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Selling Point VS. Sales Pitch '
You could also call this understating vs. boasting.
In terms of cOpY» this usually comes down to the
amount and/or use of particular adjectives. For
example, compare the understated “smell of pine”
to the boastful, hollow “heavenly smell of pine.”
There’s a fine line, especially as the whole point
of most copywriting is effectively to boast about

a product. As the writer, it's your call. At the least,
compare and contrast by taking any words like
“great” and “tasty” out before putting them back
in. As a definite rule, honest humanity beats phony

every time.

Is Copy Dead?

This argument pops its head up every now and
then. So is copy dead? Luke Sullivan argues that no
one reads it. Although he also points out, “Long
copy ads can be great. Even if a customer doesn’t
read every word, it looks like the company has

a lot to say.” Ken Muir makes a similar point: “It’s
all there to read if [people] want to, but the first
and last lines are really the ones that matter.”

Dylan Williams of Mother, London argues,
“[with email and text messaging] people are
respecting the written word again but also playing
with it and coming up with new words. There’s
a renewed energy and passion for language.” The
internet (i.e., websites, email, and blogsites, etc.)
has also increased the use and interest of the
written word.

The reason why copy might continue to “come
and go” could simply boil down to the need to
create advertising that stands out. Perhaps it will
be a never-ending cycle: when image-driven
communication reaches saturation point, people
will start to ignore the visual sound bite approach.
The obvious strategy is to do the opposite,
replacing the split-second image with longer,
word-driven ads, until the cycle is reversed again.

Summary
Research

Find rational and emotional reasons to purchase
the product. (Rational fact-finding: gather previous
ads, factory visit notes, annual reports, brochures,
articles, and independent test results. Emotional
reasons: discover and deduce what the target
audience is like. What’s important to them, how

do they feel about the product/manufacturer/

marketplace, and what role does each play in
their lives?)

Organize
Review what findings you haye. |
» Kee

rewrite the good points. Put the ﬁnd-and/or
the correct, logical order, Ings i

Shape
Work on the structure (beginnin

end), plus the overall “look”
argument.

Edit
Cut down the copy by a third.

8 midd|e
and ﬂow of Y(’):i:d

Rewrite
Try rewriting the whole piece from Memory, |
LAt

might produce a more natural result, Cop,
with the original version. e

Edit
Cut down the copy (if applicable).

Finesse

Work on the details; look for possible use of
alliteration, contrasting pair, or list of three. Cheg
spelling, grammar, punctuation, and sloppy

Speak

Read the entire ad out loud, not to oneself.
Adopt the appropriate tone or accent. You'l
hear immediately if anything sounds strange
or doesn’t flow.

To remember these stages, use the simple acronym
ROSE REFS. (If it helps you further, imagine

a group of sweet old ladies judging the roses at

a flower contest—the rose referees, or refs. Like
writing a piece of copy, the judging process takes
time. You have to keep returning to each item,
checking, and double checking, until you're
happy with your final choice.)



down the country at this moment

. Upand the winds of change are blowing

in time 1
ible reasons for using a cliché,

There are som:silz:s(si'e" it works perfectly with your
It may be ‘;fr’f of the deliberate use of sarcasm, or
idea), orﬁing commentary through the dialogue
asa reVeti cular character. It may also be poetic,
ofa P?;al character, a way to introduce a note
o? gr;iljarif)’ into a difficult subject, or perhaps
?thas fallen into disuse. o

In addition, there is also tbe .1nev1tab!e, useful,
and therefore overused mini cltcfzé. Unlike the
larger clichés above, if used spar}ngly, thes.e can
add a comfortable quality to a piece of writing.
These include phrases like:

« On my way

+ As a matter of fact
+ Very occasional

* Here goes

Certain visuals are clichéd too. For examples,
see Avoid Clichéd Imagery, page 34.

Puns

Like clichés, only a small fraction of puns work as
useful and effective ways to put across information
quickly, but preferably as newspaper headlines,
rather than ad headlines or copy. The use of puns
is discussed in detail on page 66.

Long Words

In general, use plain, simple, familiar spoken
English. The only time to include a long or little
FHOWn word is when absolut
S vital. And if the audience
word, what’s the point of be
the Meaning?

