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THE
EVERYTHING®
Guide to Writing Copy 

Dear Reader, 
I became a copywriter by accident. During an earlier sales career, I was asked by my boss to take a stab at writing a new product brochure. At the time, I didn’t know a thing about persuasive writing. But I gave it my best shot.

To my surprise, I found copywriting fascinating, challenging, and fun. Soon I was reading everything I could get my hands on about the subject and picking the brains of some of the top experts in the field. I had stumbled upon a new passion—and a new career.

That was fifteen years ago. The most important lesson I’ve learned during that time is that effective copywriting focuses on the customer. So this book is structured with you—the customer—in mind. Whether your task is to create a sales letter that sizzles, a Web site that converts, an advertisement that jumps off the page, or any other promotional piece, you’ll find the help you need in these chapters.

And if you’re interested in making copy writing your business or career, this book includes advice on making that happen, too.

Persuasively yours!
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Welcome to the EVERYTHING® Series!

These handy, accessible books give you all you need to tackle a difficult project, gain a new hobby, comprehend a fascinating topic, prepare for an exam, or even brush up on something you learned back in school but have since forgotten.

You can choose to read an Everything® book from cover to cover or just pick out the information you want from our four useful boxes: e-questions, e-facts, e-alerts, and e-ssentials.

We give you everything you need to know on the subject, but throw in a lot of fun stuff along the way, too.

We now have more than 400 Everything® books in print, spanning such wide-ranging categories as weddings, pregnancy, cooking, music instruction, foreign language, crafts, pets, New Age, and so much more. When you’re done reading them all, you can finally say you know Everything®!
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GUIDE TO 
WRITING COPY 

From ads and press releases to on-air and 
online promos—all you need to create copy that sells! 
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To my daughter, Erin. The most fascinating person on the planet.
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The Top Ten Traits of Killer Copy 

1. It has an attention-grabbing headline that instantly resonates with the people reading it (your target market).

2. It lets readers know you “get” them by telling a compelling story that is relevant to their world.

3. It promises a benefit to the reader that is unique to the product being promoted—or that puts a unique spin on a benefit shared by, but not being touted by, competitors.

4. It speaks to readers rather than about products (or whatever is being promoted) and uses specifics to show how the product satisfies a desire or solves a problem of the reader.

5. It is written in a conversational tone.

6. It uses simple, meaningful, lively, and sincere language.

7. It has a rhythm and a logical flow of information so as to guide the reader seamlessly through the text from the first word to the last.

8. It inspires and instructs the reader to act—by using words that appeal to the readers’ emotions and including a directive that tells them what you want them to do: “Give us a try!”, “Call today!”, “Order now!”

9. It is clean and polished—free of typos, improper typographical treatments (bold, italics, oversized type, fancy fonts), and errors in grammar, punctuation, and spelling.

10. It compliments and plays off of the graphic elements of the piece.



Introduction 

[image: Il_9781598692518_0012_001]ONE OF THE GREATEST COPYWRITERS OF ALL TIME was P.T. Barnum. He’s the guy who made the Barnum and Bailey Circus such an enduring success and created such memorable slogans as “The greatest show on earth.” In 1850, he took an unknown Swedish singer and, purely through the effectiveness of the ads and posters he wrote, caused a sensation when she arrived in America. More than 30,000 cheering fans—who had never heard her sing a note!—met her ship at New York harbor.

Perhaps better than anyone else in his time, P.T. Barnum knew how to unlock the selling power of words. In fact, many of the copywriting techniques he pioneered are still being used today.

Copywriting is indeed a powerful tool. From sales to marketing to public relations, every field of persuasive communications without exception relies on it.

You may not realize it, but copywriting plays a big role in your day-to-day life. And it’s not just because of all the ads! The words on the side of a cereal box are copy. So are the words on a restaurant menu, catalog, coupon, and even the back cover of this book. Effective copy is meant to educate you on the product, get you excited about it, and, hopefully, motivate you to buy it.

So how do you write effective copy? The “trade secrets” aren’t just for ad agency scribes sipping cappuccinos in their Madison Avenue offices. Many people can benefit from learning how to write great copy—a manager who needs to send out a press release, a freelance writer struggling to craft a client brochure, a self-employed professional promoting her own business, or a dad trying to sell his baseball card collection on eBay.

The good news is copywriting basics are relatively easy to master. How do you craft a powerful headline? How do you write tantalizing body copy? What are the best words and phrases to use? How do you decide what to say, and how to say it? What are the proven formulas for creating a killer sales letter, ad, or Web page? All these questions and more are answered in this book 

But that’s not all. This book also features many of the cutting-edge tips, tricks, and strategies used by the top copywriters in the world.

Of course, the information in these pages won’t make you a superstar copywriter. Only practice can do that. (Don’t clear space on your mantle for all your ECHO and Caples awards just yet!) But if you follow this book closely, your copy will be more effective, and you’ll reach and persuade more people with your words. That’s a promise.

The Everything Guide to Writing Copy is divided into two basic parts. The first part guides you through the craft of copywriting—the rules, techniques, and strategies. The second part looks closely at more than fifty typical copywriting projects and provides you with tips and formulas on how to complete them successfully. Need to write a powerful ad? A knockout Web site? A sizzling sales letter? It’s all here.

In addition, we also cover how to make a living as a copywriter, either on staff at an agency or company or on your own as a freelancer.

Copywriting is as fun to learn as it is to write. You get to be creative and play with words and ideas. Sure, it can be challenging, too. But that’s part of the appeal. Even when writing copy is hard work, it’s often worth the effort. There are few things more satisfying than having the words you so carefully crafted work so well in a sales, marketing, or public relations piece.

Ready to get started? To borrow another famous line by P.T. Barnum, “Ladies, gentleman, children of all ages,” welcome to the world of copywriting!



Chapter 1 
What Every Copywriter 
Needs to Know 

There’s no mystery to copywriting. Some people say it’s just good clear writing. Others say that great copywriting requires special talents and little-known techniques. The truth, of course, lies somewhere in the middle. Yes, it takes certain skills and knowledge to craft copy that does its job—sell. But with just a few key strategies and tools, even the novice can write an effective sales, marketing, or PR piece.

What Is Copywriting?

When copywriters first began plying their trade in the mid-1800s, the profession was very easy to define. Copywriters wrote ads. Period. Print advertising was the primary way companies promoted their products and services back then. There was no television or radio. Certainly no Internet.

Today, of course, things have changed dramatically. Copywriting has a much broader definition and can be difficult to nail down. Obviously, the text in an advertisement is copy. But so are the words in a press release, in a salesperson’s PowerPoint presentation, in the dialogue of a radio commercial, or even on a restaurant menu.

