INFORM

Story structure: The Economist 7-Part Story Structure

The Economist style briefing is an ideal starting point for stories designed to INFORM because it respects the
intelligence of the audience while helping them navigate complexity with clarity, structure, and evidence. Rather
than relying on emotional spectacle or motivational storytelling, it leads with a sharp hook, quickly establishes a
clear thesis, and then spans, thsystematically builds understanding through context, history, data, comparisons,
counterarguments, and strategic analysis. This creates trust. The audience feels informed rather than
manipulated. Importantly, the structure mirrors how thoughtful leaders actually make sense of the world: first
understanding what is happening, then why it matters, then what the implications may be. In an age of noise,
misinformation, and shrinking attention e Economist model gives communicators a disciplined way to explain
difficult ideas with precision, balance, and authority — making it one of the most powerful frameworks for
business leaders who need to inform audiences intelligently and credibly.
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The Economist 7-Part Story Structure
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“The Economist Hook”.
Surprising fact.
Provocative claim.
Counterintuitive
observation.

What's the point?
What’s happening?
Why does it matter? What
the writer believes about
what’s happening.

BEGINNING - The Punch & The Problem MIDDLE - The Evidence Engine

CONTEXT + DATA
+ HISTORY

Economic framing.
Historical precedent.
Key statistics.
Industry / Market /
Geographic comparisons

END — The Economist Ending
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FINAL WINK

COUNTERARGUMENT
SECTION

“On the other hand...”
Opposing interpretations.
Structural risks.
Alternative explanations.
Balanced points of view.

“The brain of the article...”
Incentives & Trade-offs.
Political dynamics.
Economic Consequences.
Technological Implications.

Unemotional forecasting.
What happens next?
What should
business/government do?
How will markets react?

Witty but restrained
Dry/ironic twist?
Wry understatement?
Clever reversal?
Sober warning?

| «———— 500-600 Words (4-5 Min |

1,050-1,250 Words (8-10 Min Speaking)

2,250 WORDS (Av. length of an Economist Briefing)

Context:

For 183 years, The Economist has helped decision-makers make sense of a
complex world by doing one thing exceptionally well: explaining how power,
money, politics, and technology interact. In today’s volatile geopolitical climate -
where AI advances outpace regulation, markets react in milliseconds, and leaders
are expected to take positions on issues far beyond their formal remit - this kind
of clarity has never been more valuable.

Business Application:
For business leaders, thinking like an Economist journalist sharpens both writing
and speech. It trains you to get to the point faster, explain complexity without
jargon, and sound authoritative without sounding dogmatic. In a world where
credibility is fragile and attention is scarce, adopting this mindset helps leaders
communicate with confidence that is earned, not performed.

Forget copying TED Talks. Try structuring your next

business presentation like an Economist Briefing. Money talks.but

sometimes it needs an
interpreter.

In real life,
) B the tortoise loses.
2,250 words is the average length of an Economist Briefing.
Coincidentally, that’s also the same length of an 18-minute TED talk,
speaking at a respectable 125 words per minute.

Its lonely at Do you suffer
the top,
but at least
theres
something
to read.

s Who gets
from sharp, ¥ 4 the
stabbing pai
in the back?
We may
be too late to
help you.

Business people often make the mistake of treating 15-20-minute
presentations as a TED talk. Unless you have an inspirational /
innovation-based message to deliver, this is usually a terrible idea. office copy
helpful than a first?

But, for most (not all) business presentations, if you structure your g
travel agent. Precisely:

15-20-minute talk more like an Economist Briefing (see word counts
above) - you won’t go far wrong. Give it a go. You'll be surprised.

Jeremy Connell-Waite (December 2025)

Example: The Best Stats You’ve Ever Seen by Hans Rosling (2006)

Left-Brain: For the HEAD

Watch Rosling’s 20-minute TED talk
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and follow along with the transcript. It
remains the gold standard for
informing an audience and turning
numbers into narratives. He doesn’t
just present the data, he creates
narrative momentum through
evidence, structuring his stories very
much like a briefing in The Economist.
A great example for business leaders
who need to tell data-driven stories.

https://www.ted.com/talks/hans rosling the best
stats you ve ever seen

To download these story structures as a PDF (for study or for free-use uploading them into a LLM for coaching advice) visit StoriesThat. Work



https://www.storiesthat.work/
https://www.ted.com/talks/hans_rosling_the_best_stats_you_ve_ever_seen
https://www.ted.com/talks/hans_rosling_the_best_stats_you_ve_ever_seen
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Neuroscience Notes:

When a story successfully informs us, the brain experiences a reduction in uncertainty. Human beings are
prediction-making creatures, constantly trying to build accurate mental models of the world in order to
survive, succeed, and maintain social status. Valuable information, especially something novel, useful, or
strategically important, updates those mental models. Psychologists sometimes describe this as reducing
“prediction error”: the gap between what we thought we knew and what reality actually is. Neurologically,
informative storytelling activates attention and memory systems involved in pattern recognition and
meaning-making. The hippocampus, which helps encode new memories, becomes more engaged when
information is perceived as relevant or surprising. Dopamine can also play a role here, not just in pleasure,
but in learning and salience. When the brain detects information that could improve future outcomes,
increase competence, or enhance social standing, it tags that information as valuable and worthy of
attention. This is especially powerful in leadership and business contexts because information creates
orientation. It helps people navigate complexity, reduce ambiguity, and make better decisions.

Importantly, humans are also social learners. Information that makes us appear knowledgeable or
strategically aware can activate reward systems linked to status and belonging. In simple terms: being
informed feels good because the brain interprets useful knowledge as power, safety, preparedness, and
social advantage.

Examples: Jensen Huang’s CES keynotes, Hans Rosling’s TED talk, Jamie Dimon’s earnings calls, Jacinda
Ardern’s COVID speech, Amy Webb’s SXSW tech trend reports, Benedict Evan’s annual trends presentation

Does your audience need to be INFORMED?
* Are they confused?
* Are there conflicting narratives?
* Do they lack situational awareness?
* Are they making assumptions because clarity is missing?
+ Is the real problem misunderstanding?

References: Scientific Studies Relevant to the Neuroscience of Storytelling

INFORM: Predictive Processing Theory: Karl Friston’s “Free Energy Principle”
“A Theory of Cortical Responses”, Friston (2005)
“Information Theory”, Claude Shannon (1948)




