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WSTEP

By¢ moze nawet nie wiesz, ile twoich maili przepadto

albo nie przyniosto pozadanego skutku tylko dlatego, ze
napisates je... zle. Moze odbiorcy juz na wstepie poczuli sie
znudzeni, urazeni lub nie zrozumieli, ze to, co piszesz, ma
dla nich znaczenie.

Jeszcze nigdy w historii ludzkosci komunikacja nie byta
tak prosta... ani tak skomplikowana. Toniemy w gaszczu
wiadomosci, informacji, tweetéw, powiadomien, e-maili,
postéw na blogach ilinkéw. Jak sobie z tym wszystkim
poradzi¢?

Z pomoca przychodzi Smart Brevity. The Power of Saying
More with Less, bestsellerowa ksigzka twércow witryn
informacyjnych Axios i Politico, ktérzy z powodzeniem
docieraja do milionéw czytelnikéw na calym swiecie.

W zwiezly i peten humoru sposéb pokaza, jak sprawi¢, by
twdj przekaz byt jasny, angazujacy i trafit do wtasciwych
odbiorcéw. Wskazéwki autoréw mozesz wykorzystaé

w komunikacji nie tylko po angielsku, ale w kazdym innym
jezyku.

Niniejsze wydanie Smart Brevity zostato poszerzone

o stowniczek trudniejszych wyrazéw, ktéry umozliwia
lekture juz na poziomie B1. Wiekszo$¢ z tych stéw to
wyrazenia uzywane na co dzien, a ich znajomo$¢ utatwi
swobodna i efektywna komunikacje po angielsku.

W utrwaleniu nowego stownictwa pomoga krétkie

i urozmaicone éwiczenia z kluczem odpowiedzi.
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Never in the history of humanity have we
vomited more words in more places with
velocity: predkosc more velocity.

WHY IT MATTERS: This new and exhausting
jam: zatkac phenomenon has jammed our inboxes, paralyzed
clog: zapchat workplaces, clogged our minds—and inspired us to

create Smart Brevity . . . and to write this book.

Be honest: You're a prisoner to words. Writing
them. Reading them. Listening to them.

* Slacked words. Emailed words. Tweeted words.
Texted words. Memo words. Story words. Words,
words, words.

» We spend our days listening, watching and reading

peck at: dziobac them, pecking at our tiny screens in endless

pursuit: pogon pursuit of more of them.

frazzled: wyczerpany Our minds are frazzled by all of this. We feel and
scattered: rozproszony see it daily. We’re more scattered, impatient, inundated.
inundated: zalany We scroll. We skim. We click. We share.

im: orzebisead waroki
skim: przebiegac wzrokiemn * Eye-tracking studies show that we spend 26 seconds,

on average, reading a piece of content.

* On average, we spend fewer than 15 seconds on
most of the web pages we click. Here’s another

stat = statistics crazy stat: One study found that our brain decides
in 17 milliseconds if we like what we just clicked.
zip on: pedzic dalej If not, we zip on.
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» We share most stories without bothering to read
them.

Then we wait, fidgeting, chasing instant gratification
or just more—a laugh, a provocation, a news nugget,
a connection, a like, a share, retweets, Snaps. This pursuit
makes it harder to focus, to resist checking our phones,
to read deeply, to remember stuff, to notice what matters.

» We check our phones 344-plus times each
day—once every 4 minutes, at least. Behavioral
research—and our own BS detectors—show we
underreport our true usage.

» We scan, not read, almost everything that pops
up on our screens.

* Mostly we’re feeding a jones for dopamine jolts

that come from yet more texts, tweets, googling,
buzz, Slacks, videos, posts. Click. Click. Click. . .