Long words oftep

€ precision of meaning
doesn’t know the
ing precise about

spoil the simplicity of a

se

cﬁfé;f;ce. For example, “the very occasional minor
Sounds better 55 “the 0dd minor clich¢”

Every ¢;
N Yoill’r)’ tlr_nf: YOu come across 5 long or fancy word
¥ Witing, spend 15 1o 30 seconds to think
One-syllable Vversion,

?‘lll Wordg

e e Of aCt,iVe &
: » €XCiting w, i
g moge 8 words is another way

‘(‘)rmation in a short space. It’s
but de Went” or “cut” are particularly
descrip, ; ¥ do miss the Opportunity to

50 .
IneoI'le/somethmg went or cut.

dropping Some excrem
e fme ent at the

eating, its our furn,

Coverfand.Covr eatingadl drmking e Covee clstbing.
“The Healf Edcohon Coancil.

And then when theyve fnished

For example

went  slid, bounced, waddled, jetted...

cut  hack, dissect, bite, saw...
Note, too, that verbs like these create faster pictures
than adjectives.

Gerunds
The use of too many “-ing” words make sentences
sound more complex than they need to.

For example, compare

This is part of the thinking behind avoiding
gerunds, and it’s surprising how using them
can make writing unexciting.

with

This is why you should avoid gerunds.
They gum up your sentences.

Don’t write, borrow: these
facts speak for themselves,
without the need for
Opinion or Persuasion,
Client: The Health
Education Council. Agency:
Cramer Saatchi, London,
Creatiyes: Charles Saatchi,
Michael Coughlan, John
Hegarty,
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[ —_ easily

— YOU ’Ve

e L
Y

mbarrassed?

———landno one.
— WI“ know

——gotyour

The wonderfully chatty,
empathetic tone of this ad

allows the writer to talk to

(not at) an individual young
“woman.” Client: Tambrands.
Product: Tampax. Agency: Abbott
Mead Vickers BBDO. Creatives:
Mary Wear, Damon Collins.
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sentences require prolonged concentration, whereas
successive short sentences read more like a list than

a piece of prose. Therefore, keep to an approximate

short-long-short-long sentence flow.

And a quick point about long sentences being
the result of embedded clauses (sentences within
sentences): although not unacceptable, even a
slightly complex piece of embedding is probably
better off as two sentences. Therefore, write how
it should be said (avoiding unintentional word
repetition), then try breaking it up into simpler
components. If the result sounds boring, it may
be the content that’s boring, so say something
interesting instead.

Separate Paragraphs
As with long sentence followed by long sentence,
big blocks of text are usually off putting to read.
Dividing long paragraphs up at appropriate points
immediately makes body copy more inviting to
read. (Part of what makes David Abbott’s flowing
copy for Sainsbury’s so utterly readable is his use
of relatively short paragraphs.)
' To help the piece of copy flow as you're writing
it (and to avoid producing stodgy, Dickensian-sized
paragraphs), break up each sentence into a separate
paragraph. This helps to organize your thoughts,
Str}lsture your argument, and speed up your
writing. Then once you’re done, connect the
sentences into appropriately sized paragraphs—
i::r'lg ii;l;lg%es:rsne; zx::till. (Remember, even a single

¢ paragraph.) From a design

point, be aware that tog ma

({3 n Sh
create “widows” in your ¢ ¥ishoit Paragraph

from a distance to see immi’giife?k at your layoy
and balanced it s, Y how nviting
Although there are exceptions to g,
friendly “multiple paragraphs” appr, ¢ Teader
(Samaritans’ “Reading”, Page 59, and ::h'
“Long Headline”, page 204, bot}, have :l:b?k
conceptual reasons for using a single full“'o Us.
p.alragraph of text), I would argue th;t thzj'uft-lﬁed
visual impact is usually negative, People ar:mf::
reluctant to read long copy at the bes of tim ly
why make it any harder? (See also I Copy D::i:o
page 208.) ?

Grammar Perversion

Just as the rules of grammar exist to create
reader friendliness, so too can little departures
of grammar, like the ad copy favorite, the
“verb-less sentence.”

