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The StoryBrand 7-Part Framework



Part 1

A person who will take the journey. The main character in a story is 
often called the hero or the protagonist. 

To compel an audience, the hero is usually called to a task that is 
outside their comfort zone but is necessary for their survival and the 
benefit of others. 

Interestingly, the hero is not the strongest or most reliable character 
in the story. Usually, the strong character is the guide. Yet, the hero 
is the center of the story because they are the one who must take 
action. They are also the one who experiences a character arc—a 
change in their character or perspective brought about by the 
adventure of the story.



Part 2
No story works unless the hero encounters a problem. 

The reason a character has to encounter a problem early in the story 
is because the problem posits a story question. 

- Will the character get out of the problem?
- How bad will the damage be if they don’t? 
- Will they get their happy ending? 
- Will they defeat their enemy? 

This is why stories are so compelling to the human brain—they 
posit a series of questions that make the audience stick around to get 
an answer. 

- Will the guy get the girl? 
- Will the hero disarm the bomb? 
- Will the team win the big game?

In a good story, there are three levels of problems
- Internal
- External 
- Philosophical



Part 3
In stories, characters do not solve their own problems. 

If they could solve their own problems, they’d likely have never gotten 
into trouble in the first place. 

What normally happens is the character meets somebody, reads 
something, remembers something or experiences something that 
helps them grow. 

In this framework, that somebody or something is the guide. 
- A good guide has “been there and done that.”
- They know what to do.
- However, the first job of the guide is to listen, understand and 

empathize with the hero’s problem. 

The second is to give the hero a plan they can use to fight for a 
happy ending. 

The guide, not the hero, is the strongest, most steady character in 
the story. This strategy calls on YOU to position your brand as the 
guide rather than the hero. 



Part 4
When the hero meets the guide, they are confused. 

The job of the guide is
- To break through the hero’s confusion and give them 

confidence their life can be better. 

The strategy to do this can be:
- A simple as a paradigm shift

- You used to think this way, but I want you to think another 
way.

- A complex multi level strategy that will help the hero win a 
complicated battle. 

Regardless, after the hero hears the plan, they must decide whether 
to take action on the plan they’ve been given.



Part 5
A call to action in a story is the point at which the hero must decide 
whether to act on the plan. 

In a story, the call to action is a point of crisis. 

It’s often a dark night of the soul for the hero. 

They must choose whether:
- To stay in their comfort zone or 
- Embrace the plan given to them by the guide. 

A good guide empathizes with the hero’s problem, gives them a plan, 
and calls them to action.



Part 6
In story structure, a happy ending is called a success while a sad 
ending is called a failure. 

Whether or not a story ends in a success or a failure, though, an 
audience must know what might happen in order to remain 
compelled. 

We have to know the hero can either:
- Get or lose the girl
- Disarm the bomb or die trying
- Win the game or lose to their arch rival. 

Usually, at some point during the story, another character, often the 
guide, will state the happy ending well before it happens. 

- “If you do this, Middle-Earth will be saved” and so forth…



Part 7

Good screenwriters and novelists help us imagine dire consequences 
whether or not they actually happen in order to build suspense. 

Later we’ll talk about how successful brands do the same thing, but 
for now, just know every audience must have a clear idea of what 
possible failure the hero faces if they don’t act on the plan. 

If we don’t know what failure might befall the hero, audiences zone 
out and lose interest.



Part 8


