
BRAND VOICE. EMOTION. CONNECTION.

How to Sell
Your Story

Selling Without Selling, Finding Your Voice,
and Making People Give a Damn

Most businesses know what they sell. Almost none can explain why anyone should care. This guide teaches you how
to find your brand voice, tell stories that create emotional connection, and pitch your business in a way that makes
people lean in instead of tune out. No marketing jargon. No 'synergy.' Just the honest craft of making people give a

damn about what you do.
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Nobody Cares About Your Business (Yet)

Let's start with an uncomfortable truth: nobody wakes up thinking about your company. Nobody is refreshing your
website hoping for a new blog post. Nobody is emotionally invested in whether your Q3 was better than your Q2.

People care about themselves. Their problems. Their goals. Their fears. Their identity. Your business only becomes
interesting when it connects to something they already care about.

"People don't buy what you do. They buy why you do it, and they buy
how it makes them feel."

This is the fundamental shift in how you sell your story. Stop talking about your features, your process, your years in
business, and your 'commitment to excellence.' Start talking about the transformation you create in your client's world.
What changes for them? What fear goes away? What possibility opens up?

A story isn't a timeline of events. A story is a character with a problem who finds a guide that helps them reach a
resolution. Your customer is the character. Their challenge is the problem. You are the guide. The transformation is
the resolution. If your marketing puts you as the hero instead of the guide, you've lost them before you started.
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Finding Your Brand Voice (The Real One)

Your brand voice isn't something you invent in a branding workshop. It's something you discover by being honest
about who you are, who you serve, and how you naturally communicate when you're not trying to 'sound professional.'

The voice test: Record yourself talking to a client

Seriously. Next time you're explaining what you do to a prospect or helping a client work through a problem,
record it (with permission). Then transcribe it. That's your real voice. It's probably warmer, more direct, and more
human than anything on your website. The gap between how you actually talk and how your marketing reads is
where authenticity goes to die.

The Four Dimensions of Brand Voice

1. Personality: Who are you at your best?

Are you the straight-talking advisor who doesn't sugarcoat? The patient teacher who makes complex things
simple? The bold creative who challenges conventions? The calm expert who brings order to chaos? Pick the one
that's most genuinely you — not the one you think the market wants. People can smell inauthenticity instantly.

Exercise: Write down 5 adjectives your best clients would use to describe working with you. That's your
personality. Not what you wish they'd say — what they'd actually say.

2. Tone: How do you say it?

Tone is the emotional temperature of your communication. It shifts by context — your tone on LinkedIn is different
from your tone in a crisis email — but it always stays within your personality range.

Map your tone spectrum:
• Formal end: Proposals, legal communications, press releases
• Professional middle: Website copy, case studies, emails
• Casual end: Social media, internal comms, blog posts

Most businesses default to formal when they should be in the professional middle. Nobody wants to read a
website that sounds like a terms of service page.
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3. Language: What words are yours?

Every strong brand has words they use and words they don't. This isn't about jargon — it's about consistency and
identity.

Create your word list:
• Words we use: The vocabulary that feels like you (e.g., 'straightforward' not 'transparent,' 'build' not 'architect,'
'real' not 'authentic')
• Words we never use: Industry buzzwords that make you cringe (e.g., 'synergy,' 'disrupt,' 'thought leader,'
'best-in-class')
• Our phrases: Signatures that become recognizable over time

4. Conviction: What do you believe?

The most magnetic brands stand for something. Not a political stance — a professional conviction. A point of view
about how work should be done in your industry.

Examples:
• 'Marketing should be measured by revenue, not impressions'
• 'Every business deserves a website that actually converts'
• 'HR shouldn't be a cost center — it should be a growth engine'
• 'Good design isn't decoration — it's a business strategy'

Your convictions attract the right clients and repel the wrong ones. That's the point.
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Selling Without Selling

The best sales don't feel like sales. They feel like conversations where someone finally understands your problem and
shows you a clear path forward. Here's how to create that feeling in every piece of content and every client interaction.

"The goal isn't to convince people to buy. It's to help people convince
themselves."

Lead with the problem, not the solution

Before anyone cares about your solution, they need to feel seen in their problem. Describe their situation so
accurately that they think 'this person gets it.' When you articulate someone's problem better than they can, they
automatically trust that you have the solution.

Instead of: 'We offer comprehensive digital marketing services'
Try: 'You're spending money on marketing but can't point to a single lead it generated. Your website gets traffic
but nobody fills out the contact form. You know marketing matters but every agency you've talked to speaks a
language you don't understand.'

