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Communications & Pitching Training  

Just Innovate, HEI, November 15, 2015 
 
 
 
rolf.olsen@leidar.com 
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Leidar is the Norse name for the 
North Star, often also referred to 
as the Polaris.   
 
From ancient times voyagers have 
used the North Star as their 
guiding star, setting their course 
and leading all their actions.  
 
Having a guiding star is essential 
when navigating the turbulent 
waters of today.   
 
True leaders have vision and 
character and they follow their 
North Star without compromise. 
 
Our vision is to help people 
realize their North Star.  
 

Leadership Navigation 

•  Our mission is to help our clients 
navigate the increasingly complex 
world and connect with their 
stakeholders: 
–  We have expertise to deliver 

all the core communications 
services companies and 
organisations need 

–  We are big enough to to take 
on big tasks – and small 
enough to be agile and align 
around our clients seamlessly 
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Ambition: Define your vision, 
mission, values, objectives and 
strategies 

Alliances: Define your identity 
and citizenship goals, and 
become clear on value 
propositions to stakeholders 

Agenda: Differentiate and 
position yourself, practice 
thought leadership and story 
telling 

Advocacy: Drive proactive 
stakeholder management and 
create word of mouth – be well 
prepared for surprises 

Understand 
global 
society 

Develop 
social 

contracts 

Activate 
human 
capital 

Master the 
technology 
revolution 

Leadership Navigation 

•   
 
 
 

•  Collaboration: 
–  Combining the expertise, 

knowledge and judgment 
we’ve gained  through many 
years of working with some of 
the world’s leading 
corporations and institutions 

•  Optimism:  
–  We love the work we do, and 

we would like to think our 
positive “can-do” attitude is 
infectious.  

Working with Leidar – our values 
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•  The speaker 

•  The listener 

•  The argument 

•  Ethos – 
credibility 

•  Pathos – 
emotional 
appeal 

•  Logos – 
logical and 
factual 

Aristotles (350 BC) 
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“Social legitimacy” 

Vision  

•  Vision: A sentence or short paragraph providing a broad, aspiration for the 
future.  It outlines the image of the future we seek to create. The vision 
should be short – one to two sentences – vivid, inspiring, and concise 
without using jargon, complicated words or concepts. 
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Mission  

•  The mission we propose to be a sentence or short paragraph reflecting 
our core purpose, identity, values and principle business aims.  The focus 
is today (however, should be able to live on for years), and it too should be 
short – one sentence or a paragraph. 

 

Values  

•  The values underpins everything we do and form the foundation for now 
and the future, they are very unlikely to change. Along with a defined 
vision and mission, these elements could form a strong spear point for all 
employees.  
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13 

A cleaner at NASA, when asked what his job was answered “Helping to put a man on the 
moon.” 

“Apple has always had 
competition to focus on, 
but our North Star is 
always on making the 
best products,”  
“We always come back 
to that. We want to do 
the best phone, the best 
tablet, the best PC. I 
think we’re doing that.” 

Tim Cook, Apple CEO 
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Simply speaking…seek your North 
Star 

•  If you find your North Star you will be more focused, more decisive and 
make more sense…people will see your logic, listen to your stories and 
follow you as a thought leader. 

15 
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Finding your “guiding star” 

Vision Mission 

Values 

•  Underpinning your dream 
•  Using your knowledge 
•  In tune with your values       

•  Stakeholder analysis 
•  Competitive analysis 
•  Defining your uniqueness   

Top quality 
coffee 

Highly 
personalized 

service 
Stylish coffee 

machines 



17/11/14	  

10	  

Guiding star for all communications 

Opening 

Theme 1 

Message 

Facts 

Stories 

Theme 2 

Message 

Facts 

Stories 

Theme 3 

Message 

Facts 

Stories 

Clear call-to-action 
 
 
Clear logic 
 
 
Benefits 
 
 
Compelling facts 
 
 
Connecting with 
stakeholders  
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•  Credible and worthy (ethos) 
•  It appeals to me (pathos) 
•  It makes sense (logos) 
•  + 
•  Social currency 
•  High memorability 
•  Quality of the story 

Making viral impact – six 
imperatives 

Six principles from “Contagious” 

•  Social currency 
•  Triggers 
•  Emotions 
•  Public 
•  Practical value 
•  Stories 

•  (Jonah Berger) 
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 Truth walked into a village. The local inhabitants started cursing at him. Spewing epithets, 
they chased him out of the village. Truth walked along the road to the next town. They spit at 
him and cursed and spewed epithets, driving him out of town. 

