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			Don’t just tell me the facts, 
tell me a story instead.

		
			 


		
			
			Be remarkable! 
Be consistent! 
Be authentic!

		
			 


		
			Tell your story to people who are inclined to believe it.
		

		
			 


		
			Marketing is powerful. Use it wisely.
		

		
			 


		
			Live the lie.
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			PREFACE
		

		You believe things that aren’t true.

		Let me say that a different way: Many things that are true are true because you believe them.

		The ideas in this book have elected a president, grown nonprofit causes, created billionaires, and fueled movements. They’ve also led to great jobs, fun dates, and more than a few interactions that mattered.

		I’ve seen this book in campaign headquarters and carried around at evangelical conferences. I’ve also gotten e-mail from people who have used it in Japan and the UK and yes, Akron, Ohio. The ideas here work because they are simple tools to understand what human beings do when they encounter you and your organization.

		Here’s the first half of the simple summary: We believe what we want to believe, and once we believe something, it becomes a self-fulfilling truth. (Jump ahead a few paragraphs to read the critical second part of this summary)

		If you think that more expensive wine is better, then it is. If you think your new boss is going to be more effective, then she will be.

		If you love the way a car handles, then you’re going to enjoy driving it.

		That sounds so obvious, but if it is, why is it so ignored? Ignored by marketers, ignored by ordinarily rational consumers, and ignored by our leaders.

		Once we move beyond the simple satisfaction of needs, we move into the complex satisfaction of wants. And wants are hard to measure and difficult to understand. Which makes marketing the fascinating exercise it is.

		Here’s the second part of the summary: When you are busy telling stories to people who want to hear them, you’ll be tempted to tell stories that just don’t hold up. Lies. Deceptions.

		This sort of storytelling used to work pretty well. Joe McCarthy became famous while lying about the “Communist threat.” Bottled water companies made billions while lying about the purity of their product compared with tap water in the developed world.

		The thing is, lying doesn’t pay off anymore. That’s because when you fabricate a story that just doesn’t hold up to scrutiny, you get caught. Fast.

		So, it’s tempting to put up a demagogue for vice president, but it doesn’t take long for the reality to catch up  with the story. It’s tempting to spin a tall tale about a piece of technology or a customer service policy, but once we see it in the wild, we talk about it and you wither away.

		That’s why I think this book is one of the most important I’ve written. It talks about two sides of a universal truth, one that has built every successful brand, organization, and candidate, and one that we rarely have the words to describe.

		Here are the questions I hope you’ll ask (your boss, your colleagues, your clients) after you’ve read this book:

		“What’s your story?”

		“Will the people who need to hear this story believe it?”

		“Is it true?”

		Every day, we see mammoth technology brands fail because they neglected to ask and answer these questions. We see worthy candidates gain little attention and flawed ones bite the dust. There are small businesses that are so focused on what they do that they forget to take the time to describe the story of why they do it. And on and on.

		If what you’re doing matters, really matters, then I hope you’ll take the time to tell a story. A story that resonates and a story that can become true.

		The irony is that I did a lousy job of telling a story about this book. The original jacket seemed to be about lying and seemed to imply that my readers (marketers) were bad people. For people who bothered to read the  book, they could see that this wasn’t true, but by the time they opened the book, it was too late. A story was already told.

		I had failed.

		You don’t get a second chance in publishing very often, and I’m thrilled that my publisher let me try a new jacket, and triply thrilled that it worked. After all, you’re reading this.

		So, go tell a story. If it doesn’t resonate, tell a different one.

		When you find a story that works, live that story, make it true, authentic, and subject to scrutiny. All marketers are storytellers. Only the losers are liars.

	
		
		
			HIGHLIGHTS
		

		I have no intention of telling you the truth.

		Instead I’m going to tell you a story. This is a story about why marketers must forsake any attempt to communicate nothing but the facts, and must instead focus on what people believe and then work to tell them stories that add to their worldview.