Show the transformation, not the process

Nobody buys a process. They buy the outcome on the other side of it. Your case studies, testimonials, and sales
conversations should paint a vivid picture of life after working with you — not a step-by-step of your methodology.

Instead of: 'Our 6-phase implementation methodology includes discovery, strategy, creative development,
deployment, optimization, and reporting'
Try: 'Six months from now, your sales team will have a full pipeline, your cost per lead will be half what it is today,
and you'll finally know exactly which marketing dollars are driving revenue'

Use specifics, not superlatives

Every business claims to be 'the best,' 'industry-leading,' or 'committed to excellence.' These words mean nothing
because everyone uses them. Specifics are what build trust.

Weak: 'We're a leading provider of IT services'
Strong: 'We manage IT for 47 law firms across three states and our average response time is 11 minutes'

Weak: 'We deliver exceptional results'
Strong: 'Our clients see an average 3.2x return on their marketing investment within the first 6 months'



Nick Irmo | irmomarketing.com Page 6

Make the audience the hero

Your client isn't hiring you because you're impressive. They're hiring you because they have a goal and you can
help them reach it. Every story you tell should position the client as the hero and you as the guide.

Hero framing (wrong): 'We won the Addy Award for best campaign and increased our client's revenue by 40%'
Guide framing (right): 'When Acme Corp needed to double their pipeline in 6 months to hit their funding
milestone, we built the engine that got them there'
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The Emotion Playbook: What People Actually Buy

People make decisions emotionally and justify them logically. Your marketing needs to hit both — but emotion comes
first. Here are the core emotional drivers that make people take action, and how to ethically use them in your
messaging.

Fear of making the wrong choice

This is the dominant emotion in professional services. Your prospect isn't just choosing a vendor — they're
putting their reputation on the line. If the agency fails, it's their judgment that gets questioned.

How to address it: Social proof (client logos, testimonials), specificity (detailed case studies with numbers), risk
reduction (90-day trials, money-back guarantees, clear contracts), and transparency (showing your process so
they know what to expect).

Desire for control and clarity

Business owners are overwhelmed. Marketing feels like a black box. They want someone to make it make sense
— to give them a clear picture of what's happening and why.

How to address it: Explain things simply. Show your roadmap. Provide regular reporting they can actually
understand. Give them dashboards, not jargon. The business that makes marketing feel understandable wins the
client who's been burned by agencies that obscured everything behind complexity.

The need to feel understood

Before someone trusts your solution, they need to trust that you understand their situation. This is why the best
sales conversations are 80% listening and 20% talking.

How to address it: Content that describes their world accurately. Questions that show you've thought about their
industry. Case studies featuring businesses like theirs. Language that mirrors how they describe their own
challenges.

Aspiration and identity

People buy things that align with who they want to be. A business owner hiring a premium agency isn't just buying
marketing — they're stepping into the identity of a company that invests seriously in growth.

How to address it: Show them the future version of their business. Paint the picture of what their company looks
like with a real marketing engine. Use language that elevates rather than diminishes. They want to feel like they're
making a smart, forward-thinking move.
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Urgency and cost of inaction

Sometimes people need to feel the pain of NOT acting. Not through fear-mongering — through honest math.
What does another year without proper marketing actually cost?

How to address it: 'Every month without conversion tracking is a month of ad spend you can't optimize. At
$5,000/month, that's $60K per year flying blind.' Frame the cost of delay in terms they can calculate themselves.
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The 60-Second Pitch Framework

Whether you're at a networking event, on a sales call, or writing your website homepage, this framework structures
your story so people lean in instead of glaze over.

Step 1: Name the pain (10 seconds)

Start with the problem your ideal client faces. Be specific enough that the right person nods their head.

Example: 'Most professional service firms are spending money on marketing but have no idea which dollars are
actually generating clients.'

Step 2: Agitate the pain (10 seconds)

Make the consequence feel real. What happens if they don't solve this?

Example: 'That means they're either overspending on what doesn't work or underspending on what does — and
they can't tell the difference.'

Step 3: Introduce the bridge (15 seconds)

Position yourself as the guide who knows the way across. Not the hero — the guide.

Example: 'We build marketing systems for professional service firms that track every lead from first click to
signed engagement letter — so you know exactly what's working and what to kill.'

Step 4: Show the proof (15 seconds)

One specific result. Not three. One memorable number.

Example: 'We helped a 12-person accounting firm go from zero inbound leads to 40 qualified consultations per
month in five months.'

Step 5: Open the door (10 seconds)

Make it easy to take the next step. Don't ask for the sale — ask for the conversation.

