
Writing Well 
Through the Use of Story

Discovering
Your Customer’s Story
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You can’t know your customer’s story without knowing who your customer is. 
As an editor, my customers are writers, but niche target audience is unpublished writers who 
are new to intermediate in their skills as a writer. 

1. Who is your target customer?
• Who do you intend to reach with your service or product? Is that really who you’re 

reaching?
• What can you learn about your customer by the comments and questions they leave 

when they visit your website?
• Is your audience female, male, or both?
• Young, old, in between?
Use the space below to brainstorm. List everything you know about your customer.

Story Discovery
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2. What is your customer’s #1 goal?
My customer’s #1 goal is to get published. However, underneath it all, their goal might be to 
become a bestselling author or an award-winning author or wealthy. They might or might not 
realize they hold this goal. That goal is what in fiction is labeled the protagonist’s internal goal.

Use the space here to brainstorm your customer’s goal. Dig deep and look for that internal 
goal. You’ll want to know both, if possible.
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3. What is your customer’s #1 problem/obstacle?
For writers, the problem is getting rejection letters, aka not landing a publishing contract.

Use the space below to brainstorm.

4. Who or what does your customer see as the enemy as she/he jour-
neys to reach her/his goal?
By way of example, when I brainstormed my customer’s enemy I listed...

• the form rejection letter
• lack of knowledge in how to get published
• a poorly written manuscript
Quite often the enemy isn’t a person, but personifying the object f possible. It helps your 

customer connect to her/his emotions about the issue. Connecting to emotions is important.
Use the space below to brainstorm
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5. You are their guide. You want to empathize with the problem and 
present yourself as an authority.

How can you empathize? Have you experienced and overcome the same obstacles?

What authority can you offer as as a guide? 

6. How will you solve their problem?
Do you offer an online course, a service, or other product? How will they interact with you in 
using your service or product (one-on-one, a book, an online course)?
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7. What will their lives look like after they reach their goal?
As entrepreneurs, we envision what we want our business to look like. But we also envision 
how that impacts our life, e.g. more time with family, less stress. Connect to the emotions; that 
makes the picture stronger.

Do the same thing for your customer. Will they have…
• a thriving marriage
• well-behaved, responsible children
• a healthier lifestyle?

8. Call them to action.
Remember the guide advises and motivates the protagonist to take action to reach her/his goal. 
Brainstorm possible ways you can call your customer to action for each product you offer. 
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Bringing it all together.
Here’s a bit of what my services page looks like to show how story marketing works. 

Are you submitting to publishers and getting nothing but rejection letters? [the problem]
Do you find the publishing process

• frustrating
• confusing
• overwhelming? [empathizing]

When I first began my writing career, I found getting published very disheartening. Form 
rejection letters left me wondering if my book didn’t suit them or if my writing was just that 
terrible. [more empathy and building credibility by letting them know I understand their problem be-
cause I’ve been there]

And in today’s world there are so many options available to writers it can be tough to 
know what’s the best path for you.

So I’ve created a video to help you understand the publishing options available today and 
the differences in each. [advice toward a solution to their problem] Once you’ve watched the video, 
click Get Started [call to action] to initiate a free consultation. Not quite ready? Download the 
chart so you can think things through a bit longer. No matter what your choice, remember if 
you don’t take that first cost-free step, your book may never see a bookshelf.

Get started, and before you know it, your page-turning book readers can’t put down will 
be appearing on Amazon, and you’ll be on your way to best seller status! [appealing to the inter-
nal goal]

Brainstorm your customer’s marketing story in the space below.

For more on using story to develop your business marketing, read Building a Story Brand by 
Donald Miller



© 2018 DebraLButterfield.com 8

About Debra L. Butterfield
Debra began her writing career as a junior copywriter for Focus on the Family. In 2006, she 
started freelance writing. Her books include Carried by Grace: a Guide for Mothers of Victims of 
Sexual Abuse, Abba’s Promise: 33 Stories of God’s Pledge to Provide, 7 Cheat Sheets to Cut Editing 
Costs, and Mystery on Maple Hill (a short story). Her magazine publishing credits include CBN.
com, Live, and Susie. She has been published in numerous anthologies. 

Debra began freelance editing in 2010, and joined CrossRiver Media Group as an editor in 
2014. She blogs about writing at DebraLButterfield.com

She has three adult children, each born in a different decade and different state, and two 
grandchildren. She served three-and-a-half years in the US Marine Corps, has lived as far 
west as Hawaii and as far east as Germany, and now resides in Missouri. She likes the smell of 
skunks.

To learn more about her editing and design services, visit this page on her blog.

https://debralbutterfield.com/
https://debralbutterfield.com/about-debra/prices/

