
5 STEPS TO A HEROIC CUSTOMER STORY 

Today I’d like to talk about using steps from the classic hero’s 
journey to tell an irresistible, unforgettable customer story. 

There’s nothing like a story for capturing an audience’s attention. From a humble fable to 
the most elaborate epic adventure, we all love to root for the hero as they embark on their 
quest for love, triumph, or glory.  

This love of story extends to marketing. According to OneSpot, 92% of consumers want 
story-based brand marketing. People are much more likely to remember information if 
it’s included in a story because of the way stories activate the brain. 

One of the most powerful storytelling structures is the classic hero’s journey. As outlined by 
Joseph Campbell in The Hero of a Thousand Faces, the hero’s journey follows 12 steps from 
beginning to end. 

However, you don’t need to include every one of these steps to tell a compelling customer 
story. You only need the five described below. 

1. The Ordinary World

Before you start writing your story, you need to identify who the hero is. 

It’s tempting to make you or your product the hero of the story you’re telling. After all, you’re 
the one coming to the customer’s rescue and changing their life, right? 

Not exactly. 

It is your customer who’s the hero. 

Your customer is the one on the journey. They’re the one fighting opponents and overcoming 
obstacles to get to their goal. 

If you’re familiar with The Hunger Games, you know the hero of the story is Katniss 
Everdeen, an ordinary girl from District 12 who is skilled with a bow and arrow. She is called 
to adventure when she volunteers for a no-holds-barred fight to the death held every year by 
the Capitol of Panem. 



In the story you’re writing, making you or your product the hero would be like making 
Katniss Everdeen’s bow the hero of The Hunger Games. Her bow certainly plays a pivotal 
role, but it’s not the bow’s journey we’re invested in. 

Stories are about people, not products. 

When your story starts, your hero is living an ordinary life. But then, they encounter a 
problem or challenge that’s impossible for them to ignore. 

It’s important for the reader to understand the ordinary world in which your hero lives. What 
does your hero look like? What is their background? What is an ordinary day like for them? 
What keeps them up at night? 

Most importantly, what do they want, and what do they need to do to get it? 

So, now that you have your hero, it’s time for … 

2. The Call to Adventure

Now the hero is called to leave behind their current state (the “status quo”) and go on a 
journey to get something that’s important to them. 

In the classic Hero’s Journey, the hero usually refuses the call at first. They’re convincing 
themselves they’re comfortable with the way things are, or they fear what could happen to 
them if they tried to change their situation. 

This is the point where you can identify those pain points and make them part of the 
story. 

For instance, in The Hunger Games, at first Katniss dodges the call to adventure by not 
being picked in the lottery for the Hunger Games. However, when her sister Prim is chosen 
instead, the pain of losing her sister becomes greater than her fear of the Games. So, 
Katniss volunteers to take Prim’s place, and the call is answered. 

After you’ve picked one or two pain points to dig into as motivation, it’s time for you to 
enter the story. 



3. Meeting the Mentor
Traditionally, the mentor’s role in the hero’s journey is to convince the hero that they can 
succeed in their journey. They offer wisdom or a tool to help build the hero’s confidence and 
motivation. 

In The Hunger Games, Haymitch Abernathy serves as Katniss’s mentor. Despite his many 
flaws, as a former victor of the Games he is able to give Katniss valuable advice that helps 
her believe she has the ability to win. And during the Games Haymitch sends her tools that 
help her survive long enough to triumph. 

In your story, your product or service appears at a time when the hero isn’t certain they can 
have what they want. They aren’t even completely convinced that they should go on the 
journey in the first place. 

This is where you step in to become the hero’s partner in their quest. You are the voice in 
their ear telling them they can do it, they can have what they want. And you are the 
hand on their shoulder letting them know they are not in this alone. 

Given that, keep in mind that the focus should remain on the hero. While significant, your 
role is supporting, not starring. 

Once the journey has begun and you’ve both crossed the threshold from what is to what’s 
possible, it’s time to introduce what could be the most important element in your story.

4. The Road of Trials

It is almost impossible to name a good story without a big, juicy conflict at its heart. Conflict 
is the tinder that fuels the fire in the hero’s journey.  

Conflict is built into the Hunger Games, a brutal fight to the death with only one victor. There 
are countless obstacles and numerous enemies Katniss has to face before she can reach 
the end of her journey of survival. 

In The Lion King, Simba has to overcome the death of his father and defeat his evil uncle to 
regain his place as king. And in The Lord of the Rings trilogy, Frodo must face fearsome ring 
wraiths, murderous orcs, and the dark lord Sauron to destroy the One Ring and bring peace 
and prosperity back to Middle Earth. 



Your hero’s journey needs some conflict as well, and you can find it by mining your hero’s 
objections. Make sure you go through all possible objections and pick the ones that raise 
the most obstacles or present the most compelling enemy. 

As the conflict heats up you are there with your hero, giving valuable tools and advice 
that help the hero smash through the enemies and obstacles on their journey. Through your 
support on the journey, the hero becomes more and more confident that they can overcome 
those problems, defeat the enemy, and get what they most desire. 

And then they do just that.

5. The Return with the Elixir
The classic hero’s journey usually winds down over multiple steps, with some conflict 
resurfacing for good measure before the journey’s ultimate end. In Katniss’s case, her 
defiance of the rules of the Hunger Games with her fellow District 12 tribute Peeta Mellark 
leads them both to victory, but at the cost of gaining the powerful President Snow as an 
enemy. 

Your hero’s journey doesn’t have to be that complicated. Your product or service has helped 
the hero find their way find their way over obstacles and past enemies to get their reward. 
Now they get to enjoy it. 

Make sure you describe the journey’s end with plenty of specific details. How does the hero 
feel? What do they see? How has the experience been for them? What is their life like now? 

With these five steps, you can craft a hero’s journey for your product or service that any 
prospect will want to embark on with you. 

______________________________________________________________________________ 

Carolyn Gretton is an experienced copywriter for the health and wellness industry. She 
understands the ins and outs of crafting effective web content and combines those skills 
with a passion for products that transform people’s health. Looking for someone to tell your 
story? Contact her at carolyn@healthylivingcopywriting.com to begin your hero’s journey. 
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