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Fact: Today’s buyers have 
limited attention spans. 
The internet, on-demand content, texting, social  
media, mobile apps — and other advancements have 
fundamentally changed the way we consume and  
connect with stories and content. More specifically, 
these things have rewired our brains. Creating the need 
for buyers to rapidly turn on and off streams of thought, 
filter information and at the end of the day decide what 
they will and will not allocate their precious time and 
attention to.

In fact, researchers in Canada studied the brain  
activity of 2,000 people and discovered that the average 
human attention span has fallen from 12 seconds in 
2000, about the time the mobile revolution started,  
to 8 seconds today.

What does all of this mean? Well, for those of us that 
are responsible for developing and delivering a clear, 
compelling and consistent corporate story —our jobs 
just got a whole lot harder.

That’s why CMOs, CEOs and business leaders must  
simplify.

The essence of simplicity is that less is more. Given 
today’s buyer mindset, we have to be sharing fewer 
messages … more frequently. More importantly, every 
aspect of your story must be rooted in a simple,  
consistent and foundational concept. 

In the marketing world this is often referred to as your 
core positioning or brand promise. But I believe we 
need to take it a step further. No one is going to remember  
a lengthy positioning statement. Not your employees, 
customers or partners.

Remember … your buyers have an 8 seconds attention 
span. 

They engage with you in … micro-moments.

So, I am challenging you to distill your 
story down to just ONE WORD.

The Power of One Word in 
a Hyper-Connected World.

STORY
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That’s right. One word that crystallizes what you want 
your buyer to take away from the limited attention span 
they are willing to give you and the micro-moments that 
you share together throughout the buyer journey.

This one word becomes the cornerstone 
for your entire story. Your entire customer 
experience.

Gallup Research found the most successful companies 
determine what they stand for and how they separate 
 themselves in the marketplace. This foundational  
concept then drives every interaction between employees,  
customers and partners. Without it, your story and  
customer experience fall apart.

Think of the brands that you recognize. The brands that 
you instinctively know what they stand for. They simplify. 
They stay true to a singular message. 

These companies also weave that singular message 
into the fabric of everything they do. Into the employee 
experience. Into the customer experience. Every  
dimension of their business is anchored in a single, 
simple concept and their story reinforces that at every 
touch point.

No one in these organizations even has to think. They 
instinctively know the cornerstone of the story and  
have the ability to bring it to life consistently in everyday 
communication and conversations. That’s the power of 
one word.

For example, Southwest Airlines’ story, is all about 
friendliness. 

The Progressive Insurance story is about price. Offering 
lower rates than its competitors.

For these companies, their stories are more than just 
words on paper. They are the foundation of their entire 
employee and customer experience.

Take a minute — think about your brand, your culture, 
what makes you different. Can you distill that down to 
one word? 

Is that concept omni-present in the story you share — 
across all content, devices and channels?

If you are like most companies — it isn’t.

Now imagine if you had that “one word” and it drove 
every dimension of your business. 

Not just your marketing message — but your strategy, 
employee experience, digital buying journey, sales  
approach, post-purchase experience, etc.

Think about how clearly you would stand out in the 
minds of your buyers. How much easier it would be  
for them to understand why they should work with  
you versus the competition. 

How much more memorable and engaging your story 
would be.
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So, Your National Sales Meeting  
is Around the Corner …

 
PERFORMANCE

Every year at this time, executives and sales leaders 
start planning their National Sales Meetings. The  
purpose of these meetings? Bring sales teams together 
to gain clarity and alignment around the marching 
orders for the coming year.

During these meetings, leaders layout strategic plans, 
priorities, playbooks and targets that will be used drive 
sales initiatives in the months ahead. They do every-
thing they can to ensure every salesperson walks away 
from the meeting with a deep understanding of what 
will be new, different and expected.

Salespeople then go back to their office or territory 
with renewed energy and excitement. After all, they 
have a new quota, new market segments to pursue 
and maybe even new products to sell.

Yet, with all the hoopla and hustle to  
get new revenue targets defined,  
product demos prepared, quotas  
assigned, sales tools developed, and 
presentations finalized … many national 
sales meetings don’t thoroughly answer 
the two most important questions almost 
every salesperson has when they walk 
into their next sales situation …

1. How does all of this change the conversations I  
 have with prospects and customers?
2. What’s the new, differentiated story I need to   
 share to make my number this year?
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Maybe you just had your national sales meeting. Maybe 
it is right around the corner. The question is, what are 
you doing to answer those questions for your sales team? 
More specifically …

• Do you have a new story that aligns with the strategic  
 initiatives and priorities that will be rolled out to sales  
 this year?
• Is that story packaged in a way that salespeople can  
 easily digest and deliver?
• Has that story found its way into new playbooks, sales  
 tools and presentations?
• What training, education and coaching programs  
 have you prepared to ensure salespeople are  
 comfortable and confident sharing the new story?

