
[music] 

Kristina Halvorson: We are ready for our first speaker. Next up is Kathrine Becker, and 
her session title is, Think Like a Songwriter, to Tell Better Stories. Kathrine is a narrative 
strategist at Capital One, which— Who gets a job of a narrative strategist at Capital 
One? We're going to talk about that immediately after her talk, what that is, what it 
means because she's going to be joining us for a live Q&A. As a reminder, her talk has 
been pre-recorded to minimize technical complications. I'm going to go ahead and let 
Manny the event nerd pull that up. I want you to please enjoy our first talk of the day, 
Ms. Kathrine Becker. 

Kathrine Becker: What if your life was a musical? What if— That's a ridiculous 
question, but we're in ridiculous times, and I think we could use some positive absurdity 
to balance out all of the negative absurdity right now. I invite you to wonder with me, 
"What if your life took place in a world where your conversations and your chores and 
your triumphs and all of quarantine—everything—took place in a world where an 
invisible orchestra sits just out of sight and at the key inflection moments of your story, 
you were obligated to burst into song?" What would you sing, and how would want to 
sing at that moment? 

My name is Kathrine Becker, and I am a narrative strategist. That means that I spend a 
lot of time thinking about storytelling, internal communications, and how we shape the 
narrative about the value of the work that we're doing. I believe that the way that we 
describe a problem indicates how we're going to go about solving it. I am very fortunate 
to be able to shape stories like that internally at Capital One today, but that is not what 
I've always done. In a previous life, known as my twenties, I was a singer-songwriter. I 
was a musician in New York. I took my keyboard and a suitcase from California to New 
York in about 2008, and I pursued a music career. 

During the day, I worked as an executive assistant, first at Forbes magazine, then in 
corporate finance, and currently on the design team at Capital One. In that role as an 
executive assistant, I was often the fly on the wall, taking notes in meetings where 
executives and their teams would discuss products, services, all of workplace culture, 
OKRs, KPIs, et cetera, everything in corporate life. By night, as a singer-songwriter, I 
was always gigging and I was always writing. I was always asking that ridiculous 
question, "What if life were a musical, and right now, I needed to burst into song? In this 
moment, where's the song, where's the story? Where's the conflict, or what's happening 
here? How could I convey this musically?" 

As I bounced in between these two worlds, the corporate life and gig life, I noticed some 
uncanny similarities between the way that we shape narratives and identify story points. 
I noticed that there are a few tools in the musical world that haven't reached the 
business world yet, or they're not by these names and not in the same exact function. 
That's what I'm going to share with you today. You don't have to have a background in 
communications or a love of musical theater to get them. The common denominator 
between storytelling in music and storytelling in business is the key narrative goals, the 
underlying message that you're trying to convey. 
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At one point or another, we need to establish the identity of a main character, whether 
it's a character in a story or our personal brand. Number two, we all need to unify 
audiences. Sometimes, we need to draw together various groups of people who either 
do not know each other or know each other and don't want to work together very much, 
and we need to pull them together to collaborate. Finally, we all, unfortunately, need to 
deal with failure or some kind of some setback. 

Singer-songwriters, of course, work in a fictional universe, and very busy, important, 
super-serious business people, we have real-life right-now stakes and customers and 
data and dollars, but the underlying narrative goals are identical, and we can reach 
them with the exact same methods. First, let's learn about them from a musical 
perspective. Then, we will talk about how to use them in your life, when do you need to 
do the storytelling for you. Introducing song types—each of the three narrative goals 
that I just described has a corresponding song type in the musical world. Keep in mind 
that song types have nothing to do with genre. We'll hear some musical theater 
examples, some pop examples; but the types we're talking about really only correspond 
to lyrical content. 

With that in mind, narrative goal number one: establishing identity. When you need to 
establish the identity of a main character, the audience needs to know two things: who 
the character is, and what they want. In almost every musical ever written, the main 
character sings what's called the “I am/I want” song. It usually takes place within the first 
20 minutes of the musical, and the song type emerged in Broadway shows, but you'll 
hear pop artists sing this all the time because it's very effective. It's everywhere. 