Technically, copywriting is writing the words that are printed, spoken, or displayed in any type of advertising, marketing, sales, and publicity piece. It encompasses all communications media—print, broadcast, Internet. And it includes all the written elements of a promotion, including the headline, the body of the text, slogans, photo captions, spoken dialogue, and even stage directions (in the case of scripts for video and television).
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Do not confuse copywriting with copyright. These two aren’t even distant cousins! A copyright protects the ownership of original works, such as books, songs, photographs, and screenplays. It is usually denoted by the © symbol. Copywriting, however, is a form of writing and has nothing to do with creative rights, trademarks, and patents. (You can, of course, get your copywriting copyrighted.)

It’s almost impossible to get through the day without being influenced, at least to some degree, by copywriting. It’s in the ads you see in magazines, in the banners on the Web sites you visit, and on the billboards you notice as you drive to work. It’s a big part of your life, whether you like it or not.

There’s no doubt that you have been persuaded to buy something because of the copy. Perhaps a direct-mail letter persuaded you to subscribe to a magazine at a special discount. Or a catalog description prompted you to visit a Web site and place an order. Or a television commercial motivated you to test-drive a new car.

Copy is used to promote just about every product or service sold on the planet. It’s also used to promote schools, hospitals, arts groups, religious organizations, and charities. Copy is even used to promote people (such as politicians), ideas (such as global warming), and ideals (such as equal rights).
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About one-third of all copywriters are self-employed. In the trade, these people are referred to as freelancers. About 40,000 copywriters in the United States hold staff positions in advertising, marketing communications, and public relations firms. And many more times that number hold staff positions within the marketing and publicity departments of corporations and nonprofit organizations.

With all those “buy me” messages coming at people from all directions in both their personal and professional lives, is it any wonder that only the best copy gains attention and gets results? That’s why it is so important not to take the task of writing an ad, Web page, sales letter, or any other promotional piece lightly. There are proven formats and techniques that are required in order to create copy that breaks through the clutter and persuades people to take action. All these formats and techniques are covered in this book.

Are Copywriting and Business Writing the Same?

There are a lot of similarities between copywriting and business writing. Business writing is all about conveying business-oriented information in a clear and compelling way. That could be in an internal proposal, newsletter article, memo to staff, or product documentation.

Many copywriters also do business writing, and often do it well. However, many good business writers are bad copywriters. Business writing requires the ability to organize and articulate information in a logical and clear way. Copywriting requires those skills plus the ability to write words that engage readers (or “prospects,” as they are called in marketing lingo) on an emotional level and convince them to believe or do something.

Here is a typical example: You want to write an ad that persuades novice welders to adhere to a particular safety guideline. A business writer might write the following headline:

Turn on the acetylene valve before turning on the oxygen.

Otherwise, an explosion may occur.

That line certainly conveys the information accurately and clearly. But take a look at what happens when a skilled copywriter takes a stab at crafting the headline:

“A” before “O”—or up you’ll go!

Both present the same information. But which one is more memorable and impactful? Which one surprises, triggers your emotions, and paints a vivid picture you won’t soon forget? The answer is obvious.

Good copy appeals to the prospects’ intellects and to their belief systems. While the main job of business writing is to explain and inform, the main job of copywriting is to sell.

You Might Be a Copywriter if… 

Look around and you’ll probably notice something with copy on it—an ad, a brochure, an e-mail, a Web site. Now ask yourself who wrote it. Was it written by a crack copywriter working at a trendy Madison Avenue ad agency? Or a busy marketing manager at a major corporation? Or a small business owner wearing, among many, the copywriter’s hat? Or a freelance writer living just down the street?

The answer could very easily be any of the above.

Agency copywriters—those who work at advertising, marketing, or public relations agencies or media or content development companies—often scribe the mass campaigns you see in glossy magazines or on television. Smaller agencies may only have one or two copywriters on staff, but the larger ones can have a whole team of copywriters headed by a copy chief or director of copywriting. At a very small agency, dual responsibilities are common. So someone could be both the resident copywriter and the account executive.

The writing can also be done by someone within the media company itself—the newspaper, radio or television station, or Web site company. Radio stations often have a copywriter/producer on staff who creates the ads for local advertisers. Newspapers, too, usually have someone who assists their small-business clients in putting together an effective ad.

And a lot of copy is written by freelancers. In fact, freelancing is one of the fastest growing segments in the marketing and public relations industry. Freelancers are independent contractors who are hired by agencies, businesses, or nonprofits to write copy for specific projects. These self-employed professionals often work out of their homes, but they can sometimes work on site at their client’s location as well.

Copy can also be written by someone within the company or organization that needs it. For example, if a company requires a new product description for a Web site, someone in its own marketing department might be asked to write it to save the trouble and expense of hiring a freelancer or agency.

Finally, many independent professionals and small-business owners write copy to promote themselves or their own products and services. They may hire a graphic designer to create their Web sites and brochures but often can’t afford the services of a professional copywriter. So they do the job themselves.

A Copywriter by any Other Name 

Copywriters don’t always have the word “copywriter” in their job titles. In fact, the vast majority of people who write copy don’t have this skill reflected on their business cards at all. A copywriter might be known as:



• Advertorial scriptwriter 

• Audio-visual (AV) or multimedia writer 

• Direct-mail or direct-response writer 

• Jingle writer 

• Online marketing writer 

• Marketing or marketing communications (marcom) writer 

• Multimedia developer 

• Newsletter writer 

• Public relations writer 

• Web advertising writer 



Remember, too, that many copywriters do other forms of commercial writing in addition to or instead of copywriting. The field of commercial writing includes:



• Ghost bloggers 

• Content developers or providers 

• Corporate communications or business writers 

• Employee communications writers 

• Newsletter writers 

• Speech writers 

• Technical writers



Finally, insiders at a company may be copywriters—at least some of the time—but have something different on their business cards:



• Marketing manager 

• PR manager 

• Marketing coordinator 

• Communications manager 

• Publicity manager 

• Marketing intern 

• Product manager 



In fact, just about everyone is a copywriter at some point in their lives. We all need to persuade other people with our words, whether it’s in a resume to get a job, an e-mail to a friend to encourage them to come to a house party, or a classified ad to sell a used car. Whenever you need to carefully structure and present your words to motivate someone to do something, you’re a copywriter. Welcome to the club!

Skills You Will Need 

There are a lot of myths about what it takes to be a copywriter. Some say it requires a way with words that rivals Hemingway. Others insist that you need the marketing savvy of a Madison Avenue superstar. Still others claim that it takes a creative genus who can dream up catchy slogans and tantalizing headlines at the drop of a hat—the writing equivalent of Picasso.

Becoming an effective copywriter isn’t that much of a rarity. Of course, you do need some talent for using words and how to convey a message effectively to a target audience. But much of what you need to know—the techniques, formats, skills, best practices—can be learned. Even a rocket scientist, at some point in his or her career, couldn’t tell the difference between propulsion fuel and a cooling tank.
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Although copywriters are part of a team—designers, illustrators, strategists, production coordinators—they often work in solitude, even when working within an agency or company. This makes it challenging to coordinate efforts with others. Consequently, copywriters need to be self-motivated and work well independently with little direction.

