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Business around  

Your Customer 

1 



Learn Customer-

Based Strategies to 

Design Effective 

Websites, Landing 

Pages, Newsletters, 

Posts, and CTAs. 

Learning 

Objective 
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We oftentimes believe, “I’m 

going to have this perfect 

understanding, and then I’m 

going to transform that into 

what I do.” I would suggest 

that we have enough to get 

started. We have a sense of 

the right direction. … 
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Faith is a principle—the 

principle—of action and of 

power. True faith is focused in 

and on the Lord Jesus Christ 

and always leads to action.  

David A. Bednar 
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 Building a  

StoryBrand: 

Clarify Your Message  

so Customers  

Will Listen 

by Donald Miller 

Resource 
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The  

Customer’s Buying 

Journey 

Awareness 

Engagement 

Conversion Nurture Your Audience 

 

• Attract Attention  

• Build a Relationship 

• Turn Interest to Action 
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What is the  

Hero's Journey? 

 It is a narrative where a hero 

goes on a journey or quest, 

faces challenges and emerges 

transformed or changed. 
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The Power of Story 

 Our brain registers an effective story 

the same way it registers the things 

that actually happen to us. ... [With 

every story] we are hardwired to ask 

one question … What will I learn 

here that will help me not only 

survive, but prosper? 

-Lisa Cron, Story Genius     
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• Identify your customer 

• Find out what they 

want 

•  Concentrate on “You” 

messages not “Me” 

messages 

Your Customer 

is Your Hero 
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“Successful business owners 

seek to understand and 

meet the unmet needs of 

customers. Understanding 

customer needs is an 

ongoing journey that 

requires significant effort, 

time, and persistence.  … 
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“Your customers’ needs will 

change over time, so you 

will continually need to 

adapt your business to 

meet them.” 
Self Reliance Manual: Starting and 

Growing My Business, chapter 2 
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• Who are your 

customers? 

• What are their 

demographics, 

religions, technology 

uses, cultural norms? 

Thought 

Questions 
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• Every story has a villain 

• Different types of 

problems 

  ~ External  

  ~ Internal 

• Customers buy based on 

internal needs. 

What are Their 

Problems? 
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Maslow’s Hierarchy 

of Needs 

Physiological 

Safety 

Love/Belonging 

Esteem 

Self- 
Actualization 
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• Who are your customers’ 

“real” villains? 

• What are your 

customers’ problems? 

• How does your product 

answer their needs? 

Thought 

Questions 
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• Understand their struggles 

• Show why you’re the 

authority to answer their 

problems 

• Stay “you” focused 
 

You are the 

Guide 
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Speak to your audience 

in their language about 

what’s in their heart. 

Jonathan Lister 
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• How can you show that 

you understand their 

pain and struggles? 

• What testimonials, 

awards, statistics, etc., 

do you have? 
 

Thought 

Questions 
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• A 3-step plan is simple to 

start with 

• A process plan to engage in 

your business 

• An agreement plan to 

alleviate their fears 

Provide a Clear 

Plan 
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Remember the mantra, “If 

you confuse you lose”? Not 

having a plan is a 

guaranteed way to confuse 

your customers. 

Donald Miller, Building a StoryBrand 
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• What do you want them 

to do now? 

• What fears do they have 

that will keep them from 

engaging? 

• What freebie can you 

give? 

Thought 

Questions 
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• Direct CTA 

• Transitional CTA 

• Be specific – tell 

them exactly what 

they’ll do or get 

Call to Action 
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An idea not coupled with 

action will never get any 

bigger than the brain cell 

it occupied. 

Arnold Glasgow 
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• What is one direct 

CTA that fits your 

business? 

• What is one 

transitional CTA? 

Thought 

Questions 
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• People are more 

motivated to avoid pain 

than gain pleasure 

• What will happen if 

they don’t act? 

Avoid Failure 
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The concept of loss 

aversion is certainly 

the most significant 

contribution of 

psychology to 

behavioral economics. 

- Daniel Kahneman 
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• What things will your 

product help your 

customers avoid? 

• What will they miss out 

on if they don’t engage 

with your business? 

Thought 

Questions 
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• Show a vivid picture of a 

better life 

• Tie to emotions/internal 

needs  

• Remember Maslow’s 

Hierarchy of Needs 

End in  

Success 
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Stories let us vicariously 

try out difficult situations 

we haven’t yet 

experienced to see what 

it would really feel like. 

Lisa Cron, Story Genius 
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How will your customers’ 

lives be different if they 

use your product or 

service? 

Thought 

Question 
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Put It All 

Together 
• Website design and 

•      landing pages 

• Newsletters 

• Flyers and mailers 

• Social media posts 

• Other marketing 
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Examples: Website 
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Examples: Website 
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Examples: Website 



Examples: Website 



Examples: Website 



Examples: Newsletter 



Examples: Newsletter 



Examples: Newsletter 



Examples: Book mark/flyer 

40 



Examples: Social Media 
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. 

We have a responsibility and a 

challenge to take our places in the 

world of business, science, 

government, medicine, education, 

and every other worthwhile and 

constructive vocation. We have an 

obligation to train … to excel in the 

work of the world for the blessing of 

all mankind. 

President Gordon B. Hinckley 
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The Lord has a plan for you. He has 

blessed you with special gifts and 

talents that will allow you to 

become anything He desires you to 

become. You can fulfill your 

mission here on earth if you are 

diligent in seeking to understand 

and obey His will for you.  
Self Reliance: Starting and Growing  

Your Business, Chapter 9 

. 
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. 

Thank You for 

Coming 

michelle.dennis.christensen@gmail.com 

Author Michelle Dennis Christensen 

Michelle Dennis Christensen 

f 

Scan for a 

copy of my 

slides 
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