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“ONE OF THE 
VULNERABILITIES OF BEING 

VISIBLE IS THAT WHEN 
YOU’RE VISIBLE, YOU CAN 
BE SEEN. AND WHEN YOU 

CAN BE SEEN, YOU CAN 
BE TOUCHED. AND WHEN 

YOU CAN BE TOUCHED, 
YOU CAN BE HURT... SO 
ONE OF THE DYNAMICS 

YOU HAVE TO GET OVER IS 
THIS IDEA THAT YOU CAN 
OCCUPY A POSITION OF 

RESPONSIBILITY, THAT YOU 
CAN HAVE A COURAGEOUS 
CONVERSATION, WITHOUT 

BEING VULNERABLE.”

David Whyte

VISIBILITY  
OVERVIEW
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A key gap between the will to lead and the ability to lead is finding 
and projecting your voice. A lack of visibility - and commonly, 
the drive to be visible - is a huge stumbling block for aspiring 
women leaders, and women leaders in science. Visibility – through 
communication, by which we mean networking, presenting, public 
speaking, speaking up in meetings, using social media, writing, 
media engagement and many other things besides, is the key to that.

Being visible in any context relies on you being able to effectively 
tell the story of who you are and what you can contribute, and 
show what you have in common with potential audiences and 
communities. It goes beyond communicating your science - although 
that is of course critical - it’s about demonstrating the value you 
bring and being generous with the help you offer, to build trust, 
connection, opportunities and collaboration. 

Visibility doesn’t mean striving to become famous for fame’s sake 
(though becoming better-known can be a byproduct, if that’s 
relevant to your goals). Visibility without value is vanity, as they say. 
It doesn’t mean becoming a louder, artificially dominant version of 
yourself; though it could result in speaking more assertively, putting 
your case more effectively or communicating in ways you haven’t 
previously in order to connect with people important to your purpose. 

Women have natural strengths as communicators, storytellers, 
collaborators and leaders. The point of visibility is to amplify the 
qualities that you bring so you can take these skills out into the world 
and have impact. This is done by gaining clarity on your leadership 
goals, identifying what impact you want to have, so you can work 
out what you want to say, who you need to work with and how you 
can get out and do it.

VISIBILITY: 
FINDING + 
PROJECTING 
YOUR AUTHEN-
TIC VOICE

WHAT 
VISIBILITY 
ISN’T



Our philosophy of visibility runs across three key areas which touch 
the whole Homeward Bound strategy and purpose:

• Personal visibility = being visible to yourself

• Public / professional visibility = the things you probably normally 
recognise as visibility - public speaking, social media, networking 
etc

• Collective visibility = using your visibility for a greater purpose

Every part of the Visibility program is intended to feed into and 
enable the execution of your personal strategy map; the achievement 
of your goals - both long-term and in the first 100 days post-voyage… 
and beyond! 

As such, during the voyage we recommend you prioritise your 
professional visibility, relating it to the Work theme of your personal 
strategy map.

Of course, you may wish to focus on other areas of visibility, which is 
absolutely fine. 

You’ve already begun the Visibility process, by completing the 
pre-voyage program. The on-board Visibility stream encompasses 
both philosophical considerations (larger questions around what 
visibility really is to you and others; your mindset about it) as well 
as pragmatic skill-building. The science communication components 
are intended to complement and feed into the Visibility section of 
your post-voyage plans, to make it specific to your aspirations and 
industry. 

There’s a critical collaborative element to visibility; not only visibility 
for the individual and Homeward Bound. Supporting other women 
in their visibility and creating a movement of visible women is as 
important as creating an individual profile. Your collective will be a 
crucial part of your journey.

This is your opportunity to visualise yourself in the future; to play 
with your ideas of what you want to achieve, and how, and start to 
draw on the Homeward Bound community and the expertise in the 
alumnae, leadership team and beyond. We will be cheering you on 
every step of the way.