Like this one.

Other examples include the “subject-less
sentence,” and sentences beginning with “and” or
“because.” You don’t have to break any grammatical
rules unless it aids comprehension. But if used
appropriately, grammar perversion can spice up
your copy, sharpen a point, change the rhythm, etc.

The Final/End Line
Here are three common ways to end or “sign off”
your body copy:

- A call-to-action (e.g., phone number,
website, email or street address, or other

prompt)
- A concluding fact that completes the
t
argumen ine*

« A line that relates back to the he

In traditional advertising terms, the third approach
is the most common. It shows the reader that ”
considerable thought has been put into ﬂ:;e:":s N
piece, and depending on the ton® the lr;:z et
with a little smile in the mind, almost

for finishing it.

*Note: if the ad does not have a headline,
it with the first line of copy-

then substitut®

Collect Unused Headlin®s gs. Thes

Gather any unused, alternaFive eaOdY oot
could be used for the first line OF 5 1 twee

where 11
perhaps the last, or even some



r‘r'mts o gnunusyally fong headling for

o +f Wit g00d reason tough. By
ﬂ?”?itme qouve read from e st worg
e s, incluing all hege words
(e ryng t hurry st right now
Y00 afe, aren’t you? - anyway, as we
Were saying, oy the time you gef fo tne

astword, you'll have an ided of just
fow muchtime Flang Meyer carved off
word record -3 world record - ot just
.1 seconds or 17 seconds - when she
competed in half marathon in Tokyo on

aunday. g n a pair of Reefoks;

p—)

——

.......
Nsitiong,» link:
useful .o linkjy '
e bccause the)' b"dge ‘hOUB 18 Worgy .
make copy flow from gpe tente, Sang b,
Ce 0

the next. These words or Phrase, or P“’“Bnph
DUt can ipriga € the

\ i 1 tage
use in moderation, Example, (

dozens more) include:

* So

* However
* Therefore
* First

* Second

lf ()vcrdu
Ne,
of whicy, [hcr::ly

* Additionally/In addition
* In fact

* Furthermore

* On the other hand

* But

* Indeed

« Of course

* After all

Punctuation (In Moderation)
Punctuation can add richness and texture to copy.

Examples include:
* Colon
* Semi colon
* Brackets (parentheses)
* “Quotes”
* Do, dot, dot... :

De-stress Stresses
umhmnunaﬂm.mimwu_«::
exclamation marks (1), “inverted commas,
hypbm—mludamnddbymmﬂwh
mnmm-mwwm
tone of volce (see Punctuation Marks, pige

of Three
r':..':.?awm«wamw“

that
mummnnmwp{;l‘:w;:’w“
two words, facts, phrases or 57 ¢ can g

mdbuvmmwm“‘.‘: (comedis®®
mﬁ%uﬁmmw‘w)‘m |
knowlls"nkwm- advertisiod)
Some other well-known (007

threesomes: d

. MWWM)



ict was so much
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m
five

asting Pair
e (and has often been) used for

This 12 taglines, OF body copy- Shakespeare -
headm;:,most famous contrasting pair: “To be,
- 1o be” closely followed by Neil Armstrong’s
2;}?::’5 one small steP for man, one giant leap
47 Inthe UK, Argos’s tagline used
i ous names at unheard of

nds of the Earth tagline:

. pair: fam
the Frie

1 olobally, act locally.
Tth?ljzimrasting pair is a type of “headline twist”
that the first part (word

page 61), in
ds the reader in one direction, and

ds him/her the opposite way.
that gives it power.