The I am/I want song signals the audience that this is someone you should have a 
vested interest in. Sometimes they're combined into one song, and sometimes they're 
broken up into separate numbers for musical mileage. Right now, we're going to look at 
some “I am” examples. Then, we'll look at “I want” in a minute. How do you know if you 
are listening to an I am song? They often sound like this. I'm going to play a quick clip 
here. I want you to listen to see if you can identify any keywords. 

[Who am I? playing] 

Kathrine: Really. Now, you're going to notice the song everywhere. In Les Misérables, 
Jean Valjean sings an entire song literally called, Who am I? He uses his I am song to 
question his own identity for his sake and for ours to get to know him as a character. 
Now, Jean Valjean, if you are not familiar with the story, here's a quick breakdown. He 
was in jail for a long time, and then he gets out and he's on parole. Then, he breaks his 
parole and he's on the lamb. He starts using a fake name and develops this whole new 
identity, this whole new life. He has a real identity crisis. 

A little while later, he learns that someone else, a total stranger to him, has been 
arrested because the police think that it's him, and this doppelgänger is about to go 
back to jail in his place for breaking his parole. Jean Valjean has to decide, "Am I the 
kind of guy who would let an innocent stranger go to jail in my place, to this place that I 
know is miserable and awful and soul-sucking and terrible? Am I that person?" Now, this 
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is the inflection point here. Jean Valjean has to decide, is he that kind of guy? Let's 
listen to a little bit more of this clip to hear what he has to say. 

[Who am I? playing] 

Who am I? 

Can I condemn this man to slavery 

Pretend I do not see his agony 

This innocent who bears my face 

Who goes to judgment in my place 

Who am I? 

Kathrine: The whole song is about Jean Valjean questioning his identity. By the end of 
the song, he decides after much hemming and hawing, he comes to a conclusion. 

[Who am I? playing] 

Who am I? 

Who am I... 24601! 

Kathrine: You don't need to be quite that dramatic in your meetings, but this is an 
effective way to communicate a narrative goal. Sometimes, an I am song is purely a 
chance for characters to sing their own name. 

[music] 

[Snoop Dogg - Who Am I (What's My Name)? playing] 

Snoop Doggy dog 

[Everybody playing] 

Backstreet's back, all right 

[Motownphilly playing] 

Boyz II Men, ABC BBD 

[Gimme More playing] 

It's Britney, bitch 

[The Real Slim Shady playing] 
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I'm Slim Shady, yes I'm the real Shady 

[Alexander Hamilton playing] 

What's your name, man? 

Alexander Hamilton 

Kathrine: That's just the musical equivalent of good branding. You include the main 
character's name in the product so that no one ever wonders who wrote that one song 
that's like, [humming] “but my hips don't lie." "Shakira, Shakira," of course, we all know 
that one. We all know that simply having a logo splashed prominently everywhere is not 
enough for audiences to really latch on to an identity and care for that identity. 

For that, we need one more piece of information. We need to know what the character 
wants, because what the character wants represents an unmet desire and an unmet 
desire is a conflict and the conflict is the root of the story. What is the thing the character 
wants but can't have? Another way to think of this is, what obstacle stands in the 
character's way, in your way? What are you willing to overcome in order to get what you 
want? If you were a character in a musical, probably everything. You are probably 
willing to go to the ends of the earth and give absolutely everything you know and love 
for that thing that you want. That may sound like a lot of information to pack into a single 
story or a single song, but what if I told you all you need is one line? 

[Part of Your World song playing] 

But who cares? 

No big deal 

I want more 

I want to be where the people are 

Kathrine: "I want to be where the people are." That's eight words that tells us the entire 
journey that Ariel is about to go on. "Gadgets and gizmos aplenty," not enough, what 
does she want? She wants to be where the people are. Why can't you have it? Girl has 
no legs. It's really that simple. One more musical example before we move on. This is a 
combination song between the “I am” and “I want” element. These are the opening lines 
of Into the Woods. I want you to listen for the I am/I want elements and see if you can 
count them. Count how many characters we meet. 

[Into the Woods playing] 

Narrator: Once upon a time 

In a far-off kingdom 
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There lay a small village 

At the edge of the woods 

Cinderella: I wish... 

