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Storytelling has been part of our human evolution. We use
stories as a way to pass down vital lessons and information.

Our human brains are hard-wired for stories. Research shows
that when we hear stories our brain waves actually
synchronize with those of the storyteller. And when we read a
story our brains engage in making predictions (what we think
will happen next). It can help us see a different perspective
and this is why we remember stories more than facts and
data. 

But why should you care about storytelling? If you are in the
business of communication - you're in the business of
storytelling. Today, Business Communication is more than a
few sentences of your history and experience. Your audience
are looking for ways to be inspired not just persuaded. While
you may aim to motivate people to take action  -  storytelling
gives them an emotional reason to take action.

WHY YOU NEED STORYTELLING
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source: Crispin & Porter
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Uncover your business message and Positioning
Know your audience's journey-their pain points, challenges, objections, and desired goals
Understand and mirror your audience's level of knowledge and awareness
Make your language accessible to your audience
Use memorable communication to align with your audience's inner narrative and evoke an
emotional response
Anticipate and acknowledges customer objections or assertions and tackles them head on
Move your reader from where they are to where they want to be
Prompt them to take the appropriate action

Strategic Storytelling guides your audience and becomes a powerful form of communication

THE STRATEGIC STORYTELLING FRAMEWORK
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Understand what the desired Transformation is. 
Identify where your audience is now
Make it easy for them to get there. 

The purpose of any story is to show a transformation. Most stories start with Where We Are and lead you to
Where We Want to Be.   Your Business communication's ultimate goal is to persuade your audience to take
action to achieve that transformation. 

Start with the end in mind: 
Create a  destination on your map that lead your customer to their ultimate goal, for example, A nutritionist
coach's landing page wants to lead their visitor to book a discovery call that ends with each client buying a
detailed personalised nutrition plan.  Your goal is to guide your audience to this objective through micro-
commitments that end with their desired transformation. 

Strategic Storytelling helps you
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THE PURPOSE OF YOUR STORY 

Start

End
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The HERO faces a Villain/Problem/Challenge that disrupts
their ordinary world.
They often, at first refuse the call to action until the problem
becomes too big to ignore. 
They meet a Mentor who guides them, teaching them new
skills. 
There is a growth period with trials. 
The Hero will face failure. 
Another Trigger Event will push them into accepting the call to
action.
They apply their new skills and
Return changed and transformed.  

One of the most commonly used story formulas is The Hero's
Journey. Think of your favourite movie or book and you'll find it at
the centre of the story a transformation. 

But what has this to do with your business?

Most marketers typically use the Hero's Journey as a way to
write their business origins with them as the hero.  But Strategic
Storytelling uses the familiar journey as a framework that
allows you to align your content with your audience's inner
narrative which makes it a powerful tool in your communication
tool box. 

Let me show you how...

THE HEROS JOURNEY 
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Imagine if you could look back at your life and see the significant moments, challenges and
events that helped shape the decisions you made. Now imagine if you could add a signpost for
each of those events that would help direct and motivate your past self. Things like: "Don't give
up!" or "It's ok to have a bad day" "Say Yes," "Say No." 

Well, that's pretty much what the hero's journey gives us - a road map of your customers buying
journey. A simple insight into their decision-making process and knowing these moments allows
you to drop signposts or micro-commitments in your content to guide them to the end goal. Of
course, every customer's journey is different. The Hero's journey is just one Story arc we can use
as a guide to help you create content that speaks to your audience. 

Let me show you how...

In the book Building a StoryBrand, Donald Miller breaks the Hero's journey into 7 distinct stages
to help clarify your brand message. 
Using this framework we go two steps further 
1. We walk through the most common way that someone becomes a customer 
2. We align your content with your audience's inner narrative. 

