
Why Brevity is Golden  

In his recent book, The 

Storyteller’s Secret, Carmine 

Gallo argues that the human 

brain is “hard-wired for stories” 

and not for abstractions. The 

more specific the description 

and the more vivid the story, 

“the more deeply it sears into 

the listener’s brain.”  

Gallo’s best evidence for basing 

marketing on concise and 

simple storytelling comes from Richard Branson, billionaire founder of the Virgin Group, who 

inspires employees and customers alike with his vision of customer service and philanthropy. 

Branson says: “Complexity is your enemy. Any fool can make something complicated. It’s hard 

to make something simple” (112).  

Branson had childhood dyslexia that shaped his communication style—he couches all his 

campaigns in “clear, ordinary language” and insists that “if something can’t be explained on the 

back of an envelope, it’s rubbish” (112).  

Recently, I led workshops to the entrepreneurs-in-training at the Praxis School of 

Entrepreneurship, where I stressed that they key to media release writing is to keep it brief. This 

is surprisingly counterintuitive, because when we live closely with facts and figures, we often 

want to share far more than we should. Twitter, for instance, is going in the wrong direction by 

doubling its character limit to 280.  

Branson writes that “In anything I write, I now make a conscious effort to condense the point I 

want to make into Twitter-like [140 character] format. Even if I only manage to get it down to a 

couple of hundred characters, I can still count on getting my message across much more 

effectively than if it were 10 times the length.” 

It’s a lesson that often needs repeating, even to marketing and communications specialists. 

Monica Kreuger reminded me of this, last fall, when she read a project proposal I had drafted. 

She explained that recording expectations for the late phases of the project, as I foresaw them, 

would turn off the reader, who would read only the essentials, such as length of time, cost and a 

brief statement of scope. The extra writing does not persuade the reader and instead turns them 

off—and can lose you the project. 

The late Steve Jobs (one of Branson’s most admired innovators) said that “simpler can be harder 

than complex, because you have to get your thinking clean to make it simple.” Then with it, “you 



can move mountains” (114). Jobs wooed customers and journalists alike with his pithy 

promotional writing, describing the iPod, with its five gigabyte memory as “1,000 songs in your 

pocket”—what Gallo cites as one of the most iconic product taglines in business history.  

So when you sell your products or services (or hire me to do that), remember that the power of 

stories, as Branson says, is “their ability to not only inform and challenge but also to inspire and 

create change in the world . . . . Say what you mean and mean what you say and preferably in as 

few well-chosen words as possible” (114). 

Do you find brevity and concision hard to achieve in your own mind and communications? 

Please share your experiences on my website. I’d be delighted to continue this conversation. 

 