THE THREE 
PILLARS OF 
VISIBILITY

THE PROCESS 
FROM HERE
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VISIBILITY  
RECAP
To set effective goals and plans for ourselves as visible 
leaders, we first need to know where we are now. So 
before we move into the next phase of the Visibility 
program, it’s important to recap the exercises and 
progress we’ve made pre-voyage, including the:

• Visibility Audit (completed in a separate document)

• 100-word bio (shared via Slack)

• Your Leadership Story exercise (shared via Slack)

• Any call notes or discussions from the three visibility 
calls and homework so far.

In the following pages, you’ll find copies of the pre-
voyage visibility exercises to help you to recap, redo or 
complete these for the first time. Bring copies of your 
original visibility exercises too if you’ve done them, to 
have with you on the ship.

Your Homeward Bound 100-Day Plan will be the container 
for your short-term visibility planning. It’s intended to feed 
directly into your Personal Strategy Map: to help you 
take the first steps towards your longer-term visibility and 
broader personal strategy aspirations by allowing you to 
put your learnings into a tangible, actionable roadmap 
that can be executed as soon as you step off the ship. 
Familiarise yourself with the 100-Day Plan template and 
journal about any insights from your pre-voyage visibility 
work that you’d like to incorporate into your 100-Day Plan 
for visibility. You will have time on the ship to work on the 
visibility section of the 100-Day Plan development.



EXERCISE 1.  
VISIBILITY AUDIT 
UNDERSTANDING YOUR 
CURRENT VISIBILITY 
SARAH ANDERSON & JULIA MAY
VISIBILITY CO.

Below are a number of questions to 
prompt thinking about your current 
visibility. This brief audit should help shed 
light on your mindset around visibility and 
communications; the image and voice 
you’re projecting: whether it’s consistent 
and authentic; where you’re strong 
already and the skills you might like to 
develop. It provides the starting point 
from which you’ll build your courage and 
skills around visibility and communication 
throughout this year, and from there, the 
visibility plan that will complement and 
enable your personal strategy.  
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TUNE INTO YOUR SELF-TALK FOR A MOMENT. ASK YOURSELF, “HOW DO I 
FEEL ABOUT COMMUNICATING OR BEING MORE VISIBLE?” AND LISTEN 
TO WHAT YOU HEAR IN YOUR MIND. WHAT LIMITING BELIEFS, WORRIES, 
CONCERNS OR DOUBTS COME UP FOR YOU?

WHAT NEGATIVE FEELINGS OR THOUGHTS DO YOU HAVE ABOUT YOUR 
OWN VISIBILITY, COMMUNICATION OR LEADERSHIP STYLE?

WHAT POSITIVE FEELINGS OR THOUGHTS DO YOU HAVE ABOUT YOUR 
OWN VISIBILITY, COMMUNICATION OR LEADERSHIP STYLE?

1.

3.

2.



IF SOMEONE ASKED YOU TO STAND UP RIGHT NOW AND DELIVER A 
SPEECH ON GENDER BIAS IN SCIENCE, WHAT WOULD YOUR REACTION BE 
-- BOTH INTERNALLY AND EXTERNALLY?

HOW WOULD YOU DESCRIBE YOUR CURRENT VISIBILITY / REPUTATION / 
PROFILE? THINK ABOUT WHERE YOU’RE HIGHLY VISIBLE OR WELL-KNOWN 
AT THE MOMENT, FOR WHAT, AND WITH WHOM?

WHAT ARE YOUR STRENGTHS FROM AN ENGAGEMENT AND 
COMMUNICATIONS PERSPECTIVE? (E.G. ARE YOU A CONFIDENT PUBLIC 
SPEAKER, NETWORKER, WRITER, NEGOTIATOR AND/OR USER OF SOCIAL 
MEDIA ETC?)

WHERE DO YOU STRUGGLE OR FEEL PARTICULAR CHALLENGES WITH 
COMMUNICATING YOUR STORY OR YOUR WORK? (E.G. PRESENTING, 
NEGOTIATING, ENGAGING WITH JOURNALISTS, PUBLIC VS PRIVATE 
REPUTATION MANAGEMENT, BEING CONCISE, MAKING COMPLEX 
INFORMATION RELATABLE AND ENGAGING, INFLUENCING)

4.

5.

6.

