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THE STORYTELLING MAD LIBS WORKBOOK

Steal these marketing stories
and make them your own

Because forgettable brands play it safe. And you
didn't come here to be forgettable.

Why your marketing feels off,
flat, or irrelevant

If your marketing feels like a spreadsheet with a pulse... barely... it's time
for a dirrerent approach. Because nobody shares a checklist, but they will
share a story.

Why storytelling? (No, not the boring kind)

Nobody wakes up thinking, “Wow, I hope I see a really well-optimized
sales funnel today.” People want stories, things that make them laugh,

cry, nod along, or slam the “Buy now” button before they even realize it.

Your job? Give them a story worth remembering.

The “Death to boring content” oath

I solemnly swear to NEVER AGAIN write:
* Alifeless “Hope you're doing well!” email.
¢ A dull “Just checking in!” social media post.
* Ayawn-inducing “Sign up for my newsletter” CTA.
Instead, I will create marketing stories so good, my audience actually

WANTS to hear from me.

Date:

Your signature:
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LET ME INTRODUCE MYSELF

Who am I & why should you
trust me?

Before launching Narrative Spin, I wasn't just another marketer slinging content
calendars and website copy. I was buried in literature, dissecting what makes stories
unforgettable. As a former creative writing teacher, an award-winning non-fiction
writer, and a marketing strategist with 15+ years of experience, I've spent my career
fusing literary magic with business strategy.

You can call me Johanna, but around here, I'm the mayhem-inducing, storytelling-
obsessed strategist who helps businesses ditch forgettable marketing and build
narratives people actually care about.
What does this mean for you?
* You get content that doesn't just sell but STICKS. Stories that grab your audience by
the brain and refuse to let go.
* You stop blending in with the sea of bland brands repeating the same old tricks.

* You start using storytelling as your most powerful marketing secret.

This workbook is your initiation. Let’s make some marketing mayhem.

Cover image by Roman Samborskyi.



HOW THIS
WORKBOOK WILL
SAVE YOUR
MARKETING SOUL

No overthinking.

No sitting on these prompts for six months.

No treating your marketing like a corporate memo from the
90s.

One rule before you start:
Done is better than perfect. Pick a prompt. Fill it in. POST IT.
No over-polishing. No endless rewrites. Get it out there.

Wait, what's a Mad Libs?

It's a fill-in-the-blanks storytelling format that makes writing
effortless. You complete the sentence with your own words,
and BOOM, your next great piece of content is DONE. No
more “what do I even write?” moments. Just fast,
unapologetic storytelling.

NARRATIVE SPIN Let's jump in! e



THE STORYTELLING MAD LIBS WORKBOOK

1. The “Iused to believe...” post

For when you need to shake things up and make people rethink
everything they thought they knew.

Why this matters

* Nothing hooks people like a belief they once had being completely flipped on its
head.

e This kind of post makes people stop scrolling because it challenges what they
think they know.

* The goal? Make people realize, “Wait... have I been thinking about this all wrong?”

Mad Libs prompt (fill in the blanks)

I used to believe [industry myth or bad advice], but then I realized [truth
bomb that changed everything]. Now, I know that [unexpected truth],
which is why [your product/service] is built on [core belief that actually
works].

My example

[ used to believe storytelling belonged in novels, not marketing. But then I
realized flat content wasn't a tech problem, it was a narrative problem.
Now, I know that the real marketing magic happens when your brand
dares to feel something, which is why Narrative Spin is built on the belief
that literary storytelling doesn't just belong in business but is the future of
it.

Funnel tip: Use this for:

Use in early-stage nurture emails to Thought leadership posts
create trust through shared Sales pages
misconceptions and show your LinkedIn rants

evolution.
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2. The “Product launch, but make it a
story” post

For when you want to launch a product without sounding like a walking
sales pitch.

Why this matters

e People don't want to be sold to. They want to be pulled into a story that makes
buying feel like the natural next step.

e The best launches aren’t announcements. They're narratives with tension, stakes,
and a payoff.

¢ Alaunch story makes people root for you, get invested, and hit “buy” before they
even realize it.

Mad Libs prompt (fill in the blanks)

It all started with [pain point or frustration that led you to create the product].

