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Abstract  
 
Stories are identified as means for personalizing raw information in the world of technology and 
business. Sharing the information and technological data with focus on the involvement of the audience 
seem to be more efficient via inserting small personal bits into both technological and business topics. 
Stories are what we live. Our everyday lives are stories. Developing the efficient relationship between 
a presenter and audience, arts  abilities help  develop the capacity  for sympathy and those seem to 
become even  more crucial than producing  technologically the most modern machines or it is suggested 
to be balanced. 
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1. INTRODUCTION 
 
It is impossible to argue against the improvement of science and technology as a key component of our 
contemporary life. Good scientific and technical development will help all the countries in the globalized 
economy.  But there are equally crucial abilities that help ensure the health of all societies and the 
creation of a decent world culture and also business. These abilities are associated with the arts: the 
ability to think critically; the ability to transcend local loyalties and to approach world problems as a 
“citizen of the world”; and, finally, the ability to imagine sympathetically the predicament of another 
person.  An education grounded in these capacities cultivates human beings and their humanity and 
makes the world worth living in the world and its peoples, and educates and refines the capacity for 
sympathy—in short, an education that cultivates human beings and their humanity, rather than producing 
generations of useful machines. If we do not insist on the crucial importance of the humanities and the 
arts, they will drop away because they do not make money. But they do something far more precious 
than that by generating vital spaces for sympathetic and reasoned debate, helping to build democracies 
that are able to overcome fear and suspicion and creating a world that is worth living in (Goodman and 
Nusbaum 1994). 
 

2. STORYTELLING 
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The difference between human beings and other animals is that people live in a world directed by the 
stories they tell. Most of what they know, they have never personally experienced, but heard from stories 
and then tell the stories, and there are three kinds of stories: stories about how things are, stories about 
how things work, and stories about what to do about them (Forest 2000).  They have a strong ability to 
socialize a culture.  The shaping of human behavior is the stories that we hear and tell from childhood 
on. We are born into a culture in which these stories begin to develop our sense of self, and our sense of 
life, and the world, and society. Now these three kinds of stories have been woven together into an 
invisible web called culture. Culture is defined as stories and messages that create images that govern 
our conception of life and our behavior. 
  
It is worth having a look at the statement about stories in management work. It’s (management and 
organization) a world almost totally focused on analysis and abstractions.  The virtues of sharpness, 
rigor, clarity, explicitness and crispness are celebrated everywhere including sharing facts of different 
kinds within giving presentations.  It’s a world that is heavy with practical import. The fate of nations 
and indeed the economic welfare of the entire human race are said to rest on the effectiveness of this 
discourse. Having spent my life believing in the dream of reason, I was startled when I stumbled on the 
discovery that an appropriately told story had the power to do what rigorous analysis could not – to 
communicate a strange new idea easily and naturally and quickly in order to get people into enthusiastic 
action (Denning 2000). 

Our everyday life is a story and its sharing among people. We can be influenced by all the bits of 
behavior (and the values and perceptions they manifest) which we see and hear all around us.  These bits 
of storying are around us every moment of the day: ‘The Iron Lady’ was a term used about Mrs. 
Thatcher, the former British prime minister.  This name, coined for her by the Russians, has stuck with 
us, for better or for worse!  We cannot forget it because it contains the grit of drama, like the grit in the 
oyster which becomes a pearl.  A difficulty, a mismatch, a problem are seeds of stories offering 
themselves for germination. There is a dramatic tension between the two words, ‘iron’ and ‘lady’.  This 
is part of the world of poetry. “Iron  lady” is obviously a part of the storytelling world but so is the way 
we choose to greet each other, responding as we do to our notions of values, perceptions and behaviors 
which we live by (Wright  2011). The way we treat a boy because he is a boy, or a girl because she is a 
girl, is part of nonverbal storytelling: the colors we clothe them in, the toys we give them, the 
expectations we have of them.  In the story about Tom, the independence we gave Tom to wander and to 
think is a manifestation of values, perceptions and behaviors which came from the story world and fed 
back into his life story map. The typographic design of the M of MacDonald’s is very different to the 
typographic design of the R of Rolls Royce.  The M of MacDonald’s is part of the storytelling of 
MacDonald’ a company which purports to be informal and cheerful and warm and good natured.  And 
the ‘copper plate’ writing of the R of Rolls Royce?   A reputation built of many, many years of the very 
highest standards and traditions and supplying products to the ‘higher classes’ of society (Wright 2011). 

