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B2B Presentations and webinars are perfect
for...




B2B content is for...
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Repositioning your product or service to new audiences, or to a new
challenge.

Pitching a new product.

Answering a bunch of pre or post-sale FAQs your sales team hears all the time.
Debunking misconceptions, busting myths that are a barrier to adoption.
Sharing industry research that’s relevant to your prospects.

Teaching your customers or prospects a new skill.

Telling success stories from past clients, to help seal the deal.

Coaching prospects on how to sell your product/service internally.

Walking through a product or service implementation process.




Spoiler alert:
Most “content” is boring.
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Common Narrative Pitfalls

1.
2.
3.
4.

Starting with an intro that’s all about you.
Too many inert facts, theory, concepts and no examples or story.
Failure to apply empathy and connect to where the audience is starting.

Too much text on slides.




But...the good stuff
. 4§l can be a catalyst for
<&« meaningful change,
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Change

Uninformed= Informed
Uninterested= Interested

Stuck= Unstuck




Change

Uninformed= Informed about a new product
Uninterested= Interested about a new solution to a current challenge

Stuck= Unstuck on how implement a product in your current workflow
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But, in Minds of Our Prospects...Change Is Hard
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The Importance of Ebb and Flow
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Your Job: To Make Your Audience “See” Ideas

The enemy of persuasion is obscurity.
The more you want your idea adopted, the more it needs to stand out.
Show how your idea contrasts with the existing expectations, beliefs,
feelings or attitudes of the audience.




The Beginning
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Begin from a Shared Place of Understanding

What is my big idea?
What are my audience’s existing expectations, beliefs, feelings or attitudes?
Aka what is the status quo?

e How does my idea or message contrast against this?
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Paint a Picture of the Realities of their Current
World

e \What problems are they dealing with? What's the scenario?




What problems are they dealing with? What’
the scenario?
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Call Them to Adventure
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Create an imbalance by stating what could be juxtaposed by what is.

This is like what screenwriters call the inciting event in a movie.

Tease dramatic tension by contrasting the commonplace with the lofty.
m Today you're dealing with ....tomorrow, X could be yours....

Pose an intriguing insight that the audience will want the rest of the presentation to
address.

m Did you know that X has already figured out how to X?

Elicit the audience’s desire for a different reality than this one.
m  What if you could....

m Imagine a world where....

Stir them up as you explain what is at stake, and what it takes to resolve the gap.
m If you want to X, you're going to have to X...



How might we call them to adventure?

Solutions for sustainable growth

Budding resilience for your business
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The Middle
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Create an ebb/flow with contrasting content

e What is vs what could be
e Factvs Story




What is

vs what could be




Contrast What is with What Could be

What is

What could be

Alternate point of view

Your point of view

Past/Present

Future

Pain/Problem

Gain/Solution

Roadblocks/Resistance Clear Passage/Action
Impossible Possible

Need Fulfillment
Disadvantage Advantage/Opportunity
Question Answer
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Yesware Helps Sales Organizations:
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TURNING CUSTOMERS
INTO SUBSCRIBERS
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A GLOBAL PHENOMENON
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How might you contrast what is with

e What KPIs are they measuring today? How could you make
them more successful in the future?

e What is the shift that is happening in the world? What has
become obsolete and what does the future look like?



Fact vs Story
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Facts alone fall
short.




The problem is this: No spreadsheet, no
bibliography and no list of resources is
sufficient proof to someone who chooses not
to believe. The skeptic will always find a
reason, even if it's one the rest of us don’t
think is a good one. Relying too much on
proof distracts you from the real mission;
which is emotional connection.

-Seth Godin



Stories convey
meaning.



Contrast Fact with Story

Analytical Content Emotional Content

Diagram Benefits

Feature Analogies, metaphors, anecdotes
Data Evocative images

Evidence Humor, surprises

System Customer stories

Process Offers, deals

Facts Shiocking or scary statements
Supporting documentation Biographical or fictitious stories
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How might we contrast fact and story?

Bidding
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Establish structure
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It is unwise to merely dump a pile of unstructured information into the
laps of your audience. They will have the same reaction as if you take a
watch apart, fling the pieces at them and say “Here’s all you need to make
a watch”. You might get high marks for research and energy, but that is a
low-class consolation prize. By doing this, you confess that you don’t
know what to do with all the stuff you've dug up. Audiences expect
structure”

--Henry M. Bottinger
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Organizational Structures: Storytelling options

Chronological: Arrange information related to events according to their time
progression.

Sequential: Arrange information according to a sequential step-by-step process.

Climatic: Arrange information in order of importance usually moving from least to
most important point.




Organizational Structures: Contrast options

Problem-solution: Establish the problem helps convince people of the need for
change.

Compare and contrast: Arrange information according to how two things are
different from each other. Insights surface when information is juxtaposed.

Cause and effect: Arrange information to show the different causes and effects of
various solutions. Effective when promoting an action to solve a problem.

Advantage and disadvantage: Arrange information into “good” and “bad”
categories. This helps the audience weigh boths sides of an issue.
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Big idea: Q3 revenue is down and we're still in the lead, but if we slow down, we'll lose
market share

We want to move from...Being unsure about the company’s future, and financial
distractions are breeding low productivity

To... Confident that we will succeed, motivation to create even better products next quarter
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Original structure: Demoralizing

New structure: Uplifting




Which organizational structure might work
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Call to Action

e |dentify actions that are simple, straightforward and easily executed
e Audience should be able to connect their actions with a positive outcome for
themselves.




Different CTAs for Different Folks

WHAT
-acquire funds

-provide resources
-provide support

HOW
-Assemble

-Decide
-Gather

-Respond
.Try



Which CTA is best for this audience?
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Process
suggestions




Process Ildeas

1.
2.
3.
4.
5.
6.

Brief/outline with sales/marketing

Write all your ideas on stickies (forces you to keep it to one idea/slide)
Organize it into a macro structure.

Look for opportunities to create contrast (What if/what could be, fact/emotion).
Create deck.

Review for common pitfalls (starting with “meness”







Brief for Sales/Marketing

Presentation Brief

A The Audience:

Who is the hero?
Are they problem-aware, solution-aware, or product aware?
What ks thair lpvel of educatenfunderstanding of the problem? Solution? Or product?

Mre they why, what or how pecple?

Z CTA:
‘What is the call-to-action? Where do we want them to end up?

Wnat ks my big idea?

What are my audience’s existing expeciations, beliefs, feelings or attftudes? Aka what |5
the status gua?

How does my idea or message contrast against this?
What problems are Lthey dealing with? What's the scenafo?

Hew might we call them 1':.l\.“ﬂd'1'ﬂﬂ‘__ﬂl_1ul"$?