I kept running into [biggest struggle], and honestly? I was fed up. So I decided
to fix it. And after [time spent working on the solution], I finally created [your
product]. It's for [ideal client] who wants to [desired outcome] without
[annoying industry norm or struggle].

My example

It all started with the frustration of watching brilliant entrepreneurs drown in
bland content. I kept seeing stories worth telling get buried under bullet
points and best practices. So, I built The Storytelling Mad Libs Workbook — a
low-pressure, high-impact tool for entrepreneurs who want to say something
real without spending five hours on one LinkedIn post.

Funnel tip: Use this for:

Perfect for launch emails that sell Launch emails that don’t sound like

through empathy and relatability — launch emails

especially for low-ticket offers. Social media posts that tease and
build excitement
Sales pages that feel like a
movement, not just a product
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3. The “Dark night of the soul” story

For when your audience needs to see that you're not perfect, but you
came out swinging.

Why this matters

* Even noticed how people bond over their struggles more that their successes?

e This is your moment of despair, the time you almost threw in the towel.

e When people see your struggles, they connect with you. Nobody trusts a brand
that looks like it's never had a bad day.

Mad Libs prompt (fill in the blanks)

There was a time when [massive business struggle]. I thought [worst-case
scenario fear], and honestly, I almost [gave up/quit/did something
drastic]. But then [insightful moment or turning point]. That's when I
realized [core lesson]. And now? I use that experience to [how you help
others], because I know exactly how it feels to be [emotion your audience
relates to].

My example

There was a time when I questioned whether my work even mattered.
Everyone was shouting about six-figure launches and “hacks”, and I was
over here writing essays about metaphor and narrative arcs. I almost
gave up. But then I got an email from a client who said my approach
helped her fall in love with marketing again. That's when I realized: story-
first marketing isn't just valid, it's necessary. And now? I help others find
their voice again, too.

Funnel tip: Use this for:

Add this to a high-emotion nurture Vulnerability posts
sequence or workshop lead-in to Email sequences
build trust through vulnerability. Personal brand-building
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4. The “Nobody else is talking about
this” post

For when you need to drop an insight so sharp, your audience feels
like they've uncovered a secret.

Why this matters

People love feeling like they're on the cutting edge of something.

It gives you an immediate authority boost (you're not repeating the same five
marketing tips everyone else is).

If you've got an unpopular or overlooked take? Even better! People eat that up.

Mad Libs prompt (fill in the blanks)

Everyone in [industry] is obsessed with [thing that's currently trendy]. But
here's what they're missing: [overlooked game-changer]. If you want to
[achieve goal] without [annoying thing nobody likes], here's what you need to
do instead: [your insight].

My example

Everyone in marketing is obsessed with visibility. But here's what they're
missing: memorability. If you want to grow a loyal audience without sacrificing
(everything) for the algorithm gods, you need to tell stories people feel. Not
“engagement hacks”, but actual narrative. That's how brands go from scrolled-
past to saved.

Funnel tip: Use this for:

Use this in blog posts or newsletter LinkedIn posts that position you as a

ex

clusives to position yourself as a leader, not a follower

thought leader with a fresh POV. Newsletter exclusives that make

people feel in the know
Blog posts that get bookmarked
instead of forgotten
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5. The “Calling out my past sell” post

For when you want to tell your audience, “I used to be just like you”,
and now you have the answers.

Why this matters

Relatability builds trust (people want to learn from someone who's been in their
shoes).

It creates an immediate emotional connection. Your audience will see themselves
in you.

Perfect for leading into a paid offer (because you solved a problem they have
right now).

Mad Libs prompt (fill in the blanks)

If I could sit down with my past self, I'd say: “[Wake-up call your audience
needs]". Back then, I was [struggling with X], and I thought [thing you
used to believe] was the solution. Spoiler: I was wrong. The real shift came
when I [what actually worked]. If you're still [struggling with X], I get it. But
here's what I'd do instead: [your solution].

My example

If I could sit down with my past self, I'd say: “Stop trying to sound
professional. Try sounding human”. Back then, I thought polished
language was persuasive. Actually, it was just forgettable. The real shift
came when I let my voice be messy, layered, and a little weird. If you're
still editing your personality out of your posts, I get it. But here’s what I'd
do instead: say the thing no one else is brave enough to say.

