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As B2B sales becomes increasingly 
digital-first, the power of a clear 
selling story grows. Yet most 
organisations still struggle to position 
themselves effectively in a crowded 
market.

Historically, B2B buyers have been 
treated as hyper-rational - as if they are 
only interested in cold hard facts. But 
the reality is they are just as susceptible 
to a compelling, persuasive selling 
story as any other consumer. 

What is your role in the market? How 
do you differ from your competitors? 
A clear, consistent selling story is 
the most effective way to not only 
communicate these facts, but have 
buyers remember it. 

This creates a problem for many B2B 
sales teams though. Most are not 
prepared to present a consistent 
value proposition across the 
multitude of touchpoints B2B buyers 
now have at their disposal; individual 
bits of messaging and salespeople 
reiterate the story with slight 
variations, and the central message 
ends up heavily diluted.

In this eBook, we explore why so many 
selling stories fail - and how sales 
leaders can develop more 
impactful ones.

HOW A CONSISTENT SELLING STORY 
DRIVES B2B SALES
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Most businesses develop their basic positioning and 
selling story in-house, usually based on individual 
thinking rather than clear or robust data. Without outside 
expertise or rigorous testing, the result is often not as 
clearly differentiated or effective as it ought to be.

This focuses salespeople to “wing it”, improvising around 
the brand position - and inevitably coming up with 
inconsistent messaging. Historically, this may not have 
been a problem. But B2B buyers today can far more easily 
locate inconsistencies in messaging.

B2B buyers are in total control of how they engage with 
vendors today. They can access information via social 
media; websites; a variety of online content sources; or 
directly from any number of remote or field salespeople.
 
The result is that sales- teams cannot control what 
messages their leads receive when. Sales teams cannot 
simply spoon feed their story to buyers or “run with” a 
colleague’s previous claims. Instead, the selling story must 
be clear and consistent in whatever avenue a buyer might 
encounter it.

When your selling story is not consistent, your customers 
get confused. Gartner has shown that B2B buyer teams 
spend far too much time “deconflicting” information. Each 
buyer comes to a meeting with their own information, 
sourced from any number of places, and the team 
struggles to understand how these conflicting messages 
cohere. 

At best, this reduces the effectiveness of your sales efforts 
and slows down the sales process. But it has also been 
found that the resulting lack of confidence in a vendor can 
dramatically reduce the likelihood of a deal being made, as 
well as reducing the scope of the deal.

Ineffective selling stories

Lack of control

Conflicting messages
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At their heart, every selling story is about two things: 
laying out a problem, and presenting your business as 
the solution. This requires a combination of industry 
knowledge (to effectively describe the problem) and 
empathy for the buyer (to show that you understand their 
predicament).

With the latter, your story will not capture the emotions of 
the buyer. And while it might still prove effective, it won’t 
have quite the same motivating power.

79% of business buyers say it’s absolutely critical or 
very important to interact with a salesperson who is a 
trusted advisor.
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EMPATHY1

FIVE REASONS 
LEAD NURTURE IS 
TOUGHER IN 2022
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Your selling story must have a clear target audience - one 
that it is specifically tailored to. The more general a story, 
the less likely buyers are to see themselves in it. And it is 
when the buyer recognises themselves that the story really 
hits home.

The process of developing a great selling story should 
involve zeroing in on specific use cases and problems - 
and ensuring that you are giving enough detail to hook 
your most valuable prospects.

Facts are approximately 22 times more likely to be 
remembered if they are part of a story.

SPECIFICITY3

A great selling story should be clear and concise. Attention 
spans are shortening, and buyers are often balancing 
multiple tasks simultaneously. This means your story 
needs to be easy to understand and remember - otherwise 
it will simply be ignored.

This is a struggle for many B2B businesses; their solutions 
may be multifaceted, and they often want to include every 
aspect of their offering in their sales pitch. But simplifying 
your message is always the way to go - you can provide 
buyers with the details once you have their full attention.

Gartner’s research has even shown that excess 
complexity leads to more conservative deals.

SIMPLICITY2
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A selling story should capture the problem you solve and 
the value you offer. But it should explain why your solution 
is better than your competitors. Otherwise your story will 
simply end up selling a solution - not your solution.

This differentiation should be built into the story, not 
added on top. That is, the story should emphasise the exact 
factors which mark you out from your competitors.

Companies that successfully communicate their 
purpose and value can achieve 750% greater profit 
performance.

DIFFERENTIATION
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It is not enough to tell a great story - buyers have to believe 
it. This is why substantiating your claims is so important. 
Because if you don’t, many buyers may dismiss your story 
as a fairy tale. 

At every opportunity, there should be an emphasis on 
concrete evidence and detailed industry expertise. This 
will help build authority and ensure the story you tell is 
deemed trustworthy.

Research suggests between 3-32%  of B2B buyers 
believe salespeople are trustworthy.

AUTHORITY4

5



7

REACH OUT TODAY TO LEARN HOW AMPLI’S POSITION 
ENGINEERING COULD TRANSFORM YOUR SALES APPROACH

So successful B2B sales teams must develop a consistent selling story 
that can be implemented across every channel their buyers use. But this 
no longer has to be a question of intuition or creative vision - it can now 
be driven by technology.
 
B2B businesses have access to far more information about their market, 
competitors and buyers than they ever have before - if they are able to 
harness the data. This presents the opportunity to engineer far more 
effective, context-specific selling stories - ones they can be certain will 
truly connect with the target audience and convert.

Not only will this result in more effective stories - it will produce stories 
which are more fit for the omnichannel landscape B2B sales teams find 
themselves in today.

DATA-DRIVEN 
STORYTELLING 
IS HERE



So successful B2B sales teams must develop a consistent selling story 
that can be implemented across every channel their buyers use. But 
this no longer has to be a question of intuition or creative vision - it 
can now be driven by technology.

B2B businesses have access to far more information about their 
market, competitors and buyers than they ever have before - if they 
are able to harness the data. This presents the opportunity to engineer 
far more effective, context-specific selling stories - ones they can be 
certain will truly connect with the target audience and convert.
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teams find themselves in today.

PREPARING FOR THE 
FUTURE OF B2B SALES 

REACH OUT TODAY TO LEARN HOW AMPLI’S POSITION 
ENGINEERING COULD TRANSFORM YOUR SALES APPROACH
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