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How Storytelling
sSpurs Success

Storytelling isn't just for old folks and kids. It can help you move
forward in your career—bath by showing what you've accomplished
and by persuading employees to trust you. By Vickie Elmer

lllustration by MARK MATCHO
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MARRIOTT INTERNATIONAL’S Ed
Fullerloves to tell stories. One of
his favorites is set at the Boston
Marriott Copley Placein 1985,
where he was general manager.
Justamonth after it opened,
catering sales were $300,000
below budget. “My careeris lost,”
Fuller recalls thinking after
asenior executive called and
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¢6| ASK ONE QUESTION, WHETHER I’'M INTERVIEWING A SENIOR EXECUTIVE
OR ACAMPUS PERSON: TELL ME YOUR STORY. IT’S THE BEST WAY TO GETTO
KNOW THE ENTIRE HUMAN" -John Berisford, head of human resources at Pepsi Beverages

said, “I can’t believe it. Bill Marriott is beside
himself.” The executive said he was flying to
Boston and asked Fuller to dinner after “we
deal with the problem.”

The “issue,” it turned out, was not what
Fuller had feared. A Marriott family member
had ordered clam chowder; it arrived cold, and
the manager hadn'thandled it well. That
—not the stumbles of a new boss—was what
Marriott cared about. “If [the family] is treated
badly, we assume the customer is treated
worse,” said Fuller, now head of international
lodging for Marriott International and author
of abook of workplace stories, You Can't Lead
With Your Feet on Your Desk, due out nextyear.

Fuller uses that story—and others—to teach
new managers about Marriott’s priorities:
serving the customer well, and serving its
chowder hot. He also uses storytelling to teach
about career advancement, such as the tale of
how he and another senior exec started as a
security guard and waiter. “They want to see
actual examples,” Fuller says, noting that 60%
of Marriott’s hotel managers started as hourly
workers. “Storytelling has made me more ef-
fective in doing myjob.”

That sentiment is shared by executives at
companies such as Microsoft and Pepsi, who
use storytelling “to create a metaphor or an
emotional boost,” said Annette Simmons, a
corporate storytelling trainer and an author
of two books on the topic. Irada Sadykhova,

Microsoft’s director of learning strategies,
uses stories to open a meeting, to press for
anew strategy, or to motivate ateam. “It’s
about imparting some sort of a truth,” says
Sadykhova, who grew up on fables in Russia.
And famous movie exec Peter Guber, who
has written a book called 7ell to Win, due in
March, says stories are the best way to achieve
your goals. “They’re not monologues,” he says.
“You've gotta touch people.”

Stories can also aid hiring, says John
Berisford, head of human resources at Pepsi
Beverages. “I often ask one question, whether
I'minterviewing a senior-level executive or
acampus person: Tell me your story,” said
Berisford, who learned storytelling from his
grandmother in West Virginia. “It’s the best
way to get to know the entire human being.”

To instantly grasp the impact of a good
yarn, think of bestselling books such as Fish!
and Who Moved My Cheese? The ones that
work are instantly memorable and forge emo-
tional connections, says Katharine Hansen,
Ph.D., co-owner of the Quintessential Careers
website. But that doesn’t mean storytelling is
right for every situation. It can backfire if the
teller is trying to build enthusiasm yet doesn’t
feel it, says Simmons. Choosing the right story
for your audience is crucial, as is editing it to
be clear and concise. It also helps to be accu-
rate; at a time when authenticity is scarce, no
one wants to hear a tall tale.

SELLING YOUR STORY..

Katharine Hansen, author of Tell Me About Yourself,
on “career-propelling stories.”

..ANDWHATTO AVOID

B Startwith “just
onestory”that

B Showhowyou
usedyourtalents
whentested.

M Tellofaturning
pointinyour career
and whatyou
learned.
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i M Selectstories
: thatreinforceyour
revealsyouressence. |
i showyour passion
:and personality.

personal brand and

i M Tellhowyou

i developedor

. sharpened akey

i characteristic—and
! theresultsachieved.

{ M Show howyou
; handle major change
i andlead others

M Don’ttalkfortoo
long orramble. Two
minutesisthe

i M Don’tomit
i sensory details
: andahitofcolor.

throughit. absolute max. . W Don'tforget
| M Find herostories M Don'ttell i towrapupthestory
i whereyousavedthe storiesthataren’'t i withaonesentence
i day. relevanttoa i moral, key message,
: targeted job. i orlessonlearned.

M Don'tlieor

exaggerate.

ONE-
MINUTE

MENTOR

Willemployers
question your
judgment because
you spent too long
atone company?
Allison Hemming,
ﬂ[esident ofthe
ired Guns, a digital
talent agency,
offerstipsto
convince doubters.

Kill with the cover
letter. To some
résume reviewers,
along stintat one
company signals
stagnation. Since
youwon't be there to
defend yourself, your
cover letter needs to
pop with terminology
that’s of the moment
inyour industry.

Showyou’re no
career coaster. A
chronological resume
that demonstrates
strategic advance-
ment within your or-
ganization is a must.
Clearly highlight pro-
motions, increased
responsibility, and
results—and make
sure your LinkedIn
profileisinsync.

Trackyour progress.
Talk about each
position scored at
your current firm
asifitwereagreat
new job. Make sure
to correlate your
experience to the
responsibilities of the
role you're going for.

Make no apologies.
Have conviction in
your decision to stick
it out. Show how your
company keptyou
engaged and chal-
lenged. Describe how
the lessons learned
will benefit the new
company. Everyone
likes a sure thing.