THE HEROS JOURNEY: A FRAMEWORK 
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YOUR CUSTOMER'S JOURNEY
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1 . A
Character
(Your Hero)

2 . Has a Problem

3 . Meets a Guide
5 . And calls them to
action

4 . Who gives
them a plan

That  6. Avoids 
 Failure

7 . Leads to
Success,
Aspirational
destination &
Transformation

Inspired by: StoryBrand

https://www.cucoconcepts.com/


1 . YOUR HERO 
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1 . A
Character
(Your Hero)

Who they are, their demographics, location, industry
What motivates them?
Where do they get their information/ How do they consume content ?
What type of information do they value? 
What social media platforms do they use? 
What things do they have in common with your other potential customers.
What do they have in common with you?
What groups or communities are they in? 
What is their biggest frustration and pain point? 
Who is their common enemy (we'll get to this later.).
What are their buying triggers?
Where are they in their buying journey? 
What is their desired outcome?
Which service are they currently using?

The Hero: Your customer is the hero. This is their journey.
Understanding your audience provides insights into their unmet needs, By knowing who
you are selling to, rather than spending precious time trying to be everything to everyone.
you can better evolve your messaging for the right audience, 

Focus on a single person that best represents your market. Pick a niche for this example
we'll choose Fitness and we'll pick a sub-niche Yoga. But we don't stop there - we pick a
micro-niche Yoga for new mums. This is our Starting point (we can Expand later).
Now find out: 
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2. HAS A PROBLEM
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2 . Has a Problem

Type into Google search bar and see what it auto predicts - keep these to use for your keyword search.
Other goldmines are looking at your competitor's reviews and client testimonials a lot of them will quote
why their clients chose them. 
Join a forum devoted to your specific industry. Find out what types of questions people are asking.

You want your audience to become problem aware because only when they can articulate the problem, can
you sell the solution. To understand what possible problems your customers face, you need to collect data. 

Your content needs to reflect how well you understand your audience's external and internal
conflicts. Companies tend to sell solutions to external problems, but customers buy solutions to
internal problems

External Problems: These are the surface issues your customer faces.
ie:: Low website traffic, low sales. These are usually symptoms of a
wider problem - your audience's inner conflict. For example, Clients
don’t buy insurance they desire peace of mind.  Since these are more
likely what your customer can see. you will need to relate your
external problem to the internal problem.

Internal Problem: Customers are motivated to resolve an internal
problem (such as their frustration). more than their external problem.
Internal Problems can be harder to describe. How is your customer’s
problem making them feel?   Imagine your audience when they don’t
have a solution like yours, what feeling do they experience? 
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YOUR CUSTOMERS VILLAIN
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Similiar to the Hero's Journey your customer will come across their villain. I don't mean an actual person  -
Villains come in many forms, a good place to start is to think about all the obstacles that are standing in your
customer's way when trying to reach their ideal destination.

Most marketers and communication executives are aware of the need to make their customers the hero in
their brand messages. But while most marketers are trying to define their Company's purpose, and what they
stand for one of their biggest mistakes is failing to define what they stand against.
 
Having a common enemy can be a powerful way to create a sense of unity and shared purpose among your
customers. Often our audiences are unaware of their problems - they might know the symptom but fail to
correctly identify why they have a problem. Putting a villain in your marketing messages gives them
something they can see themselves overcoming with the help of your product or service and gives them
clarity and motivation to take action.

Internal: This could be an internal obstacle or belief the hero has to overcome to achieve their
transformation. It can be clutter, procrastination, perfectionism, and so on.
Nike fights fear with their ‘Just Do It’ tagline as the war cry their heroes use to motivate themselves
against being scared.

External: Identifying your villain can often be as simple as personifying a real symptom that your brand
empowers its customers to overcome. For example, oral care brands fight weak gums or bad breath,
Calendly's scheduling automation platform fights to eliminate the back-and-forth emails and Netflix CEO
Reed Hastings recently said that their main "villain" is sleep.

Whatever you are fighting against it must relate to your customer. Find a common villain within your target
market and make sure your product is the villain’s Kryptonite.
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3. MEETS A GUIDE
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3 . Meets a Guide

Customers can’t solve problems on their own,
otherwise, they’d never have the problem in the first
place. The truth is, they need help. and you are their
missing piece. 

How you positioned yourself as the guide is
important. It can become your USP. Unique Selling
Proposition - The reason why a customer chooses
you rather than your competitor.

You need to position yourself as the guide by :
expressing empathy and demonstrating authority

‘As a  solopreneur, you're passionate about your
service and you KNOW why customers should
choose you. But how does that translate into your
customer's point of view?