Funnel tip: Use this for:

Use in a “Meet the Founder” welcome High-impact social posts

email or workshop sales page to The opening of a sales page

deepen connection and credibility. Email sequences leading into a course
or service
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6. The “Why my offer isn’t for every-
one” post

For when you want to turn the right people on and the wrong people
away.

Why this matters

* Not everyone is your ideal client. That's a good thing.
* A post like this filters out the people who won't get value from what you offer,
while making the right people feel seen.

Mad Libs prompt (fill in the blanks)

[Product/Service] isn't for you if you're looking for [generic, outdated solution].
But if you want [bold, unique, better outcome], then this is exactly what you
need.

My example

Narrative Spin isn't for you if you're looking for plug-and-play marketing
templates that sound like everyone else. But if you want a content strategy
built around your voice, your values, and your actual story, then here is
exactly where you belong.

Funnel tip: Use this for:
Use this on your services or course Website copy

page to magnetize the right people Sales page positioning
while repelling tire-kickers. Polarizing social media posts
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7. The “Reversal of fortune” story

For when everything seemed to be going one way... and then BAM -
plot twist!

Why this matters

* Everyone loves a good twist. Unexpected changes grab attention and make
people lean in.

* Showing how you turned a situation around is a great way to build credibility
without bragging.

* People relate to struggles and setbacks. When they see you navigate a tough
moment, they trust you more.

Mad Libs prompt (fill in the blanks)

At first, everything was going [seeming great situation]. I thought I had it
all figured out. But then... [unexpected problem or setback] hit me like a
ton of bricks. I tried [first failed solution], then [second failed attempt].
Nothing worked. Until finally, I realized [key insight or unexpected pivot].
And now? Things are [final positive outcome]. And I never saw it coming.

My example

At first, everything was going great. People loved my free content, my
posts were getting engagement. But sales? Crickets. I tried more CTAs,
better headlines, flashier graphics. Still nothing. Until I realized: people
weren't connecting with me, they were connecting with tips. And tips
don't sell. Once I started telling real stories, everything changed.

Funnel tip: Use this for:

Use in a mid-funnel blog post or “case A LinkedIn post that stops people

study with a twist” email that leads mid-scroll

into a bigger offer. An email that hooks them in the first
line and keeps them reading
A blog post that positions you as
someone who adapts and wins
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8. The “What I wish I knew 5 years
ago” story

For when you want to be the mentor you never had and save someone else
from making the same dumb mistakes you did.

Why this matters

* Nostalgia + wisdom = storytelling gold.

* Your audience wants to learn from your mistakes (as long as they don't have to
live through them).

¢ It's one of the easiest ways to establish credibility without sounding like a know-
it-all.

Mad Libs prompt (fill in the blanks)

Five years ago, I was [struggling with X]. I thought the answer was [thing you
used to believe]. Fun fact: I was wrong. What actually changed everything was
[real game-changer]. If I could go back in time, I'd grab my younger self by the
shoulders and say: “[epic piece of advice]".

My example

Five years ago, I was scrambling to keep up with every new trend in content
marketing. I thought the answer was learning the next tool. Fun fact: I was
wrong. What actually changed everything was realizing the message matters
more than the medium. If I could go back in time, I'd grab my younger self by
the shoulders and say: “You don’t need more tools. You need better stories.”

Funnel tip: Use this for:

Great for onboarding email Relatable personal brand stories
sequences or webinar intros — it A killer introduction to a

frames your authority without webinar/workshop

posturing. An email that actually gets opened
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9. The “I did it wrong so you don’t
have (0” post

For when you need to admit you were once clueless but now you have the
answer.

Why this matters

Humility is magnetic. People love learning from those who've been in the
trenches.

It builds credibility while making you relatable (aka, you don't come off as an
insufferable guru).

You get to make fun of yourself with dropping wisdom - a win-win!

Mad Libs prompt (fill in the blanks)

Once upon a time, I thought [thing you were totally wrong about] was that key
to [desired outcome]. So, I wasted [time/money/sanity] trying to make it work.
Heads up: it didn’t. What ACTUALLY works is [your hard-earned wisdom], and I
wish someone had told me sooner.

My example

Once upon a time, I thought the secret to great content was churning out
value-packed tips like a factory. So I wasted months writing helpful-but-hollow
posts. Heads-up: they didn't convert. What ACTUALLY works is story-first
content that makes people feel seen. I wish someone had told me that “value”
isn't about facts but about resonance.