Copywriters are not journalists. Nor are they creative writers. Although they possess many of the same skills required of those professionals, copywriters are primarily business people who work closely with clients and other members of a project team to produce a promotional piece that fulfills a strategic objective. Consequently, copywriters need many of the same capabilities that any businessperson needs: interpersonal, organizational, presentation, and strategic thinking skills.

Passion for Information 

Like a tireless journalist, a good copywriter will be relentless in her pursuit of the facts. She won’t quit until she understands the product or service she is writing about completely and the target audience she is trying to persuade.

The most successful salespeople know their products, customers, and competitors inside and out. They can identify and articulate how their product solves an important problem or satisfies a chief need or desire of the customer in a way that is distinctive from or superior to the competition. That is also the key to writing persuasive copy: knowing the target market’s hot buttons and how to push them with words.

A copywriter will dig through all the background information, read all the boring stuff—the technical documentation, the memos, the product development presentations—and do additional research. She will also study the competition and look for opportunities to say things that they aren’t saying to gain an advantage.
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In the late 1960s, a talented copywriter at BBDO—the ad agency at the time for Wisk detergent—noticed that no other detergent was saying anything about that nasty grime that builds up on shirt collars. The subsequent “ring around the collar” ad campaign became one of the most successful in history. This is a great example of saying what the competition isn’t saying.

Also like a journalist, copywriters must be great interviewers. They need to be able to ask the right questions, in the right way, to pull out all the salient facts. That’s because the background information provided on a product or target audience doesn’t always tell the full story.

Ability to Write Well 

This skill may seem like a no-brainer. But it’s amazing how many people think that mastery of the written word is not all that important in copywriting. That, of course, is nonsense.

In the absence of language know-how, imitators are rarely able to adapt and expand their skills to suit different products, markets, and media. Consequently, their copy tends to be not only stale and unoriginal, but also irrelevant and unclear. Copy that doesn’t relate and doesn’t make sense to prospects falls flat.
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People who don’t know the first thing about composition, grammar, punctuation, vocabulary, literary devices, and other mechanics of language can sometimes mimic certain copywriting techniques. But the end result is usually formulaic.

In fact, one of the challenges of writing copy is to convey the key messages in a clear, concise manner. The biggest mistake that copywriters make—and it’s astonishing how often they make it—is to focus on being clever to the detriment of clarity. Think about it. How many brochures or Web sites have you read where there is no clear idea of what’s in it for you? As advertising legend David Ogilvy once said, “If it doesn’t sell, it’s not creative.”

As a copywriter, words are your bricks and mortar. How skillfully you put them together in phrases, sentences, and paragraphs will determine the strength of the persuasive case you are building. If your writing is weak, your promotional piece will fall down like a house of cards, regardless of how compelling the messages are. But if your writing is strong, your promotion has a much greater chance of standing up to the scrutiny of even the most skeptical prospect.

Creative Intelligence 

Ask 100 people what creativity is and you’ll probably get 100 different definitions. Ask 100 copywriting pros whether creativity is essential to great copy, and you’ll probably get an even mix of “yes,” “no,” “usually,” and “sometimes” answers. Yet if those same people were asked to point out the most creative copy in a lineup of several comparable examples, the majority would likely pick the same piece.

Though hard to define, creativity is easy to recognize. When you see it, or read it, you immediately know it. And deep in their hearts, everyone with something to promote or sell wants creative copy. What they don’t always recognize, though, is the difference between creative copy that titillates and creative copy that motivates. And if copy doesn’t trigger the right response, it doesn’t matter how exciting it is.

Writing copy that is both unique and useful requires creative intelligence— the ability to come up with innovative solutions to practical problems.

People who possess a high degree of creative intelligence typically:



• Think both creatively and strategically 

• Easily draw analogies, associations, and connections between ideas and things 

• Recognize the differences and similarities between related and unrelated ideas and things 

• Have broad attention spans and can process multiple thoughts simultaneously 

• Mentally collate, organize, and assimilate vast amounts of information 

• Adeptly process divergent thoughts and converge them into a single unique concept 

• Focus on the process and on solving problems rather than just trying to impress 

• Are curious, investigative, reflective, and examine things from several angles 

• Have self-confidence, pride in their work, and a desire to excel 

• Are self-motivated, self-directed, and dedicated, willing, and able to put concentrated effort and considerable energy into their work 

• Are flexible—open to ambiguity, experimentation, new ideas, risk, and external evaluation 

• Are independent spirits and freethinkers—unrestrained by convention



With copywriters, creative intelligence manifests itself linguistically—in using words creatively for a practical purpose.

Savvy Salesmanship 

Copywriting is selling. When you think about selling skills, forget everything you’ve learned from those pesky telemarketing calls you receive at dinnertime or those hard-driving used-car salespeople. Hype and pressure have nothing to do with genuine selling.

Selling is all about empathizing with the prospect, clearly understanding his problems, needs, and desires, and positioning your product or service to address those issues. It’s also about encouraging people to try the product or service, and giving them sound reasons to do so.
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The most important selling skill you can cultivate as a copywriter is the ability to walk a mile in the prospect’s shoes. Indeed, empathy is the master skill of successful selling. You need to develop a real sense of the prospect’s problems, needs, and desires.

One of the biggest blunders that beginners make is coming on too strong in their copy. They mistakenly think they have to twist the prospect’s arm and get him to sign on the dotted line. But remember, you’re not in a room alone with the prospect. He’s not sitting across your desk squirming for an opportunity to get up and walk away. Instead, he’s reading your ad, listening to your radio commercial, or viewing your Web site. He can walk away anytime.

That’s why the key to selling on paper (and on screen) is authenticity. You have to be truthful, genuine, trustworthy, and have information that is truly meaningful and impactful to the prospect.

Computer Skills 

Computer skills are among the most practical skills that every copywriter must master. You won’t get very far—even if you’re writing copy for yourself or your own business—if you don’t know how to use a computer.

Today, all working copywriters need to be computer literate and Internet savvy. At a minimum, you must know how to use word processing software (such as Microsoft Word), how to send and receive e-mail, and how to search the Web for research purposes.

Most copywriters will also need to have at least some familiarity with the following applications software:



• Page layout programs, such as Quark XPress and Adobe InDesign 

• Presentation packages, such as Microsoft PowerPoint, Adobe Persuasion, and Corel Presentations 

• Electronic portfolios for storing, organizing, and displaying your work samples 

• Web authoring and editing tools for creating and converting text to HTML, XML, JavaScript 

• Document sharing programs, such as Adobe Acrobat (Adobe PDF— Portable Document Format—is the standard for sharing and reviewing design concepts) 



If you plan to make copywriting your career, then typing skills are also very important. Hunting and pecking letters on the keyboard with just one or two fingers will severely reduce your productivity, no matter how proficient you get at it. Fortunately, there are many software programs that can teach you to type well in just a few weeks.

