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16. Chapter 10: The Story Ends in Success
(StoryBrand Principle Seven)

This chapter argues that a brand must clearly tell customers
where it is taking them and what a successful, happy ending to
their story looks like. Casting a specific, aspirational vision is an
act of leadership. The chapter shows how to close a customer's
external, internal, and philosophical problems all at once, and
how to tap the deep human desires for status, completeness,
and self-acceptance.

Key takeaways

e Never assume people know how your brand improves their
life — state it plainly and repeat it everywhere.

e The vision must be specific and concrete, not fuzzy
(Kennedy's 'man on the moon,' not a 'productive space
program’).

e Use a before/after picture: what customers have, feel, do
daily, and their status once they engage you.

e Great endings, like in Star Wars or The King's Speech,
resolve external, internal, and philosophical conflicts in a
single climactic moment — do the same in your marketing.
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e Offer resolutions tied to three primal desires: (1) status/
position, (2) union or completeness (reduced anxiety, less
work, more time), (3) self-realization/acceptance (inspiration,
acceptance, transcendence).

e Keep it simple: a strong 'sound bite' that screams resolution
('a room that finally feels finished') beats overthinking. Show
happy people using your product.

Passages worth keeping

“People want to be taken somewhere. Figure out where you want
to take them and state it clearly, then repeat yourself over and
over until you get them there.”

The core leadership advice driving the whole chapter — brands must
lead customers to a defined destination.

How it connects

The idea of a guide leading a hero out of a hole into a better life
mirrors the biblical shepherd motif — casting a clear, compelling
vision of a promised future to move people to follow.

Scripture referenced

e Proverbs 29:18 -- Echoed in 'Without a vision, the people perish'
— used to argue a brand needs a clear vision to survive.
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