
Storytelling Framework (revised 1-14-25) 
 
As LSU’s Marketing & Communications team, we provide leadership, strategy, and support in 
the telling of LSU’s story. This framework outlines our goals, audiences, priority areas, and 
guidelines to standardize and align storytelling across campus. 

Our Guiding Principle: We Build Teams That Win 
 
A team must successfully overcome a challenge to become a winning team. Our stories identify 
societal needs, opportunities, or problems to be solved and report how LSU is rising to those 
challenges and involving students, faculty, researchers, and strategic partners in finding 
solutions. 
 
Our stories use a tone that is confident and consistently optimistic, using clear and concise 
language that is understandable to all. The challenges and LSU's solutions are always at the 
forefront of our stories. LSU is not the hero of the story but the fo



o Collaborating on stories that advance key priorities, creatively building on 
department-level content to reach larger audiences. 
 

¶ Other Avenues for Identifying stories 
o Review LSU websites and media mentions.  
o Review social media for relevant topics.  
o Explore the research stories other institutions are sharing. 
o Pair story ideas with Awareness Months, Weeks, and National Days, 

Observances, Federal Holidays, etc. 
o Find trending topics or news items and interview faculty members for LSU 

Experts Q&As. 
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❑ Prove It: Provide proof points and concrete evidence of success — or a clear progression 

toward future success. Give your audience(s) a reason to believe. 

❑ Differentiation: Reveal how and why the work being performed is inherent to LSU, and 

how we can meet the need unlike anyone else. 

❑ Tell What Happens Next 

❑ Have a Call to Action: Determine what you want your audience to do next and provide a 

path or link to do it. (To learn more, contact us, share with others, donate, engage with 

us, etc.) MarComm has made two CTA assets available in Omni to go at the very bottom 

of your stories:  

o Blog CTA – 
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