Where Do You Learn This Stuff?

Most copywriters acquire this broad range of knowledge through a combination of formal (college, university, vocational school) and informal training. Informal training might involve taking courses, attending seminars, reading books, reading trade journals, doing an internship, hooking up with a mentor, hiring a writing coach, or working in an entry-level position in an agency or in-house marketing department. On-the-job training and self-study are arguably the best ways to learn and develop good copywriting skills.

Traits of Successful Copywriters 

People who write copy need much more than just great writing and savvy selling skills. They also need to work under tight deadlines and with an assortment of personalities involved in a project: clients, marketing managers, creative directors, graphic designers, account executives, editors, and many others. Copywriters must be creative on demand while simultaneously producing copy that consistently achieves objectives.

Not surprisingly, then, the top two traits of successful copywriters are:



• The ability to work well under pressure 

• The ability to work both independently and collaboratively 

Successful copywriters tend to be:



• Imaginative 

• Aesthetically inclined, visually as well as verbally 

• Enterprising 

• Detail oriented 

• Good researchers 

• Keen listeners and observers 

• Multitaskers 

• Efficient time managers 

• Well read, with interests in many areas 

Nevertheless, anyone who hires, manages, or works with copywriters will expect them to know the fundamentals of copywriting and how copy fits into the grand scheme of things. It’s also helpful if you know:



• The rules of proper English 

• The writing style conventions specific to copywriting

• The different elements of copy—headlines, lead lines, taglines, captions— and how to use them 

• Proofreaders’ marks 

• Proper manuscript format (which depends on the type of piece being produced) 

• Computer proficiency, including word processing and online editing programs (such as Microsoft Word’s Track Changes feature) 

• Working knowledge of media production: graphic design, typography, and layout 

• Working knowledge of the media for which the promotional piece is being written: publication, broadcast, Internet, interactive, audiovisual (multimedia) 

• The basic principles and practices of advertising, marketing, and public relations 

• Standard business and client relations protocol 

• Familiarity with the market and industry for which the promotional piece is being created 

And if all that isn’t enough, if you aspire to be a freelance copywriter you’ll also need to be:



• Well organized 

• Goal oriented 

• A savvy self-promoter 

• A good negotiator (because you’ll be pricing and quoting a lot of projects) 

• Disciplined 



Wow. It sounds like a lot. Does every copywriter have all these traits? Rarely they do. Some are strong in some and weaker in others, as with any profession. However, the more skilled you become in each of these areas, the better equipped you will be to succeed in this fascinating and rewarding field.



Chapter 2 
A Sales, Marketing, 
and Public Relations 
Primer 

Does someone need to be persuaded? Enter the copywriter! There are many specialties within the broader field of business communications that rely on effective copy. However, their borders are not always clearly drawn. What one person might call “public relations” another may refer to as “marketing communications.” It’s better to think of these specialties as circles on a page, each one unique yet overlapping the others to some degree.

What Is Sales Communications?

Of all the terms used to describe how companies reach out to prospects and customers—marketing, PR, customer relations—sales communications is the least used. This area of business communications is often lumped in, perhaps unfairly, with general marketing communications. In fact, it’s often marketing managers, not sales managers, who are most often involved in the brochures, presentations, and other materials created in this area.

However, this is changing, albeit slowly. In recent years, many corporations have been creating positions, such as sales communications manager, to recognize the specialized skills and knowledge required for this unique type of communications.

So what is sales communications? Simply put, it is all the materials created to help salespeople do their jobs faster and better. It helps them reach out to prospects and customers, identify sales opportunities, make persuasive presentations, follow up effectively, and close sales.
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Sales communications materials are also referred to as sales literature or sales collateral. They are essentially any materials created to assist salespeople in doing what they do best: sell. If you are tasked with writing for sales communications, arrange to speak with one or two salespeople directly. This will give you the perspective you need to create these materials effectively.

Sales communications typically includes:



• Brochures 

• Sell sheets 

• Presentations 

• Model letters and e-mails 

• Model proposals 

• Case studies



These materials are usually produced in print, but electronic versions are becoming increasingly popular. Salespeople, especially those who pound the pavement in the business-to-business sector, often make presentations using their laptop computers. Instead of showing the prospect a printed brochure, they display the online version. In some cases, a salesperson can even customize an electronic brochure with unique copy and visuals tailored to each presentation—something you can’t do with a print version.

Writing effective sales communications is one of the most common tasks for a copywriter, or anyone else who writes copy for a company. It’s like being the assistant salesperson. Your job is to help win the sale.

What Is Marketing Communications?

Marketing communications is one of the most common specialties within business communications, yet the most difficult to define. Technically, it can mean anything that the marketing department produces to reach out to prospects and customers, whether that be a press release, sales brochure, or advertisement.

Why such a broad, fuzzy definition? In smaller companies, marketing communications is a catchall category. Often there is no public relations or advertising department, so any persuasive piece that needs to be produced falls by default under the marketing communications umbrella. That’s why marketing managers at smaller companies usually write the press releases.

In larger companies, however, the function becomes more clearly defined. Marketing communications is more focused on creating materials, as required, to help build brand awareness, generate leads, increase Web site traffic, attract shoppers, and achieve other objectives related to promoting products and service.

To complete their many projects and campaigns, marketing communications managers will often work with ad agencies, design firms, and freelancers— in addition to their own in-house staff.

Marketing communications includes the following materials:



• Ads 

• Annual Reports

• Brochures 

• Exhibits 

• Flyers 

• Packaging 

• Pamphlets 

• Point-of-sale (POS) displays 

• Signage 

• Slogans 

• Taglines 

• Web sites



However, there is a lot of crossover into other fields. It’s not uncommon, even at a large corporation, for a marketing communications manager to also be involved in putting together a media kit or writing model letters for the sales staff.

Marketing communications is also known by the acronym marcom. In fact, some professionals in this field have job titles like marcom manager or marcom director.
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In business-to-business marketing, one of the most important tasks of marketing communications managers is to create campaigns that generate leads. A lead is simply the name and contact information for a prospect who has expressed an interest in a product or service. For example, people who fill out a form on a Web site to download a brochure have a higher likelihood of buying the product.

What Is Mass Advertising?

Mass advertising can easily fit under the heading of marketing communications. However, it’s included in this separate section for one important reason: it is often created and managed by advertising agencies.

Mass advertising is what most people imagine when they think about marketing. It’s the commercials you see on TV, the spots you hear on the radio, and the glossy ads that captivate you in national magazines.