Being the guide often means you are the
cheerleader or coach - What can you say about your
business that shows you understand your
customer's fears, frustrations, problems, and
aspirations? Have you walked the same journey? Did
you experience the same problems and want to help
them avoid the pitfalls you had to overcome? 

Figure out what you have already done and how you
can help others who are 3 steps behind you

You will also need to position yourself as someone
with authority.. Rather than just showing your
experience and awards use Social Proof, Case
Studies,  and Testimonials and show the results you
have achieved.
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ARE YOU A VITAMIN OR PAINKILLER?

Are you a pain killer or Vitamin? In other words - Are
you solving a big problem now or preventing a future
one?

Whereas most organizations want to be Vitamins
(inspirational, sustainable, etc)  when your customers
first encounter your content they only really care
about "What's In It For Me? (WIIFM)

You see, Vitamins are "nice to have," but are not seen
as a "need to have." They are often told through
aspirational stories but this isn't enough to make your
audience take notice.

Painkillers, on the other hand, are businesses that
solve a big, urgent problem. It is a need-to-have, and
your customers will happily pay for it because it
alleviates their big problem.

Your first line of content should help your people
realise that even if the solution is a vitamin it has the
ability to solve an urgent problem, even if it's not
obviously apparent. It does this by showing the
audience the pain of not solving the problem. How it
would get worse left unattended.

For example, A vitamin service could be teaching
children to swim. Some people may not think it is an
urgent problem right now. 

Whereas a Painkiller story could focus on an urgent
need: to learn before they go on holiday or prepare
for a sports day at school. or charity swim. 

According to psychologists Daniel Kahneman and
Amon Tversky. We have a greater aversion to pain
than attraction to pleasure, Their Prospect Theory,
demonstrated how people view gains and losses.
People prefer avoiding losses to acquiring
corresponding gains.

Understanding how your audience perceives your business allows you to understand the value
you give your customer and your business Positioning and Niche.  How do you help them
overcome this problem?  Take a look at your services from your customers point of view.
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4. WHO GIVES THEM A PLAN
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4 . Who gives
them a plan

The biggest reason someone approaches your business is because they have a problem. They have a gap
in their life between where they are now and where they want to be. They could figure it out themselves
but that might cost time and money. 

Ask what is the one thing people 3 steps behind you 𝙙𝙚𝙨𝙥𝙚𝙧𝙖𝙩𝙚𝙡𝙮 want to know. 

Your plan should alleviate confusion or hesitancy about taking the next step. and reduce their perceived
risk in making a purchasing decision. It should give a huge amount of value for the least amount of effort.  It
should be simple and easy to understand and help solve at least one major problem.

Create a simple 3-7 step plan 

You can post your plans on your social media platforms
Give a free demo
A time-saving template
A guide to getting day-one-value
A tool to make complex things simple

A lead magnet gets your audience to exchange their data
and is a vital step in creating your email list.  It's a good way
to show what they can expect from working with you,
strengthens your credibility and raises awareness while
gathering important contact details.
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5. AND CALLS THEM TO ACTION
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5 . And calls them to
action

Customers do not take action unless
they are challenged to take action.

The main reason your audience
 doesn't take action is because they
didn't know what to do next. In fact
they would happily keep consuming
your free content.

If you don’t call on our customers to
engage, they will never make a
purchase. Call To Actions should be
written with a result in mind.

What do you want them to do next?
Ask a question-Read an article for
more info-Request a template -
Subscribe to newsletter -Follow

Most people write DIRECTIONS ie:
Click here Buy now when they should
be writing DESTINATIONS 

Follow me for 1 actionable
growth tip every day. 

Subscribe and join our
Copywriting Tribe
Find your dream home 
Get lean in just 6 weeks
Show me how

A strong CTA gives a  promise what
they will get.  You can add a time
frame. to also boost your CTA

Note Your Hero may reject the CTA
what are their objections ie: Its too
expensive, it takes too much time.
Answer these objections and give
micro-commitments for example,
Free Trial, Demo Class, Discovery
Call that lowers their risk
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6. THAT AVOIDS FAILURE
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That  6. Avoids 
 Failure

People are motivated by two forces. Avoiding failure and Experiencing Success. This conflict is the driving
force in motivating your audience to take action and moves your audience from Unaware to Most Aware. 

