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ExpErtE und SpEakEr zu StratEgiE und StorytElling

Digital Storytelling –  
Content Marketing in den Märkten von morgen!

Mehr Aufmerksamkeit, mehr Kunden, mehr Marge – mit Digital Storytelling 

Das weiß jeder Medienmanager. Und gerade im 
21. Jahrhundert werden Inhalte immer wichtiger. 
Laut einer Studie der Zeitschrift „Fortune“ hat sich 
der Anteil der immateriellen Vermögensgegenstän-
de als Bestandteil des gesamten Firmenwertes in 
den USA von 17 % im Jahr 1975 auf mehr als 80 % im 
Jahr 2015 mehr als vervierfacht! Und in anderen 
wissensbasierten Ländern und Industrienationen 
sieht es ähnlich aus. 

Gerade in der digitalen Welt ist die Fülle an Infor-
mationen unerschöpflich, die Aufmerksamkeits-
spanne des Nutzers hingegen immer kürzer und 
der Kampf um „Eyeball Attention“ des Kunden 
immer gnadenloser. Schließlich ist der Wettbewerb 
nur einen Klick entfernt. 

Storytelling, insbesondere Digital Storytelling,  
ist dabei ein elementares Element des Content 
Marketing, da es den Kunden und seine Erfahrun-
gen in den Mittelpunkt stellt, vergleichbar mit dem 
Helden in einer guten Story. Da wir Menschen uns 
bereits in der Steinzeit unsere „Best Practices“ in 
Form von Storys erzählt haben, sortiert der Tür-
steher im Gehirn nach wie vor gnadenlos aus, was 

nicht nach guter Story klingt. Heute mehr denn 
je! Faktenschwangere Vorträge und langweilige 
PowerPoint-Charts gehören zu den unerwünschten 
Gästen. Und digitale Datenwüsten erst recht. 

Der Vortrag „Digital Storytelling – Content  
Marketing in den Märkten von morgen!“ zeigt, wie 
Firmen im 21. Jahrhundert durch Storytelling 

a) Strategien erklären und umsetzen, 
b) hochmargige Produkte verkaufen, 
c)  sich in der digitalen Welt besser vermarkten  

und dadurch 
d)  insgesamt den Wert ihres Unternehmens  

erhöhen. 

Digital Storytelling hilft Ihnen dabei, in einem ska-
lierbaren Geschäft Millionen von Kunden zu bedie-
nen und gleichzeitig jedem Kunden mit einer guten 
Story das Gefühl zu geben, dass Ihr Unternehmen 
genau weiß, was dieser individuelle Kunde jetzt 
wirklich braucht. 

Denn jedes ungelöste Problem des Kunden von heute 
ist ein profitables Geschäftsmodell von morgen!

Content is King! 
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Equity Storytelling – To tell is to sell
By Veit Etzold and Thomas Ramge

Strategy

Investors pay more for a company, when they buy its story. 
In their book Equity Storytelling, management consultants 
Veit Etzold and Thomas Ramge demonstrate how a good 
story can boost the value of your business.

One hundred million pounds sterling. That was what 
an equity story turned out to be worth. In fact, the 
story was written for an Islamic bank in London 

by one of  the two authors of  this article. The British seller 
had added up the facts and figures and had put the value 
of  the firm at around 100 million pounds. And he would 
have been very happy to get exactly that price. Then, more 
by accident than design, he asked a major strategy consul-
tancy for advice on how “to give the bride a bit of  a make-
over”. In the script of  the equity story the bank’s actual 
figures, which were fairly reasonable, were consigned to 
something of  a bit part. In the storyteller’s version, the 
history of  the founder, the management and its location in 
London with its large Arab community were all embedded 
in the big picture “Islamic Banking” – and consequently 
in the success story which this banking sector has enjoyed 
in recent years. That caught the imagination of  potential 
investors. In the end the transaction brought in 200 million 
pounds for the seller.

The value proposition of  equity storytelling can be 
summed up in three sentences:

• A good equity story turns a company into something you can 
grasp.

• Which stimulates the imagination of  potential investors.
• That bumps up the value of  the company.

Why is that? The simple answer is because we love 
stories.

Every grandparent knows that a good story goes straight 
to a grandchild’s head and if  it is exciting to the belly and 
if  it’s happy, straight to the heart. After every mission, fire 
fighters in the USA tell each other the stories they have just 
experienced. And time is officially allowed for that because 
the storytelling exercise is modern knowledge manage-
ment with age-old means. Things were the same with the 
yarns spun round the camp fire in the Stone Age. Just that 
the protagonists in the stories, mammoths and sabre-tooth 
tigers, were rather different.

