


A sneak peek into what you will find inside  
Here Be Dragons...

WHOSEHEROIX
Have you ever heard of the hero’s journey? It’s a narrative 
structure brought to light by author and researcher Joseph 
Campbell, in which he explains how most films follow a very 
similar route from beginning to end. A hero’s journey. 

 
It starts with a normal person, 

it then introduces a baddie (from here on out referred 
to as the Dragon – I’ll explain why later, just roll with it), 

the hero is called to adventure, 

there’s a showdown of sorts 

and the person returns a hero.  

It really is a compelling and powerful structure, and once you 
start looking for it, you’ll see it daily.

As such, it’s often taught to people for the purpose of 
presenting, the problem with it is that everyone sees them-
selves – or in a sales environment, their product or service 
– as the hero and writes the presentation or pitch with that 
in mind. As a storyseller, though, you need a different hero.

In order to introduce you to your hero, I want to transport 
you again, this time to the Ancient Roman Empire, or at least 
your childhood version of it.



The year is 50 BC. Gaul is entirely occupied by the Romans. 
Well, not entirely … One small village of indomitable Gauls 
still holds out against the invaders. And life is not easy for 
the Roman legionaries who garrison the fortified camps of 
Totorum, Aquarium, Laudanum and Compendium …

Any guesses who we’re about to meet?

The above passage is the opening in every one of a series of 
books that I have been reading since childhood …

The Adventures of Asterix.
Every book in the series follows a similar formula. Asterix, 
a normal guy, is walking through the village with his mate 
Obelix; cut to the rascal Julius Caesar plotting something. 
Our wannabe heroes set out on an adventure, the sage 
Getafix gives Asterix some magic potion (Obelix isn’t allowed 
it because he fell in a cauldron full of it when he was a baby*), 
Asterix drinks the potion, beats the Romans, Obelix collects 
their helmets, and they return to their village where they sit 
round a bonfire and celebrate the conquering heroes. The 
bard, Cacofonix, is tied to a tree, because, you know, nobody 
likes a storyteller.

Looking at the above, who is the real hero here,  
whose work really defeated the Romans?

If you went for a cheeky Nando’s with Getafix, who do you 
think he’d say the real hero is?

He’d say Asterix, because he gets it. Look, the guy may look 
like a stoner and have a name that could earn him a place on 
the cast of Breaking Bad, and it may well be the magic potion 
that he created that really beat the Romans, but Getafix 
knows he’s not the hero here.



We don’t read The Great Adventures of Getafix or spend any 
real time wondering how he makes the potion. He doesn’t tell 
us his story; he tells us a very simple one …

You’re a normal person.

There are Romans.

The Romans are bad.

Here’s a potion.

If you drink this you will be able to beat them.

The. Bloody. End.

I’ll say this again so it really sinks in – stop telling them your 
story, start selling them theirs. The same is true for Gandalf 
and Dumbledore but is absolutely not limited to the realm of 
old white dudes with long beards. As I say to the speakers I 
train on my Story-to-Stage programme, ‘The champion is on 
the chair, the sage is on the stage.’ That’s you, the sage. This 
is not your movie.

A few years ago I read a fantastic book by Tom Asacker 
called I am Keats (the non-fiction one). It was there that the 
concept of being the star in my own movie really landed. I 
remember walking up Wooster Street in NYC listening to the 
theme song of How to Make It in America and I thought to 
myself, ‘Holy crap, I’m the star of this film!’ 

And then I walked past a guy and nodded at him and I 
realised in this guy’s movie I’m just the extra 
whose title is ‘weirdo that nodded’. 



It was such an a-ha moment for me, I now look at people 
differently, I say to myself, ‘How would you treat this person 
if they weren’t just the shop assistant in your movie, but if you 
were an extra in theirs?’ Seriously, this is a simple idea but 
once you internalise it, it will change you.

Let’s bring this back to selling stuff.

The job is not to make the sale your amazing movie, the job 
is to write yourself a better, more important and more inter-
esting part in the script of theirs.

It’s their movie, in the current script’s movie credits you’re 
currently just ‘salesperson in meeting’. You need to be auditioning 
for a better part – you want to be the sage elder, you want to be 
their Getafix and to do that you need to figure out what matters 
to them. This is what most of my clients get wrong.

I want to stop and remind you here that it’s not just sales-
people that sell things, we all do. We sell our ideas to people 
all day long. We just need to remember that we are selling 
them a tweak in the script of their movie, not ours. If you 
keep that idea in mind selling those ideas will be a lot easier.

It is also important to note that the hero is the person 
standing in front of you and not the company that they are 
representing. You have to figure out what motivates them. 

I read a great blog post recently by Daniel Gross (this guy 
was the youngest executive in Apple history or something 
crazy like that). The post was titled Fuel Materials and was 
about the motivations that fuel us. In it he breaks down that 
we are fuelled by the following:

1. Power. You want control. You’re happy to be behind the 
scenes but you are fuelled by the impact that your actions 
can have.