Funnel tip: Use this for:

Use in pre-launch or warm-up Engaging LInkedIn posts that make
campaigns where you're trying to people nod vigorously

reframe how people think about Blog posts with a redemption arc
marketing. Story-driven email sequences
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10. The “Before and alter customer
transformation” story

For when you need to show exactly how your product or service changes
lives.

Why this matters

¢ A well-told transformation story is way more compelling than “here’s what you
get”.

¢ People don't buy products. They buy outcomes, solutions, and relief.

* Your customer’s story makes potential buyers see themselves in the narrative,
which is exactly what you want.

Mad Libs prompt (fill in the blanks)

Meet [customer name]. Before working with us, they were stuck in [frustrating
problem]. They had tried [common but ineffective solution], but it only left
them feeling [worse outcome]. Then, they gave [your product/service] a shot.
And within [timeframe], they [amazing transformation]. The best part? Now,
they [final powerful result].

My example

Meet Elena. Before working with Narrative Spin, she was stuck writing stiff,
lifeless content that didn't reflect her quirky brilliance. She had tried countless
templates and Al tools, but they left her feeling disconnected. Then she gave
story-driven content a shot. Within a few weeks, her posts started sparking
real conversations and actual client inquiries. Now, she’s known for content
that sounds like her and sells without shouting.

Funnel tip: Use this for:

Add this to sales pages, lead magnet Social proof posts that feel like a real
thank-you pages, or social proof journey, not a generic testimonial
emails to boost conversion. Case studies that actually engage
readers
Email sequences that build trust and
credibility

© 2025 Johanna Matero and Narrative Spin
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11. The “Controversial opinion”
post

For when you need to shake things up, call out the nonsense, and
make people either love you or argue in the comments.

Why this matters

e Controversy = engagement (but the right kind of controversy).
* People respect brands with opinions, not bland, people-pleasing content.
¢ [t positions you as a thought leader rather than another echo in the void.

Mad Libs prompt (fill in the blanks)

I know everyone says [common advice], but honestly? That's [misguided,
outdated, a total scam]. The truth is, if you want to [achieve desired goal],
you need to [your bold take]. And here's why: [drop the knowledge bomb].

My example

I know everyone says, “Just be consistent”. But honestly? That's half the truth.
Consistent content that says nothing new is just noise. If you want to stand
out, you need to say something worth remembering. Even if it ruffles a few
feathers. Storytelling isn't just a nice-to-have. It's your sharpest strategic
edge.

Funnel tip: Use this for:

Use this in high-visibility LinkedIn LinkedIn posts that get actual
posts or reels to provoke comments, engagement
shares, and deeper engagement. Thought leadership blogs
Social media posts that don't get
ignored
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12. The “Biggest failure” story

For when you need to show your audience that failure isn’t the end.
It's the beginning of something better.

Why this matters

* People trust people who admit they’re human.

* A failure story that ends in a valuable lesson sticks with people longer than a
success story.

e It makes your brand relatable, real, and engaging.

Mad Libs prompt (fill in the blanks)

Once upon a time, I [massive mistake you made]. I thought it was the end
of everything. But then, I [unexpected realization], and that changed
everything. Now, I use that lesson to [how your business does things
differently now].

My example

Once upon a time, I launched a workshop and only two people signed up.
I thought I had nailed the strategy, but I forgot to tell the why behind it. I
was marketing without a story, and it showed. Since then, I've built
everything around narrative. Now I help others do the same. Because no
. one connects with bullet points, but they will remember a plot twist.

Funnel tip: Use this for:
Add to an email funnel right before a Vulnerability-based marketing posts

CTA to make the offer feel more About page transparency
human and hard-won. Engaging social media content

© 2025 Johanna Matero and Narrative Spin
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13. The “Origin story”

For when you need to explain your business in a way that doesn’t
sound like it was generated by Al.

Why this matters

* People don't buy what you do. They buy why you do it.

e Your origin story isn't about proving how qualified you are. It's about making
people feel something.

e A great origin story makes people think, “Oh wow, this person GETS IT".

