated

Volunteer Time 
Slips

Wrote a book 
(collection of 

stories)
KORI

HUMAN INTEREST

BRAND



25

AUTHENTICITY

Love Storytelling

Demonstrated

Volunteer Time 
Slips

Wrote a book 
(collection of 

stories)
KORI

HUMAN INTEREST

BRAND
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INTEGRATION

Grantmaking

Partnerships

VolunteerismCause-Branding

Brands

COMPANY



Carbon Footprint

Sustainability

Waste Management & Recycling

Environmental Management 

Design for Environment

Product Packaging
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Community Investment

Employee Engagement (e.g. 
volunteerism)

Corporate Giving

Cause Marketing (e.g. Brand 
P&L, marketing, sales)

Foundation

Disaster Relief

Labor Issues

Transparency

Terms of Trading

Business Practices

Procurement Policies

People Management (e.g. 
plant locations)

Leadership Development

Company Values

Health & Safety

Diversity & Inclusion

AUTHENTIC CSR PROGRAMS ENGAGE THE ENTERPRISE

Cause Mktg Food 
Donations

EE Time 
Donated to 

Cause

Dollars 
Invested

Levers:

Cause = Child 
Hunger

FoundationBrands

Company CSR
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CORPORATE RESPONSIBILITY REPORT
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INTEGRATED CAMPAIGN (2013)



WHAT MAKES A GOOD STORY AND 

TOOLS TO CRAFT YOUR OWN
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TEDX STORYTELLING TIPS - MEANING

Andrew Stanton 

(WALL-E, Toy Story)

• MAKE ME CARE

• …a promise that it will be worth my 
time..

• Anticipation mingled with uncertainly

JJ Abrams 

(Lost, Star Wars, Star Trek)

• The Mystery Box

• In the movie Jaws, the shark gets the 
credit, but it is a story of a man and 
struggling to find his place 

https://www.ted.com/playlists/62/how_to_tell_a_story

https://www.ted.com/playlists/62/how_to_tell_a_story
https://www.ted.com/playlists/62/how_to_tell_a_story
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33 Like a Girl -- https://www.youtube.com/watch?v=yIxA3o84syY&feature=youtu.be

A STORY OF FEMININE PRODUCTS OR FEMALE EMPOWERMENT?

https://www.youtube.com/watch?v=yIxA3o84syY&feature=youtu.be
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FINDING POINT X: WHERE DO YOU WANT TO TAKE YOUR LISTENER?

Sandy Linver, Speakeasy, Inc.

What do you want the audience to DO?

• Like you

• See things in a new way

• Buy your product
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STORYTELLING TEMPLATE



36

HERO’S JOURNEY TEMPLATE

Brand? Target?Ordinary 
World

Call to
Adventure

Conflict/Cr
oss 

Threshold

Meet with 
Mentor

Ordeal

Resolve

Reward

Redefine



37

RE-ENGAGING, MOTIVATING AND INSPIRING CONSUMERS

• Up to brands to reinvigorate the market 
and give people reason to engage

• Lead the way

• Consumers are more cause oriented and 
more inclined toward values-based 
consumption

• No longer a safe bet to be on the sidelines 
of a social issue

• Courage to quickly communicate the 
values they stand for

The Futures Company - Yankelovich 2015 – Marketplace Monitor
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STORYTELLING TEMPLATE

1. What will audience start, stop or continue doing as a result of the story -
(Destination)

2. Context…Today 3. What could be…Purpose

4. Main Message

5. Evidence7. Impact
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TELLING KORI’S STORY

1. What will audience start, stop or continue doing as a result of the story -
(Destination)

2. Context…Today

3. What could be…Purpose

4. Main Message

5. Evidence7. Impact

Kori creates, builds, 
nurtures and protects 

company reputation by 
leveraging expertise in 

communication & 
corporate citizenship

In the current marketplace, it is up to 
brands to reengage, motivate and inspire 
consumers and give people reason to 
engage. Todays’ consumer and employees,  
especially millennials - have become more 
cause oriented and more inclined toward 
values-based consumption. 
Companies/brands need the courage to 
quickly communicate the values they stand 
for.

In a business environment, where cost and 
competitive pressure are the norm, goodwill is 
sustainable when purpose and profit connect –
forging new markets, building new consumers, 
retaining talent and more. Kori Reed makes 
“doing good” a way of doing good business. 

Infuse collective experience to creatively 
problem solve and drive change.  

•Master’s degree in communication
•Leveraged people orientation and intuition to 
build strategy that avoided  work stoppage. 
•Shifted career paths, created a company position 
and became industry expert/spokesperson, driving 
reputation.
•Analyzed consumer data to compile business case 
that led to a volume-driving cause marketing 
campaign.
•Energized employees other stakeholders to rally 
behind cause and company, leading to pride and 
enhanced engagement.

• Aligned, signature cause that is integrated 
into the business. 

• Best in class score on the Civic 50 and Dow 
Jones Sustainability Index.

• Commitment to cause is one of the top 3 
engagement drivers for employees.

• Differentiated position among competitors

• Authentic, focused commitment that gives 
consumer and influencers a reason 

Brand Integrity: Authentic credibility as a practitioner and storyteller



EXAMPLES - VISUALS
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EXAMPLE – AUTHENTICITY

Since 1993, the Foundation has 
invested more than $60 million in 
programs that fight child hunger 

on a local and national level.

Since 2009, ConAgra 
Foods’ brands join 

the fight to end child 
hunger!

In 2013, we 
created a plan 

to put the Here
in Child Hunger 

Ends Here, 
working in 

collaboration 
with 

community 
partners.

Aspiration: By 2017, we have helped 
more kids flourish, and packaged what 
we have learned to make a difference 

in other communities.

Figthing child hunger, one 
child, one meal, one 
champion at a time.
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IN SUMMARY

• Features/Numbers Tell, Stories Sell
• Target Audience Insights
• Go to Market Brief
• Destination Planner 

– Where do you want the audience to go, say, do?
• Borrow tools from peers in other areas of the business

• Authentic actions, backed by an integrated view

• Storytelling templates help include all the elements

• Visuals: Infographics and badges/icon help bring it to life
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KORI’S FAVORITE STORY



Questions?

For additional information, please contact:

Kori Reed, Senior Consultant

402.639.9224 I kreed@changingourworld.com

Mandy Ryan, Managing Director

617.897.8208  |  mryan@changingourworld.com

Julianne Hodges, Director

646.264.2667  |  jhodges@changingourworld.com

Sign up for our newsletter, Social Strategist at: 

www.changingourworld.com/social-strategist

mailto:kreed@changingourworld.com
mailto:mryan@changingourworld.com
mailto:jhodges@changingourworld.com
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ANDREW STANTON 

• Stories – make me care!

• A promise that it will be worth my time

• Audience wants to work for a meal, but doesn’t want to know they were working 
for the meal

• All well drawn characters have a spine
• Itch they can’t scratch
• WALL-E: find beauty
• Father Marlin in Finding Nemo: prevent harm

• Drama is anticipation mingled with uncertainty

• Can you invoke wonder…what could have been?

WALL-E, Finding Nemo, Toy Story, A Bug’s Life