Narrator: And in this village 

Cinderella: More than anything... 

Narrator: Lived a young maiden 

Cinderella: More than life... 

More than jewels... 

Narrator: A carefree young lad... 

Jack: I wish... 

More than life... 

Narrator: And a childless baker... 

Baker and Wife: I wish... 

Narrator: With his wife 

Baker: More than anything... 

Baker's Wife: More than the moon... 

Baker and Wife: I wish... 

Cinderella: The king is giving a festival 

Baker and Wife: More than life... 

Jack: I wish... 

Cinderella: I wish to go to the festival 

Baker and Wife: More than riches... 

Cinderella: And the ball... 

Jack: I wish my cow would 

Give us some milk 
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Cinderella and Baker's Wife: More than anything... 

Baker: I wish we had a child 

Jack: Please, pal- 

Baker's Wife: I want a child... 

Jack: Squeeze, pal... 

Cinderella: I wish to go to the festival 

Jack: I wish you'd give us some 

Milk or even cheese... 

I wish... 

Kathrine: Stephen Sondheim sets up two hours of storytelling in 45 seconds simply by 
focusing on each character's deepest desire. I wish, I wish, I wish. Now that we've 
heard a few musical examples, let's think of some real-life I am/I want songs. If you 
were in a job interview, you might just say, "I want a job. I want to be hired," but we 
know that that is not a very compelling identity marker for you. You might say something 
like, "I want to work for a company that aligns with my values. I want to work. I want to 
solve this kind of problem in the world." 

Say you are leading a new initiative at work for your associates: "We want mental health 
resources to be available for all employees," or if you had an extracurricular volunteer 
project in your community, you might say, "I want the kids in my neighborhood to have 
access to mentorship." You could just describe the thing that you're building and you 
could clearly convey what that thing is, but if you want people to know about you and 
your identity and how this thing motivates you, framing the initiative as your “I want” 
signals to people that even if the way that you're trying to go about it right now doesn't 
work out, you're going to try something else. You're going to get to that faraway 
mountain in one way or another because that's what you're motivated to do. That's 
where you're motivated to go. 

The more explicit you are about the thing that you want, your big-picture desire, the 
clearer your narrative is, and the richer your identity is in other people's minds. If you 
need to establish your identity, sing an I am/I want song, describe what you want, why 
you want it, and what stands in your way.  

Narrative goal number two: unifying audiences. Oftentimes, we need to communicate 
with multiple audiences at once with a single message, and the narrative device we use 
to reach that goal is finding a single enemy. Identify a single enemy that all audiences 
can fight against together. 
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In songwriting terms, this means that we need a banner song. In medieval times—this is 
where it comes from—medieval times, when different houses or different cities and 
groups of people would go to war, someone inevitably will say this, and you'll hear it in 
Game of Thrones all the time when they're getting ready for a fight. Someone says, 
"Call the banners." They're going to call the banners, and that means, they're going to 
take the family crest or flag and hang it on the outside of the castle. They're going to go 
to all of the neighboring towns in their domain and put the flag up, put their crest, the 
banner, up and say—it signals a fight is about to go down—"We need you to come and 
bring all your people and fight with us." 

This happens way before a rallying cry on the field of battle, when all the horses are 
lined up and they're about to do the charge. That message is all about courage and you 
can do this and it's time, actually to get the gumption and go do the fighting, but months 
before that, you need to have a narrative about why everybody should bring all of their 
resources and come fight with you in the first place. That's when the story needs to be 
about the enemy that you're fighting. 

As we look for a single enemy for audiences to rally around in our work lives, this is not 
about territorialism or identifying someone else on another team who's doing it wrong 
and we need to defeat them. That is not the message. You could simply identify a 
concept or a principle that everyone is willing to fight against. How do you know you're 
listening to a banner song? It might sound something like this. 

[Do You Hear the People Sing? playing] 

Will you join in our crusade? 

Who will be strong and stand with me? 

Beyond the barricade 

Is there a world you long to see? 

Then join in the fight 

That will give you the right to be free 

Do you hear the people sing? 

Singing a song of angry men? 

