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How to Use Storytelling in Content Marketing to Make Your B2B Brand Shine

Even when B2B marketers embrace and employ content marketing in full power, it’s not easy to
cut through the clutter and reach customers in an effective way. There are simply way too many
brands out there fighting for people’s attention.
While the information overload that is pouring on customers is significant, it provides an
opportunity for B2B companies to make a real change. They can finally break long-standing
wrongful concepts about how their marketing efforts should look.
Instead of sticking to old traditions where B2B marketing messages remain stiff and businessoriented, today marketers are turning to more innovative ways to communicate their brands.
The focus is back where it belongs - on people, since B2B decision makers are, after all, driven
by the same emotions, fears and motivation as the rest of us. This doesn’t mean that marketing
is not appealing to the rational part of people’s brains - it has just added an emotional
dimension to it.
One of the approaches that makes B2B marketing human and easily relatable is storytelling.
It’s been around for ages, from the stories around the campfire to the fables about brave
heroes and beautiful princesses. And powerful brands have used it for a long time now, putting
engaging stories at the heart of their marketing. Just look at how General Electric is using
storytelling in its corporate branding.
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With the gradual change happening in B2B, companies in the field are also embracing the
effective methods of storytelling, which are already widely used in B2C. This allows them to
reach out to people and create meaningful and lasting connections with them. Good stories
catch the attention and nurture a relationship with the B2B brand in ways that other marketing
methods cannot.
If you are persuaded to give storytelling a go, it’s important to know the crucial tips that will
guide your efforts. Here’s the top storytelling knowhow to get inspiration from.

#1. Transcend Your Brand-Centricity
Before you start exploring the possibilities that storytelling offers for your brand marketing, it’s
useful to understand how exactly it can work for your audiences. While it does come from your
company, storytelling is not meant to be only about your brand and products. It should go well
beyond advertising your brand, because people may not be interested in this just yet, especially
if they are not familiar with it.
That’s why to maximize the effects of storytelling in your marketing, your first step should be
to transcend brand-centricity. The focus of your narratives must be on your customers - their
wants, needs, pains, constraints, and dreams. People are not thrilled to read about companies.
Instead, they are excited about human stories that they can directly, even subconsciously,
relate to. The most important hook for them will be something they have experienced or are
looking to experience, even only through a story.
How can you put your finger on the right type of stories to tell? Well, a number of brands have
already successfully created engaging narratives for their audiences, which you can learn from.
One of the brightest examples comes from General Electric and their powerful corporate
storytelling. Their efforts are focused on hooking their audience with an impactful narrative
that is human-centered and aims to create a heartfelt connection with the brand.
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#2. Build a Successful Brand Narrative

Image Source: http://contentmarketinginstitute.com/2013/03/brand-storytelling-content-marketing-heros-journey

Creating a powerful story can be tough, but there are tried-and-true methods to approach
the story structure to make it a working one. Your first step is to learn how the three-act story
structure is used. In the case of brand storytelling, this entails having an introduction, entering
into the action, which is the challenge your customers are facing, and then after a critical
climax, resolving the issues and finding the continuation that keeps the story fresh.
Once you’ve gotten a hold of the theoretical part, it’s time to apply it in your own story. It’s best
to build the narrative around a strong want that your target audiences can relate to. Then you
move on to present the grand obstacle that prevents its accomplishment. This is the challenge
that needs to be tackled by the protagonist, with the help of a ‘sage,’ which often can be your
brand. After passing through various difficulties and reaching a breaking point, the hurdle is
overcome eventually. The hero has changed in a positive way and the dragon has been killed.
Besides the resolution of this conflict, you also need to find a way to close the cycle of the story
and plant the seeds for its renewal. This is the ‘resurrection’ - or how the story of your brand
goes on, indefinitely.
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#3. Make Your Customers the Heroes
As already advised, it’s important to go beyond brand-centricity when crafting your storytelling.
To this end, the hero of your narrative doesn’t need to be your brand because this would make
the narrative difficult to relate to.
Instead of making your product or company the main character of your story, the customer, a
person from your company or another individual can take this role. This is the protagonist who
goes through trials and tribulations to achieve a big goal. Instead of pushing your products on
this person, you can demonstrate in your narrative the challenges they face and eventually bring
in your solution to their problems in the most natural way possible.
Through empowering your customers with the story you tell, you will be able to engage them
and spark a genuine interest in your brand. This is a powerful way to create an authentic
emotional relationship with your B2B audience that transcends pushy advertising messages and
truly caters to what people care for.

#4. In Brand Narratives, Authenticity Wins

Video Source: https://youtu.be/jiS46A10Wy0
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After having established the structure and main characters in your B2B storytelling, it’s time to
pay close attention to the content you will fill in this framework. In the imaginary world of stories,
it can be tempting to come up with a heroic narrative that’s far away from reality. But there is
something important to keep in mind here, and that is authenticity. Even if you create a fairy tale
around your brand, it needs to stay true to the heart of your company.
That’s why when crafting your brand story, it’s important to base it on true facts about your
business. Your actual company history can be a great source of inspiration for the narrative that
you will tell to the world. Whether it’s how the founders met, or another major event from your
company’s history, these can be relatable story bits for your audience. Additionally, you can follow
proven tips that ensure your story sounds legitimate, such as telling a simple story, driving the
action through truthful characters, and engaging other people to tell your story too.
Most importantly, to achieve authenticity and build trust in your potential customers, make sure
to avoid self-promotion. Look for what truly interests your audience and dig out these aspects of
your brand that match this. Your story is also a way to share the raison d’etre of your company, so
you can use it to explain why your business exists and what your big dreams and goals are.