7.
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LIST THREE VISIBLE LEADERS / PEOPLE YOU ADMIRE. WHAT DO YOU LIKE 
ABOUT THEM? WHAT WOULD YOU LIKE TO EMULATE OR STRIVE FOR IN 
YOUR OWN VISIBILITY, PERSONALLY AND/OR PROFESSIONALLY?

LET’S GET PRACTICAL. DO A QUICK REVIEW OF YOUR CURRENT ONLINE 
VISIBILITY BY GOOGLING YOURSELF. THIS IS A USEFUL TOOL FOR 
ASSESSING HOW DISCOVERABLE YOU ARE THROUGH DIGITAL CHANNELS; 
WHAT IMPRESSION YOU MIGHT BE GIVING BEFORE ANY PERSONAL 
CONTACT MIGHT BE MADE. IT LETS YOU SEE WHAT OTHERS SEE IF THEY 
SEARCH FOR YOU. DO YOU SHOW UP ANYWHERE – OR IN AREAS WHERE 
YOU’D LIKE TO? ARE YOUR BIOS CONSISTENT ACROSS ALL PLATFORMS 
(WEBSITES, SOCIAL MEDIA, PROFESSIONAL LISTINGS ETC)? ARE YOU, OR 
YOUR WORK, PRESENT IN THE MEDIA OR ELSEWHERE? IS YOUR ONLINE 
VISIBILITY CONSISTENT WITH WHERE YOU PUT YOUR EFFORT? ARE THERE 
CHANGES YOU WOULD MAKE?

DO A REVIEW OF YOUR NETWORK. LIST OUT THE NAMES OF LIKE-MINDED 
PEOPLE YOU HAVE AROUND YOU. WHICH KEY RELATIONSHIPS IN YOUR 
CURRENT SPHERE SUPPORT YOU TO HAVE THE IMPACT AND VISIBILITY 
YOU WANT TO HAVE?

WHO ARE YOUR EXISTING KEY COLLABORATORS, STAKEHOLDERS OR 
AUDIENCES? IS YOUR EXISTING NETWORK STRONG OR DIVERSE ENOUGH 
TO COLLABORATIVELY SUPPORT YOU TO ACHIEVE THE GOALS AND 
ASPIRATIONS YOU HAVE IN MIND AT THIS POINT?

9.

8.

10.

11.



WHERE ARE YOU MOST ACTIVE OR HAVE YOU PUT YOUR GREATEST 
EFFORT IN TERMS OF MAINTAINING OR GROWING YOUR PERSONAL AND 
PROFESSIONAL VISIBILITY CURRENTLY?

WHERE DO YOU KNOW YOU NEED HELP WITH COMMUNICATION? WHICH 
AREAS DO YOU THINK YOU NEED TO PRIORITISE OR WHICH SKILLS WOULD 
YOU LIKE TO DEVELOP?

IN OUR APPROACH TO VISIBILITY AND COMMUNICATIONS, WE TEACH 
THE “GENEROSITY PRINCIPLE”: THE IDEA THAT YOU HAVE TO GIVE FIRST 
IN ORDER TO RECEIVE, IN ANY CONTEXT, BUT PARTICULARLY FROM A 
COMMUNICATIONS POINT OF VIEW. THINKING ABOUT THAT IDEA OF THE 
GENEROSITY PRINCIPLE (GIVING FIRST IN ORDER TO RECEIVE), WHERE 
DO YOU HAVE SKILLS OR EXPERTISE THAT YOU COULD OFFER TO OTHERS 
(POTENTIALLY PEOPLE WHO YOU WOULD LIKE TO CONNECT TO AS PART OF 
YOUR VISIBILITY GOALS) TO OPEN DOORS TO CONNECTION?

TAKING INTO CONSIDERATION YOUR RESPONSES TO THESE QUESTIONS, 
WHAT ARE YOUR INITIAL THOUGHTS ABOUT POTENTIAL GOALS AND 
PRIORITIES FOR YOUR COMMUNICATION OR ACHIEVING BETTER 
VISIBILITY? (THIS MAY BE ANYTHING FROM DEVELOPING A SPECIFIC 
COMPETENCY, COMMUNICATING YOUR SCIENCE MORE PERSUASIVELY 
OR SUCCINCTLY, RAISING YOUR PROFILE WITH A KEY PERSON OF 
INFLUENCE OR BUILDING BETTER VISIBILITY TO YOURSELF BY BETTER 
UNDERSTANDING YOUR OWN STRENGTHS.)

