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Be fore  you can pe rs uade ,
you mus t  unde rs t and.



Evalua t e  a  le ade r by 
how t he y be have  in a  
me e t ing  t he y’re  not  
le ading .

Art delaCruz
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Today’s  Works hop
1. Connect the dots: Why 

does this matter?  

2. Exercise #1: Experience 
connection through story 

3. Strategies: How can we 
authentically persuade 
others?  

4. Exercise #2: Let’s practice

5. Q&A



Why doe s  s t oryt e lling  mat t e r?



8  Crit ica l 
Pract ice s  of 
an Effe ct ive  
Exe cut ive
By Peter F. Drucker 

1. They ask, “What  needs  to be  done?”

2. They ask, “What’s  right  for the  bus iness?”

3 . They deve lop act ion plans

4 . They take  re spons ibility for the ir decis ions

5 . They take  re spons ibility for communica t ing  

6 . They focus  on opportunit ie s  ra the r than problems

7. They run product ive  mee t ings

8 . They think to say “we” ra the r than “I”

1. They ask, “What needs to be done?”

2. They ask, “What’s right for the business?”

3 . They deve lop act ion plans

4 . They take  re spons ibility for the ir decis ions

5. They take responsibility for communicating 

6 . They focus  on opportunit ie s  ra the r than problems

7. They run product ive  mee t ings

8 . They think to say “we” ra the r than “I”







Expe rie nce  Conne ct ion 
Through S tory



➔Gat he r in g roups  of 6    
➔As s ig n a  t ime ke e pe r
➔Each pe rs on g e t s  1 min t o t a lk 

about  s ome t hing  you re a lly 
want e d   



➔S ile nt ly cas t  your vot e
➔Take  3  min among  your 

g roup t o ide nt ify wha t  s t ood 
out  about  t he  t op-vot e d s t ory   



Common The me s
● Conflict / challenge  

● Motiva t ion / de s ire s   

● Relevance  / re la tability  

● Vulne rability

● Emot ion: joy, sadness , ange r

● Humor

● Triumph or a  le s son learned 

● Clear message  

● Steady de live ry 

● Intent ional eye  contact   



Aut he nt ica lly Pe rs uade
Othe rs  Through S tory



Common Sce nario for Le ade rs :
❏ You identify an objective or need that will benefit your 

organiza t ion

❏ You require  he lp from one  or many individua ls

❏ You need to pe rsuade  and/or inspire  them to take  act ion 



Re frame  t he  
Obje ct ive  of a  
Pit ch



Gain Pe rs pe ct ive  & 
Unde rs t anding



Powe r as  a  Dia l



Unde rs t and Your 
Audie nce



Focus  on t he  1% tha t  ma t t e rs  



The  Art  of Cura t ion



Be  a  Proble m Finde r



Effe ct ive  
Frame s  

1. Loss aversion - focusing on losses > benefits, in most 
cases 

2. Opportunity cost - there’s a cost to every idea, every 
action

3. Experiences - people remember and value experiences 
over goods & services 

4. Less is more - narrowing the set of options is more 
effective

5. Contrast - compared to what? 
6. Blemish - with a long list of positives, it’s effective to 

reveal the small negative 
7. Potential - focus on the future potential more than the 

past experience. With uncertainty, people fill in the gray 
area with positives



S e rving  Ot he rs  
Ke e ps  It  
Pe rs ona l



Cas e  S t udy
A hospital in North Carolina needed to 
ensure  eve ryone  washed the ir hands  
due  to a  rise  in avoidable  infect ions . 

Tes ted the  following  messages : 

S e lf int e re s t :
“Keep Yourse lf Safe”

Pa t ie nt  prot e ct ion:
“Keep Your Pa t ient s  Safe”

Fun s logan:
“Soap Up, Ge rm Down”



What  Re s ona t e s  for You?



Le t ’s  Pract ice    



➔ What ’s  my obje ct ive ? How doe s  it  be ne fit  my org ?

➔ Who’s  my audie nce ? What  do I know about  t he m?

➔ How can I quickly forg e  an e mot iona l conne ct ion?

➔ What  is  t he  1% to focus  on for t his  audie nce ? 

➔ How can my audie nce  he lp? What ’s  t he  as k or invit a t ion rig ht  

now?    



Top 3  Take aways  
1. Unde rs t and be fore  you pe rs uade
2 . Focus  on t he  1% t ha t  mat t e rs
3 . Conne ct  in t he  firs t  6 0  s e conds



Thank you!

S che dule  s ome  t ime  
t o conne ct !

Bobbi Snethen
bobbi@causemic.com
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