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This work was informed by a large and diverse body 
of both life experiences and materials. I have high-
lighted some of the materials here.
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Historical context is crucial 
for narrative integrity, and 
organizational memory is a 
treasure trove of information, both 
human and digital, documented  
and undocumented.

PERIPHERAL HUMAN SOURCES

ORIGINS 
The origins of a TA’s natural 
language, knowledge, and mental 
model inform the strength of those 
dimensions, as well as the level of 
effort (if needed) to shift them.

MOTIVES 
Understanding the TA’s role within 
the organization can help illuminate 
what they care about and why.

VALUES 
Understanding what the TA values 
and where that value stems from 
can help you understand how that 
value shapes who they are and how 
they behave.

ADJACENT AUDIENCES 
Individuals similar to or familiar with 
the TA’s demographic

PROXIES 
Individuals with similar identities to 
the TA, or closely familiar with the 
TA’s identity

The TA’s current attitude  
informs the level of effort 
required to change their 
behavior.

SENTIMENT
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AUTHORITY

BOND

NATURAL LANGUAGE  
How someone communicates 
about something

Communicating in the TA’s own 
natural language increases their 
comprehension of the narrative.

WHAT 
What behavioral change is required to achieve 

the desired outcome?

WHY 
Why is behavioral change needed?  

i.e., the problem statement

WHO 
Whose behavior needs to change?  

i.e., the target audience (TA)

HOW 
How will success be defined and measured?

WHERE/WHEN 
In most cases, when and where are related to 
the logistical requirements of introducing the 

narrative to the TA.

KNOWLEDGE  
How someone objectively  
defines something

The TA’s depth of knowledge on the 
topic helps to inform the amount 
of education or re-education the 
narrative will need to include.

OPEN-SOURCE INTELLIGENCE 
Internal/intranet websites & file 
repositories

HUMAN INTELLIGENCE  
One-on-one interviews

MENTAL MODEL  
Someone’s thought process about 
how something works and its 
relation to other things

The TA’s mental model uncovers 
overlapping and related concepts 
that can be used to help 
communicate how the narrative fits 
into their world.

DEMOGRAPHIC  
Who the TA is

The TA’s organizational affiliation 
and/or title informs how the 
narrative should be framed

IDENTITY  
Why the TA is who they are

TA identity layers inform narrative 
strategies that fortify the TA’s 
self-identity, improving the chance 
of behavioral change.

PROMOTERS  
TAs who actively manifest support 
for the agenda

Understanding why a TA is a 
promoter provides insight into what 
strategies have worked in the past.

NEUTRALS  
TAs who do not manifest support to 
oppose or support the agenda

If/when the narrative topic has not 
yet been assigned a specific function 
in the TA’s world, an opportunity 
exists to create an anchor of 
meaning to use going forward.

DETRACTORS  
TAs who actively manifest opposition 
to the agenda

Understanding why a TA is a 
detractor will provide insight into 
topic areas to steer clear of, or 
may uncover beliefs that are more 
personal than professional.

Register, pace, space, volume, stress

PRESENCE & CHARISMA

CONVERSATIONAL STYLE  
& PROSODY

INSTITUTIONAL IDENTITY
Title, organizational alignment, 

reputation, work history

Narratives delivered by a narrator with whom 
the TA has a preexisting bond tend to be 

accepted uncritically within the organization.

The stronger the bond between the narrator 
and the TA, the more difficult it is for 

anyone to counter this meaning-making 
anchor — even the same narrator introducing 

conflicting information later.

Forward
Working through the themes in this mind map will 
help you build narrative strategies that drive 
behavioral change by ensuring resonance with 
your target audience and resilience under scrutiny.

This content has been visualized this way because 
the consideration of these themes does not happen 
linearly, and thus this artifact does not need to be 
read in any certain order.

Localizing narrative strategy
Narrative strategy exists within a broad range of 
domains, from government to the private sector. 
The application of narrative strategy depicted 
here has been localized to internal corporate 
environments.

For this localized application, I define narrative 
and narrative strategy as follows:

A narrative is content, regardless of medium, that 
guides a target audience (TA) to make sense of 
information and/or an environment in a way that 
serves a particular agenda.

Narrative strategy is an integrative set of choices 
that informs the creation and socialization of 
a narrative such that it results in the desired 
behavioral change.

Rigorous narrative strategy is beneficial for any 

topic or situation that requires behavioral change:

• organizational identity  
(purpose, mission, vision, principles)

• organizational alignment

• buy-in  
(product, feature, innovation)

• change management

• program definition

• how something works and its value

• research outcomes

• data visualization

• regulatory approval

Considerations for  
developing resonant & resilient  
narrative strategies that drive  

behavioral change

NARRATOR

The person or persons communicating the 
narrative — and the style in which they do 
it — can profoundly impact its resonance 
with the TA.

Voice and tone are crucial aspects of 
delivering a message, whether written or 
spoken. The narrator’s personality and 
position in the company add layers of 
context to the meaning being conferred.

The narrator needs to understand how the 
interplay between these attributes can 
amplify or erode their perceived credibility, 
authority, and bond with the TA.

TARGET AUDIENCE

Intelligence about the target audience 
has the greatest potential impact on how 
the narrative needs to be articulated and 
constructed for maximum effect.

AGENDA

Clearly defining these dimensions will help 
to ensure that the actors involved stay 
aligned, and that time and resources are 
used in direct service of the agenda.

NARRATIVE INTEGRITY

To be taken seriously, a narrative must 
have a factual foundation. Planning for a 
focused phase of discovery will increase 
its integrity, strengthening the narrative to 
face scrutiny from the TA.

Josh Nespodzany has over 25 years of experience 
working in both advertising and product, and 
currently serves as the Director of Narrative 
Design at Comcast. 

Cass Fellerman is a narrative strategist and 
content design lead at Comcast who has been 
writing professionally for more than a decade. 
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