12.

14.

13.

15.
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EXERCISE 2.  
VISIBILITY  
FUNDAMENTALS + 
YOUR 100-WORD 
BIO  

This document includes a 
brief recap of the strategic 
fundamentals of visibility 
- otherwise known as 
GAMPER, and instructions 
for the homework below.

GAMPER is the secret recipe 
that you can use in any and 
every communications or 
visibility opportunity from 
here on in.

A AUDIENCE
MESSAGE

P PLATFORM
E EVALUATION
R REFINEMENT

G GOAL

M

THE  
FUNDAMENTALS  
ARE:



Generosity principle: you need to 
help and accept help from others
This is not Marketing 101; it’s not 
about setting a goal and using 
others to achieve it; it’s not about 
crude networking or transactional 
relationships
It’s not about clicks or followers - but 
shared needs and collaboration
It’s not an algorithm - it’s human-
centric and relationships-based
It IS about lasting and authentic 
visibility = putting your whole self in 
the centre of it and being strategic 
about where you put your focus and 
time

KEY POINTS TO  
REMEMBER ABOUT 
THE FUNDAMENTALS:
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G GOAL
• Just as when you’re travelling somewhere, if you aren’t clear on your destination 

you’re likely to take a very long way around, with dead-ends, unnecessary U-turns 
and dark alleys. 

• With a clear goal, or destination in mind, you can work out exactly where you need 
to go, and how to get there.

• This is the biggest pitfall we see in communications strategy: failure to articulate a 
clear goal. If you’re ever having issues planning or executing in communications, 9 
times out of 10 it will be because you don’t have a clear goal. If in doubt, go back to 
your goal!

• When thinking about your goal, be clear on the outcome not just the end-point. For 
example, if you’re planning to launch your fundraising campaign, that’s not your 
goal. Your goal here is the outcome of your fundraising campaign: eg to engage 
with three local companies who may sponsor you, run a well-attended event that 
inspires interest in your participation in Homeward Bound etc. Simply launching the 
campaign is not an outcome.



A AUDIENCE
• Once you have set your goal, you need to know who you need to engage in order to 

achieve that goal. This is your audience.

• When thinking about your audience, be as specific as possible. Saying “the 
general public” means you are talking to everyone aged between 3 and 103. Who, 
specifically, do you want to talk to in order to achieve your goal? 

• Rank your primary, secondary or tertiary audiences. Rank them quickly, in your 
mind, and choose the one that’s most relevant to your goal.

• Which group is going to be the most influential in helping you achieve your goal? 
Who also cares about your goal? You may have a few key groups you want to target. 
Cluster and think about those individual groups. They may be a certain age group 
(e.g. 12 – 18 year olds), a certain mindset (e.g. climate change deniers), a similar 
interest (e.g. local recreational fishers) or role (e.g. science policy writers). Be very 
specific about who exactly you want to reach. 

• It may even just be one person: your partner, your boss, your supervisor, the 
President of Mexico. Settle into the shoes of whoever is most critical for you to be 
visible to, in order to reach your destination.

This is where the generosity principle comes in: it’s important you approach your 
audience with a collaborative mindset: thinking about their needs, not just your own. It’s 
always obvious when someone is coming to you in order to meet their own needs. Make 
sure you bring the generosity principle into play, every time you need to communicate 
or be visible.

Key questions to ask yourself  
about your audience:
• Who do you most need to help or connect with in order to achieve your goal? 

• Who is most important to achieving the goal you are aiming for? 

• Whose opinion and input really counts, and whose doesn't? 

• Who really cares about and shares the goal I have? 

• Who has influence and who do I have influence with? 
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M MESSAGE
• Your message is the nexus between you/your expertise/your goals and those of your 

audience

• What might the best message to connect your goal with your audience? What is the 
overlap between what you want to say and what the audience wants to hear?