A good way to understand how to use conflict in your content is to ask whether you are Adding or
Subtracting
1. Addition (PULL)
This is where your offer promises to help your prospect achieve their goals by ADDING something, for
example, the promise of more traffic, increased sales, new job. 

2. Subtraction (PUSH)
This direction is where you are REMOVING burning pain and
challenges for your audience, for example, slack organization,
poor time management, and bad copywriting. 
The best stories use a push-and-pull approach and alternate
between these two types of stories to keep your audience's
attention.

Because we are more motivated to avoid a loss than to achieve a
gain. by explaining what it looks like if they don't do business with
you and the negative consequences we are helping our
customers avoid you can pull your audience towards a goal
whilst pushing them away from an undesirable reality. 
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7. AND LEADS TO SUCCESS
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That  

7 . Leads to
Success

Focusing on the solution or even better the transformation or aspirational
destination shows your audience what it feels like to get rid of their problem and
achieve success. Customers want a vision of what their lives can look like if they
use your services. They want to be led to a place where their problems are
resolved and they can enjoy the transformation. 

The key to creating content that engages your audience is to paint a
picture using your words and visuals. 

Take a look at the images below - Imagine you're a photographer what
image would you choose? 

Most companies would focus heavily on the features and would typically choose A and B. They would
write about how experienced their photographers are or the type of cameras they use. But if you want to
lead with the outcome which would you choose?

A B C

https://www.cucoconcepts.com/


cucoconcepts.com

Let's try another one:

Imagine you're a wellness coach who helps busy professionals cope with stress and anxiety what image
would you choose? 

Companies that concentrate solely on the
problem ie: image A and C leave their
audience with a negative image. By
choosing B and showing the desired
outcome you send a positive message to
your audience and can use phrases such
as "Lead a Stress-Free Life" or " Enjoy the
calm before the storm." To gain your
audience's attention. 

A B C

SHOW THE BENEFITS & TRANSFORMATION
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Let's take a look at how Nike uses Strategic Storytelling to align their message with their hero's
journey. Notice there's no selling at this stage. They don't talk about any of their product features.

NIKE's Hero Journey
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Their 2012 Find Your Greatness Campaign
used ordinary people achieving greatness
and encouraged their audience to find
their own defining moments of greatness
through sport. 

The Just Do It tagline has always been a
motivational declaration. It cuts through any
negative objections that the customer might
say to themselves. All of Nike's campaigns
centre around this concept of becoming the
hero. 

BECOMING THE HERO
Nike’s strategy is to motivate their audience
to see heroic qualities in themselves, similar
to the ones they admire in world-class
athletes. Their ads use a combination of
famous athletes and real people to bridge
the gap between a customer’s belief of
what’s possible. 

https://www.youtube.com/watch?v=POHLjnnG4Ho
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IDENTIFY THE PROBLEM 
The narrator identifies the problem - the inner
voice that tells you that you're not able to achieve
greatness. 

CREATES A VILLAIN
By pitting the customer (hero) against internal and
external challenges such as fear Nike empowers
them to triumph over those struggles. 

CALL TO ACTION THAT AVOIDS FAILURE
Nike's intriguing twist is that the hero and the
villain of the story is you. 
You are the only one stopping yourself. 

NIKE IS THE GUIDE
Nike's narrative positions itself as a guide, or a
coach that's cheering the hero on and helping the
audience internalise those thoughts as their own. 

LEADS TO SUCCESS THE TRANSFORMATION

NIKE'S HERO JOURNEY 
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Greatness.
It’s just something we made up.

Somehow we’ve come to believe
that greatness is a gift reserved for
a chosen few, for prodigies, for
superstars, and the rest of us can
only stand by watching.

You can forget that.

Greatness is not some rare DNA 
strand, not some precious thing.
Greatness is no more unique to us
than breathing.

We’re all capable of it. All of us.