It’s alright if you haven’t got all of that finished in time  
for your national sales meeting. However, it’s not okay  
if you don’t have a game plan for connecting the  
initiatives, priorities and products you roll out at that 
meeting … with a new, differentiated story your  
salespeople can share to make their quota this year.

Don’t forget. Once the national sales meeting is  
over, your ability to achieve your annual targets is directly  
connected to the story you arm your salespeople with 
and their ability to deliver it in daily selling situations.
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When it comes to brand or product positioning, how do 
you truly engage and motivate an audience? 

A recent study of social psychology researchers uncovers 
new specifics that explain why a storytelling approach is 
so effective.

A Neuromarketing article reveals the findings of this 
study, and further identifies the factors illuminating why 
a narrative, story-based communication strategy is more 
powerful for engaging audiences and changing beliefs. 

How do you go about using narrative elements to 
shape the decisions of a B2B audience? The key  
basics include: 

> Vivid Imagery: immersive images help the audience  
 “see” the outcomes being described. The clearer the  
 imagery – how you describe pain points or resulting  
 benefits – the more it connects.

> Understandability: your message must be relatable with  
 your readers’ experiences. Keep your message relevant  
 by using language and scenarios that are familiar to  
 your audience.

> Structure: make your listeners want to hear what comes  
 next by drawing them into scenarios. Testimonials, for  
 example, are effective because they’re often presented  
 in a story format with a beginning, middle and end  
 result.

Engage and  
Motivate Customers 
with Storytelling.

STORY

January 21, 2019_______
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> Context: a narrative varies in its persuasive impact  
 depending on the context in which it is told. Keep  
 this in mind as you adapt your message to multiple  
 formats and focus on removing anything that might  
 compromise its credibility.

> Audience: response to a message varies  
 depending on where the audience is within the  
 buying cycle. Research suggests we make early  
 decisions from a more emotional place, and then  
 justify those decisions with facts later on. Balance a  
 narrative approach with rational, logical information  
 and features that support your value. 
  
Using narrative elements helps you connect at a more 
experiential level to your audience. When you do this, 
your message can result in greater sales conversion by 
moving your prospect through the buying cycle more 
effectively. 
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Most marketers think lead conversion when they think 
of content. But with this perspective they are missing 
out on the strategic role content play’s in the customer  
experience. Content marketing is about generating 
leads. Thought leadership is about earning and  
establishing credibility with your target audience 
throughout the customer experience. It is about  
owning a distinct position in the minds of your  
customers.

The truth is content marketing is a  
subset of a comprehensive thought 
leadership strategy. 

Content marketing is rooted lead generation. The  
strategy is designed to answer one question: “what  
content/topics will generate the highest conversion 
rates?” A thought leadership strategy is rooted in the 
end-to-end customer experience. The strategy should 
answer one question: “what position(s) do we want to 
own in the mind of our target audience?”

Thought leadership strategies trump content marketing 
strategies. With that said, they are not mutually exclusive.  
Content marketing must connect to a thought leader-
ship strategy that serves a higher purpose. 

The Role of Thought Leadership 
in The Customer Experience.

BRAND
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What is that purpose? It’s simple. To be known for 
something. To be recognized or acknowledged as an 
expert or visionary on a topic that is meaningful and 
relevant to your target audience. That is what thought 
leadership is all about. 

In fact, according to Forbes Magazine the definition of 
a thought leader is …

“… an individual or firm that  
prospects, clients, referral sources, 
intermediaries and even competitors 
recognize as one of the foremost  
authorities in selected areas of  
specialization, resulting in its being  
the go-to individual or organization 
for said expertise.” 

Your thought leadership strategy should be derived  
from your corporate strategy and story. It should be  
an extension of your corporate vision and mission. 
 It should amplify your corporate positioning, value  
proposition and points of difference. The strategy 
should also align with the customer journey. Thought 
leadership content should establish credibility and  
trust as a prospect moves from awareness to  
consideration, conversion, loyalty and advocacy. 

The simple fact is, we live in a noisy world. Every  
24 hours more than 4 billion pieces of content are  
produced, 2 million blog posts are published, and 
92,000 new articles are posted on the internet.  
Adding to the noise is not the answer. Producing  
relevant content that affirms the position you want to 
own in the mind of our target audience is.
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