INTRODUCTION

fidget: wiercic sie

instant gratification: natych-
miastowa gratyfikacja

nugget: okruch; peretka

detector: wykrywacz
underreport: zanizac

scan: przebiegac wzrokiem
pop up: wyskakiwac
jones: ochota, pragnienie

dopamine jolt: skok dopa-
minowy
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prone to: podatny na

distraction: rozproszenie;
rozpraszacz

slapped silly: ogtupiany

yank away: wyszarpywac,

odciggac
snap back: wrocic do

unfold: rozwijac sie, naste-

powac

wallow in: nurzac sie w
flop over: przewracac sie
dab: odrobina, musniecie
jab: zastrzyk

open the floodgates: otwo-

rzyc droge
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WHAT SCIENCE AND DATA TELL US:
There is actually little evidence that this behavior is
rewiring our adult brains. Rather, we’ve always been
prone to distraction. It’s just that now we are getting
slapped silly with an explosion of minute-by-minute
distractions.

¢ This exploits two human flaws at once: Most of
us are terrible multitaskers, and we struggle to
refocus once our attention is yanked away. It takes
most people more than 20 minutes to snap back
into focus after a distraction.

+ No wonder the old ways of communicating fail to
land amid this unfolding chaos.

THE BIG PICTURE: We're wallowing in noise and
nonsense most of our waking hours. And flopping over in
bed for little dabs and jabs while we sleep. It’s the madness
of the modern mind.

This growing fog of words has two root causes:
technology and our stubborn bad habits.

1. The internet and smartphones opened the floodgates
for everyone to say and see everything at scale, for free,
instantly, always. We all won equal access to Facebook,
Google, Twitter, Snapchat, TikTok. And boy, do we use
and abuse it.

We can share our every thought. Post when proud—
or pissed. Google when confused. Watch a video on any
topic at any time.

SMART BREVITY



2. But people keep banging out emails, letters, memos, bang out: trzaskac, klecic
papers, stories and books like it’s 1980. Think about it:
We know everyone has less time, more options, endless
distractions—yet we keep coughing up the same number cough up: wypluwac
of words. Or more. Written in the same way we have been
writing for generations.
This isn’t new. Mark Twain, writing to a friend in
1871, confessed, “I didn’t have time to write you a short
letter, so I wrote you a long one.”

* Everyone does this. We try to fake it—or show off our

smarts—by overindulging in words. We see this at overindul%e in: pozwalac
. R . . sobie na zbyt duzo
work, in personal emails, in the professional media.
» We're taught that length equals depth and importance.
Teachers assign papers by word count or number of
pages. Long magazine articles convey gravitas. The convey: przekazywac
thicker the book, the smarter the author. gravitas: powaga, gtebia

¢ Technology turned this obsession with length from
a glitch to a stubborn, time-sapping bug. glitch: pluskwa, usterka

time-sappilrl] = time-consum-
The result is billions of wasted words: Ing: Czasochionny

* Roughly one-third of work emails that require
attention go unread.

» Most words of most news stories are not seen.

» Most chapters of most books go untouched.

The problem is most acute in just about every acute: dotkliwy
workplace in America. It does not matter if you work at

INTRODUCTION 13



profound: gteboki, istotny

vibrant: tetniacy zyciem
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Apple, a small business or a new start-up, it has never
been harder to get people focused on what matters most.

* The work-from-anywhere reality of a world changed
by COVID-19 has turned communications into a
profound and critical weakness for every company,
every leader, every rising star, every restless worker.

This problem will echo loudly through every
organization because a vibrant culture, a clear
strategy and swift execution rely on strong
communications in a scattered world.

o Stewart Butterfield, the CEO of Slack, told us that,
in a hypothetical 10,000-employee company that
spends $1 billion on payroll, 50 to 60 percent of the
average employee’s time is spent on communication

of some sort. Yet no one provides the tools and
training to do this well.

’ N
/ \
| \
| |l ~=~
\ 17
\ 7\

SMrRT BREVITY

\ /

- -~



THE BOTTOM LINE: All of us confront an epic
challenge: How do you get anyone to pay attention to
anything that matters in this mess?