While a company might create its own advertisement for a trade magazine or a specialty publication, it is unlikely to rely on in-house staff to produce a commercial for airing during the Super Bowl. Why risk the expense and the potentially amateurish result? A company is more likely to turn to an ad agency that has an impressive track record in TV work and knows how to handle such details as scripting, casting, shooting, and negotiating the best time slots.
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Mass advertising—in both print and broadcast formats—is perhaps the one thing that advertising agencies do best. They know how to create advertising that is memorable, generates buzz, and builds brand awareness and preference. And they know how to get these ads into the right media (newspapers, magazines, radio, television).

Mass advertising usually refers to national campaigns where there is a lot of visibility. However, more focused regional campaigns, for a citywide pizza delivery service for example, may also be included in this category.

Mass advertising typically includes:



• Print ads 

• Radio ads 

• Television ads 

• Other associated materials, such as brochures and Web pages



Most of the glamorous writing jobs in mass advertising are handled by the agency’s own in-house writers or freelancers. However, sometimes a company staff writer or marketing manager gets involved in the copywriting process, especially when the products involved are complex or technical.

What Is Public Relations?

Public relations is a huge, multifaceted field. Technically, it’s all about communicating with the various “publics” of an organization—customers, shareholders, journalists, editors, government legislators, and the general public. This book is going to focus on the most common application of public relations for a company: generating publicity for its products and services.
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The field of public relations originated in the United States where it was initially used to promote the railroad industry. The actual term “public relations” was first seen in the 1897 Year Book of Railway Literature.

Obviously, getting a trade magazine or television show to talk about your product or service is a huge advantage. Publicity is more credible than advertising and other forms of marketing communications. People have a built-in skepticism for promotional materials but will often believe almost anything they read or hear in the press.

Public relations managers in a company spend much of their time building relationships with editors and journalists, and preparing a range of materials to provide information and pitch story ideas to this group.

Typical PR writing projects include:



• Articles 

• Backgrounders 

• Fact sheets 

• Media advisories 

• Media kits 

• Presentations 

• Press releases 

• Speeches 

• Spokesperson’s materials



Public relations managers will also utilize materials produced for other areas of business communications, such as sales brochures and case studies.

Midsized and larger companies often have a public relations manager or department, or they retain a public relations agency. Smaller companies will tend to use an independent PR consultant. Some freelance copywriters provide PR consulting as an additional service to their clients.

What Is Customer Communications?

As the term implies, customer communications is all about staying in touch with customers. Despite the lack of service you may have experienced dealing with some organizations, companies really do take customer satisfaction seriously. They want you to be happy! But not just for altruistic reasons. A customer who is delighted with a company’s products and services is good for the bottom line.

Companies know that a loyal customer will buy from them again and again, and perhaps spread the word to friends and colleagues.
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There’s a term in the customer relations field called customer lifetime value. It refers to how much sales can be expected from a loyal customer over his or her lifetime. For example, if you love a particular brand of shampoo, you may buy $512 worth of this product over the years. Companies really do pull out a calculator and figure this stuff out.

So what role does persuasive communications play here? Companies produce a range of materials designed to motivate customers to become and remain loyal to its products and services. There are also strategies (cross-selling and up-selling, discussed in Chapter 14) that are used to persuade you to buy even more.

Typical copywriting projects include:



• Brochures 

• E-mails 

• Flyers 

• Letters 

• Loyalty or incentive materials 

• Newsletters 

• Telephone call scripts 

• Support information



Customer communications is a bit of an orphan in the sales, marketing, and public relations fields. It doesn’t have a home. Usually, it’s the marketing department that handles the production of any needed brochures, newsletters, and other materials in this area. Increasingly, however, companies are dedicating resources to this function. It’s not uncommon for a corporate manager to have a title like customer communications manager or even director of customer satisfaction.

What Is Direct Marketing?

Direct marketing can ignite a lot of passion in people. You either love it or hate it.

Everyone, it seems, complains about the junk mail that clogs their mailboxes, or the pesky telemarketing calls that interrupt dinner, or the infomercials that take over the airwaves in the middle of the night.
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Direct marketing is also referred to as direct-response marketing or direct-response advertising. “Response” refers to the primary purpose of direct marketing: to motivate the prospect to take some specific action, an action that usually leads to making a purchase.

However, the companies that sell products via direct marketing wouldn’t bother to do so if this technique didn’t work. In fact, direct marketing, when done properly, can be an extremely profitable way to generate orders for a wide range of products, from magazine subscriptions to kitchen gadgets to exercise equipment and more.

You may be one of those people who claim to dislike direct-marketing methods. However, chances are you’ve purchased at least one product— perhaps even more—through mail order, telephone solicitation, e-mail promotion, or television infomercial.

Just a Little Respect 

Compared to other forms of marketing communications that build brand awareness or simply convey information, direct marketing has a much tougher job to do: sell the product or service.

It’s for this reason that copywriters enjoy a lot of respect in the direct-marketing industry. They are the salespeople—the ones who use their well-crafted messages to bring in the orders. Copywriters make direct marketers money.

Direct marketers produce a lot of written materials, including:



• Advertising 

• Direct-mail packages 

• Infomercial scripts 

• Landing pages 

• Micro sites 

• Postcards and other self-mailers 

• Radio ads 

• Telemarketing scripts 

• Web sites 



Direct marketers are relentless testers. They are constantly tweaking, revising, and changing their communications to determine what works and what doesn’t. Buyer response rates, rather than aesthetics, is the most important consideration. If a rotting banana peel with copy written on it gets a higher response rate than a letter, then that’s what a direct marketer will put in the mail.

Many of the world’s largest companies run direct-marketing campaigns to complement their other sales and marketing efforts. Some even have specialized direct-marketing departments. There are also agencies that specialize in direct marketing. However, freelancers and consultants tend to rule this industry. So if you’re a freelance copywriter in direct marketing—and you’re good at what you do—the future looks bright.

What Is a Campaign?

“We’re having a sales campaign in the fall.” “The public relations campaign generated a lot of buzz for us.” “Let’s launch the new product with an aggressive marketing campaign.” Okay, so what the heck is a campaign anyway?

In the sales, marketing, and PR worlds, a campaign is simply a special effort to accomplish a specific goal. That might be to increase sales for a particular gizmo, introduce a new brand of chewing gum to bubble-blowing enthusiasts, or get users of a software product to upgrade to the latest version.

Campaigns typically have a set beginning and end, and they usually fall outside the normal day-to-day activities of a sales, marketing, or PR department. It’s extra work.

Here’s an example: You’re a copywriter for the marketing department of a travel company. Your everyday responsibilities might include writing Web site copy, e-mails to prospects and customers, destination brochures, and more. Then, your marketing manager announces, “The Christmas holiday period is coming fast. Let’s do a promotion to motivate our customers to book their vacations early. We’ll offer discounts and a chance to win a special mystery prize. We’ll use e-mail and direct mail as our communications channels.” Welcome to a new campaign!

