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Overview 

All great stories start with a hero. That hero has 
challenges to overcome, and then along comes a guide 
to help the hero through those challenges. In branding, 
the customer is the hero, and the brand is the guide. 
You must meticulously craft a narrative that contains 
all the proper elements of a good story. Then, weave 
that narrative throughout all aspects of your brand, 
from your website, to your product offering, to your 
marketing efforts. This will help you tap into a deep 
piece of the human psyche: engaging narratives, 
thereby drastically improving your odds of success. 

Chapter 1. The Key to Being 
Seen, Heard, & Understood 

Pretty websites don’t sell things. Words sell things.
And if you don’t have a clear message, your customers 
won’t listen. The simpler and more predictable the 
communication, the easier it is for the brain to digest.  
Stories are a sense-making mechanisms.  They put 
everything in order so the brain doesn’t have to work
too hard to understand. If what you are saying isn’t
helping your customers meet their primitive needs of 
survival by helping them eat, find a mate, fall in love, 
build a tribe, or experience a sense of meaning, then 
your customers won’t care about your product. Two
common mistakes that brands make are (1) failing to 
focus on survival, and (2) making customers think too 
hard.  Communication should be simple.  

Chapter 2. The Secret Weapon 
That Will Grow Your Business 

A story can hold someone’s attention for hours. The
essence of branding is to create simple, relevant, and 
repeatable messages so that you “brand” yourself onto
the public consciousness. For example, when Steve Jobs 
returned to Apple from Pixar, Apple stopped featuring 
computers in their advertising, and instead (1) 
identified what their customers wanted, (2) defined a 

challenge, and then (3) offered a tool (Apple’s products)
as a solution.  In marketing, there are 3 questions that 
potential customers must answer within the first 5 
seconds of interacting with your brand: 

1. What do you offer? 
2. How will it make my life better? 
3. What do I need to do to buy it?  

Chapter 3. The Simple SB7 Framework 

There are 7 elements to effective storytelling, and the 
further you veer away from these elements, the harder 
it is to engage people. A character has a problem and 
meets a guide who gives them a plan and calls them to 
action, which lets them avoid failure and succeed! 

1. Character – Remember that the customer is the 
hero, not your brand. Brands that try to position 
themselves as the heroes unknowingly compete 
against their very own customers. 

2. Problem – Companies sell solutions to external 
problems; people buy solutions to internal ones. 

3. Guide – Everybody is looking for a guide. Your 
brand is Yoda and the customer is Luke. 

4. Plan – Customers are seeking a clear non-confusing 
path regarding how to do business with you. 

5. Call-to-Action – People take action when, and only 
when, their story challenges them to do so. 

6. Avoiding Failure – Everyone tries to avoid failure, 
so show the cost of not doing business with you. 

7. Successful Ending – Never assume that people will 
understand how your brand can improve their 
lives.  Tell them by offering a vision of how great a 
customer’s life could be with your product. 

Chapter 4. A Character 

StoryBrand Principle #1:  
The customer is the hero, not your brand. 

When you fail to define what your customer wants, you 
fail to open a story gap, which provides them with no 
incentive to engage with you. Customers need a 


