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Source: The book “Building a Story Brand: Clarify your message So Customers Will Listen, Use the 7 Elements of Great Storytelling to grow your business” by 

Donald Miller, 2017 Harper Collins is based on guiding businesses to complete a StoryBrand Brandscript – this is a framework to help businesses to explain 

what they do and to sell.  

Guidance note by Donncha Hughes with instructions on how to complete the Storybrand BrandScript by Donald Miller. 

Stories are great for communication as the brain like them – makes things simple and predictable so that the brain doesn’t 

have to do much work. Filter your message using the SB7 Framework.  

1. A character – what do they want?  

Identify who the customer is, and place them as the hero in the story, so ask what they want as it relates to our brand. The 

catalyst for any story is that the hero wants something. The rest of the story is a journey about discovering whether the 

hero will get what they want. 

2. With a problem – the problem is the ‘hook’ of a story.  

Think about the problem as ‘the villain’ or the chief source of conflict that your product or service will defeat.  

If we really want our business to grow, we should position our products as the resolution to an external, internal, and 

philosophical problem and frame the “Buy Now” button as the action a customer must take to create closure in their story.  

 External v’s internal problems. Most people think of problems that are external but don’t underestimate people’s internal desire to 

resolve a frustration. For example, if we own a house-painting business, our customer’s external problem might be an unsightly home. 

The internal problem, however, may involve a sense of embarrassment about having the ugliest home on the street. Companies tend 

to sell solutions to external problems, but people buy solutions to internal problems.  

 Philosophical. The philosophical problem in a story is about something even larger than the story itself. It’s about the question why. 

Why does this story matter in the overall epic of humanity? A pet-store owner might promote to pet owners that “Pets deserve to eat 

healthy food too.” 

TESLA MOTOR CARS:          

 Villain: Gas guzzling, inferior technology         
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 External: I need a car.         

 Internal: I want to be an early adopter of new technology.         

 Philosophical: My choice of car ought to help save the environment. 

3. And Meets a Guide who understands their Fear 

StoryBrand principle 3 is that customers are aren’t looking for another hero; they’re looking for a guide. The two things a brand must 

communicate to position themselves as the guide are Empathy and Authority 

Empathetic statements start with words like, “We understand how it feels to . . .” or “Nobody should have to experience . . .” or “Like you, 

we are frustrated by . . .”  

Authority is competence. When looking for a guide, a hero trusts somebody who knows what they’re doing. The guide doesn’t have to be 
perfect, but the guide needs to have serious experience helping other heroes win the day. There are four easy ways to add just the right 
amount of authority to our marketing: Testimonials, Statistics, Awards and Logos.  

4. And Gives them a Plan  

The 4th StoryBrand Principle is that Customers trust a guide who has a plan. A process plan can describe the steps a customer needs to take 
to buy our product, or the steps the customer needs to take to use our product after they buy it, or a mixture of both. This is generally a 3 step 
plan like: schedule an appointment, allow us to create a customised plan, and let’s execute the plan together. So not very detailed but 
something that alleviates customer confusion that helps them overcome their fear of doing business with you.  

5. That Calls Them to Action  

When you help your customers solve a problem, even for free, you position yourself as the guide. Transitional calls to 

action are important to establish authority and create reciprocity with your customers.  

Direct calls to action like: Order now, call today, schedule an appointment, and register today.  
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Transitional: Free information such as videos or blogs, free pdfs, testimonials, and samples 

Signing up for a free trial has elements of both direct and transitional calls to action. The key is to increase the perceived 

value of our products and deepen the positive experience customers have with our brand.  

That Results in  

6. HELPS THEM TO AVOID FAILURE 

Tragic Results: What negative consequences are you helping customers avoid? Could customers lose money? Are there 

health risks if they avoid your services? What about opportunity costs? Could they make or save more money with you 

than they can with a competitor? Could their quality of life decline if they pass you by? What’s the cost of not doing 

business with you?  

Customers need to understand the Stakes.  

7. AND ENDS IN SUCCESS  

Success can be considered in 3 ways by storytellers  

- Solves an external problem often measured in time, money, anxiety, workload /hassle.   

- Winning power and position (status) by offering access/ scarcity and identity association  

- Self-realisation is the need to reach our potential. If your brand can be associated with an inspirational feat or invite customers to 

participate in a larger movement that helps create a more impactful life.  

Offering to close a story loop is much more simple than you think. Even the inclusion of smiley, happy people on your website is a strong way to 

offer the closing of a story loop. People want to be happy, and those images promise your product will deliver.  

You can complete a BrandScript (for free) online and then download using this website… https://www.pdffiller.com/101014798-85x11-BrandScriptpdf-
brandscript- 

https://www.pdffiller.com/101014798-85x11-BrandScriptpdf-brandscript-
https://www.pdffiller.com/101014798-85x11-BrandScriptpdf-brandscript-

