5 Storytelling Tips for Non-Sucky Copy ~

(Reprinted from 5 Secrets for Writing Non-Sucky Copy , by Laura Belgray)

1. S: STORY
We all love stories. When we hear a story, we pay attention. Story doesn’'t have to mean “once upon a
time.” It doesn’t need to be a complete tale. It can be a single sentence:

Yesterday, when | was at CVS looking for something to make my blinding migraine go away, | had an
epiphany about branding.

This Thanksgiving, while the family’s eating Aunt Marcia’s dried out turkey and ghting about health care
reform, why not sneak o from the table and watch a marathon of Scrubs?

Anything with a hint of drama or event—that'’s story. Put it in your copy.

2. N: NATURAL

Once you've said bye-bye to the parts that sound pretentious, see that every bit sounds natural. Ironically,
that’s not how it usually comes out in the rst round of writing. It often takes several drafts before my copy
sounds like it really came from me.

3. A: AUTHENTIC

As in, authentically yours. Make your copy original. It's so easy to rip 0 ideas without meaning to. That
doesn’t mean you shouldn’t steal. You should de nitely steal, but not from your direct industry. If you're
writing a blog post, don't steal from a blog post. If you're writing an ad, don't steal from another ad. At least
not a recent one.

For instance, if you decide, “I want my Hot Dog Hut ad to be like last year's Wendy’s ad,” the result will be
as fresh as year-old ground meat. Instead, why not take inspiration from dialogue you heard on the street?
Or a book, or a painting, or famous movie?

How about this: a spot called “Hot Dog Day Afternoon,” where the bank robber demands more mustard or
he'll start shooting.

Go ahead, Hot Dog Hut. I'm not using that one.

Find yourself stuck on someone else’s idea? Thinking, “the headline for that guy’s Baking Bootcamp sales
page is the only headline that works for my Baking Bootcamp sales page”?

Well, rst of all, you should change the name of your program. That one is his. Then, look elsewhere for
headline inspiration. Browse dating book titles. Gol ng magazines. Anything totally unrelated to baking.
Then, when you nd phrasing you like, you can adapt it.

Maybe you've seen headlines for marketing courses promising, “Learn To Be A Marketing Ninja—Guaran-
teed.” You probably shouldn’t use the word “ninja” for your marketing course. It's overused in that eld, and
marketing geeks have seen it everywhere. But piecrust geeks are a di erent story. So why not: “Become A
Dessert Ninja In 60 Days.”

Always steal your ideas—or let's say “borrow” them—from a di erent category or era or medium. Then,
give them a new context, a fresh angle.



Paint one with your writing —wherever you have the chance. For visual mediums like Im and TV, there’s al-
ready a picture there. So this “P” doesn't really apply. But if your medium is the written word, use those details
we talked about. Give us something we can see in our minds.

Here’s a good test: if you wanted pictures with your copy, would an illustrator know what to draw?

Give a point of view to everything you write. Express your own, or tap into someone else’s. Your copy will be
more personal and relatable.

Here’s an example:

If I write about the importance of being generous, | could just string together dull quotations about giving and
receiving. But instead, I'll talk about my old classmate Wendy Worono . We still make jokes about her after
25 years, because all through high school, she would never lend anyone a pencil from her precious, well-
stocked Hello Kitty case.

Nobody wants to be a Wendy Worono .

That'’s like saying, nobody wants to remembered as nobody wants to remembered as sel sh. Except with a
point of view.

*According to copywriter Laura Belgray, there are ve important components to storytelling: story, naturalness, authenticity, picture,
and point of view. This excerpt from her e-book goes into each in detail. Although Belgray is a marketing copywriter, her tips can be
easily modi ed to inform your personal narrative.



