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At PivotPath, we support you. We 
provide small businesses with the 
marketing and sales support needed 
to create amazing products and grow 

without having to worry about when the next 
lead will come.

Our mission is to maximize the value you bring 
to your audience with proven and tailored 
digital marketing solutions. We will help you 
Discover, Tell Your Story, and Connect, so you 
don’t have to.



Ask what marketing is and most people will say it advertises a business or service. It sells 
things. When it isn’t annoying and in your face, it’s insidiously lurking all around us: the 
product placement in movies, targeted posts on social media, and promoted testimonials by 
celebrity infl uencers. 

Marketing sells things. That is true. But people are sick of blatant ads, and they increasingly distrust 
them. Advertisers can spend millions of dollars trying to overcome the fatigue with evermore fl ashy 
campaigns, but it’s futile if it feels inauthentic. 

In the past two decades, marketers have had to adapt to the Internet, email, social media, and 
smartphones. People have also had to adapt to the rising volume of marketing, implementing ad 
blockers, aggressively fi ltering email, and simply tuning it all out.

To overcome this impasse, we need to rethink marketing. What 
is marketing, beyond traditional advertisements?

Marketing is the art of persuasion, the spark of inspiration, and 
the connection between a company and the world. 

Marketing is the language of engagement between your 
company and your clients. 

Marketing tells a story.

In this eBook, you’ll fi nd proven methods to improve your email 
marketing: discovery, storytelling, and connection. 

� Discovery – Who makes up your client base, and what makes 
them tick?

� Storytelling – Stories with an authentic voice, and characters 
like your audience, resonate more deeply than a sales pitch.

� Connection– Foster trust, engagement, and loyalty, making your call-to-action a logical extension of 
the stories you tell.

With these three methods, you will discover how to boost email open rates and click-throughs, and 
build a genuine relationship with your client base. 

By engaging your client base – your audience – with compelling stories, you will turn detached 
potential leads skimming across your marketing materials into devoted customers who engage, share, 
and promote your content. 

THE ART OF STORYTELLING
THE IMPORTANCE OF CONNECTING WITH 
YOUR AUDIENCE THROUGH EMAIL MARKETING 
TO GENERATE LEADS AND CLOSE SALES

Marketing is 
the language 
of engagement 
between your 
company and 
your clients.



Before you formed your company or organization, the fi rst step 
was identifying a need out in the world. What is the problem you 
set out to solve? The answer to that question not only propelled 
you into action. It is also the master key to your client base. 

Your targeted client base – your audience, for storytelling – has 
that problem. You have the solution. But unless you truly know 
what their challenges are, and reach them with the language 
they understand, they will not become your activated customers.

Empathy is at the core of knowing your audience. There is a 
human being behind each email address on your list. While 
quantifi able data is crucial in determining your business and 
marketing strategies, remember: beneath the statistics are busy 
people living out their lives.

Marketers all want to make a sale, but nobody—marketers 
included—likes to be subjected to a sales pitch. What we all need 
is genuine connection. We connect when we discuss what we 
have in common, what we deal with from day to day, and the 
best ways to do what we have to do.

Say you’ve just started a home repair business after years of 
working on the fi xer-uppers of your friends and family. You 
specialize in waterproofi ng basements and crawlspaces. This 
is dirty work and it’s not glamorous. There are bugs, cobwebs, 
mildew, and hands-and-knees labor. And people don’t want to 
hear the things you go through to get the job done, and nobody 
in their right mind wants to look at pictures you take of the 
before-and-afters of crawlspaces. But if you don’t do some 
marketing, it’s going to be hard to get your name out there. 
What do you do?

You go back to the beginning. What is the problem you set out 
to solve? What motivated you along the way to perfecting your 
waterproofi ng? There’s your master key.

It was the daydreams of family and friends enjoying their 
basements as rec rooms. It was the mold-free air your loved 
ones could breathe. It was a better quality of life and peace of 
mind for people you care about. In fact, the sale of your service—
whatever it is—has less to do with the nitty-gritty of the work 
you do and more to do with its result. Now it’s time to craft an 
email, based on this knowledge, that will resonate.

DISCOVERY
WHO ARE 
YOU REACHING 
AND WHY?1 WHY

EMAIL MARKETING?

