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Overview 

This book describes the techniques that marketers and 
advertisers use in their writing (their “copy”) to
convince customers to purchase products or services. It 
discusses how it is crucial to deeply understand your 
audience, and how to best promote the features of a 
product or service. Always be revising and editing your 
copy until the brand’s message comes across crisply
and clearly, providing the audience what they want. 

“Language is the brand’s personality.” 

Chapter 1. Getting to Grips with Copywriting 

Copywriting, a vital part of design communication, is 
about creating a message and communicating that 
message in a unique and original way. Good 
copywriting is brief, but also allows for the creativity 
and flair of the storyteller to shine through. Yet it is 
crucial to focus on the brand’s message and voice; there 
is no room for your unique personality in the copy. 

It is the copier’s job to communicate the product in a
way that pushes people in the direction of their brand. 
You must focus on telling people why you are better 
and why they need to keep coming back to you. 

With the growing amount of electronic media, gaining 
the audience’s attention is becoming more difficult
every day. The main objective of copywriting is to 
create a message that is clear and simple, designed for 
the target audience, in order to get a response for the 
company. Always create a call to action, telling your 
audience to do something in order to evoke a response. 

“Profiling” is focusing heavily on your target audience,
understanding them completely prior to writing copy. 
Research the style of language they relate to, what type 
of situation they are in, their demographics, or where 
the majority live. The customer only wants to know 
how a feature will benefit them. Sometimes defining the 
benefits can be challenging, so focusing instead on your 

audience and their needs is a good alternative, since not 
every benefit will appeal to every customer. 

Focus on the “floating voters”: the people who are on
the edge of purchasing and just need a little push to go 
through with it. Never “sell” to your audience. Instead,
keep them intrigued by simply asking if they would 
like to know more about the product. Simplicity is key. 
Pay attention to your typography, and bring designers 
and writers together to create words or phrases in a 
unique and artistic way to generate an impact. 

Chapter 2. The Art of Writing Great Copy  

Before having great copy, you need a great brief 
description – you may not be given all the information 
upfront, so it is up to you as the copywriter to perform 
your own research as necessary. It is an active process, 
and it is common to build on existing ideas by passing 
the brief to other people who contain unique 
knowledge. The 3 essential elements of a brief are: 

x Knowledge of your target audience. 
x Explaining the true message being communicated. 
x Why the target audience should be interested in the 
product or service. 

After you have created your brief, you can continue to 
investigate, research, and gather more information to 
make it easier to write your copy, but make sure you 
never miss a deadline and never lessen the quality of 
your work. Try to take on the mindset of your target 
audience. Create the copy from their viewpoint to 
capture their attention and create something relatable. 

The 3 types of briefs are (1) yours, (2) the client’s (like a
set of instructions with deadlines, milestones, and sign-
offs) and (3) the studio’s (like an internal team with a
marketing manager). Before starting the first draft, all 
information collected should be processed; read it over 
and over, taking it all in and thinking about the key 
points of information. Try to group words, phrases or 
facts based on categories, as this grouping exercise 


