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They call them STORIES for a reason. 

The best magazine and newspaper articles all tell a tale; 
take you on a journey. It’s a particular path from beginning-
to-middle-to-end that humans inherently understand and 
respond to.  

The best bedtime stories begin with Once Upon a Time… 

They introduce you to a main character with a challenge to 
overcome along a journey.  

They make you sympathize with how the character 
overcomes the obstacle to reach… 

Happily Ever After. 

Great Brand Stories… 

Great business stories… 

ALL do the same. 
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Great content tells a story. 

And great stories take you on a journey. 

Great feature stories, speeches, presentations, ads, videos, 
movies, and elevator pitch stories… ALL of them. 

Think about what content has moved you, yourself, to act. 
I’ll bet it was the story and how that related to you, 
personally, that drove you to take the next step. 

The best posts, emails, web content, articles, featurettes, all 
of them keep their readers engaged in a human way. 

And humans LOVE stories. Telling them. Listening to them. 
Sharing them with other people. It’s the secret key to great 
communication. 

Take these 10 rules of the road to heart… 

♥ 🖤 ♥  

… and you’ll write better, stronger, more effective content, 
too. 
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Frank Sinatra has a cold 

W riter Gay Talese wrote what is arguably the 
most famous magazine article of all time for 
Esquire in 1966. What made it great? He told a 

story.  

On the surface, it’s a profile of one of the most famous faces 
and voices to ever walk the Earth. At it’s core, it’s a story of 
a man overcoming a challenge to emerge on the other side - 
different. Metaphorically a little battered, beaten and 
bloodied, but stronger for the experience.  

Better. Heroic.  

Readers loved it. They still do.  
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T H E   1 0   T I P S  

1 - Have a voice 

E very author has one. Every brand does too. Your 
voice needs to be unique and communicate an 
opinion, authority and style through tone, word 

choice and attitude. Are you casual and conversational or 
formal and serious? Somewhere in between? What’s your 
authentic voice? What do you really sound like? Once you 
decide. Declare it. Write it down. Tack it over your 
keyboard.  

Establish your authentic voice. And be consistent 
across all your communications.  
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2 - Take a position 

W e call it the point of attack. Attitude. Journalism 
school will teach you the 5Ws (who, what, 
where, when, why & how), but experience will 

teach you that’s not enough and won’t help when you’re 
trying to connect to your audience.  

Tell them a story. And tell them why it’s important.  
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3 - Keep it tight 

S hort, crisp sentences and paragraphs make a 
difference. SEO pros will tell you your paragraphs 
shouldn’t be more than 400 characters.  

Your readers will tell you something similar, for a different 
reason. Be clear. Be concise. Be interesting. If you’re asking 
“so what?” so will they. 

Write the way they read. Short sentences 
communicate clearer ideas. 
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4 - Don’t believe your own press 

Y es. If you’re gifted, you may have some room to 
explore longer sentences and paragraphs. But 
readers are impatient and easily distracted. And if 

you’re stuff doesn’t deliver what they want, they go 
somewhere else. Embrace the fundamentals, especially if 
you’re gifted. If you’re not sure… 

Go back and read #3 again. 

And, if you’re asking yourself right now if you’re gifted. 
You’re not. Go back to #3. It’ll make you better. 
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5 - Five seconds at a time 

E ven if you’re gifted, tighten everything as much as 
you possibly can. Especially when you’re writing for 
digital. They really only give you about 5 seconds at 

a time. Look at your watch. Now. Count to 5. 

If you still have them, they’ll give you another :05. If you 
still have them after that, they’ll give you another :05. Don’t 
make them work too hard. 

Five seconds is all you get. Really. Believe it! 
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6 - Include links. Always. 

S o you’re writing. For people. To learn something. 
Include links. Yes, even if it doesn’t seem to make 
direct sense all the time. And yes, even if it’s just to 

internal content. Actually, especially if it’s to internal 
content.  

LINKS! Don’t ask. Just do it.  

“But I’m writing for print,” you say… 
Include links there, too. If they’re simple and easy to 
remember. References to other things are important. When 
you hit the mark, people need to have a way to find more.  
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7 - If you’re funny, be funny 

T here are only two useful things in the world that go 
viral. Touching and Funny. Angry and Fearful will 
go viral, too, but Angry and Fearful don’t do much 

to build your brand in the long term. 

Make them cry and they’ll love you. Make them laugh and 
they’ll love you. Then they’ll tell their friends. 

If you’re funny, be funny.  
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8 - But not too funny 

I f you’re being funny, be careful, too. Not everyone 
thinks the same things are funny. And you may not be 
as funny as you think you are.  

And when you’re talking about their money, stop. They 
don’t like jokes when they’re thinking about their money. 

Know what your audience likes and laughs at. Then do 
more of that.  
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9 - Always be ACTIVE 

N o - don’t get up to do jumping jacks. Make your 
writing active. If you want your readers to do 
something. Tell them what you want them to do. 

Clearly. Simply. Directly. There’s a reason they call it direct 
marketing.  

Don’t expect that they’re just going to get it.  

Tell them.  
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10 - Embrace the fundamentals 

I f you’re gifted, go back and read #9 again until your call 
to action makes sense. Even gifted writers sometimes 
fall down on the job here.  

The gifted like to take shortcuts. Resist that temptation. 
Master the basics. Then go back and remind yourself of the 
basics again. No one is gifted enough to transform the way 
every reader reads. 

And, remember… if you’re asking yourself right now if 
you’re gifted. You’re not. Go back and read #9 again. And 
then #3, again, too. 

Embrace the rules, it’ll make you better. 
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THE BEST WRITING ADVICE… EVER  

O r,  I n  B r i e f …  
  B e  B R I E F  

The Lord's Prayer  66 words 
 
The 10 Commandments  179 words 
 
The Gettysburg address   286 words 
 
The Declaration of Independence  1,458 words 

US federal regulations on the sale of cabbage 26,911 words  

Which do you remember best? 
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n
We forge content that helps brands 
simplify, organize, and activate their 

stories to grow their businesses. 

Get Started Today 
visit us at 

nymblesmith.com 
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“Those who tell the 
stories rule the world.” 

- Hopi Proverb 

Start getting your story straight with >>> 

nymblesmith.com
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