
 

 
 
Module Two, Copywriting Tactics 
Video Five, Terms to Know 
 
Here’s what you’ll learn: A whole bunch of general terms and definitions 
you will need and will use regularly throughout your career. So take careful 
notes—these will come up again and again. Let’s get started. 
 
There are going to be more terms to follow as we get into specific types of 
copywriting and the project lifecycle, but these are important ones to get you 
started with. Here’s what we’ll start with first. Lorem Ipsum – also called 
“Greek” as in “Can you add some Greek here?” Or “Greek this for me”. 
Lorem ipsum is filler copy used to take the place of real copy when the real 
copy isn’t ready yet or when real copy would distract from a design 
discussion. The made-up words lorem and ipsum are the first two words in a 
string of made-up words used to take the place of real words. (There are 
lorem ipsum generators on line where a designer can go to copy and paste as 
much of the made up copy as they need to fill a space.) 
 
 The purpose of lorem ipsum is to have something to put in a layout where 
real copy would later be without people naturally getting distracted by trying 
to read the copy. Lorem ipsum allows people to evaluate a layout without 
reading real copy. So lorem ipsum is not actually something you write, it 
takes the place of the things that you write.  Lorem ipsum, by the way, is not 
actually in any way Greek. It is entirely made up, but because it sounds 
Greek, some people refer to it as Greek. Similar to lorem ipsum is FPO, 
which stands for For Placement Only. FPO is similar to lorem ipsum in that 
it’s used as a substitute for something real, but it’s more commonly used to 
refer to images. Let’s say, for example, that a designer is putting together a 
fall catalog, but they don’t yet have the image in for a certain sweater. So the 
designer would put in a similar image and mark it as “FPO” so that people 
can evaluate the layout even though they don’t have all of the final images in 
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yet. It says “Don’t evaluate that image, but evaluate everything else on the 
page.”  
 
 Copy deck: again, this is another way of referring to your copy document, 
your copy doc. It’s that Word document in which you write out all of the 
copy for the project. By now, of course, you’re very familiar with that. An 
A/B test or a “split test” is a test that pits two of the same things against each 
other with one element that is different. We’ll get into this a bit more as we 
get into actual print and interactive copywriting, but one of the benefits of 
copywriting in advertising and marketing is that you can actually test to see 
which offers or which copy work better. Say that you’re not sure if your 
target audience will respond better to reading a subject line that leads with a 
percentage discount or an urgency message. You could send one subject line 
that says “Limited time! Save 20% on new fall fashions” to half of the list 
and another subject line that says “Save 20% on new fall fashions. Limited 
time only” to the other half of the list without changing anything else in the 
email at all. Your goal is see which subject line gets more people to open the 
email. You’re splitting the list; you’re testing recipe A versus recipe B and 
because you only made one change to the emails, you can attribute the 
difference in open rates directly to the change in the subject line. 
 
 A multivariate test, on the other hand, is a test that pits two things against 
each other with multiple variables. Going back to that email test we were 
talking about, if you change the subject line but also, perhaps, the headline 
or a picture or the call to action, you can send one version to half the list and 
the other version to the other half. You’re still splitting the list, but this time 
you’re changing multiple variables—hence the term “multivariate.” The 
only tricky thing with multivariate tests is that it’s a little bit difficult to 
attribute exactly what change it was that made the difference. 
 
A value proposition is a one or two sentence statement of a product’s benefit 
to the consumer. Essentially, it’s a promise of the value of what the product 
has to offer. It can be used internally, within the company, to guide how a 
product is designed and marketed and written about. It can also be used 
externally to convey value to the consumer, but it may be worded differently 
internally versus externally. Internal versions of value propositions tend to 
talk a lot more about the company’s goals and where the company sees the 
product going, while an external version of a value proposition is all about 
what the value is for the consumer. 
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 USP stands for unique selling proposition. Some people also call it the 
unique selling point. This is the one thing that sets a product apart from all 
other competitive products. You must understand something’s USP in order 
to successfully market it or sell it. After all, in order to convince someone to 
buy something, you have to explain to people what sets it apart from the 
competition and makes it better or, at the very least, different. But it’s not 
just products that need to set themselves apart, it’s professionals, too—and 
we’ll talk about how the USP relates to you as a copywriting professional in 
the last module as we go through how to build your business.  
 