Kathrine: I'm using another example from Les Mis because it's such a ubiquitous 
musical that most people are likely to have heard this. The revolutionaries are singing, 
join the fight, and their common goal is freedom, but the common enemy is the 
aristocracy manifested by this barricade. Another classic banner song happens in The 
Music Man, a much older musical. It was made in 1962, and it features a traveling 
salesman, Harold Hill. He arrives in River City, somewhere in Middle America, and he's 
selling musical instruments. 
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Full disclosure, Harold Hill is of dubious character, but he arrives in town and convinces 
all of the parents of young children in town that pool, or billiards, shooting pool is the 
gateway activity to lots of very terrible behavior in their kids, and therefore, pool should 
be made illegal and all of the parents should put their kids in the marching band. That is 
the way to a proper upbringing, which by the way would require that everyone buys 
musical instruments, and guess who is in town selling musical instruments today? 

[Ya Got Trouble playing] 

And that's trouble 

Yes you got lots and lots of trouble 

I'm thinkin' of the kids in the knickerbockers 

Shirt-tail young ones, peekin' in the pool 

Hall window after school, ya got trouble, folks! 

Right here in River City 

Trouble with a capital "T" 

And that rhymes with "P" and that stands for pool! 

Now, I know all you folks are the right kind of parents 

Kathrine: The common enemy that everyone in the town needs to fight against is pool 
with a capital P. PSA, I want to say this just to be very explicit, don't be a Harold Hill. 
Don't lie. Don't use this narrative device or any of these narrative devices to manipulate 
people or to lie. It's not necessary. It's completely possible to shift a narrative within the 
realm of truth and relevance, to be able to communicate your point and rally people 
together, and always treat people with respect and ethical messages. PSA over, just 
need say it out loud. 

What are some examples of a banner song in real life? Anytime you hear an invitation 
that's framed as coming to a fight or being at war with an idea or a concept, that is a 
banner song. "The war on drugs," "The war on poverty," "We need to fight social 
injustice," "We're going to fight climate change," because what we're signaling as this 
gigantic problem is much bigger than any of our other independent squabbles. We need 
to set all those other problems aside and fight the big fight together. 

What about the major enemies of content strategists everywhere? We need to fight 
inconsistent language across our platform. We need to fight unclear language, nobody 
knows what on earth you're talking about, or solving problems that don't even exist in 
the first place. If you need to unify many groups of people with many different personal 
motivations, find an overarching conflict that unites everyone. It doesn't have to be a 
person, it can just be an idea. 
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Now, we've talked about I am/I want songs and about banner songs. Last up, what kind 
of song do we need to sing when we have to deal with failure, heartache, rejection, 
abysmal failure? It happens to absolutely everyone, unfortunately, and we don't need to 
just pretend or hope that is never going to happen to us. We can actually prepare 
ourselves with a little bit of language and a story frame for how to story-tell these 
gigantic setbacks, while also keeping morale up or at least not just letting it trail into the 
gutter. 

Imagine that your company has launched a new product, but after years on the market, 
or maybe even just a few months, it has had zero success and millions of dollars were 
poured into it from product design and advertising. It's very well-made and it's very well-
known, but it's not making any money. An executive decision is made by someone on 
high that the product is getting nixed. It's over. 

Anytime we heavily invest in something and it doesn't succeed, we feel a natural need 
to mourn, and that's okay, but how are we communicating about the loss or the 
setback? Do we say something like “Dear consumers, we regret to inform you that 
super product X is being discontinued. Even though it was very sustainably made and it 
was a huge hit on TikTok, we never managed to find the right product-market fit. It's a 
money hole. Our competitors simply did it better. It's over. We're done"? 

That's a dirge. Why hasn't a dirge made a lot of headway in pop and musical theater? 
You don't hear this song on the radio very often? No, because a dirge is a total downer. 
Sometimes, we have to deal with rejection, or maybe a company restructuring, or a 
change in roadmaps that we are not very happy about. We have to talk about that 
without sending the subtext of a funeral notice. How do we do that? How do we signal 
forward momentum while also dealing with an immediate hard stop? 

