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StoryTelling 101

Director’'s Notes

ories are the gateway to truth.
S Consider this: You were born with

he innate capacity to both tell stories

and to derive meaning from stories you
hear. Don't believe me? Spend some time
around small children and watch. Think back to
your most memorable moments. They're
couched in a story and relationships, aren’t

they?

Storytelling is not hype. It's not a gimmick.
It's not a fad. It transcends your business. It will
effect and affect your personal life. Stories and
storytelling, in all its forms, will be here long
after you and | have passed on.

There are as many ways to tell stories as
there are people to tell them. You don’t have to
tell like me or the person in the next cubicle or
even like the CEO of your company. Actually,
don’t even bother copying someone else’s style.
Rather, begin to find your style and polish that to
crystal clarity. Each of your listeners,
themselves listening and hearing in their own
style, will internalize your story for themselves
and for their situation. Constantly changing and
re-asserting themselves, the stories you tell in
your business will build your relationships with
your customers and “stick” with them long after
your data has vanished from their attentions.

Welcome to StoryTelling. | am honored to
join you on your journey.
K. Sean Buvala

Resources:
www.storyteller.net
www.seantells.com
www.seancoaches.com
www.aesopfables.com

The Basics:

<>Love the story you tell

<>Remember the triangle

<>Emotions

<>Gestures

<>Eye contact

<>Pacing

<>Use your “Real Voice”

<>Use your real voice

<>| didn't say he could kiss her.

<>Patience

<>Episodic Telling

<>Act Ethically

“A story can both trigger great things and cause V.
What is your purpose for telling the story you tell

1. Start at the end. “Why am | telling this story?
What is the point of my story?” Your listener may
not hear the same point, but what is your point?
2. Break the story into parts for “Episodic Tellihg

3. Dump the parts that are not essential to ansgeri
the questions in #1.

4. Use simple words to assemble the parts of the
story into one flowing narrative.

5. Tell it to someone. Get feedback. Refine

. . 1. The higher “up the ladder” =
Business Realities| The greater the responsibility to
demonstrate the use of story in
the organization and to be the seeker of the storie

2. Developing organic stories in your organizatiakes
both time and freedom

3. Among you there are “Legends” and those who are
“Speakers of the Legends.” Both are integral andhbdy
importantto the process and your company.
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Let's pretend
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.. .that the Woman who runs the World's Largest Afterritedk (WLATS) show wants to talk about your business on
Her show. You Know Who | mean. She is going to randgidly an employee from your organization to speak.

Let's pretend that YOU have been chosen to represent your coopary
WLATS show. You will have only 5-10 minutes on the shiovghare your
experience and to convince people that they should be callinggoyrany for
their needs. Like it or not, 10 minutes on that show carstate into bazillions of
contacts. So, you have 5-10 minutes to grab the attentibe aludience.

What would you say? If you said you'd talk about yomaficial security, how nice
your buildings are and your 24 hour service, then you lisef your competitors
say they have those, even if they don't.

You've got 5-10 minutes. What story, the one that toudteekeéart and imagination
of the audience, will you tell? Stop now and choose on@ufhave taken my
training, you have your Intentionality Journal to help.ydly training courses give
you tools that work.

Side note for some of you: This is *not* an exercise é"glevator speech”
process. "Elevator speeches” are dead. Relationships are alives Btokdl
relationships.

"Hah Ha, Very funny. WLATS is going to randomly pick anptoyee? Oh, that
will never happen.” you say. Do you want to bet? It is ajrémgpening every day.
Potential customers, guests and potential employees randomlyauestaff every
day. Are all of your current staff ready to tell a storywer?
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storytelling,

training and

presenting
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clients over the last 23 years.
He is the director of
Storyteller.net. He is available
nationally for your event,
retreat or workshop. More
information is available at his
website at www.seantells.con

Ways to Keep In Touch. STORYTELLING IS THE

INTENTIONAL SHARING OF A

My website: www.seantells.com

Biz Podcast: www.seantells.com/podcast NARRATIVE THROUGH WORDS
My Blog: www.seanblogs.com AND ACTIONS FOR THE
Twitter: www.twitter.com/storyteller

BENEFIT OF BOTH THE
LISTENER AND THE TELLER.

Our Workshop: www.executivespeakertraining.com
Storyteller.net: www.storyteller.net

“TI learned more in eight hours with you than I did in my Master's degree program.”
-John, City of Glendale, Arizona

Power Up Your Bottom Line & Secure
Your Company in Your Clients’ Minds!
)
4;@“«0 The Ancient Secret of
<> Public Speaking Workshop

Live 2009 Workshop Dates in AZ:
Feb 5/6, Mar 5/6, Apr 9/10

*One Coupon Per Person. No other discounts apply. Expires 4/11/09

Use Online Discount CodeSLHI

Save 5200
With This
Coupon!*

@here now for yourN free online Ecourse!

ExecutiveSpeakerTraining.com