The tone guide is a document used to guide the marketers, designers and 
copywriters in a company as to the brand voice, the value proposition, and 
how the brand should be represented wherever it’s marketed or advertised. 
You may be called on to write a tone guide when a company launches a new 
product or brand or site; you may be called on to make changes to a tone 
guide if a company is evolving its brand and sometimes you’ll be using a 
tone guide to write for a brand that you’re new to. When you’re coming on 
to an already-established brand, a tone guide can be essential to helping you 
write copy that stays on brand and melds well with the rest of a product’s 
campaign. A persona is a description of an imaginary person who typifies 
everything that you know about a target demographic. It’s a write-up of one 
single imaginary person that helps you to wrap your mind around exactly 
who you’re catering your message writing to, what they need and what 
messages they will respond to. 
 
The kick-off is the initial meeting in which a project is “kicked off.” This 
typically involves the project manager or whoever it is that is responsible for 
the project, explaining the goals, strategy and desired outcome for the 
project to the designer, copywriter and any other pertinent team members. 
This is the meeting in which everyone gets together and agrees on objectives 
and timelines before the designer and copywriter go off and start working. 
The creative brief is the document that the project manager or client creates 
to explain the project they’re kicking off. As the designer and copywriter 
work, they’ll use the creative brief as a guide to ensure that the work they’re 
doing is delivering on what was asked for in the kick off.  
 
Concepting is when the designer and the copywriter are working together to 
come up with ideas for their project that will address the creative brief. This 
is when they’ll brainstorm the ideas and themes for it, as well as the images 
and the words that might go with them. A “concept” is the idea that arises 
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from a brainstorming session. The layout is what a project looks like when 
the designer has put the design and copy together on the computer in a 
design program. A common saying is “Let’s see it in layout before we make 
any decisions” meaning, “Let’s see what it looks like designed before we 
evaluate the concept.” Sketches are just what they sound like— they’re 
drawings on paper of images ideas paired with usually at least some copy.  
 
Sketches come right before concepting and well before layout. They can be a 
good option for fleshing out a concept a bit more to see how it works 
without your designer having to put in the time and effort to create a full 
layout. Sketches can be an especially good option to help you evaluate a 
more complicated concept or project and sometimes it will make sense to 
schedule a review with your project manager or the person in charge of the 
project to show them the sketches and make sure you and your designer are 
headed in the right direction. Mockups are initial passes at putting together a 
layout. They’re not final layouts; they’re more like first drafts of a design. 
“Mock up” is also a verb and is often used in context like “Let’s mock this 
up and see how it looks.” Mock ups come after sketches (if there is a 
sketches step) and before layout. Sometimes, though, the mock up and 
layout stages flow together so seamlessly that there’s really no distinction 
between the two.  
 
Photoshop, Illustrator and InDesign are different design programs your 
designer may use. He or she will use one on your project, if not more than 
one. The programs have all kinds of sophisticated features to help your 
designer create layouts and each really requires at least a bit of training or 
studying in order to use. Many designers find that even if they’ve been using 
a program for years, they still don’t know how to utilize every possibility 
within it. These programs are very robust. As a copywriter, you don’t have 
to learn Photoshop, Illustrator or InDesign, but, at some point in your career, 
it’s worth learning at least how inputting text works within these programs. 
Don’t worry about it too much now, but keep that in the back of your mind 
to learn later.  
 
Creative. This is a noun encompassing both copy and design. It can mean the 
work that you produce—as in someone referring to an email or direct mail 
and saying “This creative really turned out well”—but it can also refer to 
you as a creative professional. You might use it in this sense to say 
something like “As a creative, it’s important for me to find inspiration.” 
Though it might seem a bit exclusive for everyone you work with that is not 
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a copywriter or a designer (many other people are creative as an adjective, 
after all), I like this word because it encompasses both designers and writers 
and recognizes them as a team of equally creative people. You’re part of the 
creative team, not the design team.  
 
The creative review is the meeting in which you and your design partner will 
present your work to the project manager or the project owner. The creative 
review is the follow-up meeting to the kick off and reviews the work that 
was first discussed in that meeting. There will often be more than one 
creative review for a project as you get feedback from the project manager 
and make revisions to your layouts. B2B. This is shorthand for “business to 
business” and refers to a company that sells to other companies. For 
example, a medical diagnostics company that sells x-ray machines to 
hospitals or doctors’ offices would be a B2B company. A B2C company is a 
business to consumer company, or a company that sells to consumers. Any 
store or business that sells things to any kind of consumer, from mass-
marketed breakfast cereal to high-end diving watches, is a B2C company.  
 
Next steps! Congratulations! You’ve completed Module 2. Now, move on to 
your action sheets to put everything you’ve learned into practice.  
 