• It requires you to inhabit the mindset of your audience: be empathetic

• What it isn’t: broadcasting; selling; monologue; a contrived statement just about you

• This is not just feel-good: If you apply a nexus messaging approach to a really 
difficult situation - eg communicating to climate deniers or being visible or persuasive 
to a boss or decision maker, you’re still going to be more effective by putting yourself 
in their shoes, anticipating the common ground that you have and understanding 
how you can help them

• Ideally your message would include a call to action - something you want your 
audience to do upon hearing your message

• Think simply: what would you have your audience do, having heard from you? (What 
change in behaviour are you seeking?)

• “Before you can go to higher ground, you need to find the common ground.”



P PLATFORMS/CHANNELS
• There’s a reason we do audience, message, platforms in that order!

• Going to platforms, channels - or tactics- first is NOT strategic

• Platforms are directed / guided by goals, audience and messaging

• But you can and should experiment in this space

• There’s no one-size-fits-all answer - customise your approach based on your goals, 
audience, message, skills and strategy

•  Every platform has its own distinguishing features, uses, content preferences,  
 audience dominance, size and attention span, tone and scope. 

•  This is why we tackle them after goal, audience and message in the   
 fundamentals - because it relies on the other pillars to be determined first

• Given your responses to goal / audience / message, what might be the best platform 
to engage? Which platform would enable and support the best of me, my audience 
and my message in order to achieve my goal?

Key questions to ask yourself  
when selecting platforms:
• Where are my primary communities / people and what are their preferences?

• What platforms align with my strengths and ambitions as a communicator / leader? 
(use your audit as a reference point)

• Where is there untapped opportunity or space for my voice? (use your audit as a 
reference).

• Which platforms will most likely lead to the particular outcome I’m looking for? E.g. If 
your objective is about building a relationship with one particular person, large-scale 
public speaking is unlikely to be your most important platform (at least initially.)

• Which platforms have the greatest reach and influence for my target audience or 
communities?

• What data are available to back-up my instincts or existing knowledge on platform 
selection?

REMEMBER: It’s about quality, not quantity. You can’t be on all platforms and do justice 
to them. It’s better to pick one platform and show up consistently and authentically 
with good content and engagement than do multiple channels badly. Also, know your 
industry, or sector. There are usually dominant channels for every industry or niche - it’s 
about finding those most relevant to your goal and audience.
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E EVALUATION
There’s no point in setting goals if you don’t evaluate your progress or effectiveness. Set 
your criteria for success: what does success look like: how do you want to feel and what 
is your desired impact? Your evaluation should always match up to your objectives or 
goal/s. Some ways to evaluate your effectiveness:

• Benchmark yourself before you start. For example, do you feel more courageous than 
you did before? Did you engage a certain number of the right kind of people? Did 
you get close to the outcome you were seeking, or was your goal not realistic?

• Ask others, particularly those in your audience, for feedback

• Breathe, celebrate your efforts and get ready to try again!

R REFINE
The final step in the strategic process, after you’ve evaluated your effectiveness; it’s time 
to adjust your approach and try again!

• What have your evaluation, experience and learnings taught you about how to refine 
your strategy for a current or future visibility opportunity? Did your goal need to be 
more specific? Did you need a clearer outcome? Did you need to sort your audiences 
down into smaller segments or categories? Was your message too general or too 
niche? Did you choose the most impactful platform?

• Do you need to redo GAMPER to incorporate your insights and finetune your 
strategy? Now head back to the start! The strategic process is circular



HOMEWORK 
100-WORD BIO:

Your task this month is to create a new 100-word bio, using 
the fundamentals (and some storytelling!) as your basis. 
Think about a visibility opportunity that is coming up soon. 
This might be something small and standalone that you’ll 
use to experiment on the fundamentals, or it could be 
something that links to a larger goal.

Choose your goal. Then work through the fundamentals. 
Who is your audience? What are your key 2-3 messages 
for this audience? What action do you want them to take? 
What platform will you use to communicate this with your 
audience? What measures will you use to evaluate your 
effectiveness?