OUR ANSWER: Adapt to how people consume
content—not how you wish they did or they did once upon
a time. Then, change how you communicate, immediately.
You can do this quickly by adopting Smart Brevity.

THE UPSIDE FOR YOU: You will learn to punch
through the noise, be heard on what matters most to
you and win recognition for your most important ideas.
And you will learn that this new way of thinking and
communicating is liberating, contagious and teachable.

punch: przebic sie

contagious: zarazliwy
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parishioner: parafianin

go off the rails: zbaczac
Z torow

homily: homilia
nun: zakonnica
applaud: wyrazic aplauz

targe,t]: adresowac (cos do
kogos

zero in on: skierowac uwage
na

single out: wyrozniac,
wybierac

big-time: na wielka skale

The very first—and two most important—
words of our company’s manifesto can
help you too: audience first.

WHY IT MATTERS: If you think about serving your
audience first—colleagues, students, parishioners, friends—
and not your own ego, you will naturally cut down on waste.

+ This might seem simple, but it’s where most
people go off the rails. We tend to think too
much about what we want to say versus what
others need to hear.

THE HOLY FATHER AGREES: Pope Francis,

in September 2021, told Catholic priests in Slovakia to
cut homilies from 40 minutes to 10, or people would lose
interest. “It was the nuns who applauded most because
they are the victims of our homilies,” he joked.

* The pope did what you should do: Start any
communication by thinking first of your very
specific audience and what they need or want.

Picture in your head the person you're trying to reach.
This is easy if it’s a single individual, but if you’re targeting
a group, zero in on a specific individual, a name, a face,
ajob.

* Always do this before you start communicating.
If you try to speak to everyone, usually you reach
no one. Singling out the person you want to
reach clarifies things big-time.

SMART BREVITY



THE NEXT RIGHT THING

It was late 2015, and all three of us were in a bitter, secret battle bitter: zawziety
to leave Politico—our baby, our first start-up. Robert Allbritton,
the owner, was making life miserable. We wanted to punch back, punch back: oddac (cios)
hard.

Jim sat stewing in the pew of Christ the King Church in stew: gotowac sie
Alexandria, Virginia, while David Glade, the pastor, talked about pew: tawka koscielna

the difficulties of being good. He told a story about how his kids
wondered, with all the chaos and challenge of life, how a person
can choose to do the right thing, always.

¢ Pastor Glade wanted to shrink this big existential question shrink: skrdcic
into something more digestible. He offered to his kids nine digestible: strawny
words of wisdom that guided us through our departure—and
shaped how we live our lives today: “All you can do is the next

right thing.”
Think about how simple, direct and memorable that one
line is. He could have prattled on, quoting Luke, waxing poetic prattle: paplac
in Hebrew or dropping C. S. Lewis wisdom, and he could've wax: mzp{ywaé Sie, rozgadaé
sharpened it even more: “Do the next right thing.” SIg
« Pastor Glade nailed the single most important lesson of nail: wypunktowac, trafi¢
modern communications—short, smart, simple and direct w sedno
can break through and persist. persist: trwac, utrzymywac
sie
¢ In a note to his congregation in October 2021, Glade quoted
William Strunk’s Elements of Style: “Vigorous writing is vigorous: dynamiczny, zywy
concise. A sentence should contain no unnecessary words, concise: ZWiQZ’fy

a paragraph no unnecessary sentences, f.or the same reas.on contain: zawierat
a drawing should have no unnecessary lines and a machine

no unnecessary parts.”
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JUST SAY IT

Lisa Osborne Ross—a wife, mother, CEO and
plea: prosha, apel counselor to CEOs worldwide—has a plea for
everyone in her life: Just say what you mean,

sincerely and short.

