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MARATHON 2020 – MORE THAN A
RACE

Didyouknow yourmindismadeupofthreedifferentparts,

thenumb,thealteredandtheextraordinary?Paynomindto

thenumbone,he’salreadydead.Thealtered,well,hedoesn’t

exactlyhaveasenseofpurpose.Ohwait!Whataboutthe

extraordinarymind?Youbetthisiswhereyoursuper-man

powerlies.

You’veprobablyheardquitealotoftimesthatyouweremade

forgreatness,youareaterrificbeing,youarethemanthe

world’sbeenwaitingfor,youhavetheheartofalion,youare

oneinamillion,andthelistgoeson.Well,justhow manyof

thesedidyoureallybelieve?

Allyourlife,you’vebeenstuckinaboxandloweredintoan

abyssofuncertainty,wonderingifyouwerereallymadefor

greatness,andponderingifyouareactuallytheherotheworld

seeks.

Wellguesswhat?Yourcrowdmightjustbeoutthereonthe

streetsofLagos,waitingtocheeryouon.Whatareyoustill

doing in thatcreepy dark old abyss? Come on outand

experiencethemostjoyfulstreetpartyinNigeria.Ravelinthe

chancetotestyourlimits,zapstress,andescapetheday-to-

daypressureofabusylife“inLagos”.

Areyoustillwonderingwhatallthisisabout?

It’stheLagosCityMarathon2020!!!Theonlyraceintheworld

thatcreatesastageforheroism.

Thisisanopportunitytoawakenyournumbmind,giveyour

alteredmindasenseofpurposeandunleashthefullgraceof

yourextraordinarymind.

JoinusinFebruary8,2020andpartakeinthebiggeststreet

Communication

Reality

Affinity

Beginthe

Story

Build

excitement

andCreate

tension

Leverage

suspense

Thebig

reveal



raceever.Makesuretogrababuddyortwo,THISISGOING

TOBEMORETHANARACE.

Remember,thisisanOPPORTUNITY,notanOBLIGATION.

BRIEFEXPLANATION

TheArcofstorytellingandtheprincipleofAffinity,RealityandCommunication(A.R.C)are

twodistinctconcepts,butshareasimilarfunction;whichis,“FOSTERINGASUSTAINABLE

RELATIONSHIP”.

TheA.R.CwhichisoneofthetoolsofconsiderableimportanceinScientologyisindubitably

effectiveduetoitsdeliberatenousinfosteringinterpersonalgrowthandunderstanding

betweenandamongstindividuals.

Itsusageintheabovesampledepictsthisinasense.Thefirststepinsuccessfullypassing

acrossamessageisobviouslythroughCommunication(whetherverbalornon-verbal).The

mannerinwhichyourmessageisreceived,andthefeedbackyouelicit,dependsonyour

abilityorinabilitytoestablishagreeablegroundswithyouraudience,whichofcourseleads

ustoReality.

Inbuildinganeffectiverelationshipwithyourintendedaudience,yourmessageshouldnotbe

devoidofatruesenseofreality,somethingyouandyourreceivercanagreeontobetrue,

solidandaffirmable.Withreality,comesagreement.Withyouraudienceagreeingwithyou,

thepossibilityofeducingapositivefeedbackisusuallyonthehigh.

Oftentimes,whenapersonoragroupofpeopletendtoagreewithalotofthethingsyousay,

mostlybecausetherearerelatable,theystarttofeelacertaindegreeoflikenessorlovefor

you.This is where Affinitycomes in.Here,you have succeeded in winning overthe

individual(s)affection,hence,theyaremorelikelytotrustyouandinthelongrun,stayloyal

toyou.

However,these3 termsareintegralpartsofoneanotherasfarasbuilding a viable

relationshipisconcerned.Youcannothaveonewithouttheother.



Thestorytellingarcontheotherhandissimplymeanttotakeyouraudiencethroughan

intriguingnarrativethatbuildsuptoanunexpectedend(thebigreveal).Throughthearc,you

arecommittedtosharinginformationinbitstoyouraudiencewhichcouldelicitanemotional

response.Oftentimes,thisemotionalresponseisthatwhichyouhavealreadyanticipated

(Forinstance,inthesampleabove,anenthusiasticresponseisourexpectedfeedback).

Moreso,thefactthatyouraudiencescouldalreadybefeelingthisemotionduetoyour

narrativesimplymeansthattheyarealreadyhooked,andthereisagoodchancetheyareby

thistimeinterestedinyou,andareprobablyreadytostickwithyoutilltheend.Itreallydoes

notmatterwhatelsetheyhavegotgoingon,aslongasyouhaveproventobetheinspiration

theyneed;thejoytheyneed;theadmiration,confidenceorcontentmenttheyneed;youwill

alwaysbeontheirmind,andthatiswhatcountsthemost.

P.S-Thesamplepieceabovedoesnotmajorlypassasanactualstoryarcduetolimited

informationonthesubject.
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