


You can blame your high 
school English teacher. 
 
Or maybe your professor in your MBA program. They encouraged verbose writing with 
5-syllable words. And a 20-page paper was probably a typical assignment. But what 
happened if you really needed just 10 pages to communicate your point? 
 
No problem. You just wrote fluffy puffy filler to meet your 20-page requirement. 
 
You got an A. 
 
But the problem is, once you enter the real world, fluffy puffy  writing  doesn’t  compel  
people  to  action  because  they  don’t  know  what  the  heck  you’re  talking  about. 
 
We’re  here  to  fix  that. 
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#1. Write. Then edit. 
 
 

 
 

 
It. Can. Take. Forever. To complete the first paragraph. You’ll  edit.  And  edit.  And  edit—
and never make any progress. 
 
So  don’t  get  bogged  down on the beginning. Just move on down to somewhere in the 
middle and come back to the beginning later. The most important thing to do is to begin 
to write.  
 
Set the timer for 20 minutes. Then write and get it all out on paper or on the computer 
screen. Then you can go back and try to make sense of it.  
 
Otherwise, if you start with the first paragraph and keep editing it to make it perfect. It 
will take a very long time. (Perhaps forever!) For instance, I started this book by writing 
tips and then went back and wrote the introduction. 
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#2. Talk like a human.  

 

The closer you write to how people genuinely talk, the friendlier and more human your 
writing will be.  

I was recently asked to edit this bio: 

As an accomplished team player, I have developed high standards of job 

performance, resourcefulness and organization. With experience in prioritizing 

multiple projects with divergent needs, problem-solving skills have become a 

strong part of my work fundamentals. I effectively work and communicate with 

others via strong interpersonal and analytical abilities. 

Who was this for? A digital marketer? An Internet startup? No, a wine sommelier. It’s  
missing a little of his passion for his job. 
 
So  what’s  the  antidote  to  B.S.? Write how people talk. 
 
Instead of “leverage,” say “use.” 
 
Instead of “massive,” say “big.” 
 
Instead of saying “We leveraged our list of top-tier Internet influentials to garner 
extensive retweets and repostings of our clients’ latest releases”  try, “Our extensive list 
of influencers helps get the word out about our  clients’ newest products.” 
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Instead of “Our synergy and commitment to interdepartmental collaboration greatly 
contributes to the formulation of innovation solutions”  just  say,  “The best way to come 
up with fresh ideas is to break down departmental silos.” 
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#3.  It’s  all  about  people. 
 
 

 
 
To we or not to we. That is the question. 
 
Whenever  possible,  I  prefer  writing  using  “we”  instead  of  “the  company.”  It’s  easier  to  
write  fluffy  puffy  verbiage  when  you’re  writing  about  “the  company.” 
 
Even more importantly,  write  for  your  audience.  Talk  to  them.  Instead  of  saying  “We  
offer  a  wide  variety  of  services”  you  can  say, “You  can  choose  the  service  that  best  fits  
your  needs.” 
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#4. Be jargon free. 
 

 
 
 
Every industry has its jargon and acronyms. A prospective customer might not know 
what  you’re  talking  about.  Ask  someone  who’s  not  in  your  industry  to  read  your  copy  
and explain it back to you. If  they  get  it,  you’ve  done  a  good  job. 



ANNEMCCOLL.COM      I HELP BRANDS TELL STORIES.  7 

#5. Ask: Do they care? 

 

 

 
Just because you paid a high-priced consultant thousands of dollars to lead your 
executive team on a three-day  workshop  to  craft  your  mission  statement  doesn’t  mean  
you need to put it on your website. Internal messaging like this is best left on the walls 
of your company lunchroom or in the company handbook.  
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Happy writing! 
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And the non-B.S. bio. 

 

I help brands tell stories. 

 

Before you can sell the story, you have to tell the story.  

There are simply too many good ideas and businesses that die because 
people have difficulty communicating in a clear, simple and human manner. 
It’s  my  mission—no, my calling—to banish fluffy, puffy B.S.  (That’s  business  
speak and it means nothing.) 

 I help brands (people, businesses and startups) find right words + pictures 
to tell their story. I put the heart back into communication so brands can 
make an emotional connection with their customers. 

As The Best D@mn Copywriter, I work directly with businesses as well as ad 
agencies, design studios and interactive firms. Over the years I have 
collaborated with amazing brands including the San Diego Zoo, Hawaii 
Visitors  Bureau,  Bumble  Bee  Tuna,  eBay  and  the  Del  Mar  Fair.  When  I’m  not  
surfing the Internet, I can often be found surfing the juicy waves in San 
Diego. 
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Hire me 

I help brands tell stories  

AnneMcColl.com 

 Stories@annemccoll.com  

@annemccoll everywhere 

 

http://www.annemccoll.com/
mailto:Stories@annemccoll.com