WHY IT MATTERS: “We hide our insecurity in
additional words,” says Ross, US CEO of Edelman, the
global communications giant. “Your message is lost,

your sincerity is in question—and your competency

ﬁive sblpause: dawac komus gives me pause, because you're all over the place.”
0 my$lenia

be all over the place; byc e Ross runs an international PR firm that uses
niezorganizowanym/chao-

tycznym Axios HQ and Smart Brevity to update the

company—and also various departments—on
strategy and planning. It is a primary way

keep sh in the loop: informo- they keep employees in the loop. She is a
wac kogos na hiezaco

stickler: pedant stickler for applying the principles to cut

through the business jargon and nonsense

comms = communications of traditional comms.

For instance, she mentions a CEO who, faced
with shutdowns due to COVID, might simply explain:

“We'll go back to work when people feel safe.”

58 SMART BREVITY



Then the legal team gets involved. The
communications specialists intervene. Suddenly
the CEO is babbling in response and sounds like a
corporate hack.

Ross would tell her client: “You just answered
this ... Just say it."

She explains that people “waste time couching
it, framing it, conceptualizing it—rather than just
saying what we mean.”

Her advice can make you a better communicator
or leader, regardless of title or industry. “People want
direct, clear, honest communication. If you try to
spin or bullshit me, I'm out.”

Ross says that a silver lining of COVID is:

“My time means everything to me.” g
“We have to be more efficient

because work and life now all blend

together. And if you don't engage

me, I'm going to zone out.”

THE BOTTOM LINE: Ross says
the "feminist nuns” who taught
her in school were exactly right:
“Just be yourself.” And don’t hide

in a word dump.

AUDIENCE FIRST

babble: papla¢
corporate hack: korposzczur

couch: ubierac w stowa,
redagowac

regardless of: bez wzgledu
na

spin: wkrecac

bullshit; wciskac kit

silver lining: jasna strona,
pozytyw

blend: stapiac sie, mieszac
sie

dump: hatda, Smietnisko
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plot out: planowac

rookie: zottodziob, nowicjusz

snark: ztosliwie/sarkastycz-
nie komentowac

relatability: mozliwosc
utozsamienia sig/odniesienia
do siebie

ingredient: sktadnik

willing: chetny

social cues: sygnaty
spoteczne

subconsciously: podswia-
domie

@ Focus on ONE person you are targeting.

@ Plot out ONE thing you want them to

remember.

When Mike was a rookie at the Richmond Times-Dispatch,
one of the veteran reporters, Michael Hardy, used to
critique competitors’ clumsy work by saying: “Think, then
type!”

* He was snarking, but it's good advice.

e If you don't know exactly what you're trying to convey,
the reader has zero chance of understanding it.

Write like a human, for humans.

Be simple, clear, direct. Be conversational. Authenticity
and relatability are essential ingredients. They help people
become more willing to hear you and remember what

you said.

Mike likes to think of his newsletter, Axios AM, as a
breakfast conversation with a smart, curious friend.

When we're sitting face-to-face, we have social cues
that keep us from being boring. We subconsciously
think: I want you to like me. So we don't repeat
ourselves. We don't use fancy words. We don't tell
people things they already know. We don't explain
the obvious.

And yet when we sit down at a keyboard, we do all
those things.

SMART BREVITY



HERE'S THE HACK: Talk to someone else (or yourself—

no one will know) about the point you want to make.

e It'll be clearer, more interesting and more urgent
than anything you'd ever come up with if you sat
down to “write.”

Then write it down.

Write down that one thing you want the reader, viewer or
listener to remember if it’s all they take away. Write that
before doing anything else.

Then try to shorten it to fewer than a dozen words—
less is more. It should be a declarative statement

or data point, not a question. Make sure it's new or
essential. Scrub the weak words and delete any soggy
verbs or adjectives.

Then stop.

If we don’t really know what we want to say—or more
likely, if we don’t really understand what we’re writing
about—we paper over it by saying too much.

¢ We do the same thing when we're breaking up, asking
for a raise, confessing bad behavior. We keep talking.
It's human nature. And it kills relationships—and
communication. So just stop.

