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How to Use This Guide

Hello! Congrats on grabbing this resource! This guide will take you through the process of 
reframing your marketing in such a way that you and your product/service become 
IRESISTiBLE by developing an overall marketing strategy based on story branding from two 
angles: 

Developing a story plot that will act as an outline for all of your marketing content 
Using stories for marketing 

Stories are incredible tools to build rapport. When you hear a story, your brain and the 
storyteller’s brain start operating on the same wavelength. In fact, you actually become a 
part of the story in your mind. Stories also help the brain to understand and to organize 
what it’s receiving faster and better meaning your target will remember more of what you 
said and what you do. That’s a good thing! :)  

Once you’re done with this resource, use your story outline and go through your website, 
social media, ads, and all other marketing content and make sure the story and message 
are clear and true to your market and the same across all platforms. 

Use the space on the side to take notes or jot down ideas! 

Hugs!     

She   



 
Your Story’s Plot
Think about the last movie you watched or book you read. Who was 
the hero? Did he have it all together? Did he know how to overcome 
his obstacle? I’m sure you agree that the answer is no, no, and no! 

Most heroes are a wreck! They are facing an insurmountable 
obstacle in the midst of all of the other life messes and emotional 
damage. They have no idea what to do and are overcome with self-
doubt and uncertainty.  

But then the guide shows up and guides (not tells) the hero to the 
key thought or action that will get the hero to his desired end. It’s 
Yoda and Luke Skywalker in Star Wars. Frodo and Gandolf in Lord 
of the Rings. And have you noticed the guide doesn’t tell the hero 
what to do? Instead he starts a process of self-discovery and trains 
the hero using the tools and knowledge he possesses.  

Each step helps you clearly define your hero, your role, your hero’s 
villain, and how to get your hero to act.  

STEP 1: DEFINE YOUR HERO

What does your client want? 
What is her challenge/obstacle? 

STEP 2: DEFINE YOUR ROLE AS THE GUIDE:

How does your product/service help your hero (client) 
overcome that challenge? 
How can you focus on framing your customer as the hero 
instead of you or your product/service? 

The number one way to frame her as the hero is guiding her to her 
own decision. You can also do something like Tom’s where a pair of 
shoes is donated to the less fortunate when you buy a pair. The main 
thing is to not focus on the product but your hero. When you 
focus on your product/service, you can miss what your hero is really 
needing and desiring, which takes us to the villain. 

Always remember this…your 
customer is the hero and 
you’re the guide. 
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STEP 3: IDENTIFY YOUR HERO’S VILLAIN

What is your hero’s external, immediate and easily defined 
challenge? 
What is your hero’s internal problem due to the external 
challenge? 

Your hero’s villain is both the external and internal challenge. The 
external challenge is easy to define. For example, your client breaks 
her phone. Her external villain is either a new phone or her old one 
fixed ASAP.  

The internal problem is the anxiety of not receiving calls and texts 
(especially as an entrepreneur), staying connected with all of her 
social media, not having her calendar alerts, and more. It’s also the 
dreaded “one more thing” to do and an extra expense she didn’t 
plan on having. In this example, the villain is anxiety, frustration, 
and uncertainty. 

Remember this…your clients are more prone to buy from you if 
you solve their internal problem. Speed, convenience, expertise, 
comfort, and a good price solve the internal challenge in the 
example above. The better and more intensely you solve your client’s 
internal problem, the more satisfied she will be and the more she’ll 
return and refer.  

STEP 4: CALL TO ACTION

Every hero is faced with potential danger that seems 
insurmountable. Your job is to provide her with a clear plan (like 
stepping stones) to overcome the perceived danger of taking a 
risk with you! In other words, you don’t want the uncertainty of 
doing business with you more dangerous than your client’s problem! 

The goal is to eliminate any confusion or difficulty in the path 
toward purchasing your product/service. One example is a “click 
here!” button to download your free resource. Or if you work with 
in-person clients, it might be something like: 1) read the contract; 2) 
sign and return; 3) pay a deposit or half down. 

