5 Whys Activity

why should because of all
the things it

how can we
picture not
having water?

we value
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why is
powering
things (and us)
important?

quality of
products
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Demographics

. Age ! Gender i§ Income
Male & Female
Dog owners
teenagers/20s
Affluent
Mid
Psychugraphlcs Geographics
Attltude . Actlwtles 1 Values . Area Urban Irural[ Region
Perceived quality
Urban Large housing
Social status .
Wasteful Based on house pricing
Plastics and waste - don't care Sports people
brand loyatty
convenience
purchases Influencers
Behawuural
Purchase Patterns § Usage
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Accelerators ldeas to use them

More
tangible




expert days. Words WAVE Clocking off early

Th fpark
chaos UK HEALTH

we need a
clear message
that doesn't
go stale on
repeat

how do
we listen
to the

summer PARROT

making TV

history

top tips

My secret diary

need ")
sustained
behavioral

k/ihange

dl'iVEI‘S rebellion
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45 million vulnerable people
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down by 173,000

No 10

files on 10,000 Britons

Fast800 seven



2020 Baku Trampoline World Cup - Highlights Synchro
and TumblfRg ®mpetitions

2020 Italian Grand Prix: Race Highlights

YouTube

Relax 3 Minutes - Rainforest Animals, Waterfall and Rain

SBHHEs

The SKY is-no limit for HIGH-FLYING dance troupe X1X
Crew! "P'B&T 2020 Jellyfish Aquarium ~ Relaxing Music for Sleep, Study,

Meditation & Yoga **§tfensaver * 3 HOURS




Tap
Brain
Plants
Rivers
lakes

Sea




STORYTELLING CANVAS

SUBJECT

What is the story about?

GOAL

What do you want to
achieve with this story?

Understanding the value of water through the value that Change or influence people's perception of

we place on other liquids

water

AUDIENCE

What is your story’s
audience? What are their
needs?

mass market. Everyone uses water, everyone does
these things

BEFORE

What does your audience think,
feel, know, want, before they have
experienced your story?

finish your pint
last drip of petrol
Last droplets of face cream
Squeeze out the last of the
toothpaste
Add water to handwash
Get the last bit out the ketchup
bottle
spare pennies in a jar
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1. SETTHE SCENE L ) MAKEYOURPOINT | 3.CONCLUSION AFTER

What do you need to introduce? ' The audience’s A-Ha moment. ' The end of your story. What is the What does your audience think,

What should be set up or ex- '
plained? ! i action?

don't waste

it all adds up

: I. conclusion? What is your call to feel, know, want, after they have

experienced your story?

it.

understanding
of the real
value of water