Now, write a 100-word bio about yourself that’s relevant to 
your audience. This bio can be expanded upon or refined 
at a later date, or used as the basis for social media 
bios, conference bios, funding submissions, an in-person 
introduction to someone… among many things. 

To add something memorable and unique in your bio, 
consider answering one of these questions, and adding it 
to your bio:

• As a child I loved...

• When I'm not working I'm....

• Something most people finding surprising about my 
work is...

• I believe...

• The reason this work is important is...

• The greatest challenge we face is...

• What gets me out of bed in the morning is...

• If I could only take one thing to Mars with me it would 
be...

• My biggest inspiration is...

• My work has shown me the world needs more....

• When I'm 90 my hope is...

• If I could control the world's headlines for a day, I 
would...

• I hope to make headlines by...

• I'm inspired by...

• I'm optimistic about...
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Being able to tell your story in a compelling 
and authentic way is particularly crucial in 
science, where we often need to communicate 
complex, sometimes unfamiliar concepts.We 
need to use the most effective communication 
tools we have. A story, or a narrative, is the 
easiest way for people to understand, and 
connect with, an idea. If we want people to 
change their behaviour as a result of our 
engagement, it will be crucial for people to 
connect to a narrative. So, we have a big focus 
on supporting you to use storytelling as a 
powerful tool for communicating yourself and 
your science / work to the world, however you 
wish to, according to your own goals.

EXERCISE 3.  
YOUR STORY

STORYTELLING



Crafting and telling your story is a crucial step to connect 
the dots between your past, your present and the future 
that you’re working towards as a visible leader. Being 
able to tell your story in a compelling and authentic way 
is particularly crucial in science: behaviour change on a 
systemic level is only possible when people can connect 
to a narrative. 

Hence our focus on supporting you to use storytelling 
as a powerful tool for communicating yourself and your 
science to the world - however you wish to according to 
your own goals. Think of David Attenborough. He tells 
the story of species searching for food, raising offspring, 
fighting for survival. It captures audiences and has done 
for decades. Think of any of the best communicators and 
“public personas” of science you know. They all make the 
complicated clear and vivid and tell a story. Bring a bit of 

that magic and wonder to your own work. 

To be knowable to others you must be known to yourself. 
This means exploring and articulating the events and 
decisions that have brought you to the present day, 
influencing who you are -- and being able to share that 
story. This is not a fixed narrative but one that evolves, 
just as you evolve, and connects you to others who see 
a part of themselves in you. By knowing and telling your 
story you lay the path towards your destination as a 
visible leader, a path that’s flanked by like-minded others: 
the collective you reach out for, gather around you, and 
give generously to. Your story is the foundation for your 
visibility. 

Though it might have a deep source, your story has 
practical implications. It forms the basis for everything 
from your elevator pitch -- the way you describe yourself 

WHAT ROLE DOES 
STORYTELLING 
PLAY?

• Teaching others

• Creating emotional connection

• Processing our experiences

• Making sense of others

• Connecting our past to our present and future, where 
we often need to communicate complex ideas

• To transform ourselves

• To make a difference in the world

• Conveying complex information in a simpler, more 
memorable way

In the world we live in, and in which most of you operate in, 
science is the underpinning feature. It explains and can solve 
many of the most complex problems we face, climate change not 
least among them. Science provides evidence to help us make 
critical decisions for society and the environment. But if the key 
people in your audiences or more broadly don’t understand that 
science, or the role you can play in leading, there’s a risk it will 
come to nothing. 