,
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CHALLENGE: APPLES HEROS JOURNEY
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Watch Apple's Share Your Gift ad. and see if you can identify the elements of the heros journey. 

What's our HERO'S problem or internal conflict?
How does our hero reject the call to action?
Who is the surprise mentor?
What is the successful outcome?  

TASK:
I chose this visual ad because there
aren't any words. Using this story
what would your write?

Possible Concepts:
Make Something Wonderful Happen
Don't Hide Your Creativity
Come out to Play

https://www.youtube.com/watch?v=LGGTBd6w6Z0
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The most powerful story is the one we tell
ourselves. When someone is stuck in their head
about a problem, they often struggle to see the
obvious solutions.  
Strategic Storytelling gets your content to align
with your audience's Inner Narrative and
reframes their problems from unsolvable to
solved.

When your content aligns with your audience -
Whether on your website, an advert, email,
presentation, sales pitch, social media platform,
blogs, or newsletter - you not only gain
credibility and trust you will gain a customer.

8. ALIGN YOUR CONTENT TO YOUR AUDIENCE
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Your content will dramatically change depending on your audience's level of awareness.  When you know
exactly where your customers are mentally and emotionally you can anticipate the type of CONTENT and
CONTEXT they need to help move them to the point of conversion.

Make your audience  
understand that a
definite solution
exists, and that your
services deliver that
solution. 

YOUR AUDIENCES LEVEL OF AWARENESS
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Pre - Sale

Unaware Problem Aware Solution Aware

Purchase/Sale

Product Aware Most Aware

Trigger Points

These are the
most difficult
prospects to sell
to. Experiencing
symptoms but
doesn't know the
root problem

This is often seen
as the beginning of
their journey.  They
have lots of
questions. Agitate
the root problem
and show them
you understand
their inner conflict

Although they know
your service exist
they are also aware of  
similar services. You
need to differentiate
your product from the
competition

Because a lot of
the work has
already been done
- now is the time
to present your
offer and push for
the sale or action
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YOUR CONTENT STRATEGY
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Aligning your Content
with the stages of your
Customers' Awareness.
helps you to create a 
 Strategy that ensures
your Content best suits
your potential
customers at that
particular moment in
their journey. The idea is
to nudge your audience
toward the point of
conversion that makes
it easier to get a sale. 
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TL:DR STRATEGIC STORYTELLING FOR YOUR
BUSINESS
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GET clear on who your customers are and
your purpose - Your positioning
Start at the End What does success look like
for your Customers
MAP out your Customer "Hero" Journey
where does your customer start and where
do you want them to end Walk through the
whole process
GET clear on what you are promising your
customer (what are the benefits, solutions,
outcomes and transformation
IDENTIFY your customers' biggest problems
inner and external conflicts - who is their
common villain
What failures can they avoid
What does success look like for them
Take a step back and see your business from
your customers pov. What objections do
they have?

BEFORE YOU START WRITING
1.

2.

3.

4.

5.

6.
7.
8.
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START WRITING...
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Discover your characters
story arc
Choose a Copywriting
Framework
Write a Hook

9. Consider your audience's
level of awareness for your
content strategy. Are you
informing? gaining attention?
etc

10. What micro-stories can you
tell that help them overcome
their challenges, problems and
objections
11. What micro-commitments
are they willing to make?

Now you have the tools to start
writing. 
12. START WRITING for your
audience. 
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Strategic Storytelling is a powerful tool for your business communication that gives you a framework to create

impactful communication that engages and connects with your audience. It lets you tap into your customer's

inner narrative - understand their problems - show them your solution and helps them visualize the

transformation. It is memorable, compelling, engaging, and impactful. and makes it so appealing that it changes

their behavior. 

I know it may seem like a lot.  Want me to help you? 

I'm a communication designer on a mission to help forward-thinking start-ups, solopreneurs, and communication

teams, bridge the gap between what your business says and what your audience wants to hear.

For the past 2 years, I've helped over 25 entrepreneurs launch their businesses. Today, I advise founders,

Communication Professionals, and C-suite executives on how to use Strategic Storytelling in their communication

strategies.

Ready to transform your communication? Come and explore our services

Thank You For Reading
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