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Hi.

Hi. What’s the story

Hi

Content 
marketing & 
storytelling

What makes 
a GREAT story

Storytelling 
during a 
Pandemic

Defining your audience
& choosing your channels

Evaluating 
your efforts

What is Content Marketing

“... a strategic marketing approach focused on 
creating and distributing valuable, relevant, and 
consistent content to attract and retain a clearly 
defined audience – and, ultimately, to drive 
profitable customer action.

Content Marketing Institute

What is Storytelling

“... translating your marketing message into 
narrative form… It delivers content in a way that 
doesn’t feel like marketing. In this world of pop-
ups and flash advertisements, a story stands out 
as an island of calm in a frantic electronic world.”

Matt Bowman, Thrive Internet Marketing Agency



Storytelling as a sales tool

It’s not new

What is storytelling

Brand
vs Product
(or service)

Brand storytelling
uses a narrative

to connect 
your brand to 
customers.

Product storytelling
illustrates how a 

product has 
improved a 

customer’s life.

Content Marketing & Storytelling

111,000,000 
results

Storytelling as a sales tool

It’s not new

What is storytelling

Fast
Facts 22x

Stories 
remembered 

more than facts 
alone

30%
Boost 

conversion 
rates on 
content 

marketing

5x
Neural activity 
engages when 
listening to a 

story

Storytelling as a sales tool

It’s not new

What is storytelling

It’s not new

The ultimate sales tool?

The Music Man
Ya got trouble

Storytelling as a sales tool

It’s not new

What is storytelling

We are all
storytellers

Storytelling as a sales tool

It’s not new

1 Who

2 What

3 Where

4 Why

5 How



How to
tell better
stories

1 Based in reality

Reality
check

Chubb Insurance
Flying Cars

Recreating
reality

Farmers Insurance
Hall of Claims

Recreating
reality

Farmers Insurance
Hall of Claims

Tell the 
“everyday” 
stories

Going the Extra Mile
Access Bank

1 Based in reality

2 BelievableHow to
tell better
stories



Apologies

Wells Fargo
Earning Back Your Trust

Apologies

Uber
Apology

Stories 
are not 
fairytales

We can
see thru
you.

1 Based in reality

2 Believable

3 Compelling
How to
tell better
stories

All the 
feels.

Country Bank (MA)

Even Hard Work Needs 

a Partner



Highlight
real issues

Jane’s Story
BMO

1 Based in reality

2 Believable

4 Visual

3 Compelling
How to
tell better
stories

The 
right 
picture

Northern Bank
Stay True

The 
right 
picture

Northern Bank
Stay True

WHERE 
IS PHIL?

Real 
photos

Better
photos



1 Based in reality

2 Believable

5 Enhances

3 Compelling

4 Visual

How to
tell better
stories

Don’t
confuse 
content for
stories

US Bank
First-time homebuyers

Real 
experiences

Simple
True Stories

Customer
generated
stories

Made Ready Quiz
Citizens Bank

Customer
generated
stories

Made Ready Quiz
Citizens Bank

What 
makes 
a great 
story

1 Based in reality

2 Believable

5 Enhances

3 Compelling

4 Visual

6 Relevant



What’s the
connection?

Make a
connection

Grand Savings Bank
Life is Grand Blog

Make a
connection

Grand Savings Bank
Life is Grand Blog

Use your
History

Courage and Vision
Charles River Bank

What 
makes 
a great 
story

71%
Buyers/readers who say they 
are turned off by content that 

seems like a sales pitch

Economist Group’s “Missing the Mark”

1 Based in reality

2 Believable

5 Enhances

3

4

6 Relevant

7 Shows

Compelling

Visual

Soften 
your sale

Citizens Bank
Ask a Citizen



Ditch the
call to
action

Bank Less
bankwest

What 
makes 
a great 
story

1 Based in reality

2 Believable

5 Enhances

3 Connected

4 Personal

6 Relevant

7 Show

8 Surprise

Expand
the 
definition

First Farmers Bank & Trust
I’m a Farmer

Say 
something 
new

One Rand Man
Sanlam

Watched 
900,000 times

Ranked #1 on 
YouTube 

$2.5 million of 
media exposure

Storytelling 
during a 
pandemic

Storytelling 
during a 
pandemic



Storytelling 
during a 
pandemic

Storytelling 
during a 
pandemic

Storytelling 
during a 
pandemic

Storytelling 
during a 
pandemic

Storytelling 
during a 
pandemic

Moving 
beyond the 
pandemic?

“This ad was made safely. Please wear a mask in our stores”



Moving 
beyond the 
pandemic?

Is 
video 
the 
future?

Video on Social: What Marketers Say 
vs What They Do
SocialmediaToday.com

How can 
you reach
your 
customer?

www.leveragestl.com/social-media-

infographic/

Who are 
you 
trying to 
reach?

”A semi-fictional 
representation of 

your ideal 
customer.”

Market Research

Existing Customers

Who are 
you 
trying to 
reach?

Age & Family Status

Employment & 

Income

Goals & Objectives

Challenges

Communication 

Preferences

Who are 
you 
trying to 
reach?



Maximize
your
content

Maximize
your
content

30 second
cable spots

Extended
web videos

Social media 
sharing

Maximize
your
content

Keep it
going

Your Website

Where to
host your
story

Online Advertising

Facebook Twitter LinkedIn Instagram

Em
ail M

arketing

Are you 
giving 
away 
your 
traffic?



Are you 
giving 
away 
your 
traffic?

Protect 
your 
base

Protect your 
base

Evaluate

The greatest accomplishment 
is not in never falling, but in 
rising again after you fall.
Vince Lombardi

Evaluate
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Profitable Customer Action?

Evaluate
Website Analytics

Social Media Analytics

Email Marketing Analytics

Aggregator/Management Tools

Advertising Results



Evaluate
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MutualOne Bank

Digital Advertising

CAMPAIGN TRACKING - REPORTED BY CHANNELS

Channel Ad Group Clicks Impressions

Click-thru 

Rate %

Avg. 

Position 

Google

Reach 

Facebook Avg. Cost 

Per Click Cost

Google Display Checking Acquisition

In-Market 164            31,432             0.52% NA $1.20 $197.34
Remarketing 261            44,697             0.58% NA $1.16 $303.66

Total Google Display 425            76,129             0.56% NA $1.18 $501.00

Facebook Checking Acquisition

In-Market 85              11,099             0.77% 6,728         $1.69 $143.68

Framingham SOURCE Online Savings 181            442,691           0.04% $2.49 $450.00

Digital Total 691         529,919       0.13% $1.58 $1,094.68

Industry average in United States for banking 0.09%
richmediagallery.com/tools/benchmarks

Report Dates

February 2020

CHANNEL SPECIFIC
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CHANNEL SPECIFIC

Now 
what

Identify your 
audience

Tell stories that 
differentiate & 

resonate

Create for 
different 
channels

Protect your 
base

Evaluate 
results

Help is
out 
there

Go tell your story.
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