“WHEN WE DEFINE THE ELEMENTS OF 
A STORY AS IT RELATES TO OUR 
BRAND, WE CREATE A MAP 
CUSTOMERS CAN FOLLOW TO ENGAGE 
OUR PRODUCTS AND SERVICES.”  
—DONALD MILLER
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You can also create a list of commitments to include in your 
contract or separately listed on your website. You want to clearly 
communicate your commitments to her and eliminate any concerns 
she might have before purchasing.  

List 3-6 step clearly defined to purchase your product/service. 
Create a list of commitments and/or answer common questions 
in a FAQ. 

Remember that any Call to Actions (CTA) on your site needs to be 
above the fold meaning your hero doesn’t have to scroll down to get 
your free resource. If you have a lengthy product page, include a 
purchase button above the fold and throughout periodically.  

STEP 5: DEFINE THE COST OF INACTION

The human brain has a greater desire to avoid pain than to 
achieve pleasure. It’s at this point that you need to emphasize the 
risk and potential pain of NOT doing business with you.  

What is at risk of not purchasing your product/service? List at 
least 3 things. 

STEP 6: DEFINE AN INSPIRATIONAL IDENTITY 

This is the cherry on top. In this step you are defining who your 
client wants to be after using your product and service. Apple is 
expert at this. They never say BUY; they show you what life is like 
using their products. Ask this question to help you define the 
aspiration identity your hero desires: 

How does your client want to be perceived by her friends? 

It’s effective but can be tough to answer unless you know your target 
client well. If you’re having a rough time answering, interview some 
of your current ideal clients and get their perspectives.  

It’s now time to answer these questions on the following page and 
get your brand story fleshed out.

I HIGHLY RECOMMEND 
DONALD’S BOOK, “BUILDING 
A STORY BRAND.” 

3



STEP 1: DEFINE YOUR HERO

1. What does your client want?            
                  

2. What is her challenge?             
                

STEP 2: DEFINE YOUR ROLE AS THE GUIDE:

1. How does your product/service help your hero client overcome that challenge?     
               
                

2. How can you focus on framing your customer as the hero instead of you or your product/
service?               
                

STEP 3: IDENTIFY YOUR HERO’S VILLAiN

1. What is your hero’s external, immediate and easily defined villain?       
                

2. What is your hero’s internal problem due to the external challenge?      
                

STEP 4: CALL TO ACTION

1. List 3-6 step clearly defined to purchase your product/service.       
               
                

2. Create a list of commitments and/or answer common questions in a FAQ.      
               
                
STEP 5: DEFINE THE COST OF INACTION

1. What is at risk of not purchasing your product/service? List at least 3 things.     
               
                  

STEP 6: DEFINE AN INSPIRATIONAL IDENTITY:

1. How does your client want to be perceived by her friends?        
               4Live A “Hell Yeah!” Life                                                                                                                      4
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Extra Tips
Here are few more tips for using stories in your marketing content: 

Use your clients’ stories and testimonials in all of your 
content. Some of the best response I get from my Facebook ads 
is when I use a client’s story of how one of my products or 
services helped them. Get creative. You can create videos that 
tell the story instead of a talking head telling the story. There are 
so many creative ways beyond the scope of this resource. The 
main point is use video, text, pictures, slideshows, whatever you 
can to get their stories out. You can also tell your story but use 
that more sparingly.  
Replace “we,” “our” and “them” with I,” “you,” and “your” as 
much as you can on your site and in your marketing 
materials. Using “we” and “our” is very impersonal. People want 
to do business with you and to be unique to you not lumped in 
with everyone else.  
Make sure your messaging is the same across all platforms 
and with your staff. The work you’ve done in this resource is 
your central message to your hero and that message must be the 
same across the board. Brian Clark, founder and CEO of 
Rainmaker Digital, says that “disjointed messaging is one of the 
biggest obstacles to achieving meaningful ROI.”  
Develop a brand personality. Is your brand fun and quirky? 
Relational and nurturing? An authority with power? 
Mysterious? That personality needs to come out in your brand 
story.  
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