		
			Make no mistake. This is not about tactics or spin or little things that might matter. This is a whole new way of doing business. It’s a fundamental shift in the paradigm of how ideas spread. Either you’re going to tell stories that spread, or you will become irrelevant.

		In the first few pages, I’ll explain what the whole book is about, and then we’ll take it apart, bit by bit, from the beginning, so you can learn how to tell stories too.

		
			
		

		IN THE BEGINNING, THERE WAS THE STORY

		Before marketing, before shopping carts and long before infomercials, people started telling themselves stories.

		We noticed things. We noticed that the sun rose every morning and we invented a story about Helios and his chariot. People got sick and we made up stories about humors and bloodletting and we sent them to the barber to get well.

		Stories make it easier to understand the world. Stories are the only way we know to spread an idea.

		Marketers didn’t invent storytelling. They just perfected it.

		
			
		

		YOU’RE A LIAR

		So am I.

		
			
			Everyone is a liar. We tell ourselves stories because we’re superstitious. Stories are shortcuts we use because we’re too overwhelmed by data to discover all the details. The stories we tell ourselves are lies that make it far easier to live in a very complicated world. We tell stories about products, services, friends, job seekers, the New York Yankees and sometimes even the weather.
		

		We tell ourselves stories that can’t possibly be true, but believing those stories allows us to function. We  know we’re not telling ourselves the whole truth, but it works, so we embrace it.

		We tell stories to our spouses, our friends, our bosses, our employees and our customers. Most of all, we tell stories to ourselves.

		Marketers are a special kind of liar. Marketers lie to consumers because consumers demand it. Marketers tell the stories, and consumers believe them. Some marketers do it well. Others are pretty bad at it. Sometimes the stories help people get more done, enjoy life more and even live longer. Other times, when the story isn’t authentic, it can have significant side effects and consumers pay the price.

		The reason all successful marketers tell stories is that consumers insist on it. Consumers are used to telling stories to themselves and telling stories to each other, and it’s just natural to buy stuff from someone who’s telling us a story. People can’t handle the truth.

		
			
		

		GEORG RIEDEL IS A LIAR

		Georg is a tenth-generation glassblower, an artisan pursuing an age-old craft. I’m told he’s a very nice guy. And he’s very good at telling stories.

		His company makes wine glasses (and scotch glasses, whiskey glasses, espresso glasses and even water glasses). He and his staff fervently believe that there is a perfect (and different) shape for every beverage.

		According to Riedel’s Web site: “The delivery of a wine’s ‘message,’ its bouquet and taste, depends on the form of the glass. It is the responsibility of a glass to convey the wine’s messages in the best manner to the human senses.”

		
			Thomas Matthews, the executive editor of Wine Spectator magazine, said, “Everybody who ventures into a Riedel tasting starts as a skeptic. I did.”
		

		The skepticism doesn’t last long. Robert Parker, Jr., the king of wine reviewers, said, “The finest glasses for both technical and hedonistic purposes are those made by Riedel. The effect of these glasses on fine wine is profound. I cannot emphasize enough what a difference they make.”

		Parker and Matthews and hundreds of other wine luminaries are now believers (and as a result, they are Riedel’s best word-of-mouth marketers). Millions of wine drinkers around the world have been persuaded that a $200 bottle of wine (or a cheap bottle of Two-Buck Chuck) tastes better when served in the proper Riedel glass.

		Tests done in Europe and the United States have shown that wine experts have no trouble discovering just how much better wine tastes in the correct glass. Presented with the same wine in both an ordinary kitchen glass and the proper Riedel glass, they rarely fail to find that the expensive glass delivers a far better experience.

		This is a breakthrough. A $5 or a $20 or a $500 bottle of wine can be radically improved by using a relatively inexpensive (and reusable!) wine glass.

		
			And yet when the proper tests are done scientifically—double-blind tests that eliminate any chance that the subject would know the shape of the glass—there is absolutely zero detectible difference between glasses. A $1 glass and a $20 glass deliver precisely the same impact on the wine: none.
		

