
Book Review: Building a StoryBrand 2.0 by Donald Miller 

Summary of the Book’s Key Points 

In Building a StoryBrand 2.0: Clarify Your Message So Customers Will Listen, Donald Miller revisits and updates 

his well-known StoryBrand framework for clarifying communication, strengthening customer engagement, and 

making an organization’s value proposition easier to understand. The 2.0 edition was published by 

HarperCollins Leadership in January 2025 and is positioned as a revised and updated version of the original 

Building a StoryBrand.  

The book’s core message is straightforward: organizations often lose customers not because their products or 

services are weak, but because their message is confusing. Miller argues that effective communication places 

the customer—not the company—at the center of the story. The customer is the hero; the company is the 

guide. The organization’s task is to identify the customer’s problem, offer a clear plan, call the customer to 

action, help them avoid failure, and show them what success can look like. 

For board directors, senior executives, investors, and professionals navigating complex organizations, the book 

provides a useful framework for thinking about strategy, brand clarity, customer relevance, stakeholder 

communication, and leadership messaging. 

Director Relevance / Why This Book Matters Now 

This book is timely for directors because clarity has become a strategic asset. Boards are overseeing 

organizations operating in environments shaped by AI disruption, cyber risk, geopolitical volatility, customer 

fragmentation, regulatory scrutiny, and intensifying competition. In that context, unclear messaging is not 

merely a marketing issue. It can signal deeper strategic ambiguity. 

A board should care whether management can clearly explain who the organization serves, what problem it 

solves, why customers should care, and how the enterprise creates differentiated value. If management cannot 

communicate that clearly to customers, it may also struggle to communicate strategy clearly to employees, 

investors, regulators, partners, and the board itself. 

More Detail on the Key Points 

The first major contribution of the book is its insistence on customer-centered communication. Miller’s 

framework pushes organizations away from self-referential messaging. Companies often want to tell their own 

story: their history, capabilities, awards, technology, scale, or sophistication. Miller argues that customers are 

primarily asking a different question: “Can you help me solve my problem?” 

A second important theme is simplicity. The book repeatedly emphasizes that confused customers do not buy. 

This is valuable for directors because complexity is often mistaken for sophistication. In board materials, 

investor communications, strategy decks, and customer-facing messaging, the ability to simplify without 

distorting is a leadership discipline. 

A third key point is the guide posture. Organizations should not present themselves as the hero. They should 

position themselves as the trusted guide that helps the customer succeed. For boards, this is a useful 

governance insight. Management teams that understand the customer’s journey are more likely to make 

disciplined choices about product design, customer experience, technology investment, and capital allocation. 



Finally, the book underscores the importance of calls to action. Clear messaging should move the audience 

toward a decision. For customers, that may mean buying, subscribing, scheduling, downloading, or engaging. 

For boards, the parallel is equally important: management presentations should clarify the decision required, 

the risks involved, the alternatives considered, and the action requested. 

Examples / Practical Application 

One practical example from the book is the StoryBrand BrandScript, which helps organizations articulate the 

customer’s problem, the company’s role as guide, the plan, the call to action, and the stakes. The official 

StoryBrand description of the book emphasizes that the framework is intended to help organizations craft a 

clearer message, connect with customers, and make their value unmistakable.  

For a board director, the practical application is broader than marketing. The same discipline can be applied to 

strategy narratives, investor relations, employee communications, digital transformation, stakeholder 

engagement, and crisis response. A board might ask management: Can we explain our strategy in one clear 

paragraph? Can customers immediately understand what we do for them? Can employees explain our value 

proposition consistently? Can investors understand how our strategy creates durable value? 

A second practical example involves website and customer-facing communications. Miller’s point is that 

organizations often bury the customer benefit beneath internal language. Directors should recognize this as a 

strategic warning sign. If the organization’s external message is unclear, the underlying strategy may also be 

insufficiently focused. 

Financial Expert / Audit Committee Lens 

For SEC Qualified Financial Experts and audit committee members, Building a StoryBrand 2.0 raises an 

important question: does the organization communicate financial performance, risk, and value creation with 

clarity and discipline? 

This is not about marketing financial results. It is about whether financial reporting, MD&A narratives, investor 

presentations, and board materials clearly explain the drivers of revenue, margin, cash flow, capital allocation, 

liquidity, leverage, and long-term value creation. A financially literate board should be alert to communications 

that are technically accurate but strategically opaque. 

The book’s lesson for audit committees is that clarity is a control discipline. Ambiguous reporting can obscure 

risk, delay escalation, and weaken accountability. 

Risk Governance Lens 

For DCRO Institute Qualified Risk Directors, the book is a reminder that risk oversight depends on clear 

communication. Risk appetite, risk tolerance, emerging risks, and scenario planning are only useful if they are 

expressed in language that directors and executives can understand, debate, and act upon. 