[I Will Always Love You playing] 

And I will always love you 

[My Heart Will Go On playing] 

We'll stay forever this way 

[Always Be My Baby playing] 

Oh baby believe me it's only a matter of time, time 

You'll always be a part of me 

[Chasing Pavement playing] 

Should I give up 

Or should I just keep chasing pavements? 
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Kathrine: These are all examples of the torch song. Somehow, this inflection point 
leads to some of the highest-earning songs of all time. We love this song type. They're 
sad, they’re bittersweet, they are monster voices, these women are singing their faces 
off, but why, on a storytelling level, why does it work? Why do we love it so much? Here 
are the lyrics to the songs we just heard. Can you spot a pattern between these lines? 
Always, forever, indefinitely, keep on, keep on, keep on, these women are dealing with 
unrequited love, or a death, or there wasn't enough room on the door. Whatever the 
situation is, their love is going to live on. They're looking forward. They're like moving 
the finish line of the story away from right now way off into the distance. 

Think about the last time that your company needed to sunset a product; how was it 
framed? Did your leadership sing a dirge or a torch? Or when you quit your job, or God 
forbid, what if you got fired? What if you had to lay off teammates? What if you're in a 
management position and you had to be the one telling other people about this really 
negative thing that's going to impact them, how do you navigate that? In these real-life 
examples, you might— It all depends on if you want to keep morale high. 

If you don't care about morale, you want to flip the table. You probably already know 
how to do that. If you want to keep morale as high as possible, you're going to talk 
about how the work that was done has already changed the company forever, has 
already made a huge lasting impact on the team. If you are leaving a role and you're 
saying goodbye to people, you might talk about all of these things from your experience 
and what you learned, you're going to take it with you, and how your life, or your career, 
or your mindset, or your experience is all different now because of what has happened, 
and what is the lasting impact you're taking with you. 

In the face of untimely endings, we prevent morale from bottoming out by moving the 
finish line of the story. We move the focus from right here to way, way, way, way, way 
out there. We describe how the thing that has very recently died will, in fact, live on 
forever. If you're Celine, forever. We are all storytellers. We all use stories to teach and 
to guide, to heal, to assure. Stories tap into our deepest fears, our deepest dreams, our 
deepest hopes. That part is not news. There's an underlying structure that we can rely 
on to help us shape more effective stories. 

For the times that you need to establish identity, sing an I am/I want song, anchor your 
identity to what you want, what stands in your way, and what you're willing to overcome 
to get it. If you want to unify audiences, sing a banner song, point to a singular conflict 
that all audiences will want to fight against together. To deal with failure and keep 
morale high, don't sing a dirge, sing a torch song. Focus your audience on the future, 
and describe how the memory of what has died will, in fact, live on. 

I believe that narratives live in relationships, not decks. They can be present in decks, 
but you don't need to wait until you have a fully-fledged messaging campaign in order to 
have a compelling and memorable narrative. Now, you can use these storytelling, these 
story framing tools with your own narrative, experiment with them, be creative, try 
different stories and see what lands and what are people responding to in conversation. 
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If you are ever looking for inspiration now and you want to think outside the box, you 
can ask yourself, what if life were a musical and you were obligated to burst into song 
from time to time? Dancing is optional, but you have to sing. What would you sing? 
What's your song? What is the story for you in this moment? Thanks so much for 
listening. I hope you have a great time at the rest of Confab. 

Kristina: That was amazing. That was amazing. If you were not in the Slack live 
broadcast channel, [laughs] people were losing their minds over that talk. I just want to 
bring Kathrine up right away. While she's coming up, I want to let you know that there is 
a drama nerds channel that, clearly, most of you need to belong to. Hi, Kathrine. 

Kathrine: Hi, good morning. 

Kristina: How are you? Good morning. Where are you at the moment? 

Kathrine: I’m doing okay. I am in California. I’m going to spin this around really fast and 
show you. I'm at the very edge of the country. 

Kristina: What? 

Kathrine: There's the Pacific Ocean. I'm as far away from New Yorkers as I could 
possibly be [chuckles] right now. That's where I used to live. I just crossed the entire 
country to be way out here. 

Kristina: Wow. Are you in your house? 

Kathrine: This is my apartment, yes. 

