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“Don’t just tell me the facts,
tell me a story instead.

Be remarkable!
Be consistent!
Be authentic!

Tell your story to people who are inclined to believe it.

Marketing is powerful. Use it wisely.

Live the lie.”



There will be no beating around the bush, no hand holding and no sugar coating involved. Seth Godin 
gives it to you fast and straight. His tone can be cutting, bordering on condescension depending on 
your mettle. And, while his points can get repetitive, they’re good points to make. All Marketers Tell 
Stories is a good read for newbie marketers, or people who are interested in how marketing works.

THE POWER OF MARKETING

The power of marketing is never more evident than it is when it comes to car shopping. No other industry 
comes close to providing the number of options at such a wide range of price for the same product. A car 
is meant to get a person from point A to point B. That’s its utility. So why don’t we all buy the same cheap, 
reliable sedan? Because a car is the single largest discretionary purchase most people make in their lives, 
and they want that purchase to say something more than “I want to get from point A to point B.” They want 
to buy a story. For instance, someone who buys a Ford truck is telling themselves, and others, that they are 
a hard-working, hands on person who spends a majority of their time outdoors or doing physical labor. The 
person who drives the Porsche Roadster is telling a story about their high class, sporty taste. They have a 
propensity, and the ability, to live life luxuriously and have fun. 

To build a story around something like a car, marketers have to tell an authentic story. Godin uses the 
example of the Toyota Prius to explain this. He says the people who buy this car buy it because it makes 
them look smart (they’re rational people who put the logic of 50 mpg over the flashy shallowness of a 10 
mpg SUV). The engineers didn’t let the buck stop at miles per gallon though. They made this car smart in 
multiple ways. In fact, the Prius is so smart you don’t even have to put your keys in the ignition - the car 
senses that they are near and the drive just needs to press a button to start the engine. Pretty smart. 

HIGHLIGHTS
Marketing tells a story about a brand. 
Consumers are complicit in marketing. 

Marketing works when you are completely dedicated to and embracing your story.
Marketing is about spreading ideas.

Riedel Glasses
The makers of Riedel glasses believe that every 
drink has a glass that is its soul mate. They 
believe in this so strongly that wine experts 
around the world started touting the greatness 
of Riedel glasses. Tests found that these wine 
experts were able to tell that the same wine 
tasted much better when presented in a Riedel 
glass; however, when scientifically tested (using 
blind taste tests) these experts lost their ability to 
make that distinction. How could this happen? 
Riedel believed in their glasses so strongly that 
others accepted that belief as their own - making 
it a truth, even when the facts don’t support it.

Godin’s Story Tenets
“A great story is true. Great stories make a promise. Great stories are trusted. Great stories are subtle. Great stories 
happen fast. Great stories don’t appeal to logic, but they often appeal to our senses. Great stories are rarely aimed 
at everyone. Great stories don’t contradict themselves. And most of all, great stories agree with our worldview.”



HOW MARKETING WORKS

Step 1: Their worldview and frames got there before you did.

You can’t change people. Their beliefs and opinions about life have been forming since they were born and 
there’s not much we can do to influence them. However, as marketers we do have the ability to capitalize on 

them. As Seth puts it, “we all want the same things.” The challenge for us is making a connection between 
those wants and the product/service we are trying to sell. Once we make that connection, which many of 
you might know by another name (consumer insight), we begin the process of creating a story. The purpose 
of this story is to frame your brand in a way that makes it appeal to a consumer’s worldview. 

i.e. The phrase “Hot Donuts” launched Krispy Kreme into stardom by making the connection between 
donuts being a sensual eating experience (an indulgence), it’s especially sensual when the donut is hot, 
therefore people love hot donuts. 

Step 2: People only notice the new and then make a guess.

When a person is confronted with something - a fact, an idea or a thing - they will tell themselves a story 
about it. The key to good marketing is to make sure your story is the one that will make it through - the 
one that will stick. Your story should become an idea in their mind, and they should want to share it. This is 
called an ideavirus. In order to understand how you can get your story to become an ideavirus in the minds 
of your consumers, you have to understand how their brain works, especially when it comes processing 
new information. 

First, we look for a difference. Is there something unexpected about it? Then we look for causation, 
because if we know the cause we can form a theory about it. Next we make a prediction. Our predictions 
allow us to wrap things up and compartmentalize them. If we encounter any information to the contrary of 
our theories and predictions, we ignore it for as long as possible. The takeaway: people only notice what’s 
new and different, and as soon as we notice it we start making assumptions. 

Step 3: First impressions start the story.

First impressions are everything, and they usually happen within a split second. In order to cope with the 
massive amounts of information we are faced with everyday, we make snap judgements. We use frames 
and apply them to the new information to figure out how that information fits into our worldview. Once we 
have made these snap judgements, they are very hard to shake. When it comes to a brand, it’s almost 
impossible to tell when these snap judgements occur. People can know about a brand for years, but until 
they encounter something about it that makes it stick out to them in some way, they may never make 
that judgement. Marketers should understand that these first impressions can occur at any point, not 
necessarily the first interaction, so that they understand the importance behind brand consistency.

Step 4: Great marketers tell stories we believe. 

Making a purchase is a process. And, it’s not a simple one. We all look at how each purchase is going to 
impact our lives on a deeper level than utility. Will these curtains impress my neighbors? Will they make 
them think I have good taste and the ability to splurge? Will these shoes make more attractive to the cute 
guy I always see in the coffee shop? Yes, it’s important that the curtains are the right size and can provide 
shade, and that the shoes are comfortable and protect your feet, but it’s more important how these items 
will impact the story of your life. What do they say about you?

Not all worldviews are worth capitalizing on. They have to have the “I gotta share this factor!” or the 
story won’t spread.



Step 5: Marketers with authenticity thrive. 

Your story can’t be a lie. If your story promises something to the consumer, but doesn’t follow through, 
the consumer will feel fooled. Once a consumer feels fooled, you’ve lost their business forever. The story 
shouldn’t try to change someone’s mind. It should offer them something that they already believe they 
need/want (i.e. a shortcut, safety, fun, etc.). Authenticity is important because the story has to be real 
at every touch point people can have with the brand. If the offer the story is making falls through at any 
point in a person’s interaction with your brand, then you’ve failed. For instance, if you are telling the story 
of a personalized shopping experience, where your brand will go out of its way to make your life, and a 
consumer calls customer service to be answered by a callous, unhelpful employee, then the story has 
been shattered. Even if every other interaction with the brand has been wonderful, that one slip up can be 
enough to do you in. 

Message to Strategic Communicators
Find a connection between what you’re marketing and what a group of people wants. Share that connection with 

them in a way that gets you noticed by standing out from the crowd. Weave a story around your brand that is 
enthralling because of the truth behind it, and make sure it’s absolutely authentic.


