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storytelling is the

most powerful way

to put ideas into the

world today

Robert McKee
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Great stories compel the listener to change...
the way we feel:  stories demand an emotional investment
the way we think: stories capture and hold the listener's
attention
the way we act: stories bring energy to the message
the way we behave: stories cause us to take action 
 
If you can compel your audience to feel something, you can
change the way they think, and you are much more likely to
compel them to do something. 

why stories?

chapter 1

It's not enough to be memorable... you need to be ______________________________________
Simply put, we want our audience and our customers to tell others about their experiences with us. It's
not enough just to be remembered, we want them to do something with the information we are
providing.  
 
 

At the heart of storytelling is making an emotional connection,
and many times sharing something your audience can see
themselves in is just as powerful as a rags to riches or
overcoming the odds type of story.
 

How marketing has changed:

If you can
compel your
audience to

feel something,
you can

change the
way they think.

w



WE ARE RESULTS ORIENTED
There needs to be an instant benefit. 

The info needs to solve a problem

WANT vs NEED
You have to find a balance between 
the two

WE LEARN BY CHOICE
Learning is voluntary. 

Find our motivation.

WE ARE RESISTANT TO CHANGE
Focus on the result, rather than the method. 
Find the WHY. Attach new concepts to old ones.

WE DRAW ON PERSONAL 
EXPERIENCES
Focus on discussion, storytelling, and 
real life examples

How adults learn:

Elements of a great story:

A ___________________ we can relate to or cheer for
 
A _____________________________ or a ____________________________
 
Epic _________________________ leading to a ________________________
 
 
*You are not the ___________________________ . You are the ______________________________.
 
 
Your job is to ___________________________________________________
 
to get enthusiastic about _____________________________________________________________ and lead them to
 
a _______________________________________________
 

Questions to ask to determine what kind of story works best
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types of stories

spark
Where do you talk about what you do?

How is that different from who you are?

PERSONAL CONNECTION
Struggle, triumph, memory, or lesson

learned. Use personal experience and

audience emotion to pull them in. Make eye

contact, show vulnerability, use humor, use

personal anecdote, park your ego, put

yourself in their shoes.

NOTE: Personal stories must be TRUE.

EDUCATION / TECHNICAL
Narrate a process or a system. The goal is to

give them something they can walk away

with: insights, actionable steps, perspective,

context. Not just a story, but also a meaning.

Combine a truthful story with a desire to use

it for other's benefit. 

EXPLANATION
Make tough concepts easier to understand.

Meet them where they are. Pique their

curiosity; make them ask why and how.

Layer in concepts one by one. Use

metaphors and analogies (new concepts

layered on old!). Add in applicable examples. 

PERSUASION 
Convincing the audience that the way they

see something isn't quite right. You must

break down what they know, and rebuild the

idea with them. Take small, convincing steps.

Use reason, not just logic. Key elements:

examples, third party validation, visuals.

What never changes?
 
__________________________________________________
 
__________________________________________________
 
What continually changes?
 
__________________________________________________



notes

Beginning ---> End ---> Middle
Endings are hard. Get that knocked out up

front. What is the lesson or takeaway you most

want to leave with the audience?



Common ingredients used in compelling stories:
 
mission
risk
reward
clarity
brevity
experience
intent
 

 

There will be countless opportunities for you to tell personal stories. As a presenter, a well-timed

personal story will add color and emotion to your presentations. As a marketer, they will help you to add

relevance and personality. As a leader, personal stories can be one of the very best ways to connect with

your team and be relatable. As a writer, personal stories are some of the most compelling.

 

The kicker is that often, these are the toughest, most emotional types of stories to tell. Here are some

tips that will make this process a little easier. 

 

USE YOUR OWN VOICE AND BE YOURSELF.

As cliche as it sounds, you have to be yourself because everyone else is already taken. Because as easy as

it is to take other people’s words and put it in nice little quote cards, those words aren’t coming from you.

 

DON’T WAIT UNTIL IT’S READY AND PERFECT.

We’re complex human beings, and we get it. We get that life is messy. We get that you aren’t perfect,

because we’re not perfect either. We love it when we feel like we know someone like really, really know

them.

 

CREATE AND EMBRACE YOUR OWN STYLE.

We spend so much of our time focused on those who don’t like us, and we forget to notice and neglect

the ones that do. What matters in the end is that you like yourself. Your people will find you if you keep

showing up - they always do.

ingredients matter

chapter 2

your personal story

 
 
revelation
beauty
identity
pain
surprise
humor
 
 



spark
Create your personal manifesto / why statement

Things you're good at. (adding humor, empowering others, finding

solutions)

 

Things you love. (the arts, outdoors, music, fashion, education, equality)

 

Who you want to benefit from the things you do. (family, friends, your

community, the environment, animals)

 

Things that motivate you. (commitment, risk-taking, family values,

positivity)

 

What you want to be, how you want to feel, & what you want to have.