Miller’s framework can help boards ask whether management is communicating risk from the perspective of 

the stakeholder who must make a decision. What is the problem? What is at stake? What is the plan? What 

action is required? What happens if the organization does not respond? 

In risk governance, unclear communication is itself a risk. 

https://storybrand.com/building-a-storybrand-book-new/?utm_source=chatgpt.com
https://www.sec.gov/?utm_source=chatgpt.com
https://dcro.org/?utm_source=chatgpt.com


Technology / Digital / AI Oversight Lens 

For Digital Directors Network Qualified Technology Experts, the book is highly relevant to AI, cybersecurity, 

digital transformation, and data governance. Technology leaders often communicate in technical language that 

may be accurate but not decision-useful. 

A board does not need technology messaging to be simplistic. It needs it to be clear. Directors should 

understand how a technology initiative affects customers, operations, risk, resilience, cost structure, 

competitive advantage, and future optionality. 

The StoryBrand discipline can help technology leaders explain why a digital initiative matters, what problem it 

solves, what risk it reduces, and what success looks like. 

Committee-Level Implications 

For the Audit / Risk Committee, the book reinforces the need for clear reporting, escalation, and disclosure 

discipline. 

For the Finance / Investment Committee, it supports more disciplined capital allocation narratives: what 

customer problem are we funding, and why will this investment create value? 

For the Technology / Cyber / Innovation Committee, it provides a framework for translating technical 

complexity into business relevance. 

For the Compensation / Talent Committee, it raises questions about whether leaders are rewarded for 

customer clarity, communication effectiveness, and enterprise alignment. 

For the Nominating and Governance Committee, it is relevant to board composition and director education. 

Boards need directors who can help management clarify strategy, risk, and stakeholder communication. 

For the Full Board, the book is a reminder that governance depends on shared understanding. 

Boardroom Questions 

After reading the book, directors should ask: 

1. Can management clearly explain the customer problem we solve?  

2. Is our value proposition understandable to customers, employees, investors, and regulators?  

3. Are we positioning the company as the hero, or are we focused on helping customers succeed?  

4. Do board materials clarify the decision required and the action requested?  

5. Are our technology and AI initiatives explained in business terms?  

6. Do our disclosures and investor communications clearly connect strategy, risk, and financial 

performance?  

7. Where is complexity masking lack of strategic focus?  

8. What would we stop saying if we truly viewed communication through the customer’s eyes?  



Metrics, Signals, and Red Flags 

Directors could monitor: 

1. Customer conversion rates and abandonment points.  

2. Net promoter score and customer satisfaction trends.  

3. Website engagement and message clarity testing.  

4. Sales cycle length and win/loss feedback.  

5. Employee understanding of the strategy and value proposition.  

6. Investor questions that reveal confusion about the business model.  

Red flags include jargon-heavy messaging, inconsistent explanations of strategy, unclear customer 

segmentation, weak calls to action, and board materials that describe activity without clarifying value. 

Practical Boardroom Application / Next 90 Days 

In the next 90 days, a board could ask management to review the organization’s core messaging against the 

StoryBrand framework. The exercise could be used in a strategy offsite, customer experience review, investor 

relations assessment, or digital transformation discussion. 

A practical board exercise would be to ask each executive to answer three questions in plain language: Who is 

our customer? What problem do we solve? Why do we win? 

If the answers are inconsistent, the board has identified a strategic alignment issue. 

Limitations / Cautions 

The book is strongest as a communication and marketing framework. It is not a complete strategy, governance, 

risk, or financial management text. Directors should avoid reducing strategy to messaging alone. Clear 

communication cannot compensate for weak products, poor execution, inadequate controls, or flawed 

economics. 

That said, the book’s discipline is valuable precisely because it exposes those weaknesses. If an organization 

cannot clearly explain its value, the board should ask whether the issue is messaging—or strategy. 

Conclusion / Call to Action 

Building a StoryBrand 2.0 is a valuable read for directors and senior leaders because it converts communication 

into a strategic discipline. It reminds boards that clarity is not cosmetic. It affects customer acquisition, 

employee alignment, investor confidence, technology adoption, and enterprise value. 

The call to action is straightforward: read the book with the organization’s current strategy, website, investor 

deck, and board materials nearby. Ask whether the message is clear, customer-centered, and action-oriented. 

For directors, the measure of a good business book is not whether it offers a clever framework. It is whether it 

helps the board ask better questions. On that standard, Building a StoryBrand 2.0 is well worth the time. 

Overall Director Takeaway 



The most important takeaway is that clarity is a governance issue. Boards should expect management to 

communicate strategy, customer value, risk, technology, and financial performance in language that supports 

better decisions. Miller’s framework gives directors a practical tool for testing whether the organization truly 

understands whom it serves, what problem it solves, and why it deserves to win. 