(examined on
or phrase) sen
then suddenly sen:
Ifs this disarming nature
Alliteration
Aliteration is another powerful tool. It’s the
occurrence of the same letter or sound at the
beginning of several words in succession, €.g., sing
asong of sixpence. Dr. Martin Luther King, Jr’s
[ Have a Dream” speech used one of the most
fumous alliterations ....will not be judged by
the color of their skin, but by the content of their
lchamcter.” This sublime example works on another
i:«'vel because it’s symmetrical: there is a balance
i::]W:E the two parts of the sentence, almost
em:' g the number of syllables. This gives it
No::‘tll’laﬂ, afxd makes it even more memorable.
g at al{lteranon, the list of three, and the
. Tasting pair can be combined. Juli ’
T Ly mbined. Julius Caesar’s
0, Vedl, ViCl” “ b . %
oy 1s both alliteration and list
e, Muha.ﬂlm d o
buterfl, i i ad Ali’s famous “Float like a
P oy 8 e f’ bee” is almost an alliteration
e of Voi o

ere |
e imp':nt:ne Mmore evident (and therefore
lemey douslynbt) than in long copy. Tone can vary
o the chml/l;rolcllt ma'lChing the unique personality
’ . tl;t:t 182 good place to start. Two
hrtdk A readcn determine how you want
Mlaugioy,, " 4% (i) the idea and (ii) the

* M€search i
chisa good place to start,

rarely saw.) Whatever to
you can mak e vou ch
, € your copy sound lik

talking to another, the better Th'l o
and engage the reader. Perh o helps to disarm
neighbor, or relative \s.rhor o picka friend,
consumer. This will h i e Pl

v Ulhelp you to get under the;
skin and talk their language. .
; O’nce you ﬁnd'thff particular tone and attitude

on f:l stray from it (it will lack brand integrity an,d
confuse the reader). From its launch, Crispin Porter
:i- Bogusky defined Mini’s tone of voice so well
it was almost as if the ads wrote themselves
(see overleaf). Remember, tone can be as general
(e.g., humorous) or specific (e.g., a type/brand
of humor) as you want to make it. For more
details on the subject, see Tone of Voice, page 49.

0ose, the more

Write in a Style or Theme
Depending on your idea, you might be able to
extend it into your body copy. In other words,
take an opening idea right through to the end. But
choose carefully: if it seems contrived or tedious to
continue a theme throughout an entire ad, drop it.
Although the two are linked, writing in a style or
theme can actually offer up more than one possible
tone. For example, a radio ad in the style of a
Valentine’s card can be written in one of a number
of serious/humorous tones within that theme,

depending on what you want.

----------------------------------

Exercise: find the classic children’s story
«Ljttle Red Riding Hood” online. Rewrite

a 200 word version in the style of either:

1) a women’s fashion magazine; 2) a horror
writer; 3) a wannabe, street-talking rapper;
or 4) the voice over ona nature show/film.

Be a Speechwriter

Famed writer Alfredo Marcantonio believes that

copywriting is closer t0 speechwriting: “It’s not

simply about informing, entertaining Or amusing
the audience. It’s about winning them over {0

a particular product Of point of view.

Copy * 808
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How to Do a Volkswagen Ad

In 1962, the following copy was written under

the above headline in 1962, and has inspired many
a copywriter ever since:

Call a spade a spade. And a suspension

a suspension. Not something like “orbital
cushioning.” Talk to the reader, don’t shout.
He can hear you. Especially if you talk sense.
Pencil sharp? You're on your own.

Facts, Stats, Demonstrations, and
Quotes
Using facts, stats, demonstrations, and quotes
within an ad help to create a convincing argument
for the client. More so than opinion. Whether used
Within the body copy or elsewhere, these create an
tmportant sense of objectivity, as if saying, “don’t
Just take our word for it” Fs, Ss, Ds, and Qs act as
part of a “need I say more” tone of voice that has
worked well for many famous campaigns. For
exa'rnple, Charles Saatchi’s “Fly” poster is made up
entirely of facts, without the need for opinion or
:2? 1'Dersu.asion. If you have a list of facts, use the
S in this chapter so they don’t read like a list

of facts,

Don’t Write, Borrow

As with radio scripts (see page 209), sometimes
borrowing a piece of writing (as long as it's
relevant) can be more effective than creating

a new, “scripted” piece of body copy. The
writer of an award-winning press campaign for
Amnesty International simply used a collection
of transcripts of the words of torture victims. T
use the same example, the “Fly” poster (OPPO“‘E)
uses barely edited text from a gover nment: 551 "
pamphlet on food hygiene. This ip applies 0
other media—TV, radio, and online writité

Clichés .
A cliché is a trite word or phrase that Jac

ed
originality because of frequent and [lJ)erl:t:g y
use. As with disguised puns evellﬁu S
cleverly modified clichés are 1:3{1 is)t' ; _
jokes. Therefore the general ru€

il them™
Here are a few examples:

. Green with envy
Cool as a cucumber
A night to remember
Family entertainment

Go for a spin




s a perfect ad
You can tell its pert
ilisl by reading 1t Client: Jafla.
Agnn‘j': WCRS/Wight, Collins
Rutherford Scott London.
Creatives Andrew Rutherford,

Ron Gallins.