Email has been around for 
decades, but it would be a 
mistake to write o�  its power 
as a marketing tool.

� PERSONALIZED – Names 
are personalized, but 
content based on activity 
can aso be fi ne-tuned.

� TRACKABLE – Data on how 
people open and read 
their emails has become 
extremely granular, 
making for a forensic 
goldmine for marketers.

� INTIMATE –We not only 
check our email multiple 
times a day, we carry it 
around in our pockets and 
interact with it in ways 
that were unimaginable in 
the “you’ve got mail” days 
of dial-up Internet.

3.7 billion email users 
globally

86% of professionals 
say email is 
preferred form of 
communication

80% of email users check 
on mobile devices [1]

We can learn through 
funneling, testing, and 
tracking just about everything 
it takes to technically 
optimize our audience’s 
response to our emails. 
But the secret ingredient
 is the story.



Your email marketing is a campaign, not a one-o� . Each email is like a chapter in a book. You’ve clarifi ed 
your message using what you’ve learned through the discovery phase. Now you can convey that message 
through the art of storytelling. 

Craft your story around the problems your customers face. The story is about fi nding a solution. Simple, 
right?

People want stories about characters like themselves who overcome challenges. In the stories you tell, your 
main character should be the customer You play a supporting role, not the lead. Your role is to aid the hero 
in achieving their victory.

Your product is a great broadsword. But you aren’t the knight who slays the dragon. You are the blacksmith.

Stories are made up of well-known elements: setting, character, confl ict, and resolution. The plot can be 
simple, but in general there is a beginning, a middle, and an end. The beginning develops the characters 
and establishes a setting. The middle builds suspense and works toward the climax of the story. The end is 
the confrontation and resolution of the problem. Confl ict drives the story forward. This must be illustrated 
through scenes and action, not simply summarized – “show, don’t tell.” 

Storytelling is a centuries old art and something uniquely human. We are social animals and we learn from 
one another. We daydream. And we learn about ourselves through the lives of others.

The best stories are already out there waiting to be discovered 
in your customer base. Talk to them – and when they talk back, 
listen deeply. Engagement is a babbling brook from which you 
will draw a thousand cups. More than nine out of ten people trust 
the recommendations of peers over traditional advertisements 
[2], making an authentic customer success story a priceless 
acquisition for your brand.

Storytelling is based on evoking an emotional and sensory 
response. The best stories are immersive. When we read a good 
story or watch a good fi lm, we suspend disbelief. 

It isn’t magic; neuroscience confi rms that the brain makes little 
distinction between reading about an experience and actually 
experiencing it. [3] Our empathy is heightened as we identify with 
a story’s hero and internalize their thought process and feelings. 
When it comes to marketing, customers engage emotionally and 
respond to sensory descriptions more than logic and data, brain 
scans show [4].

STORYTELLING
DON’T PRESENT A PITCH, 
TELL A STORY.2

Your product 
is a great 
broadsword. 
But you aren’t 
the knight who 
slays the dragon. 
You are the 
blacksmith.



Imagine you have a business called Best Slippers. You’re selling comfortable, handmade house-
shoes. These are the best slippers in the world, which is why you call them Best Slippers. They 
are made with the best component parts and sewn by the best seamstress (you). They are 
more expensive, because no sacrifi ce has been spared. Your audience are people who like to be 
comfortable at home and can a� ord to buy the best quality. What is the story development in 
chapter one, your fi rst email?

Is it a story about how much your back hurts after making slippers all day, and how much the 
components cost upfront? Is it all about you? Or is it about how hard your audience works in 
professional shoes all week, and how they deserve to take care of themselves in slippers that 
will soothe their own aching backs? 

Maybe it’s a story about a very busy businesswoman named Nina Trent. She has an aspirational 
life, but she also has problems. 

Nina has a lovely old house with hardwood fl oors and plush red and white rugs. On weekend 
mornings, she carries a mug of tea through the house to the front room, moving quietly so 
as not to wake her husband and three beautiful children. Her slippers are whisper-soft and 
elegant. They are Best Slippers.

She relishes her weekend, because on Monday morning, she is fl ying across the country to 
a work conference. Nina travels a lot for her work, and she misses her family. She packs her 
slippers in her purse on fl ights, and slips them on to relax. She likes them because they are 
both incredibly comfortable and they are so fi nely crafted that they look like professional fl ats. 