AUDIENCE FIRST 61

declarative statement:
zdanie oznajmujace

scrub: zrezygnowac
soggy: brejowaty; obojetny

aper over: maskowac,
uszowac



1. Match the words with their definitions.

o. velocity a)
1. verbatim b)

addict
awful, hopeless

2. frazzled ¢) craving, desire

3. fidget d) deep

4. jones e) exhausted

5. gravitas f) exhausting

6. profound g) to move about aimlessly
7. junkie h) novice

8. burdensome i) seriousness, solemnity
9. lousy j) toskip

10. surge k) speed

1. rookie ) sudden growth

12. omit m) word-for-word

2. Match the parts of expressions.

0. instant a) aroll

1. dopamine\ b) gratification
2. open c) haywire

3. go d) in the loop
4. attention e) jolt

5. rise to f) pause

6. beon g) prominence
7. gooff h) span

8. give somebody i) the floodgates
9. beall over j) the place

10. keep somebody k) the rails
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jam; clog; peck; block
1. skim; read; scan; spin
2. taut; fluff; concise; succinct
3. prattle; babble; gab; bolt
4. succinct; gripping; arresting captivating
5. omit; skip; stew; ignore
6. disguise; paper over; unfold; dumb down
7. poll; revenue; survey; research
8. seize; surge; grow; spiral

4. Change the words to make other parts of speech
as in the example.

brief [adjective] &> brevity [noun]

1. expand [verb] <> ... ... [noun]
2. pursue [verb] <> ... [noun]
3. distract [verb] & ... [noun]
4. voracity [noun] <> ... [adjective]
5. salience [noun] < ... [adjective]
6. notorious [adjective] <> ... [adverb]
7. burden [noun] <> ... [adjective]
8. constituency [noun] <> ... [noun]
9. applause [noun] <> ... [verb]
10. deliberate [verb] <> ... [noun]

1) 1m,2e,38,4¢51,6d,7a,8f,9b,10,11h,12j

2) 1e2i,3¢4h,58,63,7k8f,9j,10d

3) 1.spin 2. fluff 3. bolt 4. succinct 5. stew 6. unfold 7. revenue 8. seize

4) 1.expansion 2. pursuit, pursuer 3. distraction, distractor 4. voracious 5. salient 6. notori-
ously 7. burdensome 8. constituent 9. applaud 10. deliberation
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Jezyk angielski ® Poziom B1-C2

Ksigzka o rozwoju zawodowym do czytania po angielsku. Zawiera stowniczek
oraz éwiczenia, ktére pozwolq ci zrozumie¢ trudniejsze fragmenty. Dzigki temu
rozwiniesz swdj angielski, nie tracqc czasu na szukanie definicji i ttumaczen,
jednoczesnie uczqc sie nowych rzeczy. Wydanie ze stowniczkiem umozliwia
lekture juz na poziomie B1.

lle razy twoje maile zostaty zignorowane, a prezentacje przeszty bez echa?
Czy zdarzyto ci sig straci¢ projekt przez niejasng komunikacje? Czy twoje
posty majq mato reakcji mimo ciekawych tresci?

W dzisiejszym $wiecie, gdzie liczq sie utamki sekund, musisz pisa¢ tak, by od
razu przyciggng¢ uwage.

Smart Brevity to praktyczny przewodnik z zestawem narzedzi, dzigki ktérym:
 unikniesz nieporozumien i jatowych dyskusiji
+ przyciggniesz uwage odbiorcéw i zatrzymasz ich na diuzej
+ twoje maile, newslettery i prezentacje bedqg wzbudzad entuzjazm
+ zainspirujesz i zmotywujesz swdj zespdét do dziatania
« zdobedziesz przewage w biznesie, budujgc transparentng
i angazujgcq marke.

Spraw, aby twdéj przekaz byt jasny, angazujgcy
i trafit do wtasciwych odbiorcéw!
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