The clipped: chatty entences
help to make a multiple headlines

<hort and snappy: Clien ;
London. Creatives:

. Sam Cartmell.

With good writing skills, nothing
is impossible (like starting each
sentence with the same word but
in way that still makes you want
to read it). Client: Adidas.
Agency: TBWA/Chiat/Day, 180
Amsterdam. Creatives: Boyd
Coynet, Amee Lehto, Kai Zastro,
Sean Flores, Brandon Mugar.
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" Youzan e )
You can fell a melon's p erfect
bysqueeungnt

You can tell apears perfect
by sniffing It

You can tell 3 banana’s perfect
by peelingit

You can tell aplum’ perfect
by pinching it.

You can tell an apples perfect
byshohngi/t;‘;“

N

>“€€B

Voucantéll a grapefruits
perfectjustby readingit.

% tdarore sryelfa Aptasdn. _—

E‘akn Cause Nightmaresg
ike you shopping else
e PPIN9 elsewhere.
That's why this pi

ison|y %7P' 1S piece

TESCO|

Webe for doas.
Some people are for fhe whales.
Some are for the trees.
Wefe for doas.
The big ones and the |i e oves.
The guaddians and the comeclians,
Thie pure breeds ard the mutts.
.‘«u'e for walks, run and romps.
) g et
1 Hhere were ar infrchional hols

This copy simultaneously define
the brand’s mission statement
campaign strategy, and idea
Client: Pedigree. Agency:
TBWA/Chiat/Day, L ¢
Creatives: Chris Adams,
Margaret Keene.

D

for dogs, on which dlda{x unversall

recogrized for i contr

o the gally

of life on earth,wibl be for fhat oo,
Becuuse weke for dogs.

And weve spent the last
60 years Morkug to nake themas happy
as theyVe nade us.

Dogs rule.

IMPOSSIRLE 15 JUSTABIO WORD THROWN
AROUND BY SMALL MEN WHO FIND [TEASIER
To LIVE |N THE WORLD THEYVE BEEN GIVEN
THAN TO EXPLORE THE POWER THEY HAVE
70 CHANGE IT. [MPOSSIALE 1S NOTAFAGT.
{T'S AN OPINION. {MPOSSIBLE IS NOT!;
DECLARATION, TS A DARE. wossm&

POTENTIAL. IMPOSSIRLE (s TEMPORARY.

IMPOSSIBLE 5 NOTHING.

vmﬂ‘&‘

Because I\ve known yau all
my bfe.

Because ared Rudge biogle
once made me the happresthoy on
the street.

Because you lel me play crcket
on the lawn.

. Becauseyou wsedtodance
in the kithen with » tea towel round
your waist.

Because your cheque book was
always busy on ry beha¥.

Because our house wasahways
£ of booles and aughter

Recause o counless Saturday
momings you gave up to watdha
omalboy play ragby.

Bec ause you never expected
100 much of me or let me get away
with too little.

Because of sl the mghts you
sat work iyt your desk whle | tay
slegping in fwny bed.

Because you never embarvass.
ed me by falking ab out the bwds
snd the bees.

Because Vknow there's a facled
newspaper Chpping i your wallel
i patiin i Sy

Because you aiways made me

olish the heels of my shoes as
oghtly atthetoes.

Because youle remembered
y buthday 38 himes out of 38.

Because you shil hug me when
we meet.

B ecause you shll buy my
mother flowers.

Because you've moredhan your
fair share of grey hairsand [ know
who helped put them there.

Because youre d marvelows  »
grandfather.

