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“There are no dull products, only dull writers.” 

What the Dickens is this really about? 

This dear readers, is about the power of 

storytelling in business. I am going to take 

a little of your time to explain why every 

product or service has a great story to tell. 

This gubbins matters, we as human beings 

are programmed to respond to stories, it’s 

in our DNA, so unfold those arms, put the 

kettle on and crack open the *hobnobs. 

Part One - The beginning is a great place to start
Your why

Your audience

Your values and personality

Part Two - The juicy middle
Think like a challenger

Think like a publisher  

Part Three - The denoucement 
11 point storytelling checklist 

  

*a UK household favourite aka the biscuit 

of dreams. Just never look at the calorie 

content. Ever.

This is a story of three parts carving up what 

can become chewy semantics, a feast of 

marketing jargon into easily digestible bite 

sized take-outs you can apply to your world, 

whatever business you’re in. It goes 

something, like this:

Part One - The beginning is a great place to start
Your Why - love him or hate him Simon Sinek makes a great point: “People don’t buy what 

you do;  they buy why you do it.” So spend time figuring out your purpose. Ask the big 

existential questions like, why are you here? What are you trying to do to make the world a 

wee bit better. Try not to get caught up in the knotty jargon of vision, mission, ambition. 

Why are you bothering to do what you do is what you need to capture. Sometimes starting 

with the legacy your business will leave behind and working backwards unlocks fresh ideas. 

A “what will be written on your tombstone” idea but much less gothic. Make sure it’s 

achievable. We are all naked on the internet and any over claims will be called out. Reputa-

tions take years to build and minutes to destroy. 

Your audience - having more than a rough idea of who you are targeting is pretty vital. 

Yes there’s a myriad of micro-target audiences you can reach on a 121 basis across digital 

marketing but take a few paces back. Inject some human into what you are doing by getting 

inside the minds of your consumers and carefully tailor your tone and aesthetic to fit. Buy the 

cat a new goldfish and commission some research so you are really clear on who your current 

and target audiences are. Sometimes who you’re attracting right now aren’t as desirable and 
committed as they could be, so use research to discover new, profitable segments. There are so many 

Part Two - The juicy middle
Think like a challenger - more David and Goliath shizzle? Partly yes, partly no. It’s become so 

much more refined, there are more nuanced challenger brands we’ve worked with who aren’t 

simply fighting the no.1 market leader but they are challenging the definition of a category, 

societal biases or simply fixing problems we didn’t even know existed. 

Challenger brands are ace because they do more with less, leveraging their creativity. They 

win hearts and minds through delegating talkability throughout their teams, rethinking every 

touch point as media and using ideas over cash as their currency. If that doesn’t get pulses 

racing and hairs standing on the back of your neck, we’re not sure what will. 

Content is of course king. We have heard that many times and for marketing it’s all about 

creating and distributing really relevant content (videos, infographics, powerpoint slides, 

tweets, posts, articles, white papers, books and even games) at the right time, that helps the 

right people - prospects and customers achieve their goals. Compelling content and a tidy 

ad spend are a match made in heaven. An affordable way to test, learn and iterate with 

campaigns that are easy to measure and evolve. 

Part Three - The denoucement 
To help tie up these loose ends and bring us back to the why. The “why am I reading this?” 

kind of why. Here is your reward. A handy 11 point content marketing checklist which you can 

apply to plan today:

1. Do you have your house in order? What will you stop, start, continue?

2. Get your brand guidelines written down and visualised so anyone working on your  
         brand gets it.

3. Know your audience – figure out their interests and passions and ways you can 
        connect your brand with these

4. Content rules - identify your competition’s efforts and then do better. Steal with      
         pride. 

5. Curiouser and curiouser = How are you going to inspire curiosity?
 

6.  Don’t sit on the fence - Be bold with the stories you tell, have an opinion without 
        being offensive. Unless being offensive and provocative is how your brand rolls. 

7.  Experiment - there’s no silver bullet. Experiments take time, be realistic about how   
        long you’ll give something to prove it’s worth before axing it.

8. Apply Fewer Bigger Better to longer form content, simply put quality over quantity
 

9.  Don’t forget about semiotics - meaning is communicated in many ways, the details  
        count.

10. Plan to react in an always on world. Create evergreen content with space for 
   topical content to live when that trending moment lands. 

11. Don’t overthink it. 

To leave you with the words of the annoyingly brilliant David Ogilvy...

And if we can help at all with your why, your brand proposition, marketing strategy and 

execution do drop us a line. We have teeth but rarely bite. 
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YOUR MONTHLY NUGGETS OF INTERESTING STUFF

CHECK IN NEXT TIME FOR MORE INTERESTING STUFF
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