Campaigns can be exciting to work on. But that’s not the only payoff. A successful campaign can really be a feather in your cap; something you can take pride in and add to your resume and credentials. “I wrote the copy for the Gizmo Plus ad campaign that successfully increased market share by 22 percent.” That’s a career milestone worth bragging about.

How a Promotional Piece Is Created 

You’re flipping through your favorite magazine and an advertisement catches your eye. It’s for a new kind a hiking shoes. The picture of the happy family ambling cheerfully along a hiking path, against a spectacular mountain background, captivates you. The copy of the ad emphasizes comfort and safety, which further convinces you to rush to your local sportswear store and try on a pair.

The ad did its job. But how was it created? What were the steps taken by the company between “We need to sell more hiking shoes” to placing the finished advertisement in the magazine?

Communications projects go through a relatively predictable series of steps. Whether you’re a small-business owner doing it all yourself or part of a larger marketing team at a corporation or ad agency, the general process is relatively the same. (The only real difference is the amount of cooks in the kitchen.)

Imagine you are the staff writer for that hiking shoes manufacturer. Where did you fit into the overall process? What happened before and after you wrote your masterpiece of advertising copy?

What’s the Problem?

Most communications projects are initiated by a problem, challenge, or desire. For example, a company may need to increase sales of a new product, drive more visitors to its Web site, or attract more buyers into its stores.

In the case of our hiking manufacturer, there is a new brand of shoes to launch. Buyers have to be made aware of the new product and be presented with good reasons to purchase it. Otherwise, the shoes might languish on the store shelves and not sell very quickly. Or, worse, the retailers might return them.

Deciding on the Solution 

Once the problem is identified, deciding on the solution is the most important step in the process. The marketing team at the company must determine what it is they need to produce. A brochure? A flyer? A special Web site? A television commercial? It’s never an easy decision.

At larger companies or ad agencies, members of the marketing team may get together to brainstorm ideas. At smaller companies, there may be just one marketing manager or business owner involved, sitting at a desk staring at the ceiling, hoping to come up with an answer. The question always is: What is the most effective means of reaching and persuading the target audience?

For our hiking manufacturer, the target market is active families. So the company decided that ads in family-oriented magazines—especially those that focus on family vacations, adventures, and sports—would be the best strategy.

Bringing Ideas to Life 

At this stage, the project is defined. It’s a full-page advertisement.

The next thing a marketing department or ad agency might do is prepare a creative brief. (This is explained in more detail in Chapter 3.) This document guides the writers, designers, illustrators, photographers, and others involved in actually creating the ad.

At a smaller company there may not be a creative brief. So the process is often less formal. The marketing manager or business owner might simply describe what is needed to his freelance designer or design firm by phone or e-mail.

As the staff writer for our hiking manufacturer, you will likely work closely with a designer to develop some initial ideas for the ad. These are often referred to as concepts. A concept might include two or three headline ideas and associated visuals. These may be mocked up and presented to others involved in the project so that the best idea can be selected.
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A mockup of a concept can be as simple as a rough pencil sketch or as elaborate as a full-color layout that’s nearly a finished piece.

Once the concept is chosen, you get to work writing the copy. The project leader—the marketing manager or creative director—may also need to assign a photographer, illustrator, and other creative professionals to the job. That, of course, depends on the requirements of the ad.

Dealing with Approvals 

Once the ad is completed in draft form, it gets reviewed and approved by the powers that be. In a larger company, this is usually the senior managers involved in the project. This can lead to a lot of conflicting opinions and ideas. The larger the approval committee, the longer the approval process tends to be.

In a smaller company things are a lot simpler. Typically it’s the marketing manager or business owner who approves the ad. He or she either likes it as is, hates it and sends the whole thing back to the drawing board, or requests that revisions be made. It’s the third scenario that occurs most often.
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Requests for revisions are common when creating a promotional piece. Don’t take them personally. Everyone wants to make sure that the final piece is the most effective it can be. No matter how perfect you thought your first draft was, a revision—even when you complete it grudgingly—often makes the copy even better.

Putting on the Finishing Touches 

Once the copy and design is approved, your job as the copywriter is essentially over. But that doesn’t mean the work on the promotional piece is finished. Far from it. The project now enters the stage where it has to be prepared for its intended media.

The computer files for a print ad—or any print piece—need to be carefully prepared for commercial printing. This is often called prepress or the mechanicals. It involves such issues as crop markings, color codes, and color separations.

If a promotional piece is destined for the Internet—a Web page, for example—then the computer code, usually HTML, needs to be carefully checked to ensure that everything displays and works correctly (often called preflight). The last thing you want are dead links or images that don’t appear.

Measuring Results 

Finally, the ad is completed, sent to the magazine, and appears as scheduled in the upcoming issue. Does that mean the project is finished? Put to bed? Done? Not entirely.

The final step in the process is evaluating results. Did the ad work? Did it solve the problem that prompted its creation? It’s not always easy to measure the effectiveness of a promotional piece. But when it is possible, the information can be used to make the next ad, brochure, or Web page even better.



Chapter 3 
Planning a 
Copywriting Project 

An archer would never draw a bow without first clearly seeing the target and determining how best to hit it. The same holds true for copywriting. Before you write a single word, you have to determine the goal of the piece you are writing and ensure you have all the facts you need at your fingertips to hit the bull’s-eye. Otherwise, you’re certain to miss. Planning is key.

How Copywriting Projects Are Initiated 

How does a copywriting project hit your desk? If you own your own business, the answer is obvious. If you need a new sales letter, Web page, or presentation written to help promote your products and services, you give the assignment to yourself.

[image: 9781598692518_0043_001]
When writing copy for your own business, the toughest part of the job is discipline. There is no one else to crack the whip. You’re the boss! You have to motivate yourself to sit down and put pen to paper (or fingers on the keyboard).

If you work at a larger company as a staff writer—or as a sales, marketing, or PR manager—copywriting tasks are typically initiated in one of two ways.

First, the project might be anticipated. You might have known for awhile that you’ll be writing copy for an upcoming ad or articles for the next customer newsletter. This gives you a chance to plan ahead and schedule your time accordingly.

Second, copywriting projects can come unexpectedly. The company might have decided at the last minute to participate at a trade show. Suddenly, letters and handouts need to be written—and fast.

If you’re a writer at an ad agency, every project seems to be a rush. Even those based on established marketing plans with clients are often done at the last minute, with the entire creative team scrambling and working late. This is part of the agency culture. It’s fast paced. You rarely get a chance to catch your breath. It’s five o’clock and the account executive comes to your desk and sheepishly asks, “The client needs a new banner ad written. Can you get the copy done by tomorrow at 9 A.M.?”

Whether you’re a copywriter at an ad agency or a staff writer at a company, the amount of information you receive to begin the project varies widely. You might get a detailed creative brief (explained later in this chapter) describing everything you need to know to write the copy. Welcome to Nirvana! More likely, however, the information you receive will be incomplete and you’ll have to fill in the gaps somehow. That’s why dogged research is such an important part of the copywriting planning process.