The polarisation of science and non-science represents an 
important opportunity to use communication, and storytelling in 
particular, to bring the changes we so urgently need to see. It’s 
incumbent on *you* to tell your story or the story of your 
work effectively, not for your audience to have to try to work it 
out. So let’s do it.
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“A GREAT STORY IS 
TRUE. NOT NECESSARILY 

BECAUSE IT’S FACTUAL, 
BUT BECAUSE IT’S 
CONSISTENT AND 

AUTHENTIC.” 
Seth Godin

THE 
SCIENCE OF 
STORYTELLING

We discussed some of the science that supports 
storytelling in the call. Here are the links to the 
research:

Source: https://www.onespot.com/blog/infographic-the-science-of-storytelling/

The role of the scientific discovery narrative in middle school science 
education: An experimental study

The art of storytelling: Researchers explore why we relate to characters

https://www.onespot.com/blog/infographic-the-science-of-storytelling/
http://www.danielwillingham.com/daniel-willingham-science-and-education-blog/storify-make-science-tell-a-story
http://www.danielwillingham.com/daniel-willingham-science-and-education-blog/storify-make-science-tell-a-story
https://neurosciencenews.com/character-storytelling-9857/


THE THREE 
PILLARS OF 
YOUR STORY
Knowing your story not only contributes to your 
motivation and ability to actualise your goals, it 
enables you to engage others for whom your story 
resonates; for mutual enrichment, the special sauce 
of successful visibility.

Telling your story is the easiest way to be yourself, 
to set yourself apart, and the best thing about it? 
You can’t get it wrong and it can’t be copied. It’s 
yours. In this exercise, you will tell a leadership 
story, one which is yours to tell.

THE THREE KEY 
PILLARS OF YOUR 

LEADERSHIP STORY, IN 
THIS CONTEXT, ARE:

1. TURNING POINT 
2. DECISION

3. RESULT
In this exercise you’ll identify the key choices you’ve made 
when faced with a turning point: a moment of change, 
challenge, breakthrough or uncertainty. It’s your role as a 
storyteller is to illustrate where that path has taken you, and 
how it links to your future self as a leader. 

Identify the decisions you made. Each result contains a 
‘golden nugget’ of meaning, which your audience will 
relate to in the context of their own challenges, decisions, 
experiences and leadership, and then, ideally, act upon. 

TIPS ON STORYTELLING

EMPLOY THE LISTENER’S HEART AND HEAD. Bring 
together, and explain, both your motivation for making a 
decision (the why),and your strategy (the how). The “why” 
by itself is just an anecdote, without clear follow-through. A 
strategy is a piece of analysis, without the purpose behind it. 
A combination of “why” and “how” is crucial.

SHOW RATHER THAN TELL: instead of saying “it was a 
difficult time but I made it through” for example; explain why 
it was a difficult time, what decision you made, what you 
learnt and where this led you.

CONNECT YOUR PAST TO YOUR FUTURE aspirations as a 
leader, to create a seamless sense of continuity for yourself 
and others.

ACTIVELY USE LANGUAGE to give a strong sense of time 
transition; e.g.  “When I was in my second year at university”, 
“After I finished that season of fieldwork”. 
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EXERCISE.  
TURNING 
POINTS,  
DECISIONS,  
RESULTS
1. TURNING POINT: Identify two or three major turning points you have 

faced in your life or career, which have taken you in the direction towards 
leadership. What made it challenging? How did you feel at that time? 
What were your options? 
When sifting through the many turning points in your life, choose 
the ones that are most closely linked to your future goals, or 
aspirations as a leader you might have. The intention is to link your 
past and present to your future clearly, through narrative.

2. DECISION: For each challenge, list the decisions you made. What gave 
you the courage to make that decision? Who helped you? How did it feel?

3. RESULT: For each decision, identify the outcome. This might be what you 
learned in addition to what actually happened. What did result? What was 
the lesson for you? What do you want to teach us? How do you want us to 
feel? What hope or opportunity does it offer the listener?

4. GET IT DOWN: Put this story down into no more than two paragraphs. It 
doesn’t need to be perfect; just write it down (or dictate/ record it). 
Repeat the exercise as many times as you need to. Choose another turning 
point, decision and results, and craft it into two paragraphs.

5. CHOOSE ONE: Read back over the stories you’ve written with your future 
aspirations as a leader, and choose the story that a) links most clearly to 
your ideal future as a leader, and b) feels most authentic or meaningful to 
you.

6. SHARE IT: With your HB community on the #vis-leadership-story slack 
channel. Be creative! It can be written (300-500 words is ideal), a video, 
audio file or illustration. Don’t forget to share the insights you’ve gained 
around your story using LSI as a lens.

