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			Book Abstract

			MAIN IDEA

			Stories

			Even today when people are awash in new state-of-the-art presentation technologies and copious amounts of data, the very best way to connect with anyone and influence them is still to tell them an engaging story which appeals to their emotions. To win more people over to your way of thinking, become a great storyteller.

			More specifically, get good at crafting and then delivering “purposeful stories” – stories which are created with a specific mission in mind. If you can learn how to prepare and then deliver purposeful stories well, you’ll have no problems persuading others to support what you’re trying to do.

			Whether you realize it or not, you’re in the emotional transportation business. To stand out and get noticed, embed your ideas inside memorable stories which engage the emotions,

			“For too long the business world has ignored or belittled the power of oral narrative, preferring soulless Power Point slides, facts, figures and data. But as the noise level of modern life has become a cacophony, the ability to tell a purposeful story that can truly be heard is increasing in demand. Moreover, in this age of acute economic uncertainty and rapid technological change, it’s not the 0’s and 1’s of the digital revolution, but rather the oohs and aahs of telling to win that offers the best chance of overcoming fear or compelling listeners to act on behalf of a worthy goal. As I look back on my four decades in business, I see that persuading customers, employees, shareholders, media, and partners through telling to win has been my single biggest competitive advantage. Don’t rely on state-of-the-art technologies to connect. It’s the state-of-the-heart technology that’s the game changer when you tell your story in the room, face-to-face.””

			– Peter Guber

			About the Author

			PETER GUBER is chairman and CEO of Mandalay Entertainment. He has been the producer or executive producer of films which have collectively grossed more than $3 billion worldwide including The Color Purple, Batman, Midnight Express and Flashdance. Peter Guber is a professor at UCLA and is the owner and co-executive chairman of the NBA team the Golden State Warriors. He is also a media and entertainment analyst with Fox Business News. He previously worked as chairman and CEO of Sony Pictures Entertainment, as chairman and CEO of Polygram and as president of Columbia Pictures. Peter Guber is a graduate of the New York University School of Business and Syracuse University.

			The Web site for this book is at www.telltowin.com.

			Important Note About This Ebook

			This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, viewpoints and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.

			Summary of Tell To Win 
(Peter Guber)

			1. Why tell stories?

			Data and information are fine in and of themselves but to move people’s hearts, minds and ultimately their wallets, you need to tell stories that appeal to their emotions. Powerful stories work because they reach the listener’s heart as well as their mind. Purposeful story telling is a game changer without equal.

			Purposeful Stories

			To succeed in any type of business, you’ve got to engage your customers, inspire your shareholders, win over investors and motivate employees. The best way to do all these things is to tell stories because storytelling reaches hearts as well as minds. Stories work because when you move your listener’s hearts, their feet and pocketbooks will automatically follow.

			“Stories put all the key facts into an emotional context. The information in a story doesn’t just sit there as it would in a logical proposition. Instead, it’s built to create suspense.”

			– Robert Rosen, former dean, UCLA’s School of Theater, Film and Television

			If you analyze your personal favorite compelling and engaging stories, you’ll find they all are built around three essential elements:
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					Challenge – you get your listener’s attention by first describing an unexpected question or a challenge facing a key character in the narrative. Listeners will only become hooked if they can sense some titanic struggle is about to descend on a character in your story they like and identify with. Great stories involve your hero embarking on a noble quest to do something which is difficult.

					Struggle – you then describe in emotional terms the efforts your hero went to in order to overcome that challenge or to find the answer to the opening question. The struggle will become engaging and intoxicating if you couch everything that happens in emotive terminology.

					Resolution – you galvanize your listeners to do something important by including a bold, eye-opening call to action at the end of the story aimed fair and square at your listeners. Great stories motivate people to act differently in the future.

			

			Great stories lead from the heart, not the mind. They transport people emotionally to a different place. This kind of emotional transportation requires four critical elements to be embedded into your story:

			[image: ]

			
					Your story must have likeable and recognizable characters that your listener will identify with or empathize with.

					There must be some drama, some uncertainty and some anticipation involved. Everyday living can be tedious. Something out of the ordinary needs to happen to create tension and uncertainty about the outcome. You wonder what will happen next or how things will turn out.

					You need a eureka moment where the central character breaks through and does something great. Your story has to deliver its payload.

					You need a “me-to-we” factor – where the listener realizes that story is in the process of being played out in their own lives as well. As the listener makes that emotional connection, they will suddenly realize they too share that same frustration and this story encapsulates a way to move forward. A purposeful story always tells listeners what’s in it for them and what they need to do differently to move forward in the future.

			

			On to Aqaba!

			In the early 1990s, Peter Guber was named CEO of Columbia Pictures Entertainment when it was acquired by Sony. To inspire his people, Guber related to them the story behind one of Columbia’s most cherished pictures Lawrence of Arabia.

