
 

 
 
Module One, Copywriting Fundamentals  
Video Four, How the Audience Affects the Message 
 
Here’s what you’ll learn: How to identify your audience. Who is it that 
you’re actually writing to? Who do you really want to be reading your copy? 
Then, we’ll talk about how to dig deeper to identify their needs, how to cater 
your message to meet these needs, and, finally, what to do with multiple 
audiences. 
 
So first of all, let’s start with how to identify your audience. A demographic 
is a particular group of people and the details that describe them as a group. 
The particular group of people we’re most expressly interested in here is 
your target audience, the group of people that you really want your message 
to reach. Your target audience will differ by company and brand, obviously, 
but it may even differ by product. Let’s go back to Kate Spade for an 
example of a target audience and its demographics. If you were writing for 
Kate Spade, you’d probably be focusing on reaching women between the 
ages of roughly 25 and 45, with household income of probably $50-75,000+,  
who are fashion conscious and like to treat themselves to fashion and 
jewelry.  
 
To figure out your target audience and figure out the demographic for the 
company or product you’re writing about, you’ll want to ask yourself a few 
questions. Is your audience male or female or comprised of both genders? 
How old are they? What is their average household income? What is their 
education level? What are the kinds of things they do for a living? What are 
some of their hobbies? What are some of their habits? What kinds of 
magazines do they read? What kinds of cars do they drive? Now, it sounds a 
little odd to ask specific questions like these for an entire audience, but you 
want to think in terms of common patterns within your target audience. Who 
is the perfect representation of your audience and what kind of magazines 
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does that perfect representation read? And what kinds of cars does that 
perfect representation drive?  
 
In one of your action sheets, creating personas, we’re going to go into this 
even deeper, so that will help you practice. Essentially, what you’re trying to 
identify with these questions is what makes this target audience tick? And 
what sets it apart from all other groups? What makes this group your target 
audience instead of any others? These questions are going to help you figure 
that out. Once you have a good handle on who your target audience is, you 
also want to think about how they encounter your brand. Where and when 
and how do they see it and interact with it? Is your brand or product 
something that they use regularly? Or is it something they use only 
occasionally? And, if so, why is that?  
 
Now you’re going to start to dig a little bit deeper. You’re trying to really 
put yourself in your target audience’s shoes and really take the time to 
imagine that you are this person. What are their biggest daily problems? 
What do they encounter on a daily basis that annoys them or bothers them or 
even really makes them crazy or deeply upsets them? What do they have to 
face on a regular basis? What do they find most frustrating in their lives? 
What are they most afraid of? And then, on the other side of that coin, what 
makes them happiest? What really brings them joy? What would they 
change about their lives if they could? What wouldn’t they change about 
their lives; what would stay exactly the same? 
 
Let’s move on to talking about how to cater your message to your target 
audience. Now, your copy needs to be in your brand voice of course, but you 
also want to be using words that your audience can relate to. So, for 
example, if a bank were creating a product for novice investors, people who 
are not familiar with investing at all, the bank’s copywriter isn’t going to use 
words like “high-yield capital investments” because these novice investors 
just wouldn’t understand that. It would turn them off instantly. But the 
bank’s copywriter would use words like “easy” and “financial security” and 
“protect what you’ve saved” for the novice investors. If you’ve identified 
your target audience and you have the perfect product for them and you 
convey the benefit to them, you’re still going to run the risk of turning them 
off if you use words they just don’t understand or can’t relate to. They’ll 
delete your emails, they’ll throw away your direct mail pieces, even if you 
have the perfect product for them. You need to speak to them in your brand 
voice, but you also need to speak their language. 
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 I have one note on this that I want to mention before we go on: You also 
want to be very careful to avoid talking down to your audience. It alienates 
them and you lose their trust. You see this mistake being made most often 
with preteen or tween brands where the copywriter tries to be hip and cool 
and say things like “LOL” or “OMG” or “super-hottest styles” and things 
that the teens and tweens read and instantly know was not written by 
someone who has some understanding of how they actually speak. A lot of 
websites and brands have made that mistake and have had to completely 
rewrite their brand voice to make sure that it doesn’t alienate their audience. 
Better to think it through first and make sure you’re using words that your 
target audience can relate to, not just words you think they can relate to.  
 
So how do you write your copy when your brand has multiple audiences? 
This scenario actually comes up pretty regularly. Let’s look at our bank 
example. It could have the novice investors, but it also might have very 
experienced investors. But as we were saying, you have to use words your 
audience can relate to, so while your bank has multiple audiences, you just 
can’t deliver messages that are specifically geared to each audience when 
you’re trying to talk to all audiences, all at once. Your main messages and 
your main brand encounter, like your website’s home page, should be in the 
basic brand voice and speak to the general benefits of the company, but your 
outbound messages have to be geared toward the individual audiences.  
 
What I mean by “outbound messages” is copy that you’re actually putting 
out into the world, so that would include emails, banner ads, direct mail, and 
anything like that. Also, the pages on your site that are dedicated to the 
target audiences have to be written in the language of that target audience, 
too. Gear your language to your target audience in the places that they’re 
most likely to encounter it. Don’t worry if novice investors somehow find 
their way to the pages meant for experienced investors and vice versa. Just 
make sure that the messages meant for them and the places they find these 
messages are clearly written for them.   
 
Next steps! Start noticing who ads are talking to. Can you tell when they’re 
directed at you and when they’re not? How? What specific words are they 
using that let you know that they’re talking to you or that they’re not talking 
to you? And then, when you’re ready, move on to video five: the medium 
and the message! 
 