(more time with my family, feel more focused, more laughter in my life,

money, power, influence)

GIFTS
 

 

PASSIONS
 

IMPACTS
 

 

VALUES
 

 

POSSIBILITIES

©2016 Life Rimagined - LifeReimagined.org

I want to use my gifts of  ___________________ and ______________________ 

and passions for ___________________________ and _______________________

to create an impact on ____________________ and ______________________

because I value _________________________, ___________________________,

and __________________________.   

I want to _______________________________, _____________________________,

and _______________________________________________. 



Crafting and telling your professional story allows you to showcase who you really are and what you
stand for. The most common format for a professional story is your professional bio, or your "about
me" statement.
 
Some  questions to answer when creating your professional story:
 
Who do you help?
How do you help them?
What do you believe about the work you do?
What have you accomplished /learned?
What do you want them to do?
 
 
 
 
 

your professional story

your professional story template

[Story opener]
 
[Name]  is a [title] who works with [whom you help] to [how you help them]
 
He / She [knows/believes] [what you know/believe about the work you do].
 
{Name] has [learned/created/supported/served/achieved] [insert experiences and wins.]
 
He / She is a [trained/certified/licensed/awarded] [insert trainings, awards, honors, etc.]
 
[What next?]



Story Opener HINTS
 

“Born in El Salvador, Inmar moved to California when he was six years old, and that experience has shaped

the way he serves each and every one of his clients.”

 

“Carrie’s love for hiking and the outdoors is what led her to Colorado. Her love for her community is what

kept her there.”

 

“Maggie moved to St Louis after college, but she’ll always be a prairie girl at heart. She takes great pride in

being the unofficial welcoming committee for others who are relocating to her neighborhood.”

 

Title HINTS:
Business owner, helper, community activist, fun-loving outdoorsman, creator, artist, football fan,

nature-lover,  problem solver, communicator

 

Who you help HINTS:
Neighbors, seniors, baby boomers, investors, real people, seekers of the American dream, members of the

military, downsizers, first time buyers, renters

 

How you help them HINTS:
Achieve their goals, find what home means to them, make sound investments, navigate big life changes, feel

welcome

 

Knows/believes that HINTS:
Home is more than a place, it’s a feeling

Everyone deserves a safe and affordable place to call home

Moving can be tough and it’s my job to make it easier

You will have questions throughout the process, and I am here to help

Buying/selling doesn’t have to be stressful and scary

Boise is a great place to call home, and I can show you why

Real Estate is a great investment, if you have the right guide

Buying isn’t for everyone right now. Renting can be a great option.

Making the choice to sell is complicated, and you need sound advice.

 

What next HINTS:
I’d love to help you with your next step.

Let’s talk about what options are right for you. 

I’d be honored to assist you with your real estate goals. 

If you are looking for someone who knows the ins and outs of San Antonio, give me a call. 

Not sure where to start? I am here to help. 

Here’s what some of your neighbors had to say…
Welcome to the next big step! Let’s get started.



notes
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The goal of brainstorming is to ______________________________________________ without 
 
__________________________ or _____________________________________.
 

recipe for creating magic

chapter 3

12 Step "Writing GPS"
A guide to storyboarding
credit :  Ann Handley
 
1 .  Goal
2.  Reframe (WIIFM / TMWISC)
3.  Seek data & examples
4.  Organize
5.  Write to one person
6.  TUFD: The Ugly First  Draft
7.  Walk away
8.  Rewrite
9.  Headline or t it le
10.  Have someone else edit
11.  Last look
12.  Publish /  present





spark
Answer the following

questions about this

photo:

 

1. Who is the person in

the photo?

 

 

 

2. What is she doing? 

3. What is she feeling? 

 

 

 

4. What happened before the photo was taken? 

 

 

 

 

5. What happened after the photo was taken? 

 

 

 

 

6. How does the photo make you feel? 

 

 

 

 

What did you learn from this exercise?
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where do ideas come from?

chapter 4

implement

Facebook
Instagram
Twitter
Blogs
Websites
Print
Emails
Newsletters
Video
Presentations
Leadership
 
 
 
 



notes



recap & apply
Why storytelling?  
Be memorable, be remarkable, and create an emotional connection with your audience. 

 

What makes a great story? 
Be sure your story has an engaging flow by using the "What? So what? Now what?" method.

 

Types of stories
Tell stories as a way to connect, teach, explain, persuade or reveal your ideas to your audience.

 

Remember the must-haves
Make your client the hero, always. You are the guide. 

 

Your personal story
Create your manifesto - your personal story is about using your unique gifts to serve others.

 

Your professional story
 Find ways to make your customer the hero of your story and show them the path forward.

 

Brainstorming
Generate a ton of ideas, without critique or perfection. 

 

Edit
Ask yourself, "what is the essence of the story? What is the shortest way to tell it?" 

 

Visuals
Use images to create an emotional connection with your audience.

 

Define what you do, not just who you are. 
 

Remember, 
what?

so what?

now what?

 

 

 

Speak to your audience in
their language about what's

in their hearts. 
 

J. Lister


