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Great marketing relies on storytelling. Since Your core story should articulate what you do, who you

the beginning of time, stories have been the key to serve, and why it matters. This framework guides your
inspiring action, making people think, and forging marketing strategy and ensures consistency across all
strong connections. In today’s marketing landscape, touchpoints.

a compelling brand story forms the foundation for
engaging messaging, positioning, and customer

relationships.

Start with your customer, not your company

While it may seem natural to focus on your brand, the real focus should
be on the customer. Positioning them at the center of your messaging

ensures deeper engagement and relevance.

DEFINE YOUR IDEAL CUSTOMER

Building your core story starts with understanding who you serve.
Analyze data from your top clients — those who bring in the most
revenue, offer referrals, or engage most with your brand. Identify

patterns in their behaviors, challenges, and goals.

Beyond internal data, have real conversations with your best customers.

Ask:
e Why did they choose you over competitors?
e What problem were they trying to solve?

e What impact has your product or service had on their business

or life?

Armed with these insights, you can create detailed customer

personas — your story’s protagonists.
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Identify the problem:
THE “VILLAIN” OF YOUR STORY

Every great story presents a challenge to overcome. The key is to
recognize customers often misdiagnose their own problems. They
might say they need a new website, but the real issue is low lead
conversion. They might think they need a social media campaign,

but what they truly need is a clear brand message.

By digging deeper, the emotional drivers behind their pain points
emerge — helping you frame your solution in a way that resonates

beyond just features and benefits.

Your role:
BECOMING THE TRUSTED GUIDE

Your brand is not the hero — it's the expert mentor helping the hero
succeed. Think of Yoda guiding Luke, or Gandalf equipping Frodo for

the journey ahead.

To define your role, ask:
e How do we help customers overcome their biggest challenges?

»  What unique expertise, tools, or perspective do we bring
to the table?

o How do we simplify their path to success?
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WRITING YOUR CORE STORY —

Now that you have the key elements — hero, problem, and guide — it’s

time to craft your story.

1) INTRODUCE YOUR HERO
Clearly define who your ideal customer is and their key INTRODUCE YOUR HERO
characteristics, so potential clients see themselves in

your narrative.

2) DEFINE THEIR CHALLENGE

Identify the deeper issue behind their pain point, DEFINE THEIR CHALLENGE
positioning it as an obstacle they need to overcome.

3) POSITION YOURSELF AS THE GUIDE
Showcase how your expertise, products, or services

help customers navigate and solve their challenges.
POSITION YOURSELF
AS THE GUIDE

4) PRESENT THE OUTCOME
Paint a vivid picture of success. What does life look like
after working with you? Help your audience envision the
transformation.
PRESENT THE OUTCOME
5) CALLTHEMTO ACTION
Every great story concludes with the hero taking action. Make

it clear how they can engage with you to start their journey.

CALLTHEMTO ACTION
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USING YOUR CORE STORY ACROSS MARKETING
CHANNELS

Once the core story is defined, it serves as the foundation for all
marketing efforts, guiding customers through their decision-making

process.

LOYALTY
(REPEAT & REFER):

CONVERSION
(BUY):

CONSIDERATION
(TRUST & TRY):

AWARENESS
(KNOW & LIKE):

A well-told brand story
turns customers into

Make the decision
process seamless
by offering clear

Provide valuable
content — case studies,
testimonials, and

Introduce the story
through website

content, social media, advocates. Deliver on
and brand messaging.

Ensure prospects can

educational resources promises, and they'll
— to reinforce your role

as the expert guide.

next steps, strong
onboarding, and
ongoing support.

share their success story
see themselves as the — and your business —
hero and recognize with others.

their challenge.

AMPLIFY YOUR MESSAGE EVERYWHERE
A great story deserves to be told far and wide. Start by embedding it

SOCIAL MEDIA CONTENT

into your website — think of your homepage as the “back cover” of

your book, enticing visitors to dive deeper. EMAIL MARKETING CAMPAIGNS

THEN, INTEGRATE IT INTO: VIDEO STORYTELLING

The goal is to meet your audience where they are and reinforce THOUGHT LEADERSHIP ARTICLES
your brand’s narrative at every stage of the customer journey.

PODCASTS AND INDUSTRY EVENTS

THE POWEROF A

A strong brand story creates connection. By centering the
message on the customer’s journey, positioning the brand as

the expert guide, and sharing the story across multiple platforms,
you create a compelling, memorable presence that drives

engagement and growth. [l
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