Becauseyou mede my vake feel
one oFthe amily

Because you winted toqo
toMcDonalds the last hime | b oug it
you lurch.

§ecause you've always been
$rere when T've needed you

Becaus you fet me male my
own mustakes and never ong e said’]
old you so!

Because you sl pretend you
only need glasses for reading

Because | dont saythark pu as
offen & | should

Berause s Fathers Oay

Bedaws e if you don¥ desvrve

Chvas Reqal who does?




Copy

Robert Sawyer describes copywri,:iing as “Not
exactly prose, not exactly poetry. . ‘

Headlines, sub-headlines and taglines (i.e., ‘
short copy) were covered in the Print, The Tagline,
and Generating Strategies and Ideas chapters.
plus, those copy tools specific to TV, Radio, and
Interactive can be found in their respective
chapters.

This chapter focuses primarily on long copy
found predominantly in print and on the web, also
known as long form, body copy, or body text. (Note:
some of the tools mentioned in this chapter can
be applied to headlines and taglines, plus TV
and radio.)

As you know, advertising is all about
©mmunication. And whether it’s with pictures or
@py it's all about simplicity. So despite what you
might think, anyone can write decent long copy.

Think of your Job not as a writer of words, but

an avo;
oider of words. You're not w

riting a novel
Ora poem (

o although these skills don’t hurt). But
Arely need to use long, fancy words. Focus

On getting do .
wn the im : :
Ptsuagiye iy portant stuff in a pithy,

Start 1, .
05 of e);fl:sfnmg the following tried and tested
"_‘PPI)'ing e Copywriting, Once you start

these bagic 1;
Mproye dramat?cs;il;lp& your copy skills will

Ce
techp; Xemples overleaf yge
gain * and styles t grea
» 800, .
There areg d cop)’ertm

W any T
f‘)nderfu Writyi L and
= e"aml)les I8

various copywriting

t effect.

g isn’t limited to print.

o t}:({;(\)/ ads that demonstrate
and Radio chapters

Yore primary gou Thread: Make it Flow
flow seamlessly,
paragraph, as if
everything up, T i

body cop)% usi th}iI: tbelcl:;?c;f z e ok
tools in this chapter) to 4 grea
According to instructor Tony
you have found a cengry] thre
a drip of water slowly sliding

; eadline (if applicable)
to the first line of body copy. Then the first line
threads into the second, and so on, until the end
line, which flows from the penultimate line of copy.
(You may wish to complete the circle by relating
the end line back to the starting point: the
headline. See The Final/End Line, page 202.) Just
be careful not to make it sound too mechanical.

as well as the other
ter or lesser extent.
Cullingham, once
ad, it should read like
down a wall; a light

Note: there are also headlines that lead the reader into the body
copy as a whole, not just the first line. (One might call this
“headline introducing body copy”)* The structure of the
headline in Sainsbury’s “Nappies” ad (see page 203) clearly sets up
the entire copy. There are more subtle approaches, too, such as the
Imperial War Museum’s “Hitler” (see page 72) which uses a highly
intriguing headline/visual to draw the reader into the copy.

“Headline introducing visual” was discussed in the
Print chapter.

Start Out with a Bang

The first line of copy has to grab the reader and
pull him/her in; it sets up the rest of the p.iece.

So start with the most surprising, persuasive, or
intriguing line first. It could be a fact, a statement,
or a comment. Maybe even a question. But as
always, keep it simple (which doesn’t always mean
short). For the ultimate invisible thread, you may
want to refer the first line directly back to the
headline. However, there is one argument that
states a very strong headline doesn’t need to be

referred back to in the copy.

Sentence Flow: Short-Long-Short-
Long-Short-Long . . N
Think of a piece of body copy like a piece oirri::c
A quick, simple note played repeatedly gets1 olo g.
Conversely, a long, drawn-out instrumental sO

« n:s : h t()
ive if 1 space” in whic
is most effective if it’s allowed “sp

i rhythm, create variety.
breath. So to give body cOPY )tlo e he

The most obvious technique 18 0 long or
length of your sentences. Successive e alors
short sentences are equally dull. Succe

o
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