Mad Libs prompt (fill in the blanks)

I started [business name] because I was sick of [industry nonsense that
made you want to scream]. I knew there had to be a better way to
[problem you solve], but all I saw were [dull, overpriced, wildly out-of-
touch alternatives]. So, fueled by [your motivation, coffee, frustration,
sheer determination], I built [your product/service], because people
deserve [unexpected but delightful outcome].

My example

I started Narrative Spin because I was sick of marketing that sounded like
it came from a robot (or Al). I knew there had to be a better way to create
content. One that honored voice, nuance, and story. But all I saw were
cookie-cutter frameworks and soulless templates. So, fueled by literature,
late nights, and a refusal to play small, I am building a business around
brand storytelling where literary technique meets business strategy.
Because entrepreneurs deserve stories that don't just sound good, but
mean something.

Funnel tip: Use this for:
Use in your About page, nurture Your about page

sequence welcome email, or pinned Pinned social media posts
post on social. Newsletter intros
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14. The “Something wild just
happened” story

For when you have an epic, unexpected, ridiculous, or oddly insightful story
to tell, and you can turn it into a marketing lesson.

Why this matters

* People love real, raw, unfiltered stories.
* It makes your brand feel human (which equals connection).
* Anything unpredictable gets attention (boring content is the enemy).

Mad Libs prompt (fill in the blanks)

I wasn’t planning on sharing this, but [wild/unexpected event] just happened,
and it made me realize something about [industry/niche]. At first, I thought
[initial reaction], but then it hit me: [big realization]. And the lesson here is?
[Drop the mic (aka, say something so powerful it ends the conversation)].

My example

I wasn't planning on sharing this, but I accidentally sent my grocery list to a
client instead of their content pillars. (Note to self: stop using Apple Notes for
everything! And yes, it included “more olives than necessary” and “avoid eye
contact with ‘that’ cashier”.) At first, I was mortifies. But then it hit me: The
reason they replied instantly wasn't because I'd messed up; it's because I'd let
them see me. Real me. And the lesson here is? Sometimes connection sneaks
in through the cracks of imperfection. Let it.

Funnel tip: Use this for:

Perfect for emails that disrupt inbox Breaking the monotony of predictable
fatigue — especially great during a content
launch week. Blog posts with an actual narrative
arc
Hook-heavy social media posts
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15. The “Wild card” story

For when you want to throw out the rulebook and tell a story that doesn’t
fit neatly into a box, but still grabs attention and makes an impact.

Why this matters

* Not all stories follow a perfect heroine's journey. Sometimes the best ones are
unexpected, weird, or totally chaotic.

e This is for when you have a story to tell, but it doesn't fit any traditional format,
so you make your own.

* Your audience craves authenticity, surprises, and something different. This is
your chance to give them that.

Mad Libs prompt (fill in the blanks)

IThis isn't your typical [story type]. There's no [expected plot point], no
[usual resolution]. Just a wild ride that started when [unexpected event].
At first, I thought [assumption], but then [plot twist]. And now? I'm sitting
here, realizing [final insight or transformation]. Moral of the story?
[Unconventional lesson that sticks with them.]

My example

This isn't your typical rebrand narrative. There's no 6-figure launch, no
champagne popping behind a ring light. Just a blank Google Doc, me, my
favourite Spotify Focus playlist, and a question: “What if marketing didn’t
have to sound like marketing?” At first, I thought I needed a system. But
then I scrapped it all and followed the voice that said: Make it messier.
Make it truer. Make it unignorable. Now? Narrative Spin exists, not as a
brand, but as a rebellion wrapped in metaphors. Moral of the story? write
the story you want to live in. Then build the business around it.

Funnel tip: Use this for:

Use this anywhere you want to break A plot-twist LinkedIn post that makes
expectations and show your brand'’s people do a double take
edge — especially in the PS of a sales A fun, offbeat newsletter that doesn't
email or final reminder. feel like marketing (but totally is)
A story-driven social post that breaks
every “best practice” (but works
anyway)
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You did it!

You've got the tools. Now let’s see if you got the guts to use
them.

Here's the deal: Most people will let this workbook gather digital dust. But
you? You're not most people. Your mission (should you choose to accept it) is
this:

e Pick ONE prompt and use it in the next 48 hours.

e Hit “publish” before you talk yourself out of it.

e Reply to this email and tell me how it went. I actually want to hear about
it.

Most people never tell their stories. That's why they're forgettable. But you?
You're here because you want to be different.