			The story is based on the experiences of T.E. Lawrence who was a British military officer during the early 1900s. In those days, the Turkish Ottoman Empire ruled Arabia. Lawrence realized the only way to expel the Turks would be if all the Arab tribes united against them but this was unlikely since they had different cultures, values and beliefs. As Lawrence studied the problem, he had an epiphany: “Aqaba!”.

			Aqaba was a heavily fortified city held by the Turks at the tip of the Arabian Peninsula. The Turks assumed the city could not be attacked from the desert to the north so they had all their gun emplacements facing the Red Sea. Lawrence suggested if the Arabs could come together and do the impossible by marching across the desert and surprising the Turks at Aqaba from the rear, they would be able to defeat them. The Arabs responded and the trials of making this dangerous march and then forcing the Turks from Aqaba were sufficient to galvanize the Arabs and turn them into the world power they remain to this day.

			Guber suggested to Columbia’s employees they too were facing their own Lawrence of Arabia moment. They were a disparate group of companies which needed to be molded into one tribe and then a serious attempt had to be made to make the impossible possible.

			Inspired by its own “On to Aqaba!” war cry, Columbia spent $100 million of Sony’s money building a state-of-the-art headquarters in Culver City which showcased Son’s technological prowess. Columbia was renamed Sony Pictures Entertainment and impressive things happened as everyone pulled together. New multiplexes were built incorporating cutting-edge technology. Sony released a string of solid box office hits and significantly increased its domestic box office share. Today, Sony Pictures Entertainment is a $7 billion company and its motion picture library of more than 3,500 films continues to grow. The company has gone on to accomplish many Aqaba-like victories because everyone is on the same page.

			Of course, from a business perspective, there are stories (which mainly entertain) and then there are STORIES (which do something productive.) Purposeful stories are great because they take information and make it accessible. They are also concrete, active and highly visual – all of which make them digestible and memorable for listeners.

			The undeniable fact is the human race is genetically hardwired to respond to stories. Your listeners just won’t be able to help themselves getting caught up in the drama. The marketplace wants and craves stories – your job is to profit by giving people what they want.
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			Purposeful stories make raw facts and figures become memorable, resonant and actionable. Oral stories are interactive because you can add more detail as you go along if necessary. Stories are also accessible and memorable. A well told story will linger in the memory long after it’s told because people are just intrinsically drawn to wanting to find out what happens to the central characters. Stories can make facts come to life.

			“I used to team up the data guys with good story tellers. That’s how we got many things done.”

			– Michael Milken, Wall Street financier

			“Humans are meaning-seeking creatures. It’s not just about taking in information. We can’t remember anything without giving meaning to it.”

			– Michael Wesch, cultural anthropologist

			“Evolution shaped our brains to learn through narrative. Our gestures, facial expressions, and body postures are social signals. When I see you smiling, my mirror neurons for smiling fire up too, initiating a cascade of neural activity. I experience immediately and effortlessly what you are experiencing.”

			– Marco Iacoboni, UCLA professor of psychiatry

			“Story isn’t the icing on the cake, it is the cake. Don’t leave home without it ... your story, that is.”

			– Peter Guber

			Twenty minutes – $580 million sale

			At the age of thirty, Richard Rosenblatt had sold his startup iMall to Excite@Home for $565 million. Seven years later, he now wanted to sell his latest company Intermix Media, the parent of MySpace.com to Rupert Murdoch’s News Corp. Rosenblatt managed to wangle a face-to-face meeting with Rupert Murdoch.

			“I said, ‘Mr. Murdoch, with all due respect, you are the biggest guy in media on the entire planet. It doesn’t make any sense that you’ve been completely forward-thinking in everything, whether it was DirecTV or newspapers, and you’re nowhere when it comes to the Internet.’”

			In response, Murdoch listed all the problems other companies were having with the Web – the expense of creating content, the need for constant innovation and the complexity of online distribution. Listening to the litany of problems, it suddenly occurred to Richard it might be feasible for Rupert Murdoch to turn these problems into profit if he would dare to take a risk.

			“I said, ‘Mr. Murdoch, Intermix is the perfect media company. You don’t have to spend $1 million an episode; you spend nothing because the users create all the content. You don’t have to pay for distribution because the users invite their friends and drive traffic. All you have to do is sell ads.””

			Well, selling ads was something Rupert Murdoch knew all about and did exceptionally well so in just twenty minutes, he decided to take the plunge and buy Intermix so he could harness the power of happy users who would function as both his creative team and his distribution force.

			Rosenblatt then painted a vivid picture of success for Rupert Murdoch. “I told him, “One year from today, you will be on the cover of Wired magazine.’”

			On the basis of that twenty-minute interview, News Corp. ultimately went on to buy Intermix Media for $580 million. And yes, one year later, Rupert Murdoch’s picture was on the cover of Wired magazine just like Richard Rosenblatt had predicted. Mr. Murdoch was kind enough to send Richard an autographed copy of the issue.