Digging for the Facts 

Imagine if someone dropped a computer CD on your desk and said, “This is our new software product. Please write a Web page to promote it to our prospects and customers.” Then he walked away.

Chances are you would chase after him, shouting questions. “Hey, what is this product? What does it do? How much does it cost? Who is the target audience? Why would they buy it?” There would be no practical way to begin writing copy without at least having rudimentary answers to these questions first.

Getting all the facts—or at least as much of them as you can—is the first step in planning a successful copywriting project. You have to act the part of a determined investigative reporter and dig for information and insights into the product and its potential buyers.

Here is a worksheet that can help guide you in getting the information you need to get started on a copywriting project.

Copywriting Information Worksheet 

• What exactly needs to be written?

• What is the scope of the project? (You need an estimate of size or length: a four-panel brochure, a nine-page Web site, a quarter-page print advertisement.)

• What is the objective of the piece? (To generate sales leads? Get orders? Build brand awareness and preference? Convey product information?)

• What is the product or service being promoted?

• What does the product look like? (Is a demo available? Is a sample available?)

• What are its features, benefits, and advantages?

• What are the different styles, sizes, versions, makes, models available?

• How does the product or service differ from similar competing products? (What does it have or do that the competition either doesn’t do as well or not at all?)

• How is the product positioned in terms of price? (Cheap? Expensive?)

• Is there a guarantee? If so, what is it?

• Are there any product reviews, customer testimonials, and other third-party endorsements available?

• Who is the target audience? (Corporate CFOs? Working moms? Tradespeople? Gaming enthusiasts?)

• What factors would motivate someone to buy the product?

• If there was just one reason why a customer would purchase this product, what would that be?

• What is the deal? Is there a special price? A money-back guarantee? Some extras thrown in?
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Sometimes the piece you’re writing is part of a larger campaign. You might be crafting the sales letter, for example, but other writers may be involved in creating ads, radio commercials, and Web pages, all tied together by a common theme. Make sure you learn what the campaign theme and creative guidelines are so you can integrate these into your copy.

Unfortunately, most projects have such tight deadlines these days that writing copy without first having all the facts has become the norm. Do the best you can. The more information you can get your hands on about the piece you’re writing, the more effective your copy will be. It will be faster and easier to write, too.

Becoming the Product Expert 

You have to thoroughly understand the product you’re writing about. You have to become a product expert. If you don’t, you won’t be able to write authoritatively about it to the target audience. And if you can’t do that, you don’t stand a chance of persuading them to buy it.

As consumers ourselves, it’s relatively easy to understand everyday products such as hairspray, computer games, and even mortgages. But what if you’re writing copy to promote a new logistics tracking software? Or a management training program? Or a marine propeller shaft bearing system? These complex business-to-business products and services require a lot of research for a novice to understand. (See the Complex Products section in Chapter 17 for tips on how to climb the learning curve quickly.)
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If you don’t fully understand a product, don’t be afraid to ask questions. Talk to your client or boss, the product development team that created the product, or the salespeople that sell the product. Get the answers you need.

Learn how the product works. Make a complete list of its features and benefits. It’s also important to understand the advantages. What qualities or features does the product have that makes it stand out from competitors? What does it do or have that is unique? An interior house paint might be odorless and therefore perfect for a child’s room. A courier service might provide overnight delivery before 8:00 A.M., earlier than anyone else. Those are examples of advantages.

Get the Background Materials 

Background materials are those things that have already been written about the product or service. So your first step in any copywriting task is to collect as much of this information as possible. After all, there may be well-written explanations, sentences, paragraphs, headlines, turns of phrase, and other existing text and ideas you may be able to use in your new copy.

Here is a list of common materials to ask or look for:



• Advertisements 

• Articles 

• Brochures 

• Case studies 

• Catalogs 

• Transcripts of speeches 

• Online demos 

• Letters and e-mails to prospects and customers 

• Flyers 

• Sales presentations 

• Internal presentations 

• Market research reports 

• Marketing plans 

• Memos 

• Press releases 

• Media kits 

• Teleselling scripts 

• Product reviews 

• Product specifications 

• User manuals 

• Promotional or how-to videos 

• Sales training materials 

• Sales letters and direct mailings 

• Sell sheets 

• Technical reports 

• Web pages 

• White papers 



Not every item on the above list will be available or even exist. Try to collect as much information as you can. This is your first step in educating yourself on the product or service, and its potential buyers.

Understand the Audience 

The target audience is the most important part of a copywriting project. After all, these are the people you’re attempting to persuade! If you don’t captivate them with your carefully chosen words, your copy will fail totally—no matter how well-written you think it is.

Think you already know enough about the target audience? You might be in for a surprise. Imagine you’re writing a sales training brochure targeting sales managers. It will be used for a trade show to be held in November. You decide on the following headline:



It’s Not Too Late to Make This Year’s Quota 



You assume that this headline will touch a nerve—addressing the number one concern of these managers.

Good guess. But you’re wrong. If you really researched this group thoroughly, you’d understand that by November and December sales managers already know how the year will end. Sales training isn’t going to turn things around within the next few weeks. What this group is really concerned about is forecasting. Upper management is pressuring them to predict next year’s sales. Knowing this, a headline like the following is likely to be more successful:



Forecast a Better Year by Factoring an Extra 9% Increase in Sales, Guaranteed 



The lesson? You can never learn enough about your target audience.
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Job titles can help you understand more about your target audience. With a little research, you’ll discover that marketing VPs travel a lot, human resources managers don’t feel appreciated by upper management, and IT managers are overworked. These may be generalizations, but they are helpful to know when crafting persuasive copy.

In the background materials you receive on the project, you might be provided with market research, demographic, psychographic, and other types of reports that will give you valuable insights into the target audience. Study these documents thoroughly.

Get Inside the Head of the Buyer 

You should understand your target audience to a point where you empathize with their problems, needs, and interests. You can never truly walk a mile in someone else’s moccasins. But you can come pretty close—with research.

The problem is there isn’t always a lot of time available. You might be asked to write an advertisement targeting librarians—a group you know little about—and have just a couple of days to do it. How are you going to get inside their heads to understand how they make buying decisions? Here are some fast-track tips that will help.



• Read what your prospect reads. Just about every group—accountants, seniors, even shuffleboard enthusiasts—have Web sites, newsletters, and other publications that target their interests. Find out what they are and review a few issues. This will give you insights into the target audience and what the style and tone of your copy should be, too.

• Haunt the blogs and forums. Want to find out what the hot issues are with a target audience? Blogs, discussion boards, and forums are a great way to find out.

• Seminar descriptions. Seminar descriptions often address the most important concerns of a target audience. If they didn’t, the seminar wouldn’t sell! Professional associations—such as the American Association for Certified Public Accountants—as well as magazines and other publications, often run seminars. You can also do a search for seminars on the Internet.

