
7  STORYBRAND
WEBSITE  EXAMPLES



a StoryBrand website to perfection

So, you found StoryBrand and it’s a gold mine! Right you are. However, you’ve 

searched Google for StoryBrand website examples and haven’t found much.

You wanted to see some StoryBrand websites in the wild but have been let 

down by the lack of examples out there.

Worse o� – you want to implement StoryBrand on your website before your 

competitors can implement it on theirs. Some examples would really help right 

now!

Well, we know exactly how you feel. So much so that we compiled 7 of our 

favorite StoryBrand website examples.

Some of these are websites that we designed and developed ourselves while 

others are ones that we’ve seen other Certi�ed Guides put together.

So go ahead and scan these websites and be sure to read our notes on the 
various aspects of these sites. We’ll highlight speci�c parts of the StoryBrand 
framework in action so you can see what they look like.
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Every StoryBranded website needs to have a header that appeals to an aspirational identity. This 

website does that perfectly.

Notice the smiling woman as the �rst thing that you see. Your eye is drawn towards her immediately 

and you’re given a sense of warmth and welcome. The H1 copy is also short and inspirational. It makes 

us want to join this program! The call-to-action is also clear and repeated in the two most important 

places in the header – the upper right-hand corner and right below the copy in the center left of the 

header.

A smiling person (or people) will help convey an aspirational identity like no other and the inspirational 

copy and clear call-to-action are worth repeating in your website.
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National Medical Education
and Training Center

THE H1 COPY 



One element of an excellent StoryBrand website is The Stakes section. This is the section of a website 

that details what might happen if a prospect doesn’t do business with you and it’s crucial.

Here the Alabama Tongue-Tie Center lays out the stakes exceptionally well. They label the problem of 

tongue-tie as “a serious pest” and say that “even one tiny string” can lead to tongue-tie. Yikes! That’s a 

problem we want our children to certainly avoid.

They ramp up the problem further by stating that tongue-tie leads to a lot of unnecessary life 

problems and list many of the symptoms that might plague a child with tongue-tie. This section of 

their website focuses on the problem that their prospects have and begin to hint at their service as the 

resolution to the problem.

This is exactly how your StoryBrand website can amplify the problem that your prospects are facing 

and begin to position your product or service as the solution. Con�ict is essential in every 

StoryBranded website.
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Alabama Tongue-Tie Center

THE STAKES SECTION
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Just for Kids Dentistry

THE VALUE PROPOSITION

Another section in a StoryBrand website is The Value Proposition and here Just for Kids Dentistry 

showcases its value very well.

They have three icons that highlight some of the main bene�ts that a customer could expect to 

receive from their service (we call this a value stack). They then hit on the external, internal, and 

philosophical problems that their customers experience and position their service as the solution to 

those problems.

While you might think they simply sell pediatric dental services, they really sell peace-of-mind, a fun 

environment, and a dental experience that both kids and their parents will look forward to.

This is the value proposition section and it should list some of the main bene�ts that your customer 

will receive by purchasing your product or service.

Don’t be afraid to think deeply about the value you o�er and highlight those bene�ts. This is the part 

of your website where you get to do that.



This example from Ascend Mortgage perfectly represents The Guide section of a StoryBrand website.

Here we see an actual image of our guide, which is helpful for building trust, as well as some copy 

that demonstrates both empathy and authority.

The �rst two paragraphs are meant to demonstrate the guide’s understanding of his prospect’s current 

home-buying situation. He’s simply communicating, “I know what you’ve been through and I know 

how it feels.” This is exactly how you want to position yourself as the guide as well. Talk about a pain 

point that your customer is feeling and demonstrate how you have also felt that pain.

The section then elaborates on the guide’s competency in solving this kind of problem for customers.

Highlighting years of experience and number of clients this company has helped is also a strong 

selling point. The main point for you, however, is to demonstrate empathy and authority to your 

prospects in whatever way works best for your industry.
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Ascend Mortgage

THE GUIDE SECTION



If you want to see a case study on a StoryBrand website, then take tips from Little Love Jar’s website.

Here we’re highlighting The Plan section of a StoryBrand website.

Little Love Jar uses a simple 3-step process to demonstrate how easy it is to set up a Love Jar and use 

their product.

We’d recommend a simple 3-step process for your StoryBrand website as well.

Taking it a step further, LLJ details the bene�ts that a user will receive through each step of the 

process.

Laying out your 3-step plan and highlighting the bene�ts of each step is essential for mapping out The 

Plan section of your StoryBrand website.
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Little Love Jar

THE PLAN SECTION 



Here we see an example of the Explanatory Paragraph from Megan Yip Law O�ce.

The explanatory paragraph serves two purposes: 1. Provides prospects with more information to 

check their “credibility box” and 2. Provide search engines with some longer-form text to crawl.

This Law O�ce utilizes language from its BrandScript in its paragraph to hook readers further and 

demonstrate more empathy and authority.

The explanatory paragraph could simply be your BrandScript written in complete sentences and 

longer form. It’s meant to build more trust with your potential customers and help your website rank 

well in search engines for speci�c terms.

Always be sure to write for people �rst and search engines second as this will ultimately help your 

SEO in the long-run.
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Megan Yip Law O�ce

EXPLANATORY PARAGRAPH



This last example comes from Good Bureau and it highlights the importance of a Video Section on a 

StoryBrand website.

If you can show your prospects who you are rather than tell them, you’re way ahead of the game.

Good Bureau also gets double StoryBrand points because it’s showcasing its brand through the use of 

testimonials.

If you have a brand video, this is the section to include it. If you can include video testimonials, even 

better. But videos are always more engaging than words or pictures.

Include a video on your StoryBrand website if you’re able to.
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Good Bureau

VIDEO SECTION



IMAGINE  THIS :
It’s 4 weeks from now and you have your BrandScript 

nailed down perfectly and your new StoryBrand website 
is up and running. People are landing on your website 
and resonating with your messaging. Conversion rates 

are up, and bounce rates are down.

Wouldn’t you like to have a polished 
BrandScript and website for your business 

that leads to more conversions?

SCHEDULE A CALL

https://go.agencyboon.com/schedule-a-call
https://www.agencyboon.com/
https://www.instagram.com/agencyboon/
https://www.facebook.com/agencyboon/
http://agencyboon.com/storybrand/
https://agencyboon.com/schedule-a-call



