StoryTelling for Leaders

StoryTellers never die
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WHY StoryTelling for Leaders

1. Builds Relationships | Trust | Emotional Connection
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WHY StoryTelling for Leaders
2. Simplify Key Benefits

No Trust

“Facts tell...
— Stories Sell!”
No Relationship
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WHY StoryTelling for Leaders 100%
3. Captivate Attention! END
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WHY StoryTelling for Leaders 100%

3. Captivate Attention! END
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WHY StoryTelling works

Stories speak to

(5x More brain activity) \

between Alternatives

/, = Predominant in deciding

EMOTION

Emotion = Learning
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HOW to CREATE a story




'CREATE a story
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What's your story?
Where do we come from?
Where are we now?
Where are we going?
How do we get there?

What do we do for our customers?

What do they do for their customers?
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WRAPUP!

WHY - HOW - WHAT

SET UP - CONFLICT - OUTCOME

RELEVANT RELATABLE
SURPRISE SUSPENSE
PERSONAL POSITIVE

ADD EMOTION, KEEP IT SIMPLE, BE CONCRETE
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