2. Financial Freedom. It’s not so much that you need to be 
rich as it is that you don’t want to be poor.

3. Status. You want to be known for your achievements. 
Obscurity sucks. You want the respect you feel you deserve 
from the other human animals.

4. Conspiracy. Ah, the power of relationships and teams. 
You’re fuelled by doing something great with other people 
around you.

5. Adventure. It’s not the destination but the journey that 
lights your fire.

6. The Scene. This is a form of status. It’s status, but from 
a specific sub-set. My wife is an incredible up-and-coming 
artist, there’s a specific scene at play in this world. For her 
to be included in that would be high status indeed (that 
said, I’m not sure that she gives a shit).

7. Curiosity. There are idea hunters and idea gatherers, you 
are the former.

8. Craftsmanship. It is the pursuit of excelling at the craft 
that motivates you. It’s the work that matters even more 
than the output of that work.

If you understand what fuels their engine, it makes your job 
easier. Before you do that though, take a look and see what 
motivates yours. My top three in order are:

1. Status: Aaarg, it’s embarrassing to write this but there it 
is, I have ideas inside me that I want the world to know.

2. Curiosity: I see ruthless curiosity as one of my core 
values. You can’t put out what you didn’t put in.



3. Craft: It’s my hope that I can get the status thing out of 
the way so that I can focus on curiosity and craft. Luckily 
status is a box that can be checked for me; curiosity and 
craft are lifelong pursuits. 

Now that you know this, you have power over me. My engine 
burns on the fuel-compound above. Speaking of engines …

The motivations of our clients is why Missing Link bought a 
stretch limo years ago, complete with hot rod flames, flags, 
and a chauffeur who could deliver presentation tips. I know 
that the people that hire a presentation company to make 
them better are certainly (at least in the context of dealing 
with us) fuelled to some degree by status – as an aside it’s 
the ones that aren’t that are the toughest to fix as they only 
care about the information delivery, even those want to look 
good in front of their peers though. We sell the story that 
we can help turn them into the next great speaker; I wanted 
to give them a taste of that feeling. That, and as we have 
already established, my own personal status goals. Look, I 
was in my twenties, give me a break :)

I was running a storyseller workshop for a customer a few 
weeks ago. This customer sells to the Chief Technical Officer 
of really big companies. I asked the participants what they 
think matters most to their customer. I got the expected 
answers like, ‘98% up time’ and ‘safe from data breaches’. 
These are valid answers, but they are also table stakes.

This can’t be what lights their fire.



Three questions I ask myself any time I meet with a 
customer are:

What would they get fired for? 
What would they get promoted for? 

Where would they see themselves two years from now?

In the case mentioned, their prospect cared about the 
company leading the way through innovation, once we 
understood that, we were able to write the story they sold 
accordingly.

You need to go deeper than just the job requirements. Try to 
figure out how they want their movie to play out. Once you 
have a grasp on this, you can start writing your part. 

To do that, 

you need them to need you. 
That’s where our story takes us next.

*As an aside, I stopped drinking alcohol when I was nineteen. 
People rarely used to believe me, often thinking I was drunk 
because I was having fun. For years my standard explanation 
was that I was like Obelix and fell in the whisky barrel as a 
youngster in Scotland.

I’m still pissed!

(Good story, bro.)

As another aside, the real hero is probably the publisher, given 

that Asterix books have sold more than 325 million copies 
worldwide!



HIC SUNT 
DRACONES

I recently read the following post that sales expert Colin 
Chapman wrote on LinkedIn:

The biggest competitor you face in a complex sale is 
not your competition. Do you know who/what it is?

Your biggest competitor is the status quo. Most 
complex sales are lost when the prospect does 
nothing.

This is another reason that qualifying is important. 
Knowing the cost of inaction in your prospect’s 
business is priceless. If the cost is high to the 
prospect then they are more likely to give you an 
order. If the cost is low to the prospect then you are 
not likely to win the deal.

You need to determine the cost of inaction during 
your discovery process. The prospect won’t answer 
the question directly so you have to be smart in how 
you phrase the question.

This is great, and completely true. Your prospect needs to see 
the problem you fix like a great big iceberg between where 
they are and where they want to be. The problem is, they 
sometimes don’t even know that it’s there.



I want you to picture an old-fashioned map for a second. The 
kind that the navigators of old would use to explore the high 
seas and find new worlds. Got the picture in your head? Look 
at the sea, what do you notice drawn into the waves? If you 
are picturing the kind of map that I am, you’d see dragons 
and sea-serpents.

These intrepid adventurers had a saying:

HIC SUNT DRACONES – Here Be Dragons!

The dragons represented the unexplored areas of the map. It 
stood to reason, as almost all societies had their versions of 
dragons, yet nobody had seen them. Therefore the dragons 
must live in the areas we have yet to discover. The dragon 
represented the threat – but it also represented the ...

opportunity. 

This opportunity and threat is the basis of the entire story-
seller framework. You see, the dragon is the threat to their 
status quo. It can be their worst nightmare, but it could also 
be what stands between them and their brave new world – 
that makes it your best friend.

