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When Do I Get to Tell Stories as a
Sales Professional?
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Step 4: Calling on a potential client (a zal

handling objectionz)

Step 5: Close the sale

Step 6: After the zale
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Stories Obtained Through Story Prompts
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Personal Stories Create Personal Connections

The judicial use of zales profeszionals’ personal storiez can help establizh trust and common
ground with potential buvers. However, these stories aren’t effective when pulled out of their hip
pocket without any prior thought. Help vour zales staff not only identify these personal stories

but how to tell them in a consistent and compelling manner:

1. How thev landed in the industryv

2. How they came to be hired by vour firm and their work ethicz

3. Zhared hobbies and interests

4. Children and family events and activities

5. Their experiences with the prospect’s company

6. Similar challenges that they have faced

7. What the sales person has learned from working with other organizations

8. “I'vebeen in vour shoes” storiez

Then, aid the sales staff in identifving when to specifically use them with a prospect. As a general

rule of thumb:

1. During Steps 2, 3 and 4, share perzonal stories as the means to establizh rappert and
demonstrate depth of experience (a, b, ¢, e and h stories are applicable here).

2. Tell personal stories to overcome objections in Steps 4 and 5 (f, g and h stories are useful here,
especially if they relate directly to the offering the sales professional is trying tosell, e.z., a
zpecific financial service or insurance).

3. Post-zale, communicate personal stories as a means of growing a mutuall v beneficial
relationzhip (¢, d, f, and g storiez have a home here).

In addition, show them how their personal stories can replace story prompts in Steps 2 and 3 to

trigger a specific story topic that will help them learn more about the prospect and his/her

crganization. For example, having a sales professional tell a “safe” storv of a persenal calamity

(e.g., zolf ball broke large picture window) can help trigger a tough times story in a prospect,

thus providing more in-depth information about what's happening in this person’s life or

crganization. Demonstrate why they may net need to fully tell this story before itsparks a

response from the prospective buyer.

Organizational Stories Distinguish Your Firm from the Pack

Your role is to get everv sales professional in vour organization to accuratelv articulate the stories

that define:

*  Your firm’s value proposition and its unique competitive advantage

* The organization’s core values

»  The birth of vour organization

*  Succeszez vour firm haz achieved with clientz and in vour industry

#  Failures and recovery experiences
These stories aren’t cne-liners, as written in your new employee handbeok or marketing
materials; they are full-blown narratives that demonstrate these points. If these stories don’t

exist, vou’ll need to work with others to find and craft them so their messaging is consistent.

Putting It to Work

Uze weekly zales meetings to gather and share these tvpes of storiez—and the succeszes cbtained
bv using them. Take time to cellect and document them, zo they can continue to be leveraged

throughout the zales process for years to come.
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