Example: 'If that sounds like a problem you're dealing with, I'd be happy to do a quick audit of what you've got
and show you where the gaps are.'
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Before & After: Rewriting Real Marketing Copy

Theory is great, but seeing the transformation in real copy makes it stick. Here are common marketing messages
rewritten using the principles in this guide.

Homepage Headlines

✘ BEFORE

'XYZ Consulting — Your Trusted Partner for Business
Growth Solutions Since 2004'

Problem: Company-centric, generic, says nothing about
the client's world.

✔ AFTER

'Stop guessing where your next client is coming from.
Build a pipeline you can predict.'

Why it works: Addresses a real fear, promises a specific
transformation.

About Page Opening

✘ BEFORE

'Founded in 2004, ABC Marketing is a full-service digital
agency committed to delivering innovative solutions and
exceptional results for our valued clients.'

Problem: Every agency in the world could put this on
their site.

✔ AFTER

'We started ABC Marketing because we got tired of
watching good businesses waste money on marketing
that couldn't prove its value. Our rule is simple: if we
can't show you a number, we don't charge you for the
work.'

Why it works: Origin story with conviction. Takes a
stand. Memorable.

Service Description

✘ BEFORE

'We offer comprehensive SEO services including
keyword research, on-page optimization, technical
audits, link building, and monthly reporting.'

Problem: Feature list. No emotion. No outcome.

✔ AFTER

'Your competitors are getting the clients that should be
finding you. We fix that. Our SEO program puts you in
front of the people already searching for what you do —
and we prove it with leads, not just rankings.'

Why it works: Competitive urgency, clear outcome,
dismisses vanity metrics.

Email Subject Lines
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✘ BEFORE

'ABC Marketing Monthly Newsletter — January 2026'

Problem: No reason to open it. Sounds like homework.

✔ AFTER

'The $12,000 mistake most firms make with Google
Ads'

Why it works: Specific, curiosity-driven, implies value
inside.
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Where to Tell Your Story (And How to Adapt It)

Your story isn't one thing you say one way. It's a core narrative that adapts to every channel while keeping the same
emotional truth underneath.

Your website

This is your story's home base. The homepage is the 60-second pitch. Service pages are individual chapters. The
about page is your origin story. Case studies are proof chapters. Every page should answer: 'What's in it for the
visitor?' within the first 5 seconds. Read every page of your website and ask: does this make the visitor feel
understood?

LinkedIn

LinkedIn is where you tell your story in pieces — one post at a time. The best LinkedIn content shares real
experiences, hard-won lessons, and honest opinions. It's not polished corporate content. It's a person sharing
what they've learned.

Framework: Hook (first line grabs attention) → Story (real situation, not hypothetical) → Lesson (what you
learned or what you'd recommend) → Question (invites engagement)

Sales conversations

Your pitch framework adapts to every call. But the most powerful thing you can do in a sales conversation isn't
pitch — it's listen. Ask about their situation. Reflect it back. Show that you understand before you prescribe. The
sale happens when they feel heard, not when you finish your deck.

Email

Email is your most intimate channel. You're in someone's inbox — a personal space. Write like a person, not a
brand. One idea per email. Conversational tone. A clear reason to care in the subject line. End every email with a
single, clear action you want them to take. Not three options — one.

Proposals and pitches

Your proposal should tell a story: 'Here's where you are. Here's where you want to be. Here's the gap. Here's how
we close it. Here's the proof we've done it before. Here's what it costs.' In that order. Most proposals start with
'About us' — the client doesn't care about you yet. They care about their problem.
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The Story Checklist

Before you publish anything — a webpage, a post, an email, a proposal — run it through this checklist.

Che
ck

Question to Ask

■ Does this lead with the client's problem, not my solution?

■ Would my ideal client read the first sentence and feel understood?

■ Am I the guide in this story, not the hero?

■ Have I used specific numbers instead of vague superlatives?

■ Is the transformation (not the process) the focus?

■ Does it sound like me talking, not a corporate press release?

■ Is there one clear action I want the reader to take?

■ Would I read this if someone else wrote it?

■ Does it create an emotion (curiosity, recognition, urgency)?

■ Could a competitor copy-paste this and it still works? (If yes, rewrite)

"If your marketing could be about anyone's business, it's about no one's
business."

The bottom line

Your story is your most powerful marketing asset. Not your logo, not your website design, not your ad budget.
Your story — told with honesty, specificity, emotion, and conviction — is what makes someone choose you over
every other option.

Find your voice. Lead with the client's problem. Show the transformation. Use real numbers. Be the guide, not the
hero. And for the love of everything, stop saying 'best-in-class.'

The world doesn't need another company that's 'committed to excellence.' It needs one that's committed to being
honest, specific, and human.
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