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Character

Main ideas this client will walk away with:
• An understanding of what their customer actually wants
• The ability to articulate what they offer in a succinct way
• The aspirational identity of their customers
Money-making concept for this session:
When your client can clearly describe what they offer, more of
their customers will engage with their brand. This lesson will
teach them how to be clear when talking to customers about
what they offer.
Agenda:
Check-in: 10 minutes
Identify the aspirational identity of the character
and explain why it matters: 20 minutes
Identify what the customer wants and
explain why it matters: 20 minutes
Assessment: 5 minutes
Additional assignments: 5 minutes
Before you start today’s topic:
1. Check in and build rapport. How is your client feeling?
How is the client’s energy level and focus?
2. Review and discuss any outstanding action items and
ensure they’ve completed their prior commitments. Did
they watch the videos and complete the assignments from
the previous session?
3. Review the agenda and clarify the objectives for the session.
Have your client fill in the appropriate sections of their One
Page Lesson Summary.

Today’s Topic
We are going to be spending the next few weeks creating your
BrandScript. If you remember from the videos you’ve watched in
the StoryBrand Messaging Framework Course, your BrandScript
will give you all the talking points you need to put in your
marketing so you can clearly communicate with your customers.
Today we are going to make sure you have the first two elements
of your BrandScript nailed down: Identity Transformation and
Character Want. Once today’s session concludes, you’ll be able
to succinctly communicate what it is you offer to customers and
who your customer wants to become.
The two questions we will answer in today’s coaching session are:
1.

Who does your character want to become as it relates
to your brand?

2.

What does your character want as it relates to your brand?

Here’s why those questions are important:
1.

When you can clearly identify what your character wants,
you invite customers into a story that has clear direction.
More customers will find themselves in the narrative you’re
inviting them into, and more of them will engage with
your brand.

2.

Companies that participate in the transformation of their
customers win in the marketplace.

Let’s first talk about your character’s aspirational identity. Before
a customer buys a product they are one type of person (tired,
afraid, stressed, overwhelmed), but after they buy and use the
product, they become another type of person (rested, brave,
peaceful, in control). When you find the one key identity your
customer is longing to become, that’s what you’ll make the story
about — how your product or service helps them become that
type of person. Make sure you land on a word in the “to” section
that shows your customer has gone through a transformation.

Examples of compelling aspirational identities: organized,
peaceful, award winner, elite, world changer, stylish,
sophisticated, thought leader, wise business owner

Ask the client to share what they created for Identity
Transformation.
If needed, here are additional questions to help you refine what
your client created:
• How would your customer want to be described after they
use your product or service?
• How would they want other people to describe them after
they use your product or service?
• If your customer has listed several, ask which one stands out
the most and why?

Mistakes most people make in this section:
• They choose too many things. There can only be one identity.
• They choose something that is not an identity. Something
like “Get more informed” isn’t an identity. Make sure your
client lands on an actual identity.
• They overthink it and try to get poetic.
Helpful tips:
• At the end, make sure they make a decision they feel
confident in. Affirm the decision and have them write it
down on their BrandScript.
• If the session gets off track, your client needs to answer
these questions:
• Who does your character want to become as it relates
to your brand?
• What is their one aspirational identity?

Now let’s look at the Character Want section. In this part, you
need to articulate what you offer in a way that is clear to the
customer. Don’t make your customer burn any calories to
understand what it is that you do. A story really starts when the
hero (your customer) wants something, so we need to start this
story in a way that is clear and focused.

Pare down your character’s ambition to one thing that is
extremely clear and simple. This is your time to be “on the nose”
and direct about what you offer. If you’ve landed on the one
thing that is most clear, you’re on the right track.

Examples of clear character wants: reliable internet connection
in their home, a well-manicured lawn, stress-free marketing
that grows their business

Ask the client to share what they created for Character Want.
If needed, here are additional questions to help you refine what
they created:
• Is this what your customer wants as it relates to what
you offer?
• Can we make the language more simple?
• Is anything about this language confusing?
Mistakes most people make in this section:
• They choose too many things. The customer can only want
one thing.

• They use inside language. This part should be so simple that
a third-grader could understand it.
• They cause people to burn too many calories. If you have to
ask the question “What does that mean?” it is too complicated.
Helpful tips:
• Sometimes people get hung up on having multiple heroes
(customers) who want different things. See if there is an
umbrella idea that can incorporate all the things customers
want. For instance, Nike sells athletic shoes. They have
different customers who want different types of shoes
(basketball, tennis, stylish, unique, etc.) but the umbrella under
which all of those fit is athletic shoes. Don’t get caught up in
the nuance.
• Ask yourself if what they wrote for this section could be
misinterpreted by anyone. If it can, then it’s not simple enough.
• At the end, make sure they make a decision they feel confident
in. Affirm the decision and have them write it down on their
BrandScript.
• If the session gets off track, your client needs to answer
these questions:
• What does your customer want to become as it relates to
your brand?
• What do you offer?

Affirm Your Client:
• After working through both of the sections of the BrandScript,
affirm the choices they made and make sure they know they
made the right decisions.
• Reiterate the money-making concept from this session.

We have just completed the first part of your BrandScript. Now
we have direction for the rest of the story. Well done. You put
in the hard work and now we are starting to get clear. Your
customers won’t have to burn extra calories to figure out what
you do. Great job.

Lesson Summary
• At the end of this section, take a moment to check in and see
if your client has any questions. Check for understanding and
agreement.
• Have them complete their One Page Lesson Summary sheet
and make sure they answer the following questions:
• What problem areas in my business will this topic help
me solve?
• What can I start doing in the next 30 days that will make
me money?
• What are the action items I will complete?
• What are the areas of my business that will be positively
impacted by this topic?
• Finish the lesson by assigning homework for the next session.
1. Test the language. Start using the language when
describing what you do to employees, coworkers, and
customers. See how people respond and make sure it is
clear. Come back next week with a report.
2. Watch Module 2, Video 1 of the StoryBrand Messaging
Framework (With a Problem). Start brainstorming your
customer’s external, internal, and philosophical problems.
Come with a list of options next week.

3. Watch Module 3, Video 1 of the StoryBrand Messaging
Framework (Meets a Guide). Start brainstorming how to
position yourself as a Guide. Come with a list of options
next week.
Additional resources to help your client master this topic:
1. Use mystorybrand.com to track BrandScript changes and
leave notes.
2. Module 1, Video 1 of the StoryBrand Messaging Framework
(Defining an Aspirational Identity)
3. Module 1, Video 3 of the StoryBrand Messaging Framework
(A Character)

