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5 Top Tips for Good Copywriting

We al | know how to write about our business but,
habits. And writing a letter to your Auntie is different from writing a brochure or web page. Here are 5 top
tips for making sure your words really earn their keep.

1. Define what you want out of it 3. Write about benefits not features

What' s the point? What ane’ ywowetrryyiermag yt @ oadhailévé nwio
this bit of writing? I f yododomatt okon@awowhaty otulme paior

you're REALLY going to hawetdaiprol@hemwteelclainngl ocatyhaneg

else. Are you informing, selling, instructing or No-one is interested in what you do; what people really
apologizing? Do you want some action to be takeif?  want to know is what you can do FOR THEM.

so, what? Have a think about your objectives before The most powerful words you can use in any copy are
you put pen to paper (or finger to keyboard.) ‘

you' , your and ‘yours’. I

and ‘“our you're just not t
Put yourself in the shoes of your potential customer

2. Understand your audience and write about what you can do for them. Estee

| f you do only ONE thinthakl]Jéjerex d | —idopeltl, siedpeic

sai d.
n t i m ou e
some copy, this is IT. Unless you really understand ths>he really knew w%at her cus?omeyrs wanted.

you're writing for, it’s.l:'nht ti 'h@. thE)v h tte
addressed ‘“To Whom It May r%oﬁacu%\éégﬁe.eltgelxn??IYOOE&B%r?
A feature Is what the product or service has or does.

f The benefit is what it doedor the customer

picture of someone who typifies your potential
customer, you can then write directly for him or her. |
people feel you are writing for them, that you o
understand them and what Tl?elx{@yio, gp féom Eegtgrﬁ tP Iﬁe ef|tf|s&0ra§k yqurﬁeéfy
much more likely to take action. a{ 2 6 &t drikdown until you get the real benefit.

2Kl G0Q&a GKSANI LINROf SYK Thinkabouta car.
What pain, problem or need does your potential
customer have? If you know that, you can offer the

IS Ok.l uft ' 0 Int" tWe ?h.l I_ b-u yt PT O Eshlakes v complet€ saféty’ “p&ace of Find that
00KINg Tor a solution to sometning; as a customer, we whatever the my family is alyvays

mi ght not think about it Iike tR_aifions P Utlsatdndrdatterwhat @t t
bottom of every buying decision. 0% finance  you can have it

NOW-d on’ t
For example: have to wait for
| buy (too much) chocolate because it meets my need ages
for something sweet. But | choose 85% cocoatent Black look cool &
because | can’'t eat too much oft™¥d% at any one ti me,
hope I won’t end up looking like Miss Piggy. 't s n
chocolate | buy, but the answer to my problem of how
to have my cakandeat it (fortunately met by Lindt).

Feature So what? ...might need to go a
6. SYSTAG bitfurther

So you don’t just talk abou
can get it in black metallic, and 0% finance; talk about

the complete peace of mind, or the added bonus that

you can be cool and trendy within the week (depending

on what floats the boat of your customer of course; one
person’s cool & trendy migh
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4. Make it easy to read . Get it right
This of course goes without saying. Spelling, grammar,
« Write about your business as you talk about it punctuation—all must be absolutely spot on. ALWAYS
Writing should be just like talking to someone, but proof read any piece of copy. Leave it for a couple of
something very odd happens as soon as we start to hours then come back to it and read it backwardsou

write. We use words we'd Cnaer\/’er husTe’ Yin &M% vYed % ant & Voén',

because we think we're beljtn'gs m'aolrse0 parogfoeos(jS|odneaa\;toougre

sentences get longer and more complex; and generally through—-and don’t get offended

we lose the passion we have when talking about our far better to find and correct it now than give the
business. impression of sloppiness to your customers.

« Use the right language
Use language your potential customers use and 5. Call to action

understand. If your potential customer is an 80 year old This comes right back to the first point, about your
lady interested in stair dbjecfive.$ youyadtihe reger ¢ @dd songethingoas & s €

as S
t S

different tone and wor ds résultioheadiy ¢oar copy, thake iereally advisus,argl t [0 a

teenage boy about Nintendo. really easy. Don’'t hipdte you
them on every page, at the top if possible. (This is
« Think about the formatting particularly important on your websitehow many times
The format is really important in making your copy easyhave you gone to a website especially to find the phone
to read. number or email, and not been able t0?)
« Use bulleted lists much easier to read than a long
sentence containing lots of items separated by
commas.
«.Use headings so that peopl e o o ey
really interested in. A good heading can really grab the
attention too. .
. Put just one idea in each paragraph or the second one To summarise

might get missed. For good copy that works:
. 1. Define what you want to achieve.
« Less is more 2. Really understand your audience.
The other funny thing that happens when we start to . Find their pain and offer a solution.
write is the urge to write tons and tons, whereas short 3. Write about benefits not features.
and sweet is much more likely to be read and 4. Make it easy to read.
understood. Ever been faced with a page of words and . Write as you speak.

thought *“1 can’t, 1 just cal . Use the language and tone of youw r i |t

succinctly and to the point, people are much more likely customer.

to read and enjoy your copy. Good writers never use . Organise it so it']s

more words than necessary. . Be concise.
. Get it right.
.Don’t use five wordBowher & 5 Haveaclearcalltoactierand make it easy.

r C

much better than “ At this n sihce’

knocks ‘owing to the fact t ot
- Be concise. Writing is a bit like packing for holiday: you

put everything out that you want to include, then

halve it.

- White space is good.

You might love writing about your business.
On the other hand, you might not.

I f you'd rather work on your business than
offers marketing, copywriting, web content, search engine optimisation aneppaglick campaigns.
The first meeting is free and without obligation, so pleasecallue * d | ove t o hear f
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