
Marketing Going Nowhere? Story Driven Marketing Is Your Answer

Once as a child, I asked my grandmother if I could have ice cream, but then I didn't eat it. I 
wanted to throw it away.

Instead of doing that, she made up a story about how this ice cream had a family, and it bravely 
sacrificed its life to bring me joy. Then she made screaming noises as she started to pour it 
down the sink.

I ate the ice cream and learned two things.

1. My grandmother was savage.
2. You always need a good story.

What does this have to do with marketing?

Do you have a four-year-old? Whether you do or don’t, let’s be clear. My grandmother 
successfully persuaded a four-year-old to do something different from what she wanted to do. 
That’s a significant turnaround. It happened because my grandmother used a story.



She could have tried to tell me the statistics about wasting food. She could have quoted me the 
financial loss. She could have told me how good the ice cream tasted. Would I have cared 
about any of those things?

No.

Instead, I connected to the ice cream in a way I hadn’t before, and it changed my mind. That’s 
the power of a story.

What is story driven marketing?

Your target audience doesn’t care about specs and features. They care about how their lives will 
change.

People aren’t as rational as they believe. We’re wired for stories, and we want a human 
connection to whatever we purchase. If you get our attention with a story, we’re yours.

Use this to your advantage by backing off the product and putting your focus on the human 
element. Connect people to your brand mission. Help your customers see something about their 
future that they want, and that they can’t get without your product or service.

A great example of this was Subway and Jared before his personal life hit the tabloids. Jared’s 
struggle with weight loss and his story connected customers who were looking for healthier fast 
food options to Subway’s mission: to provide those healthier choices. 

How do I build a signature story?

A signature story is an evergreen piece of content that connects your customers to your core 
brand mission. Think carefully about this and be specific. It might seem like a good idea to be 
general, but you want the specific customer to find you.

If you don’t have one already, create a customer avatar. This is a customer persona who 
represents for whom your product or service is intended.

Jim - a 32-year-old man living in the city, interested in urban gardening and sustainability, works 
in a 9 to 5, but dreams of opening his own business.

From here, find the person who can tell the story. Maybe it’s an employee or a loyal customer. 
Maybe it’s you. Whomever you choose, there are 3 things to keep in mind.

1. Be authentic

We’ve been on the internet long enough that we can smell a phony. Remember how 
people were falling for those Nigerian prince scams ten years ago, and now it’s a 
running joke? Don't be the 2017 version of that.

Your target customer isn’t stupid. Any old story thrown up as a screen for a sales 
page isn’t going to get you customer loyalty. It’s going to earn you a bounce.



Real stories illustrate what your customer wants, a solution to a pain point or a path 
to a secret dream. Your product or service is the way to get there.

2. Create an Experience

The story needs to be entertaining, shocking, thought-provoking, or some other 
strong reaction. Genuinely play their heart strings. Hit their funny bones. Make them 
gasp in awe. 

It also needs to be strategic. You are sharing a brand mission, so this piece is a 
foundation for your product or service. It needs to be something timeless so that as 
people share it, it provides a reliable source of traffic to your site.

The experience creates an organic brand loyalty. We used to have “a guy” when we 
wanted to purchase a product or service, and that “guy” has been replaced by the 
noise of the internet. You stand out when your story becomes their “guy.”

3. Make it shareable

The key to creating organic brand loyalty is making your customers’ sharing habits 
part of your marketing plan. Are your customers on Facebook? Are they on 
Instagram? Modify the materials so its a no-brainer to share. You’ll want your 
customers to spread your story easily.

Your targets are current brand loyalists and target audience members who fit your 
customer avatar. They’re most likely to share with their networks of like-minded 
people. 

Learn from My Grandmother

Persuading people to buy your product or service won’t work if all you do is shout your specs 
and prices in a sea of other people shouting. Think of the stock market. Can you hear yourself? 
What’s your initial feeling? Is it panic? That’s your customer.

Now imagine you’re in a coffee shop with a group of friends sharing about a recent vacation. It’s 
intimate, familiar, and you leave with a sense of belonging. This is your story, and this is the 
future of your marketing.


