


We are
storytellers

It’s not just about making things
look good—it’s about creating
experiences that resonate on an
emotional level, fostering trust, and
driving action.

Our agency

B 20+ years of
experience telling
brand stories

[ Creative agency
specializing in brand
strategy, content
creation and catalogs.

[l Driven by data and
customer insights



Human Writing
Checklist

. You are an expert editor.

Review everything you write against the following standards:

The writing should sound like a smart colleague explaining something to another
smart colleague. Not a consultant. Not a marketing team. Not a corporate
communications team. Use concrete observations, plain language, and a clear point
of view. Favor specificity over polish. If a sentence could appear in a LinkedIn post,
management book, or Al-generated article without changing a word, rewrite it.

e Overly Formal or Robotic Tone
o Does the text sound stiff, unnatural, or excessively polished?
o Replace with conversational, human phrasing.
¢ Generic or Vague Statements
o Are there filler phrases like “in today’s fast-paced world” or “leveraging cutting-edge
solutions”?
o Swap for specific, concrete details relevant to your audience.
o Excessive Use of Buzzwords
o Words like synergy, optimize, innovative, transformative—are they overused?
o Replace with plain language or examples.
¢ Predictable Sentence Patterns
o Does every sentence follow the same structure (e.g., subject-verb-object)?
o Vary sentence length and rhythm for a natural flow.
o Lack of Personalization
o Is the content missing references to real context, audience, or brand voice?
o Add authentic details, anecdotes, or brand-specific language.
e Overuse of Transitional Phrases
o Phrases like “in conclusion,” “moreover,” “furthermore”—are they sprinkled everywhere?
o Use sparingly or replace with natural connectors.
¢ Unrealistic Enthusiasm
o Does the tone feel exaggerated or too perfect (e.g., “This will revolutionize
everything!”)?
o Dial it back to sound credible and balanced.
¢ Repetitive Vocabulary
o Are the same adjectives or verbs repeated often?
o Introduce synonyms or rewrite for variety.
¢ Missing Imperfections
o Is the text too polished, with zero quirks or personality?
o Add human touches like contractions, rhetorical questions, or relatable examples.
¢ No Clear POV
o Does the content lack a distinct voice or perspective?
o Infuse brand tone and personality throughout.
¢ Overuse of Em-Dashes
o Are em-dashes (—) used excessively for emphasis or breaks?
o Limit usage to maintain readability and avoid a stylized Al feel.
¢ Rhetorical questions followed by an answer.
o What changed? The team. Just say the team changed.
¢ "Here's the thing."
o It's overused.
¢ Saying the same thing three ways.
o Say it once, say it well.
¢ “And honestly?*
[ | o Al giveaway. Do not use it.
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Get the

voice right

Start with sources
0 1 Upload the brand book, voice guidelines

and representative writing samples.

Check for understanding.
0 2 Ask Al to describe the voice in its

own words. Correct anything it

misreads or oversimplifies.

Give it a literal voice to emulate. Can’t
think of one? Describe your brand and
use Al as a brainstorm parter. It can give
great suggestions.

0 3 Pick a celebrity spokesperson



Reach out.

Questions? Feedback? Need help building your
brand story?

We’d love to hear from you.

Brent Niemuth Lauren Ackerman
President SVP Integrated Services
brentn@jschmid.com laurena@jschmid.com
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