The dragon represents the obstacle or 
threat that is standing between your 

hero and what they want (to keep with 
the metaphor, let’s call what they want the 

treasure).

This is powerful as it will form the basis of an appeal to one 
of their primary motivators, we know these to be fear ‘Lion … 
Run!’, and greed ‘Mmmm, Deer!’



The job of the master storyseller is to appeal to both of 
these.

For the explorers of old the dragons represented the 
opportunity of future glory. For you, the storyseller, it is no 
different. This is why this book is called Here Be Dragons 
because that’s where the magic happens. You NEED to get 
your heroes to look at that map!

A while back I was chatting to a customer who had an 
upcoming financial results presentation. This is where 
they present their financials to the market, and for a listed 
company this is also where the needle of the share price gets 
moved.

I asked them two questions, the first was to render the 
dragon in their mind.

‘Hey, just out of interest, what would 
the impact be to the organisation if the 

presenters mess up on the day and miss 
crucial information?’

They answered with a big number. This was my first anchor.

Later on, once I’d explained how we work, I asked them a 
follow-up.

‘I’m curious, if we could dial your 
presentations and presenters in even just 
20% better on the day across the board, 

what do you think would be the impact on 
your share price?’ 

Another big number and my second anchor.



The first anchor was the dragon, the second the treasure. 
Both of which equate to what’s at stake.

When I presented our fee a bit later, it was an easy conver-
sation.

Here’s the deal. You need to spend as much time selling 
the dragon as you do anything else. You could have the +10 
Sword of Bad-CRM slaying. If they don’t think they have a 
CRM problem though, they don’t need your sword.

For the most part, there are three major categories of dragon 
that your customer is concerned with. These are:

people, 

process, 

and profit. 

Almost every bit of money spent by a business is to solve for 
one of these. I find people to be the biggest of them all, as 
it is people that will impact your processes and profit. Just 
keep these three in the back of your mind.

Oh, and a very important detail. You need to sell the dragon 
that you specifically slay. So many people we see do a good 
job of selling the dragon, the problem is they do that for the 
category as a whole. This means that your competition bene-
fits too.

Let’s go back to the financial results presentation. The 
customer thought that they were buying good-looking slides 
from us. The problem was, if I sold the importance of good-
looking slides, then I’d be doing the job for the other creative 
agencies that were asked to pitch. That’s no good.



Marketers talk often about a USP, a unique selling proposi-
tion; we believe it’s far more effective to figure out your UPS, 
this is the unique problem only you can solve.

I know that the UPS of Missing Link is that we are not a 
creative agency, but a presentation strategy firm, the problem 
we solve is much more about a badly written talk structure 
that is poorly delivered, so that’s the dragon that we need 
to show our client. In fact, we went to war with the idea of 
poor slides, explaining that they are just the icing, and that 
a good presentation with poor slides will outperform a poor 
presentation with good slides ten times out of ten. I explained 
why, offered proof points, and of course added the anchors 
mentioned above. As such, I was in no doubt as to whether 
or not we’d win the job. We did … and I believe our efforts did 
help move the needle of the share price. We have since done 
multiple jobs with them so I guess they must have felt the 
same.

Job number two of the storyseller: 

Help them slay their dragon.
Job number one of the storyseller: 

Help them see their dragon.
I’ve managed to build a fairly good personal brand in our 
industry and online, and because of this people will often 
ask me for tips on how to do it. The advice I give them is 
true for most businesses too; building your own brand is a 
lot harder than building the brand of the dragon. It is so 
much easier to get people to care about themselves and their 
problems than it is to get them to care about you and your 
solutions.



You are in the dragon hunting business. 

The sooner you get that, the sooner you 
can get out there and help your customer 

see and slay their own.

Dragon hunting ain’t easy though, there’s work to be done:

1. What’s your company’s UPS? Be brutally honest with 
yourself here. Is there one thing that you or your product 
does that nobody else does? What problem does that 
solve? Sell that. Oh, BTW, I get that you say that your 
greatest asset is your people, but even if it’s true, nobody 
believes you – and for 99.9% of businesses out there, you 
need to have more. We put our customers at the centre of 
everything we do is nice and all, but for the most part that’s 
table stakes. Dig deeper.

2. Now that we know your UPS, sell it to me, convince me 
of its Dragonly attributes. Make me believe that this is 
something I should fear. Tell me why the dragon I thought 
I was slaying before I spoke to you is only half the battle.

3. Now tell me what’s at the other side of that dragon. You 
have shown me the threat, now present me the opportu-
nity. This is the treasure. It’s important to note that this 
doesn’t have to be monetary. It could be anything. I just 
bought a Maxipro fitness rig (it’s fantastic) from Amazon. 
The dragon they sold me on was the expense of heavy 
weights and having to drive to the gym. The treasure is a 
heavy resistance workout that I can carry in a backpack. 
I’m sweating just thinking about it!

We’ll go into more detail on these later, but this is enough to 
get you started.

If you want to stop telling stories and start selling them, 
reach out to Missing Link on info@msnglnk.com


