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The world is cluttered with complex issues. To help make sense of it all, people build a series of mental filters called ‘frames’. 
These ‘frames’ effectively help people simplify issues, by placing a greater weight on some considerations and arguments, 
rather than others. In other words, different frames make people see and evaluate the same things in a different light. 
Importantly, these frames are not consciously manufactured, however are unconsciously adopted in the course of any communication processes. Applied 
deliberately and carefully, the art and science of ‘framing’ can be used as a powerful tool to influence and shape the lens through which all communication passes.
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IMAGERY,	STORY	TELLLING,	EMOTIONS	AND	INFLUENCE	
Over	90%	of	all	mental	processing	is	visual,	with	images	being	processed	60,000	times	faster	than	
words.	Images	can	be	subliminal,	create	illusions,	trigger	emotions	and	even	meta-emotions,	
however	unlike	words,	images	are	normally	seen	to	represent	the	truth	and	transcend	linguistic	and	
geographical	barriers.	As	a	result	of	all	of	this,	applied	deliberately	and	carefully,	a	single	image,	or	
collection	of	images,	can	be	used	as	a	very	powerful	tool	to	tell	stories,	focus	perspective	and	most	
importantly,	influence	people.	
	
	
IMAGES	IN	ACTION	
Consider	for	example	the	story	and	emotions	that	can	be	engaged	with	just	a	single	image	
	

	

	
	
	
WORKSHOP	SUMMARY	
This	one-day	intensive	interactive	workshop	is	designed	to	help	all	communicators	understand	and	
apply	the	power	of	imagery	in	story	telling,	creating	emotional	connections,	and	ultimately,	in	
influencing	people.	This	workshop	will	use	a	mixture	of	presentations	and	group	work	to	ensure	that		
participants	have	the	opportunity	to	gain	a	solid	understanding	of	basic	concepts,	as	well	as	some	
hands-on	experience	in	putting	these	to	practice.		
	
	
WHO	SHOULD	ATTEND?	
Anyone	in	any	role	who	wants	to	develop	a	deeper	understanding	of	the	impact	on	imagery	in	story	
telling,	creating	emotional	connections,	and	ultimately,	in	influencing	people.	
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AGENDA	(recommended):	
It	is	strongly	recommended	that	this	one-day	workshop	be	spread	over	2	consecutive	half-days	and	
be	held	off	site.	This	allows	uninterrupted	focus	and	reflection,	as	well	as	the	timely	completion	of	
group	work.	It	can	be	combined	with	another	half-	or	one-day	workshop	to	allow	2	full	days	off	site.	
	
Day	1:	
1.00	-	2.30		 Emotions	and	the	healthcare	professional	-	theory	(1.5	hrs)	
2.30	-	3.00		 Afternoon	tea	(0.5hrs)	
3.00	-	4.00		 Imagery	and	words	-	short	exercise	(1.0	hr)	
4.00	-	6.00	 Imagery	and	story	telling	-	a	photo	assignment	(2.0	hrs	preparation)	
	
Day	2:	
9.00	-10.00	 Imagery	and	story	telling	-	discussion/exhibition	(1hr)	
10.00	-	10.15	 Morning	tea	(0.25hrs)	
10.15	-	12.00	 Imagery	and	story	telling	-	your	products	(1.25	hrs	prep)	+	0.5	hour	exhibition		

=	1.75	hours)	
12.00	–	12.30	 Close	and	next	steps	(0.5	hours)	
Total:	8.5	hours	
	
Equipment:	
Data	projector,	whiteboard,	flipcharts	etc.	to	be	supplied	by	client.	
	
Materials:	
Printing	to	be	done	by	client	as	required/advised	or	at	cost	by	The	Framing	Effect	(est.	$150).		
Magazines	to	be	purchased	and	reimbursed	at	cost	(est.	$100).	
No	charge	will	be	applied	for	any	professional	images	used	unless	purchased	from	third	party	(e.g.	
iStock/Getty	images	etc.),	and	then	these	will	be	charged	at	cost.	(est.	$50).		
	
Catering:	
To	be	provided	by	client	
	
Travel	costs	and	travel	time:	
Included	in	quote	if	within	100km	of	Melbourne.	
	
Estimated	investment:	
Preparation:	Estimated	0.5	days	
Facilitation:	1	full	day	(preferably	over	2	days	successive	–afternoon	and	morning)	 	
Follow	up:	0.5	days	 	 	
TOTAL	2.5	days	@	$To	be	agreed/day	 	 	 	 	 	 	 $TBA	
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FACILITATOR	
Doug	Gimesy	is	the	founder	of	the	consultancy	firm	‘The	Framing	Effect’,	an	organisation	that	
specialises	in	the	meta-communicative	concept	of	‘framing’	and	the	use	of	imagery	in	effective	
communication.	
	
With	over	20	years’	senior	marketing	and	communications	experience	gained	with	numerous	
science-based	multinational	organisations,	he	set	up	The	Framing	Effect	to	help	people	
maximise	the	influence	of	their	communication.	
	
Originally	graduating	with	a	Bachelor	of	Science,	Doug	also	holds	multiple	post-graduate	qualifications	
in	areas	such	as	health	economics,	education,	bioethics,	environmental	governance,	policy	and	
communication.	He	is	also	a	graduate	of	the	Institute	of	Company	Directors,	a	Certified	Practicing	
Marketer,	a	Fellow	of	the	Australian	Institute	of	Marketing	and	a	member	of	the	Australian	Institute	of	
Professional	Photography	(AIPP).	
	
In	addition	to	his	primary	role	working	with	The	Framing	Effect	and	being	a	conservation	and	wildlife	
photograper,	Doug	also	runs	master	classes	on	‘Framing	Science’	at	the	University	of	Melbourne	and	is	
also	Lead	Governor	of	the	World	Wide	Fund	for	Nature	(WWF)	in	Australia	where	he	provides	advice	
on	strategic	verbal	and	visual	communication.	
	

Winner	of	several	Australian	and	international	photography	competitions,	recent	written	publications	
include	‘Do	you	see	what	I	see?	Using	visual	framing	to	support	the	protection	and	preservation	of	
Antarctica	and	the	Southern	Ocean	(SCAR	conference,	2014),	‘Are	you	winning	the	frame	game?	What	
marketing	the	environment	can	teach	us	about	issue	framing	(Professional	Marketing,	2012),	“Every	
breath	you	take:	adding	ethics	to	the	marketing	mix’	(Market	Leader,	2012),	and	he	is	currently	writing	
a	book	titled	‘The	Framing	Effect’.	