		
			So what’s going on? Why do wine experts insist that the wine tastes better in a Riedel glass at the same time that scientists can easily prove it doesn’t? The flaw in the experiment, as outlined by Daniel Zwerdling in Gourmet  magazine, is that the reason the wine tastes better is that people believe it should. This makes sense, of course. Taste is subjective. If you think the pancakes at the IHOP taste better, then they do. Because you want them to.
		

		Riedel sells millions of dollars’ worth of glasses every year. He sells glasses to intelligent, well-off wine lovers who then proceed to enjoy their wine more than they did before.

		Marketing, apparently, makes wine taste better. Marketing, in the form of an expensive glass and the story that goes with it, has more impact on the taste of wine than oak casks or fancy corks or the rain in June. Georg Riedel makes your wine taste better by telling you a story.

		
			
		

		SOME OF MY BEST FRIENDS ARE LIARS

		
			Arthur Riolo is a world-class storyteller. Arthur sells real estate in my little town north of New York City. He sells a lot of real estate—more than all his competitors combined. That’s because Arthur doesn’t sell anything.
		

		Anyone can tell you the specs of a house or talk to you about the taxes. But he doesn’t. Instead, Arthur does something very different. He takes you and your spouse for a drive. You drive up and down the hills of a neighborhood as he points out house after house (houses that aren’t for sale). He tells you who lives in that house and what they do and how they found the house and the name of their dog and what their kids are up to and how much they paid. He tells you a story about the different issues in town, the long-simmering rivalries between neighborhoods and the evolution and imminent demise of the Mother’s Club. Then, and only then, does Arthur show you a house.

		It might be because of Arthur’s antique pickup truck or the fact that everyone in town knows him or the obvious pleasure he gets from the community, but sooner or later, you’ll buy a house from Arthur. And not just because it’s a good house. Because it’s a good story.

		
			Bonnie Siegler and Emily Obermann tell stories too. They are graphic designers in the toughest market in the  world—New York City. And they claim their success is accidental. Bonnie and Emily run Number 17, a firm with clients like NBC, Sex and the City and the Mercer Hotel.
		

		Everything about their firm, their site, their people, their office and their personalities tells a story. It’s the same story; it’s consistent. It’s a story about two very funny and charismatic women who do iconoclastic work that’s not for everyone. Their Web site is exactly one page long and some people think it has a typo on it. Their office is hidden behind a nondescript door in a nondescript building on an oddball corner of New York, but once the door opens, visitors are overwhelmed by fun, nostalgia, quirkiness and raw energy.

		Nobody buys pure design from Number 17. They buy the way the process makes them feel.

		So what do real estate, graphic design and wine glasses have in common? Not a lot. Not price point or frequency of purchase or advertising channels or even consumer sales. The only thing they have in common is that no one buys facts. They buy a story.

		
			
		

		WANTS AND NEEDS

		
			Does it really matter that the $80,000 Porsche Cayenne and the $36,000 VW Touareg are virtually the same vehicle, made in the same factory? Or that your new laptop  is not measurably faster in actual use than the one it replaced? Why do consumers pay extra for eggs marketed as being antibiotic free—when all egg-laying chickens are raised without antibiotics, even the kind of chickens that lay cheap eggs?
		

		The facts are irrelevant. In the short run, it doesn’t matter one bit whether something is actually better or faster or more efficient. What matters is what the consumer believes.

		A long time ago, there was money to be made in selling people a commodity. Making your product or service better and cheaper was a sure path to growth and profitability. Today, of course, the rules are different. Plenty of people can make something cheaper than you can, and offering a product or service that is measurably better for the same money is a hard edge to sustain.

		Marketers profit because consumers buy what they want, not what they need. Needs are practical and objective, wants are irrational and subjective. And no matter what you sell—and whether you sell it to businesses or consumers—the path to profitable growth is in satisfying wants, not needs. (Of course, your product must really satisfy those wants, not just pretend to!)

		
			
		

		CAN PUMAS REALLY CHANGE YOUR LIFE?