7. USE YOUR STORY: Start incorporating these messages, and even the full 
story, into how you introduce and present yourself when you connect with 
others.

VERY IMPORTANT NOTE:

As you write your story, it is important that you choose turning points and 
events from the past that connect with your aspirations or achievements as 
a leader. While there may have been painful or traumatic experiences in your 
personal life, we have to be mindful that others may also have had traumatic 
experiences, and it is important to minimise triggers for them and you.

THE  
INTENTION  

OF THIS 
EXERCISE  
IS TO GET 
TO KNOW 

YOUR FELLOW 
HBERS AND 

RECRAFT 
THE STORY 

OF YOUR 
LEADERSHIP.



Family and 
Childhood

Life  
Choices

Leadership 
Experience

• Parents/Family

• Growing up 

• School/community

• Role models

• School

• Career

• Partner/family

• Hobbies/interests/talents

• Experiences – finding passion

• Role models

• Your first experience of 
leadership

• Your first awareness of the need 
for a woman leader like you

• A key moment in nature

Inspiration for turning points, challenges



MY JOURNEY - HOMEWARD BOUND

CLIMATE ACTIVIST GRETA THUNBERG,  
IN HER TED TALK

Listen to the first 2 minutes, in which she introduces herself and 
the big-picture issues. You’ll hear more detail about her leadership 
journey and key turning points.

EXAMPLE 
STORIES

JULIA MAY’S STORY  shared in the call.

It was the year 2000. I was aged 20 and in my third year of university,  
living in a college on campus at Melbourne University. I was one of eight 
members of the leadership team, six of whom were men. One evening,  
after a night out, I heard singing coming from a room.

As I knocked and entered, smiling, I realised that the 25 or so men - many 
of them my friends – were singing an obscene song that named women at 
the college and listed their sexual exploits in graphic detail. Horrified and 
disgusted, I initially felt paralysed, before turning tail and running.

The next week was our annual student club meeting, where we voted as a 
group of 300 on issues of concern. I proposed to the leadership team that 
this be subject to discussion, and new programs created for men and women. 
I was outvoted by all of the men on leadership team. They didn’t see the 
problem. The singing would be left off the agenda and nothing progressed. 

Though terrified, at the student meeting, I stood up and described what I had 
witnessed. “How can we claim to be a co-educational institution of future 
leaders, when our women are treated like sexual objects? How can women feel 
safe when their so-called friends subject them to this kind of treatment? Why 
do some of our men feel that this is ok?”

There was no no resolution passed and no action agreed. I felt like a failure 
and a fool. But after the meeting I was swamped by women, and some men. 
They felt marginalised and like they had no power to say anything. That 
moment marked a key turning point in my life.

Fast-forward 15 years and, after working as a journalist for 12 years, I had 
re-trained and was running a transformational leadership program for women 
in Australia, with Fabian Dattner. The idea for an initiative called Homeward 
Bound had been hatched and was to focus on supporting women in STEMM 
into leadership. It was obvious to me, and my close friend Sarah Anderson, 
who had deep experience in communications and coaching, that unless we 
supported women with the mindset, strategic approach and raw skills around 
visibility, the system would never change. The important science that the 
world needs may never have the impact it so urgently needs to. I knew that 
supporting more women into leadership would lead to very different outcomes. 
And so the visibility program for Homeward Bound was born. 

In recent years I’ve come to understand my instincts to speak up through 
my values, which are (in order): justice, compassion, courage and making a 
difference. That decision to stand up and speak, even when I was shunned by 
some for doing so, led me directly to this moment, with you. 

https://www.ted.com/talks/greta_thunberg_
the_disarming_case_to_act_right_now_on_
climate?language=en

https://www.ted.com/talks/greta_thunberg_the_disarming_case_to_act_right_now_on_climate?language=en
https://www.ted.com/talks/greta_thunberg_the_disarming_case_to_act_right_now_on_climate?language=en
https://www.ted.com/talks/greta_thunberg_the_disarming_case_to_act_right_now_on_climate?language=en


TURNING 
POINT DECISION RESULT

1.

2.

3.


