Tell me a story

Your prospects, customers and everyone else important to you are drowning in information.  Competing for their attention are too many letters, emails, manuals, advertisements, newspapers, magazines, and television and radio news and information programs.  What chance have you got to get their attention with yet more information?

One way is to employ one of the oldest information structures known to man, the story.  From Stone Age campfires to today’s most sophisticated presentations, persuaders and entertainers have used stories to engage our emotions and shape our thinking.  We are conditioned to pay attention to stories. We enjoy them. And we remember the good ones.

Stories can spread fast, and last through almost endless retellings to hold their meanings and appeal.  Jesus told parables 2,000 years ago that still hold strong meaning for today’s Christians.  Aboriginal stories passed verbally through many generations to preserve powerful elements of a culture that otherwise might have been lost forever. 

It is not surprising that many of the best advertisements, web sites, speeches, sales letters and direct mail pieces use stories as their main persuasive vehicle.  What is surprising is that they are still the exception.  Most business communications simply add to the information overload of their audiences, bereft of stories or any other element that would help them cut through the clutter.  

So herein lies your opportunity to stand out and be effective.  Create and tell a story - that you can use in print or in person – that relates to selling your product or service, creates the right environment for a sale, or prepares them to view your offering positively.  A story also can show the human side of your relationship and build powerful trust and credibility.

Many story types have potential commercial application.  Two examples that could be fleshed out into effective stories are:

· Who am I?: You might explain what lead you into your profession and the rigorous training and experience that have honed your skill and understanding;

· Case Study?: Describe how for a similar client you solved a key problem or created an opportunity, and relate these challenges and benefits in terms of the new prospect.

Instead of using look-alike adjectives to hype your claims, why not develop true stories about your business, product or service that will make your marketing communications more credible, more interesting, and more persuasive.

So…what’s your story?
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