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8 Tested Tips for Utilizing Storytelling in Marketing

Stories are underused in marketing, which is a pity because they're one of the most
powerful tools an online marketer can have. Whether relaying info, building rapport
or just kicking off a new relationship, stories are an effective way of getting your
message across. Here are some tips from Content Driven Business's Will Wang to
help you incorporate them properly in your marketing material.
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2. Going beyond the facts
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message; in others, you can probably be more upbeat.

3. What info to include

When putting together your story, there are details you'll want to consider. One is
your background - how did you come to be where you are”? Another is the chal-
lenges you had to overcome to get to your current situation. Also look at emotion -
what were you feeling as you went through those challenges?

4. Target customer disbelief and objections
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dispel that disbelief.

Taking it one step further, ask what customers' objections to buying are. These will
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5. Use evidence

W

or

yOur S

nat evidence

nave you got of sales”? What proof are you currently using in selling,

ite, on

the phone? These can help you draw analogies, which are espe-

cially helpful when you need to educate your market.

6. Future pacing
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7. Turning it into emaill

For new prospects, you can't very well dump all your info into a single story and
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ationship, so a sequence of emails is the best approach. Start by intro-
Ng yourself, giving them whatever they've opted in for, and setting the expecta-
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8. Space it out and segment

Send your emaills out over a number of days. You might start with daily messages

for th

e first several days, then scale back to twice or once a week. Pack them with

value, and use the stories you came up with in the first steps of this list. Answer ob-
jections, or talk about your customers and what they've achieved. These are good
emails to encourage sales without resorting to a hard pitch.

You can also add relevance to your sequence by providing links leading to other
possible topics of interest, which will branch off into another automated sequence
when selected by a customer. You can even indicate that you have other offers,
and allow the customer to take you up on it without receiving any more emails.

Up your content marketing game with help from Will VWang
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