In fact, she has multiple pairs in di� erent colors, to coordinate with her wardrobe! She looks 
around – no one in business class even notices she is wearing house-shoes. Best Slippers are 
comfortable and remind her of lazy weekend mornings. They make her feel less homesick. 
Maybe your slippers feel like home. 

“Slip home” becomes your brand narrative. Your email tells Nina’s story, with links to learn 
more about the care with which her slippers are made and why they are so unique. Because 
you are internal to her world, the story rings true and your call-to-action becomes organic.

Your next email, chapter two, could delve into your work. How did Best Slippers come to be? 
Here is your chance to talk about your aching back and your desire to create slippers that feel 
like home. This is your origin story. But once again, the storytelling is founded on the shared 
problems of your audience. 

In telling your story, you are recalling your quest to solve the problem – and how in the process 
of seeking the great broadsword to slay the dragon, you had to learn the art of blacksmithing 
and forge it yourself.

HOW IT WORKS
PUT YOURSELF IN HER SHOES



3 CONNECTION
YOUR CALL-TO-ACTION

HOW IT WORKS
THE MORAL OF THE STORY

Storytelling creates loyalty and a genuine relationship. By humanizing your brand, 
you’ve motivated people to want to learn more of the backstory, and what happens 
next. Your storytelling is e� ective when it inspires and it serves as a guide for how 
your audience can – like your main character – resolve their problems, achieve their goals, and be better. 

Now you can connect your customers with your “must have” products and service with a single call-to-
action embedded in the resolution of your story. Don’t get pitchy in your CTA. If you’ve told your story well, 
the CTA is the logical next step. Making the sale is the most natural thing in the world. 

Essentially, you are using story to overcome reservations that potential customers have to your product. 
What is holding them back? Is it the cost? The complexity? Are they using a competitor’s product instead? 
If you’ve done your homework in discovering your client base and their individualized issues, your email 
storytelling should address these sticking points. 

Let’s think of an example outside of marketing for a moment. You are a chemistry teacher, and 
all your students need to wear safety glasses in the lab. How would you convince a teenaged 
girl concerned about her appearance in front of her cute lab partner to put on the clunky plastic 
frames? Tell a story, of course. 

Before you were a chemistry teacher, way back in the mists of time, you were a student in 
college. Late one hot afternoon, you were working away on a lab assignment. Your glasses 
were heavy on the bridge of your nose and you wanted badly to take them o� . Sweat was 
pooling and the clock was ticking. You had to get this done and your partner was balancing a 
pencil on his upper lip. Tired, frazzled, and distracted by your goofy lab partner, you poured the 
wrong chemical into a mixture – foom! – it bubbled up and splashed into your face. Your skin 
started to burn almost immediately and you rushed to the eyewash station. As you cleaned 
yourself up, your lab partner held up your safety glasses. He looked genuinely shaken. The 
plastic of the lenses was pocked and clouded. You would have been blinded if that had gotten 
into your eyes! 

What’s the moral of the story? Safety glasses are necessary and you need them, even if they 
don’t look cool and they aren’t that comfortable. They are there to protect you, and they will do 
that job if they are on your face.

Write your story so that your CTA is embedded in the tale itself, like the moral of a story. It is 
the natural lesson emerging out of your story.



What if the emotional approach isn’t enough? Show your client base you have 
data to back up your claims. Satisfy the rational side of your audience by 
providing research insights and statistics. Talk about the science behind your 
product’s e� ectiveness, and demonstrate transparency in your organization. This 
solidifi es trust and confi dence in what you say. 

It all goes together. After all, storytelling is not about manipulation. It is not lying 
to the reader. Rather, it is the art of revealing profound truths in a way that they 
can be absorbed. While we often have a hard time committing to memory raw 
numbers, we remember the sights and sounds and narrative of a good story. Great 
ideas and lessons come to life through people who can explain them.

Converted by your message, your client base  will want to share what they’ve 
found. The viral spread of your marketing e� orts is borne forth on the integrity of 
your best customers. 

– Naomi Daly

Click here to see how PivotPath 
can boost your business.

https://pivotpathdigital.com/
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