Kristina: What? 

Kathrine: We lucked out. [crosstalk] 

Kristina: What you didn't know is that you need a roommate, and I'll be there in a week, 
[laughs] shouldn't take me that long to pack up. We'll be fine. 

Kathrine: [crosstalk] Let me know. I'll just say, "Joe, [laughs] Kristina made an offer." 

Kristina: [laughs] Is that cool? Is it fine? Kathrine, were you in theater or in musical 
theater in school? 

Kathrine: I was definitely in choir. My dad's a piano teacher and my mom is a singer. I 
grew up in a very musical household. I did musical theater, for sure. I was probably 
more into choir and piano and voice lessons than I was in— I did like acting in high 
school. 

Kristina: Yes? 
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Kathrine: I had too much energy to just sit in the back. Whichever outlet I could find for 
energy, I was into. 

Kristina: Awesome. I don't know how many people know this, but I was actually a 
theater major in college. 

Kathrine: Okay. I did not know that. 

Kristina: I did a full-on internship the year after college at Actress Theater Global in 
dramaturgy. That naturally led to my career as a content strategist, and now, apparently, 
virtual conference producer. 

Kathrine: [chuckles] Naturally. 

Kristina: [chuckles] Yay, a theater BA. Hey, [chuckles] okay. We have a lot of questions 
from the audience. We've got just about 10 minutes— 

Kathrine: Okay. 

Kristina: —so I want to dive in if that's okay with you. Okay, great. 

Kathrine: Go for it. 

Kristina: From Ann Jody, is it more effective to first unite people around a common 
fight, an enemy, or around a common goal? 

Kathrine: That is such a great question. I have a point of view on it, and I know folks 
who disagree with me. I'll say, there are different ways to go about it. I, personally, am of 
the opinion that if people are going to fight with you, they need to know who you are, so 
you either need to combine the stories, which you see in political introductions, people 
running for office, are often trying to spin two stories at the same time. They're trying to 
establish their identity, but also saying, “You need to vote for me because of the fight 
that I'm fighting and I want you to fight it with me.” I think it depends on your audience 
and the situation and what you're looking for as an action item. After people hear your 
story, what is it that you're hoping that they do? 

Kristina: Sure, excellent. That makes so much sense. From Lori Mastronardi— Lori, let 
me know if I got that right because I feel very self-satisfied when I get people's last 
names pronounced correctly. Can Kathrine share an example of how she would apply 
this narrative technique to a product page? 

Kathrine: To a product page, I want to clarify that, so far, in my experience in narrative 
strategy, I focus purely on internal communication. Product page to me would be on our 
internal company intranet saying, "By the way, this new enterprise-wide tool exists." The 
work I do is not customer-facing. With that in mind, the underlying principle is the same 
that I would want to— If I'm establishing the identity of the product, then, I need to point 
to what the product aims to do. What's the product's want on behalf of the customer? 
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Kristina: Interesting, so you would actually make it about the product's purpose and 
goal and desire. 

Kathrine: I would. 

Kristina: That's interesting. 

Kathrine: There is— [crosstalk] 

Kristina: I would like to see that in action. Lori, follow up with me. Go ahead. 

Kathrine: There's a group in my current role right now where we are— it's a community 
of practice effort within, between the design and machine learning in data science 
communities. 

Kristina: Wow. 

Kathrine: It's pretty bonkers. I, very specifically, sang an “I want” song when I gave this 
overview of how the program works, "I want our practitioners to be able to solve this 
kind of problem so that any time they have this kind of problem, they know exactly 
where to go." I just said, "This is why we all come to work today. This team comes to 
make sure that you can solve this kind of thing. That means that even that if I'm not 
successful with the way I'm attempting to do it right now, you know what my underlying 
motivation is, what motivates me as a character to go to the next step in my journey." 

Kristina: Wow. 

Kathrine: This is like applying storytelling— 

Kristina: This is incredible. 

Kathrine: —with narrative devices. 

Kristina: This is incredible how you could apply it across everywhere, yes? 

