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You've probably already realized that storytelling is ubiquitous today and that it's hard to imagine marketing without it. In this guide, you will first get an overview of what storytelling actually is and why it is an important part of a successful marketing strategy. In addition, you will learn in the theory section how a classic story is structured, to what extent this structure can be integrated into business practice and what alternatives there are. This again with the help of the probably best-known example of entrepreneurial storytelling - do you already guess which company we are talking about?

In a second, practice-oriented part, I will introduce you to storytelling step by step - from goal formulation and idea generation to editorial planning and the actual writing process to the target group- and platform-optimized publication of your story. You will learn why you need to define your goals and target groups precisely and why good planning is already half the battle. You'll see that storytelling goes far beyond the formulation of clumsy advertising slogans - and yet is just as far from a mindless enumeration of fact-based sales arguments. That is why the guidebook also contains a whole series of tips on "good writing". The topic of "monitoring and success control" will also be briefly touched on in the conclusion. Both within the individual chapters of the practical section and afterwards, you will find helpful checklists as well as various tips and tricks that will make your work easier in the long term.

For impatient or advanced readers, the practical section is followed by an 11-point quick guide that conveys in short form what I explained to you in detail earlier in the guide. Namely, how you can rock your storytelling in marketing - and bring your story from the planning to the publication and subsequent success control structured unerringly to the man (or woman).
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Nowadays, so-called storytelling is ubiquitous, especially in professions that have "something to do with media". That's why companies in general and their marketing departments in particular can no longer ignore it. Before you learn how you can use the power of storytelling for your marketing strategies, I would like to explain what storytelling is, why you can use it to stand out from your competitors and how you can gain better access to your customers.
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What is storytelling?
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Storytelling is a type of infotainment based on the idea of convincing customers not through facts and figures (ZDF), but by building an emotional bond - or, to put it more simply: by telling stories. It derives from the English "story" and "to tell" and shows that some things never go out of fashion: people love stories. Most of all those that touch them emotionally. It doesn't matter whether it's a fairy tale, a fable or a Hollywood movie. What they all have in common is that the audience can identify with the hero and empathize with him. Just as stories have always been used to pass on complex knowledge in a comprehensible way, you can still use them today, for example, to specifically communicate the values of your company or to convince customers of the uniqueness of your products and services.
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The (classic) structure of a story
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Maybe you still darkly remember the time in German class when you asked yourself, "Why on earth do I need to know the five acts of a drama and their function?" Well, now you know: because storytelling is now an important way to beat the competition, even in business. And because stories, in order to captivate the reader, need an arc of suspense. 

Therefore, once again briefly and concisely: In the first act, the W-questions are answered, for example, Who? What? Where? And when? The initial situation is described, as is the (historical) context. Finally, the conflict begins to unfold, and in the second act it becomes more and more acute, finally reaching its climax in the third act: Will the hero triumph or will he fail? The penultimate act is followed by the so-called "retarding moment," i.e., an unexpected twist that delays the outcome of the conflict, and finally the (hopefully positive) resolution of the story/problem follows.
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Stories in the corporate sector
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Now you might throw your hands up in horror and ask yourself what this has to do with marketing and your company. And indeed, the classic structure is not suitable for every format of storytelling, as you will see in the practical part. Still, it's important to keep the structure in mind. After all, according to Simon Sinek, a company's storytelling should also focus on and answer at least the following questions: Why? How? And What?" - with the main focus being on the "Why?". He calls this the "Golden Circle," which answers the customer's most important questions about why they should choose you. 

The lowest common denominator between normal stories and entrepreneurial storytelling lies in three components that every story, no matter how small or short, needs: Characters, a conflict and its resolution. This form of storytelling is therefore particularly suitable for your "About Us" page, your own blog or for product launches (see below).
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Why your marketing benefits from storytelling
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If you consider these outline characteristics, you will notice that a storytelling marketing text no longer has too much to do with a classic advertising text. But why should you bother? Many studies have shown that in times of the Internet and the accompanying flood of information, life is not only moving faster, but at the same time the human attention span is also becoming shorter. With all the stimuli constantly flowing at people, there is often no time or no desire to deal with a (complex) topic for longer than necessary. At the same time, consumers are becoming increasingly indifferent to purely factual information and clumsy advertising slogans due to the variety of sometimes almost identical products. Stories, on the other hand, generate attention because the listener can (ideally) identify with the narrator/hero. 

Through this build-up of emotions, (implicit) conclusions are also drawn about the company and anchored in the memory accordingly. And this is precisely why storytelling is such an effective method for positively differentiating oneself from competitors. On the one hand, more complex facts can be better packaged, similar to the "moral of the story" found in Wilhelm Busch. On the other hand, you bind your customers to you with the help of emotions by showing them why your products and services are best suited to them and their needs through clever, funny or instructive stories.
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Example from corporate practice: Apple
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You don't believe that this is possible? Even though you may not have been aware of it, you are probably familiar with the most famous example of successful storytelling in corporate practice: that of Steve Jobs and Apple. Steve Jobs, the CEO of the tech company at the time, knew how to put Apple and its products in the best light like hardly anyone else. Not only because he himself was a charismatic speaker. But also because he managed to cleverly convey new products with the help of "tangible images" instead of simply rattling off numbers, data and facts to praise the merits of his products. And he did it consistently, from the product launch to the last detail of the advertising campaigns. Don't believe me? Well, then maybe you should take a look at the presentation of the iPod ("1000 songs in your pocket") or the first iPhone. Not only is a conflict presented there (for example, the impractical size of the Discmans and first MP3 players of the time), but also an antagonist (in the form of allusions to the "outdated" products of other manufacturers), which makes the hero (Apple's product, where a solution to the aforementioned conflict was found) look even better in direct comparison.

Apple is also a good example in terms of corporate history, because the company also conveys the "American way of life", i.e. the "from rags to riches" principle: two young men with a passion for computers and technology start out in a
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