Man is a born storyteller, a fact that can be proved by 
brain research. In the brain there is a kind of  bouncer, a door-
keeper which filters out unwanted information. It is known 
as the amygdala. The amygdala has a pretty demanding job 

In no other context are stories more valuable 
than with venture capital, private equity, merg-
ers and acquisitions and stock market flotations. 
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Equity Storytelling

Wie Sie mit der richtigen Story  
den Wert Ihres Unternehmens erhöhen

Equity Storytelling

Eine gute Equitystory macht ein Unternehmen greifbar. Sie regt die Fantasie 
an. Dadurch steigt der Wert. Der Mensch liebt Geschichten. So einfach ist das. 
Umso erstaunlicher ist hingegen: Viele Verkäufer von Unternehmensanteilen 
verzichten darauf, die Mittel des Storytellings für ihre Zwecke zu nutzen. Da-
bei ist einer der wichtigsten, aber noch viel zu wenig beachteten Aspekte des 
Storytellings die Equity Story. Für Mergers & Acquisitions, Unternehmensver-
käufe, Private Equity und Venture Capital ist sie jedoch unerlässlich: Eine gute 
Geschichte führt dazu, dass Investoren, Investmentbanker und Business Angels 
mehr Anteile für einen höheren Preis kaufen. Eine gute Equity Story ist mehr 
als glänzende Power Point-Präsentationen, optimistische Zahlungsströme und 
komplexe Excel-Sheets: Equity Storytelling ist kreatives Handwerk verbunden 
mit analytisch-strategischer Grundkompetenz. Das Standardwerk für alle, die 
Unternehmen oder Unternehmensteile kaufen und verkaufen.

Die Zielgruppe

Investmentbanker; Private Equity-Manager; Führungskräfte in Konzernstrategie-
Abteilungen; Investment Relations-Abteilungen; Manager, die einen Börsengang
planen oder neue Investoren suchen; Fondsmanager; Unternehmensberatungen,
die Unternehmen beim Kauf und Verkauf von Firmen beraten; Gründer und
Geschäftsführer von Startups.
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In an over-communicated world, companies must remain 
audible, visible and consequently differentiable. This article 
considers how the dramatic elements that make good stories 
can be applied at the corporate level. Good companies, 
like good stories, need heroes, villains and a heroic tale to 
inspire their employees and customers.

How can it be that people stay up till 3 o’clock in the 
morning of  their own free will, even if  they have 
to get up early the next day, in order to read some 

bestseller which they paid good money for, while expen-
sive, glossy, multi-coloured annual reports distributed free 
of  charge by Corporate Communications to customers or 
shareholders normally end up, unread, in the trash? And why 
do cinemagoers sit patiently for nearly three hours to watch 
The Dark Knight, after forking out 10 euros for the privilege, 
then buy the DVD and dutifully recommend the film to their 
friends, while after five minutes of  a company presentation 
nearly everybody is checking their mails, scrolling through 
Facebook, or simply nodding off ? Does it have to be this way 
or can something be done about it?

This essay investigates the dramatic elements that make 
good stories function and shows how these findings and best 
practices can also be applied at the corporate level.

Differ or die - Differentiation via the story
      If  you’re not different, you’d better have a low price1  
             -- Jack Trout
In an over-communicated world, companies must remain 
audible, visible and consequently differentiable. “No two 
species can coexist, if  they share the same biotope”, said Bruce 
D. Henderson, founder of  the Boston Consulting Group, 
referring to Charles Darwin.2 The question is, whether one 
is the first or the greatest, the leader or a copycat, the future 
or history, living or dead. And this question is not decided 
by any multi-coloured PowerPoint presentations or cryptic 
mission statements, concocted on some company off-sites 
amidst the swirl of  red wine in glasses to accompany team 
building climbing exercises. How the company is perceived 
in the mind of  the customer is decided solely by the customer 
alone; even more so in the age of  social networks, where users 
can create their own version of  a brand, a version which can 
easily predominate the original brand set up by the company.

In fact, communication has to take place with everybody. 
Boards of  directors have to communicate with their staff, 
often competing with rumours and gossip, which normally 
circulate faster than any mail from corporate communica-
tions. And Investor relations have to serve up a tasty equity 
story to investment bankers and investors. 

The first impression: The magic of the beginning
‘You never get a second chance to make a first impression’ is 
a popular saying with business executives, especially those in 
personnel management. But somehow this does not seem to 
apply to communication. Often, the very first sentence of  an 
information brochure or a mission statement is so dull, stereo-
typed and vacuous that these sorry efforts can confidently be 
described as non-prescription yawn-inducing sleeping pills. In 
contrast, for the authors of  thrillers, who have to earn a living 
writing and who cannot afford to give everything away free of  
charge, the very first sentence has to hit home:

‘Physicist Leonardo Vitra smelt burning flesh’.
That is the start of  a world-famous bestseller. And while the 

reader may be wondering if  the afore-mentioned Signor Vitra is 
at a barbecue, the second sentence brings clarification, making 
it crystal clear that the reader is in for some strong meat indeed:

‘And he knew it was his own’.
If  you compare the beginning of  Angels&Demons3 by Dan 

Jaws in Space: Why Storytelling is important 
and what managers can learn from bestsellers and movies

By Veit Etzold
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