		In the coming pages, I will explain why people lie to themselves and how necessary stories are to deal with the deluge of information all consumers face every day.

		People believe stories because they are compelling. We lie to ourselves about what we’re about to buy. Consumers covet things that they believe will save them time or make them prettier or richer. And consumers know their own hot buttons better than any marketer can. So the consumer tells herself a story, an involved tale that explains how this new purchase will surely answer her deepest needs.

		An hour ago, I watched a story transform the face of Stephanie, a physical therapist who should know better. Stephanie was about to buy a pair of limited edition sneakers from Puma: $125 for the pair, about what she earns, after tax, after a long day of hard work.

		Was Stephanie thinking about support or sole material or the durability of the uppers? Of course not. She was imagining how she’d look when she put them on. She was visualizing her dramatically improved life once other people saw how cool she was. She was embracing the idea that she was a grown-up, a professional who could buy a ridiculously priced pair of sneakers if she wanted to. In other words, she was busy lying to herself, telling herself a story.

		
			The way Stephanie felt when she bought the Pumas was the product. Not the sneakers (made for $3 in China). She could have bought adequate footwear for a fraction of what the Pumas cost. What the marketers sold her was a story, a story that made her feel special. Stories (not ideas, not features, not benefits) are what spread from person to person.
		

		Make no mistake—this was not an accident. Puma works hard to tell a story. It’s a story about hipness and belonging and fashion—and it has built its entire business around the ability to tell this story.

		
			
		

		TELLING A GREAT STORY

		Truly great stories succeed because they are able to capture the imagination of large or important audiences.

		
			 


		
			
			A great story is true. Not true because it’s factual, but true because it’s consistent and authentic. Consumers are too good at sniffing out inconsistencies for a marketer to get away with a story that’s just slapped on. When the Longaberger Corporation built its headquarters to look like a giant basket, it was living its obsession with the product—a key part of its story.
		

		
			 


		
			
			Great stories make a promise. They promise fun or money, safety or a shortcut. The promise is bold and audacious and not just very good—it’s exceptional or it’s not worth listening to. Phish offered its legions of fans a completely different concert experience. The promise of a transcendental evening of live music allowed the group to reach millions of listeners who easily ignored the pablum pouring out of their radios. Phish made a promise, and even better, kept that promise.
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			Great stories are trusted. Trust is the scarcest resource we’ve got left. No one trusts anyone. Consumers don’t trust the beautiful women ordering vodka at the corner bar (they’re getting paid by the liquor company). Consumers don’t trust the spokespeople on commercials (who exactly is Rula Lenska?) and consumers don’t trust the companies that make pharmaceuticals (Vioxx, apparently, can kill you). As a result, no marketer succeeds in  telling a story unless he has earned the credibility to tell that story.
		

		
			 


		
			
			Great stories are subtle. Surprisingly, the less a marketer spells out, the more powerful the story becomes. Talented marketers understand that the prospect is ultimately telling himself the lie, so allowing him (and the rest of the target audience) to draw his own conclusions is far more effective than just announcing the punch line.
		

		
			 


		
			
			Great stories happen fast. They engage the consumer the moment the story clicks into place. First impressions are far more powerful than we give them credit for. Great stories don’t always need eight-page color brochures or a face-to-face meeting. Great stories match the voice the consumer’s worldview was seeking, and they sync right up with her expectations. Either you are ready to listen to what a Prius delivers or you aren’t.
		

		
			 


		
			
			Great stories don’t appeal to logic, but they often appeal to our senses. Pheromones aren’t a myth. People decide if they like someone after just a sniff. And the design of an Alessi teapot talks to consumers in a way that a fact sheet about boiling water never could.
		

		
			 


		
			
			Great stories are rarely aimed at everyone. Average people are good at ignoring you. Average people have  too many different points of view about life and average people are by and large satisfied. If you need to water down your story to appeal to everyone, it will appeal to no one. Runaway hits like the LiveStrong fund-raising bracelets take off because they match the worldview of a tiny audience—and then that tiny audience spreads the story.
		