• Speak to the sales reps. Salespeople are a terrific source of information on a target audience. After all, these are the folks who deal with prospects and customers every day. They can often provide you with insights you won’t find anywhere else.

• Meet your target audience. Sometimes it’s possible to talk to a prospect or customer directly. If so, this is ideal. Alternatively, your company or client may have commissioned a survey of the target audience and has a summary of their thoughts and opinions. Ask if this information is available.

• Attend trade shows. There is a trade show for just about every professional and personal interest. These are a hub of activity where sellers and buyers meet to discuss new products, services, and ideas. You can learn a lot here from hanging around the exhibits and listening to the questions asked and the issues raised. It’s an education.



You can’t always get all the answers, but try to create as clear a picture as you can of your target audience. Even little differences can be significant. A thirty-five-year-old homeowner raising kids and building a career does not have the same buying criteria as a fifty-five-year-old planning for retirement. You need to know these differences before you can write an effective brochure pitching an investment advisory service.

Project Chitchats 

“I want to discuss a new project with you,” your boss or client announces. “Let’s schedule a phone appointment for 3:00 P.M. this afternoon.”

Chances are this will be one of the most important discussions you’ll have about a new copywriting project. You’ll learn what background materials are available, who to contact when you have questions, the scope of the project, and much more. So don’t take this kind of meeting lightly. You’ll need to listen closely and ask questions to ensure you get all the information you need to write the most effective copy possible.
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Project briefings by phone or in person are common at ad agencies and at corporate marketing and PR departments. It’s the customary way to kick things off to make sure everyone hits the ground running.

If you’re new to the process, take good notes, ask questions, and don’t be afraid to speak up if you don’t understand something. There are no dumb questions at a project meeting. Everyone—especially the person in charge of the project—wants to make sure that everyone else is on the same page and thoroughly understands what’s expected of them.

Interview Smarts 

Another common way that copywriters research the product and target audience is through interviews. Just like an investigative reporter, you may have to, “stick a microphone” in front of your boss or client, a product expert, a salesperson, or even a customer, and ask questions.

Usually these interviews are conducted on the phone, but they can also be handled in person. Follow these tips:



• Always make an appointment. Never just call and start asking questions. Schedule a day and time that is convenient for both of you. This gives you both an opportunity to prepare.

• Do your research first. The contact will appreciate that you’ve done your homework and learned all you can about the product and the target audience before the interview.

• Prepare a list of questions. This helps to ensure you get all the answers you need. (Use the Copywriting Information Worksheet featured earlier in this chapter.)

• Take good notes. It’s embarrassing if you have to call back and ask a question again just because you didn’t write the answer down.

• Ask if you can follow up. You may have questions later on. Ask the interviewee if he or she is available for follow-up questions. Some people prefer that this be handled by e-mail.

• Use a tape recorder if you have one. When you record a phone conversation, always inform the other party. It’s not just a courtesy. In some jurisdictions, it’s the law.

Teleconference Tips 

Teleconferencing is popular to say the least. There is probably a teleconference unit on every boardroom table in America! As a copywriter, you will no doubt be invited to one of these group telephone meetings to discuss projects and brainstorm ideas. That’s because it’s so difficult these days for corporate managers, agency personnel, and others involved in a project to be in the same room at the same time. Virtual meetings have become the norm.
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What is a teleconference?
It’s simply a meeting held over the phone for three or more people. Typically, you’re given a special dial-in phone number and access code, along with the date and time of the teleconference. Sometimes you’re also provided with a special Web address where you can view visuals during the meeting and make notes on a virtual blackboard that everyone can see.

Here are some useful teleconference meeting tips:



• As people introduce themselves, write down their names on a piece of paper. This will help you keep track of who’s saying what during the discussions.

• If you do lose track and need to know where a comment or piece of information came from, simply ask the speaker to identify himself again. For example: “Who said that? Was that you, John?”

• If you’re one of the first few people to “arrive” at the teleconference, it’s normal to chat before the other participants call in. But be careful what you say! Avoid negative talk about people who haven’t arrived on the call yet. They could be there already, quietly listening to every word you say!

• Teleconferences can sometimes drag on, but stay tuned in. Don’t do anything that is distracting, such as surfing the Internet, doodling, or working on other projects. You want to be able to give a good answer when you’re called on for an opinion.

• Ask if you can be added to the e-mail list of anyone who is taking notes. And take good notes yourself, too. Don’t assume that you will automatically receive a summary of the call. You may not.



During a teleconference, or any type of project meeting for that matter, you might be put on the spot by someone asking you for some initial ideas: “Hey, Karen. What sort of headline do you think would work best in this ad?” Unless you’re the kind of person who can come up with great ideas on the fly, it’s best to say that you need time to absorb the information: “I’ll get back to later.”

What Is a Creative Brief?

A creative brief is simply a document that provides a detailed overview of the project. It often includes such information as:



• The goal of the project or campaign 

• What needs to be created 

• The product or service featured and its top features and benefits 

• Details on special offers, pricing, or incentives 

• Insights into the target audience 

• An analysis of the competition 

• The project schedule



Creative briefs can run the gamut from a simple one-page overview to a multipage tome containing detailed instructions regarding the writing style, tone, and formats—even suggested headlines!
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A creative brief can also be known by many other names. Copy brief, project plan, copy platform, project brief, scope document, creative plan, and project worksheet are just a few names you might run into.

These documents are typically prepared by the creative director or marketing manager. However, you as the copywriter may also be involved.

If you work for an ad agency, design firm, or public relations agency, there is little doubt that you will be given a creative brief. It’s the standard way these firms communicate project details to staff and freelancers.

If you’re writing copy for yourself or your own company, you should prepare your own creative brief. It will keep your copywriting on track and help you coordinate more effectively with others involved in the project, such as your graphic designer.

Here is a sample of a very simple one-page creative brief.



Creative Brief for ACME Freezers brochure 

Objective: To help our salespeople present the benefits of ACME Freezers.

Target audience: Independent restaurant owners.

To be created: A four-panel brochure.

Key messages:

• ACME Freezers are more expensive than other comparable walk-in freezers.

• They use less energy—saving 10%–20% on electricity charges compared to other walk-in freezers.

• The battery backup will maintain the temperature for 24 hours in the event of a power failure, reducing the risk of food spoilage.

• Comes with a full 7 year warranty—two years more than the competition.

Characteristics of a typical buyer:

• Restaurant owners who have recently expressed an interest in walk-in freezers.

• They want to save money. (Profit margins can be slim in the restaurant business.)

• They also want to comply with health and safety regulations.

• They also take pride in having modern kitchen facilities. (Their restaurant is like a second home to them. And, in fact, they spend more time there than their own homes.)



Timelines: Copy outline due ____.           Final copy due ____.





End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   
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