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70-90% of products fail





10,000+ brand messages per day
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This is frustrating!







That just ain’t right!
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The human brain has two 
primary goals:

1. Survive and thrive



The human brain has two 
primary goals:

1. Survive and/or thrive
2. Conserve calories (reduce 
cognitive load)







What does the product do?





Stop the #BrainHurt





The Power of Story





A Hero’s Transformation



A Hero …



… On a Mission …



A Hero on a Mission …



… Thwarted by Problems …



Difficult situations

Powerful emotions

Limiting beliefs

Evil/injustice

An enemy

… Thwarted by Problems …



Where does our company/product fit in?



… Befriended by a Trusted Mentor …



… Befriended by a Trusted Mentor …

Compassion: We understand that freight procurement can be tricky and time consuming, and you’re 
under a lot of pressure to reduce overall costs and provide data visibility to your leadership. At 
Cerasis, we believe you should be able source dependable carriers without spending too much time 
and money, and easily provide reports to your leaders.



… Befriended by a Trusted Mentor …



… Befriended by a Trusted Mentor …

Credibility: That’s why we’ve helped thousands of shippers with over-the-road transportation 
management technology and services for over two decades. 



… Befriended by a Trusted Mentor …



… Befriended by a Trusted Mentor …

Certainty: 
• We will always give you 100% transparency with pricing
• We will always communicate with you in a timely manner through Your 

Shipper Account Team.
• You will always maintain control of your carrier relationships
• We will always advocate for freight terms in your best interest
• We will always scale with you as you grow, no matter how many users 

and locations you may have
• We will never outsource our TMS, so we are not beholden to the whims 

or idiosyncrasies of other TMS providers
• We will always check and personally review freight invoices for accuracy
• We will be available to help you 24/7365 
• We will handle all your freight claims process, beginning to end.



… Who Shows Him How to Overcome …



… Who Shows Him How to Overcome …



… And Challenges Him …



… Who Calls Them to Action…… And Challenges Him …



… To Reject Failure …



… To Reject Failure …



… And Fight to Accomplish His Mission



… And Fight to Accomplish His Mission



… Resulting in The Hero’s Transformation



A Hero’s Transformation



A Story Is …
1. A hero
2. On a mission
3. Thwarted by problems
4. Befriended by a trusted mentor
5. Who shows the hero how to overcome
6. And challenges the hero
7. To reject failure
8. And fight on to accomplish the mission
9. Resulting in the hero’s transformation



A Hero’s Transformation





Do It Yourself

IMPLEMENTING STORY AT YOUR COMPANY



Do It Yourself

1. Visit TELLandTRAiN.com/Story-Message-Map

IMPLEMENTING STORY AT YOUR COMPANY



Do It Yourself

1. Visit TELLandTRAiN.com/Story-Message-Map
2. Complete it with your team using an outside-in 

approach. (Your opinion, although interesting is irrelevant)

IMPLEMENTING STORY AT YOUR COMPANY



Do It Yourself

1. Visit TELLandTRAiN.com/Story-Message-Map
2. Complete it with your team using an outside-in 

approach. (Your opinion, although interesting is irrelevant)

3. Tell your story everywhere: elevator pitches, ads, 
website/landing/product pages, email, social, 
collateral, etc.

IMPLEMENTING STORY AT YOUR COMPANY





Kevin Krusiewicz
Founder + Producer

GUIDED WORKSHOP
TELLandTRAiN.com/workshop

kevin@TELLandTRAiN.com
949.639.9525

IMPLEMENTING STORY 
AT YOUR COMPANY





Join us for next month’s webinar:

Thank You
for attending!

JAN FEB MAR

APR MAY JUN

JULY AUG SEP

OCT NOV DEC

Channel Training

Market
Definition

Positioning

Awareness

Distribution
Strategy

Use
Scenarios

Personas

Buy, Build 
or Partner

Buying
Experiences

Business
Plan

Measurement

Programs

NIHITO Principles in Action 
Strategies for Conducting 

Systematic Buyer and User 
Interviews 
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