Kathrine: Yes. I think that when I started figuring out that you could and just going like, 
"I'm a story nerd. These are the tools that I have at hand. If all I have is a hammer, every 
single nail— No, if I can see a nail and a hammer— I don't know about— I'm using the 
tools I have at my disposal to solve the problems. 

Kristina: Excellent. That is all any of us can do. 

Kathrine: Right. 

Kristina: Let's see. From Kendall Sparks, this is a good one. How do you deal with 
stakeholders or subject matter experts who only want to sing patter songs? 
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Kathrine: [laughs] It's such a good question. I think that this is something that I'm 
working through now and learning this lesson of, if somebody says, "Listen, I don't have 
this kind of communications expertise, so I'm going to bring you in." I come in and I 
make some suggestions, and they go, "I don't think that'll be useful." I go, "Ah, you just 
underlined that you need me in here because I bring this perspective and these skills, 
but how can I negotiate the trade-offs," and articulating like, "Well, if we do this, if we go 
this approach, this is what we foresee happening. If we do this, if we leave this step out, 
by the way, this is an obstacle we might come across in the future." I'm practicing 
getting better at articulating the trade-offs there, rather than having it be about, "I'm the 
communications expert, by the way. I'm the person you brought in here." That just— 

Kristina: Exactly. We talked about that a little bit yesterday about how important it is 
when you keep coming up against that to just be like, "Okay, listen," and documenting 
those essentials— 

Kathrine: Oh, yes. 

Kristina: —and risks, which you would call trade-offs too, but that's exactly— Even just 
coming out of it like that, like, "Okay, well..." It's more than just cover your own butt, 
right? It really is helping to provide a fuller context to "Here's what you're asking, and 
here's what the potential outcomes might be." We have time for one more question. Go 
ahead. 

Kathrine: I was going to say that so much of the success in that has to do with the 
delivery, in your soft skills, because if you come in— 

Kristina: Totally. 

Kathrine: —and go, "Let's consult the record here. By the way, in February—" That is 
just— You're shooting yourself in the foot. 

Kristina: Exactly. 

Kathrine: Last question, speed round. [chuckles] 

Kristina: [laughs] I have so much to say about this topic, maybe next year we'll do— I 
feel like we could do an entire conference around soft skills for content strategists. 

Kathrine: Yes. 

Kristina: It just comes up over and over and over. Let's see, one more question, who 
are we going to pick? What is your I am/want, what if it is at odds— 

Kathrine: I knew— 

Kristina: —with the identity of your organization? 

Kathrine: What is if it's at odds with the identity of your organization? 
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Kristina: Did you want me to ask what is your I am/want because I'll ask that too? 

Kathrine: No. 

Kristina: Okay. [laughs] 

Kathrine: No, I do not want to— [laughs] No, because— [crosstalk] 

Kristina: Right. This is a typo. What if your I am/want is at odds with the identity of your 
organization? 

Kathrine: I would practice a lot of diplomacy and keep my narratives very short. I would 
always be looking for a common denominator. What is the common denominator that 
we can be at almost— I would almost be telling myself a banner song on behalf of 
getting on board with what the identity of the company is looking for. 

Kristina: Right. 

Kathrine: If it's about unification and getting on the same page, alternatively, then your 
alternatives are try and change the identity of your organization, change your own 
identity, or go away. 

Kristina: Yes. Totally, sometimes that is the outcome. 

Kathrine: Or find the reason to stay, find the underlining thing, something that you 
authentically believe because people are going to see right through it, if you are giving a 
lot of spin. 

Kristina: Absolutely. We also have requests that you put together a Spotify list or your 
playlist for your talks. I'm going to let you go— 

Kathrine: That exists already. 

Kristina: —and I'm going to ask you to get right on that. 

Kristina: It exists? Of course, it does. We'll be sure to post it in live broadcast. We 
might have to dump it in speaker Q&A as well. Kathrine, thank you so much for being 
here. I'm super jealous— 

Kathrine: Thank you for having me. This is a total honor. 

Kristina: This is fantastic. Yey, we did it. Okay, great. 

Kathrine: Amazing. Thank you so much, everybody. I really appreciate it. 

Kristina: [crosstalk] Bye-bye. 

[00:37:31] [END OF AUDIO]
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