#5. Embrace Humor in Your Storytelling
Besides embracing and embedding authenticity in your brand storytelling efforts, there’s one
more important element that B2B brands might overlook. Yes, it’s called humor. Even though
you’re crafting B2B marketing, don’t forget people enjoy a good laugh. This doesn’t mean you’re
creating a comedy show. Instead, the use of humor humanizes your brand and makes it more
relatable for people.
Humor can be included in your story in various subtle ways - it can be in the form of an
anecdote, witty language or a simple parody of reality. Your branding still keeps its solid and
rational aspects, which your B2B buyers need in order to make important and often expensive
business purchases. In the same time, with appropriate use of humor, you can shorten the
distance with decision makers by appealing to their emotional side.
Humorous stories are easier to perceive and spark a stronger emotional connection in people.
In fact, they are a powerful way to get to your customers’ hearts. To fuel your own fun factor,
you can get inspiration from some brands that have already used humor successfully in their
brand storytelling.
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#6. Put Data at the Heart of Your Story

Image Source: http://contentmarketinginstitute.com/2012/10/data-driven-brand-storytelling

Your brand story needs to be authentic and can use humor to connect with your audience.
But the fact that you are telling a story doesn’t mean it has to be all fantasy - castles, heroes
and dragons. Quite the contrary. As magical as it can be, you need to make it also rationally
engaging.
First of all, you can use data to drive your decisions about how you shape your narrative.
This means you can use predefined target personas as the main protagonist of your story. In
this way, you can employ the information you have gathered from your research to create a
plausible scenario with truthful characters.
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But using data doesn’t stop there. In fact, you can lead your story on the basis of the reallife information that you have at your disposal. That’s what data-driven brand storytelling is
all about. This can help you increase the credibility of your content, especially if you can use
quantifiable data to prove your points.

#7. Try Out Cross-Media Narratives
What more do you need to know beyond the structure and content that your brand storytelling
has to follow? Well, the formats and channels your marketing is using should also be guided
by your comprehensive storytelling strategy. Just telling your brand story in the About section
of your website is not enough. It needs to turn into the only way that your brand speaks to its
audience.
How does cross-media storytelling work? In simple terms, it just means that you put your
efforts into completely immersing your target customers into your brand story. To this end, you
can use all the channels that your brand is on. For example, instead of posting disconnected
updates on social media, you can prepare messages for all the channels that build upon the
central narrative you have set for your brand.
To maximize the impact of your story, it’s best to launch cross-channel campaigns instead of
using storytelling only on one medium. This will also allow you to create more complex story
structure and content that is being complemented by the different channels you operate.
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#8. Make Your Story Relevant Locally Too

Image Source: http://www.socialmediaexaminer.com/5-ways-to-use-storytelling-in-your-social-media-marketing

A smart hack to make your brand story appealing to different groups within your target
audience is to account for local factors. You can work on adapting your narrative to local
specifics, as this shows your consideration and simply makes it easier for people to relate to it.
By extending your brand to gain local relevance, you can directly boost the level of relatability
for your customers from this area. People often have a strong feeling about the place they’re
from and by acknowledging that it’s special, you’re gaining ground in their hearts. Besides that,
in the local context, word of mouth can be a strong force in spreading awareness for your
brand and converting prospects into buyers.
How can you make your story locally relevant? It all starts by following local events and news,
so that you’re informed about the state of affairs in these places. Then you can base your
campaigns on important milestones in these communities, making your content both locally
relevant and timely.
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#9. Test Gamification and Interactivity
Another important aspect of your B2B storytelling efforts is how to integrate gamification
and interactivity in your branding. Just like authenticity and humor, employing game thinking
is not a method reserved only for B2C marketing. In fact, it holds great potential to engage
your B2B audience too, because infotainment can be more effective than simply serving them
information in the form of whitepapers and eBooks.
Besides the fun factor, gamification is a lot about giving people control over how they consume
your brand story. The interactivity involved creates a sense of ownership over the way your
content will be perceived by them. It is also more engaging than one-way communication from
your brand to your potential customers.
How can you embed game thinking and interactivity in your storytelling? Creativity can certainly
help here, but there are already some commonly used formats such as surveys, quizzes, games,
and interactive videos that you can take advantage of. They allow people to participate and
interact with your content.
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#10. Invite Your Audience to Become a Part of the Story
A natural continuation of integrating gamification and interactivity in your content is to open
the doors for your audience to actively shape your brand story. Your customers can be quite
creative, so they can add new facets to your narrative. Even though you’re in the B2B field, you
shouldn’t be afraid to experiment with these typically B2C approaches because they can prove
quite powerful.
A great way to boost your content sharing is, for example, to invite your audience to create
user-generated content that complements your brand story. You can make contests, invest time
into creating an influential hashtag, or get content from influencers and thought leaders in your
field that matches your narrative.
Using such an approach is a clear win. It makes people feel as a part of your brand story. In
the same time, it provides you with loads of content that is free, authentic and persuasive for
the rest of your audience. Making people a part of your brand journey adds a solid layer of
credibility to your brand.
Today storytelling has proven its place is not only in children’s books or crazy B2C marketing
campaigns. Understanding the human factor in B2B marketing is more important than ever,
and powerful stories hold great potential to engage and emotionally influence an otherwise
‘rational’ audience. Whether you’re already employing brand storytelling or just starting out,
these 10 best practices will help you guide your efforts in terms of structure, content and
platforms for your narrative.
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