			Different-but-equal

			Norma Kamali is a high fashion designer whose beautiful boutique creations retail for tens of thousands of dollars each. Therefore, everyone in the industry was astonished when she announced in 2008 she would be doing a clothing line for Walmart with price points of $20 and under.

			“I never felt that I was pretty or attractive,” she later said. “I discovered through fashion, I could play up my naturally quirky style and feel different but equal to more conventionally pretty girls. I use fashion to help women gain self-esteem.”

			The challenge facing her was how she could design for the Walmart price point without alienating her high-end customers and retailers. Admittedly, the materials were less expensive but she had to do more. Norma decided to use the power of a story to get the message across she was trying to do something which made women feel like they lived her credo – “Different, but equal.”

			Norma started telling stories about low-income mothers at a public high school in Manhattan she had met who were so ashamed of their clothes they would never come in for school conferences or for parent-teacher interviews. That memory resonated with her and Norma Kamali wanted to team up with Walmart to come up with a range of different-but-equal designs which would change these women’s lives in a meaningful way. As she told this story to her suppliers, vendors, sales force and the media, she made everyone who supported this new brand feel like they were a hero who was dedicated to righting a great wrong in society.

			She knew that story had hit home when the Walmart suppliers she used reported back their workers who were used to producing clothes as cheaply and quickly as possible were applying more care and attention to her clothes. Without cutting corners, that greater attention on the part of the people who actually cut and sowed the garments resulted in what turned out to be low-cost products with high-end quality. Norma Kamali’s line ended up being a real success story for both Wal-Mart and for Norma’s high-end products as well.

			It just goes to show what a story based on your own life or career experiences can do.

			Although few people ever take the time to rigorously analyze it, every time a story is told there are in fact two stories which are coming into play:

			
					The front story – the story you are actively telling to try and influence someone or entertain them.

					A second unstated “back story” – a past memory embedded in the memory of the listener which influences how they react to your front story.
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			These back stories can be immensely influential. To illustrate, best-selling author Deepak Chopra was told by his mother when he was a child: “There’s this goddess of wisdom. And there’s a goddess of wealth. If you pursue the goddess of wisdom, then the goddess of wealth will become jealous and pursue you.” As a result, Chopra dedicated himself so passionately to attaining wisdom that he ultimately became wealthy by sharing what he learns along the way in his books and other products. Deepak Chopra’s back story is so powerful his wisdom has filled his wallet many times over.

			Another good example was rock legend Gene Simmons, otherwise known as “The Demon” of the band KISS. For all his success with the band, Simmons had a series of product flops which were part and parcel of his offstage career as an entrepreneur. Yet despite these setbacks, Simmons never gave up. Why? It all went back to his mother.

			“My mother was born in Hungary, and at fourteen years of age, she was in the concentration camps of Nazi Germany. She told me how she watched her entire family be wiped out, how at age fourteen she was doing the hair of the commandant’s wife to survive.”

			– Gene Simmons

			While that had the potential to be an intensely negative back story, Simmons chose instead to turn it into the basis of his own personal vow of determination. His personal mantra became: “I, too, will survive, whatever it takes – even if I have to be a chameleon.” Armed with that, Simmons learned not to keep all his business eggs in one basket. Whenever he starts a new project, he refuses to cross-collateralize or in any other way “bet the farm”. Every project has to stand on its own two feet so if it doesn’t work out, it won’t affect his other business interests. His policy doesn’t preclude failures along the way but it does contain losses while recognizing the necessity of taking risk. Gene Simmons uses his back story

			
			
			
			
			
			
			
			
			
			
			The Power of a Dime

			
			
			
			
			
			
			
			
			
			
			
			1. Ready

			
			
			
					You are authentic – your story is congruent and aligns with the things you’ve experienced in your life and your personal value system.

					You have some skin in the game – you’ve already moved to invest resources in advance of asking them to do likewise.

					You’re genuinely interested in your listeners – so interested in fact that you’ve gone to the trouble of becoming familiar with their prejudices, the demands they are facing, the context within which they operate and so forth.

			

			
			
			
			
			
			
			
			
			2. Set

			
			
			
			
			
			
					The story teller can be the hero – as in where you’re forced to step up to the mark and pull out a performance you didn’t know you had in yourself.

					The listener can be the hero – where you hunker down and endure short-term difficulties in order to secure a long-term benefit.

					The customer can be the hero – where you support a great cause by buying one product instead of another.

					The product itself can be the hero – such as where it helps people fight the outbreak of a disease or some other looming problem.

					The location can be the hero – where the operators go above and beyond what’s expected to provide a superb customer experience.

					A tribe or group of people can be the hero – where people collectively do something great.

			

			
			
			
			
					Movies and television shows which are widely known and revered.

					Books, particularly the classics.

					History’s rich and vast treasure trove of legends, myths and great adventures

			

			
			
			
			
			
			
			
			
			3. Tell!

			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			The Challenge of the Small Diamonds

















The Never Ending Story
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