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Download the Audio Book Version of This Book for 

FREE  

If you love listening to audio books on-the-go, I have great news for you. You can download the audio book version of this book for FREE just by signing up for a FREE 30-day audible trial!

See below for more details!

Audible Trial Benefits  

As an audible customer, you will receive the below benefits with your 30-day free trial:

  FREE audible book copy of this book

  After the trial, you will get 1 credit each month to use on any audiobook

  Your credits automatically roll over to the next month if you don’t use them

  Choose from Audible’s 500,000 + titles

  Listen anywhere with the Audible app across multiple devices

  Make easy, no-hassle exchanges of any audiobook you don’t love

  Keep your audiobooks forever, even if you cancel your membership

  And much more

Click the links below to get started! 
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For Audible DE 




Introductions 


The financial services sector – abundant with statistics and indicators – does not appear to be the best environment for business storytelling. Even flat, repetitive success background texts, customer satisfaction figures, and market recognition do not help to differentiate a business from a competitor. It's storytelling that lets businesses push past details to humanize their services.

When communicating to institutional or corporate customers, businesses need to convey complicated concepts, yet then translate them into easy-to-digest communications that promote decision-making.

And how will storytelling change the conventional financial message of the past? It's simple: money and protection that it serves are emotional — and there's nothing better than storytelling to tap into emotions.

The Storytelling principle comes down to this: people enjoy a fantastic story. And when you say the right story about yourself and your brand, you build the basis for a marketing machine or, in story words, a success that is vitally relevant when it comes to selling to the affluent. "Remember, people will forget what you said, people will forget what you did, but people can never forget how you made them sound.

We're story-telling robots as humans. It goes back to our tribal predecessors who passed on wisdom and experience from one generation to the next. In the early days of modern civilization, there was no Wikipedia.

I assume that if you were out hunting with others from your stone-age cave dwelling and you happened to a sabre-tooth tiger, your brain will tell you a short story: run away or get eaten.

You certainly wouldn't have taken out a stone tablet and wrote down a thorough collection of situations, conclusions, and potential consequences, and then determined how to cope with the tiger.

The tale you were supposed to tell yourself as a cave-man (run or get eaten by a tiger) was presumably taught from others or through personal experience. Maybe the last time a hunting party went out, one of the shooters did not flee and was eaten by a tiger. Your "what to do when you encounter a tiger" story has been informed by others, personal experience, or both.

Likewise, the tale that you might have seen in the video above represents who you are and the events that have brought you to where you are now.

If you accept that we (and our minds) are normal storytellers, so we, as people, will readily assume that the story we are telling ourselves is the truth of our everyday lives.

The usage of good old storytelling allows investment advisors to attract wealthy customers. In the meantime, hundreds of tales and analogies are accessible to help you clarify the message and connect effectively with prospects and clients.

While dealing with customers and partners, they sometimes don't get what you're doing. Not for some particular excuse, but that they don't know the language – financial planning is a complicated subject and it requires a professional communicator to describe it in a straight-forward manner that clients can appreciate.

Here's when tales come in – they're empowering you: making the unknown acquainted.

Render thoughts unforgettable and exchanged.

Let us appreciate your mission and your dream.

Influence and reassure customers and clients.

Develop good partnerships focused on confidence and friendliness.

Prospects turn off while you're referring about figures. They don't care whether you're talking about money or variable 

annuities; they just want to know how to make their lives better.

Tell your professional knowledge and create confidence. There's no easier way to do it than to use tales.

After all, storytelling has been a communicating tool in business and life for years, and no matter how we name it, stories have a strong effect on how people perceive, behave and respond.

People enjoy a good story. And when you say the right story about yourself and your brand, you lay the groundwork for engaging with clients on an emotional level. It is particularly true of the wealthy opportunities who are too accustomed to people continually attempting to offer everything to them.

That's correct – the single most significant justification for you to create a "Who I Am" tale is that it helps you to build an interpersonal bond with high net worth prospects.

Here are two things that will set you up to build a "Who I Am"

killer tale: why you need a "Who I Am" tale How to improve a

"Who I Am" story What other stories you can use most of all are easy stories.

The greatest strength in storytelling is to help you refine the speech. And it wouldn't make sense to use complicated facts, wouldn't it? Telling easy stories can ideally keep you from meandering and slipping into our industry pit by making the already challenging topic more complicated.
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