		
			 


		
			
			Great stories don’t contradict themselves. If your restaurant is in the right location but has the wrong menu, you lose. If your art gallery carries the right artists but your staff is rejects from a used car lot, you lose. If your subdivision has lovely wooded grounds but ticky-tacky McMansions, you lose. Consumers are clever and they’ll see through your deceit at once.
		

		
			 


		
			
			And most of all, great stories agree with our worldview. The best stories don’t teach people anything new. Instead, the best stories agree with what the audience already believes and makes the members of the audience feel smart and secure when reminded how right they were in the first place.
		

		
			
		

		TELLING A STORY BADLY: THE PLIGHT OF THE TELEMARKETER

		It’s 5:30. I’ve got three pots boiling on the stove and dinner is in twenty minutes. The phone rings.

		A quick glance at the caller ID screen shows me a number and an area code that I’m not familiar with. The text ID says, “AAATeleServices.” I’m already telling myself a story.

		The lie I’m telling myself isn’t pretty. It’s a detailed monologue about someone trying to steal my time, to rip me off, to deal with me dishonestly. I remind myself that even answering the phone puts my number on a list of names worth selling to someone else. Still, I chance it.

		“Hello?”

		My story is confirmed in less than a second. First I hear the telltale click of a dial-ahead computer-aided system passing me off to the next operator in line. Then I hear the unique bustle and background noise of a boiler room operation. Before the operator even opens his mouth, the story is previewed, told and sold. I’m not interested.

		For research purposes, I hang on instead of hanging up.

		The operator starts giving a prewritten speech. He doesn’t stop for at least ten sentences. He’s reading a script and he’s not doing a particularly good job of it. The words don’t match his unsophisticated tone of voice.

		I’m long gone, of course. But the final straw is when he starts saying things that are patently and transparently untrue. “I’m with the New York State Police Chief’s Association and we’re raising money for the benevolent fund.”

		Is it any wonder that more than 50,000,000 people signed on to the Do Not Call Registry in just a matter of weeks? If a telemarketer has a story to tell, most of us don’t want to hear it.

		
			
		

		TELLING A STORY WELL: KIEHL’S SINCE 1851

		About twenty years ago, long before online shopping, a colleague in Boston asked me to stop by Kiehl’s Since 1851, an obscure drugstore in Manhattan. She explained that it had a special skin lotion she loved, and always eager to please, I volunteered to head a few blocks out of my way one day to pick some up.

		I walked into the store not knowing a thing about Kiehl’s, but curious about why someone would insist on a skin cream only available two hundred miles away from home. The first thing I saw when I walked into the tiny store was a Ducati motorcycle and a tiny stunt airplane.

		Now I was officially intrigued. Why was this expensive real estate devoted to housing items that clearly had nothing whatsoever to do with skin care? The rest of  the store was just as interesting. The rough-hewn floors were at least a hundred years old. The staff was far better trained than I’d ever expected to find in a drugstore. The labels were filled with information and each item was lovingly displayed.

		The message was loud and clear: this is the work of a person, a unique individual, not a corporation.

		Only a person would waste so much space on his hobbies (and it had to be a him, it seemed to me). Only a person would be so persnickety about the formulas and the labels and the making everything just right. In a marketplace filled with anonymous competitors, this was the real deal—genuine cosmetics made by someone who cared.

		The store was filled with other tidbits of information. Detailed narratives about animal testing and motorcycle racing, about the founders and about their customers. The prices were ridiculous, the bottles unlike any I’d ever seen sold for money (they appeared homemade—and still do). I bought my colleague her cream and headed for home, but not before I’d bought myself some shave cream and my wife a bar of soap. And just

		
		
		
		
		
		THE ACCIDENTAL MARKETER

		
		
		
		
		MARKETERS AREN’T REALLY LIARS

		
		
		
		
		THIS APPEARS TO BE A BOOK ABOUT LYING

		
		
		
		
		
		ONE LAST THING BEFORE WE GET GOING: KNOW YOUR POWER
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