  He walked, lonely and sad, down the empty road, until he reached the next town, still hoping 
to find someone who was happy to see him, who would embrace Truth with open arms. So 
he walked into the third town, this time in the middle of the night, hoping that dawn would find 
the townsfolk, happy to see Truth with dawn's light. But as soon as they townsfolk's eyes lit 
upon him they ran to their homes and then came back throwing garbage at him.  
 Truth ran off, out of town, into the woods, and after crying, and cleaning off the garbage, 
returned to the edge of the woods, when he heard laughter and gaiety, singing and applause. 
He saw the townsfolk applauding as STORY entered the town.  
 They brought out fresh meats and soups and pies and pastries and offered them all to 
STORY. Who smiled and lavished in their love and appreciation. Come twilight, Truth was 
sulking and sobbing at the edge of the woods. The townsfolk disdainfully ignored him, but 
STORY came out to see what the story was.  
 TRUTH told STORY how all the townsfolk mistreated him, how sad and lonely he was, how 
much he wanted to accepted and appreciated. STORY replied, "Of course they all reject you, 
"STORY looked at TRUTH, eyes a bit lowered to the side. "No-one wants to look at the 
naked truth.”  
 So STORY gave TRUTH brilliant, beautiful clothing to wear. And they walked into the town 
together, TRUTH with STORY. And the townspeople greeted them with warmth and love and 
appreciation, for TRUTH wrapped in STORYs clothing is a beautiful thing and easy to behold. 
And ever since then, truth travels with story, and they are always accepted and loved. And 
that's the way it was and the way it is and the way it will always be. 

"The Preacher of Dubno"  
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John Montagu 
4th Earl of Sandwich 

1718-1792 

A story in its simplest form 

PERSON 

PROBLEM 

SOLUTION SITUATION 
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Stories 

WOM 

Social 
media 

Virality 

Advocacy 
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Strategic framework 

What is our dream and destination?  Vision 

Why do we exist? Mission 

What do we want to achieve by when? Objectives 

How are we going to achieve our objectives Strategies 

How do we know we succeed? Metrics 

How do we work together? Values 

Who are important to us? Stakeholders 

What is important to them? Issues 

Who are our competitors? Competition 

What are their strength and weaknesses Competitive landscape 

What is unique about us? USP 

What do we say about our uniqueness? Key messages 

How can we bring our key messages to life? Stories 

How do we activate and engage our stakeholders? Agenda setting 

Story mining and telling 

Web, Print, Social media, Events, Films, PR  

Stories 

Stories 
Stories 
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Train  
Internal 

Spokespeople 
Engage 

Update media 
lists 

Update 
stakeholder lists 

Flag proactive 
opportunities & 

strategic counsel 
Update activity 

plan weekly 

Propose stories 
for different 
platforms 

Pitch stories to 
journalists & 

forward features 

Media monitoring 
& News Roundup 

Speaking 
opportunities 

Draft and issue 
media 

advisories / press 
releases 

Increased media 
coverage 

Target 
External 

Influencers 
Influence 

Conduct 
interviews 

Create a storytelling machine  

Draft company 
and stories 

Publish web 
stories 

Publish 
newsletter 

Results 

Leidar 

Client 

Agenda setting – thought 
leadership 
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Ready to be a Thought Leader? 

The power of positivism 

“I now say that the world has the 
technology – either available or 
well advanced in the research 
pipeline – to feed on a 
sustainable basis a population of 
10 billion people.” 

Norm Borlaug, Nobel Peace 
Price 1970 
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Value-creating – summing it up 

•  (Thought) Leaders with a clear idea of their north star will have followers 
•  Decisions are increasingly influenced by word of mouth (WOM) – stories 

are the means to building social currency and engagement  
•  Stories are arguably the most effective way of engaging stakeholders 

–  Instant attention 
–  High memorability 
–  And if told right and relevant – the way to reinforce an organisation 

•  Reinforcing the emotional connection with stakeholders 
•  Building credibility 
•  Clarify the logic 
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