
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
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Watch Rosling’s 20-minute TED talk 
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. 

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

https://www.ted.com/talks/hans_rosling_the_best
_stats_you_ve_ever_seen

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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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

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)

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?
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