2.1 Non-verbal behavior 
Non-verbal behavior is so important that political leaders have teams of ‘story tellers’ who tell them how 
to dress, how to smile, when to put their hand on the shoulder of the visiting president and, of course, 
what  to say and how to say it  (Wright 2011). More abstractly, but more fundamentally to our lives, I 
use the world story and sometimes, ‘story map’ to mean the values, perceptions and behaviors which 
guide us in our  moment by moment response to the experience of living.  These values, perceptions and 
behaviors derive partly from the stories we are told and which we read or see in films but also derive 
from the verbal and non-verbal behavior, in our daily lives, of people around us (Wright 2011).  In every 
country millions of people choose to watch the storying of contemporary life in soap operas. Twenty or 
so years ago a leading actor in a Brazilian soap opera killed the leading actress in a car, in a car park, by 
stabbing her to death in real life!  The media reported the story using the soap opera names. Brazil 
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became paralyzed, not knowing if it was true in the soap opera or true in life and experiencing that the 
soap opera experience was indivisible from their experience of their own daily lives. This interweaving 
of story and life continued: the scriptwriter of this soap opera had to write in to the next episode the 
death of the actress and the absence of the actor, in order to explain their absence in terms of the soap 
opera and the screen writer was the mother of the actress who had been killed!   Stories are who we are 
(Wright 2011). The first big change is the printing press. The printing press begins the industrialization 
of storytelling. The printing process begins the process, which is still accelerating, that puts storytelling 
on some kind of an assembly line, and thereby is able to stamp out large quantities of, and commodities 
that embody stories, images, and the whole array of the human storytelling process. The second major 
change is the electronic revolution. And the mainstream of the new electronic revolution is television, 
and it’s going to be the mainstream for a long time to come. Television is the only medium that comes 
into the home. It’s the only medium that provides an environment into which children are born. For the 
first time in human history, a child today is born into a cultural environment in which television is on an 
average more than seven hours a day. For the first time in human  history, most of the stories, most of 
the time, to most of the children are told no longer by the parent, no longer by the school, no longer by 
the church, but essentially by a shrinking group of global conglomerates that really have nothing to tell 
them, but have a lot to sell. This is a major transformation in the way in which our children are 
socialized, in the way in which most of the stories are told, in the way in which we grew up and identify 
ourselves (Wright, 2011). 
 
2.2 Effect and cultivation   
When people talk about the effects of television, they’re usually thinking about some kind of change 
about a before, and an after. We worry that a television program might make someone become violent, 
or that television can change our minds about what we buy or who we vote for, but there are other ways 
to think about effects. Sometimes the biggest and most powerful effects might not cause any obvious 
change at all. Instead  of  effects, Gerbner and Morgan (2002) talks about cultivation, which means that 
without our minds, or our behavior, television tells us stories that continually shape and  reinforce a 
particular way of seeing the world. When the same images and patterns are shown on television over, 
and over, and over, viewers tend to mistake the fictional world of TV for the real world. As we absorb 
television’s images they remind us about what we should take for granted, what we believe is normal 
and natural. They become part of how we perceive reality. This process is called cultivation because the 
values that television emphasizes are continually nourished and sustained many hours a day for most 
viewers. It’s not something that just happens to us at one point in time. So there’s no before and after 
because television is there from birth. Effect itself originated from a kind of persuasive, market oriented, 
advertising, political campaign type of communication. The measure of effect is before and after, or a 
group in which you include the message, a group in which you don’t, and you try to look at the 
difference, and you ask the question of “What has changed? Has my message been effective?” So effect 
is change oriented. Now the question is, it’s easy to see how you measure change, but how do you 
measure no change? How do you measure stability? This leads us to the notion of cultivation as 
compared to and contrasted with effects.  
 
 

3. CONCLUSION 
Cultivation basically is the building and the maintenance of stable sets of images about life in society 
that are driven by the everyday flow of communication. In practical terms this means that I compare 
heavy viewers of television, people whose cultural life is essentially monopolized by television, who 
don’t read much of the newspaper or don’t read much of anything, with people who are light viewers, 
not because they don’t like television, but because they have a much greater variety of cultural 
participation patterns: they read newspapers, they read magazines, they read books, they go to concerts, 
and when we do that indeed we find significant differences. We find that the heavy viewers see things 
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differently from the light viewers. The heavy viewers and people whose cultural life is essentially 
monopolized by television absorb the television image of life and society from infancy on. They act in a 
world, which is created mostly by the storytelling capacity of television (Gerbner and Morgan 2002). 
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