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Formatting copy for  

multiple channels 



http://www.slideshare.net/coolstuff/poynter-eyetracking-study-march-07 

Offline vs Online reading style 



Print reading 



Online reading 



Email reading 



Mobile reading 



Mobile content factors 



Mobile content factors 



• Plan for mobile first 

• Shorter headlines 

• Focus more on lead-in 
paragraphs 

• Short summaries where 
possible 

• Smaller ‘chunks’ of text 

• Only ask for required 
information 

 

Mobile content factors 



Using the inverted pyramid 

Summary 
Explanation 

Quote 
More information 

Quote 
Background 

 



• 7 ± 2 Principle 

o Short term memory can retain 5-9 things at one time 

• Create pyramids of logically related items 

o Group ideas in logical ways to make them easier to 
remember 

• Order your ideas from the top down 

o Summarise the main idea before going into more detail 

Top down thinking 



• Use words that are appropriate to your audience 

• Say what you mean 

• Use the simplest words you can 

• Avoid jargon where possible 

• Imagine talking to your reader 

Words 



Formal 

• Additional 

• Advise 

• Applicant 

• Consequently 

• Ensure 

• In excess of 

• In respect of 

• In the event of 

• On receipt 

• On request 

• Particulars 

• Per annum 

• Prior to 

• Regarding 

• Should you wish 

• Terminate 

Informal 

• Extra 

• Tell 

• You 

• So 

• Make sure 

• More than 

• For 

• If 

• When we/you get 

• If you ask 

• Details 

• A year 

• Before 

• About 

• If you wish 

• End 



Don’t waste words 

• Especially up front… 



Impact 

Use short words and phrases: 

– 1 – 3 words in multiples 
 

– Delete short words, eg  
Deal/day 
 

– Focus on the benefits 

 

– Put keywords at the front 

 

 







‘Snappy’ emotive words 

• Love 

• Hate 

• Cash 

• Risk 

• Care 

• Give 

• Huge 

• Best  

• Worst 

• Win  

• Lose 

 

 

 

 

• Boost 

• Safe 

• Chop 

• Fizz 

• Crash 

• Crack 

• Burn 

• Live  

• Die 

• Kill 

• Rip 

 

 

 

 

 



Exercise  

Use shorter words 



Exercise  

Use shorter words 



Mines and Money London is Europe’s leading mining 
investment and capital raising conference and 
exhibition, bringing together over 3,000 investors, 
financiers, brokers and mining developers, for up to five 
days of business matching, knowledge sharing and deal-
making. 

 

With over 200 mining companies on display, some of the 
world’s largest natural resources fund managers in 
attendance, and a packed programme of keynotes, 
market analysis, company presentations, panels and 
workshops, Mines and Money London is designed to 
reinvigorate the industry, with fresh investment and 
capital raising ideas and opportunities.  

  

  

 

Keep sentences short 

37 words 

50 words 

http://www.minesandmoney.com/london/exhibitors-2013/
http://www.minesandmoney.com/london/exhibitors-2013/
http://www.minesandmoney.com/london/which-financiers-will-you-meet-at-mines-and-money-london-in-2013/
http://www.minesandmoney.com/london/download-the-advance-agenda/


Mines and Money London is Europe’s leading mining 
investment and capital raising conference and exhibition. 

 

We bring together over 3,000 investors, financiers, brokers 
and mining developers. 

 

You will get up to five days of business matching, knowledge 
sharing and deal-making. 

  

  

 

Keep sentences short 

Break things down 

15 words 

15 words 

11 words 

• Stick to one thought per sentences  

• Maximum length 15 – 20 words 



Bullet point lists 

• Stick to one idea per paragraph 

• Write 1 – 2 sentences per paragraph 



Exercise 

Break this copy up into smaller chunks 

 



Keep paragraphs short 

• Stick to one idea per paragraph 

• Write 1 – 2 sentences per paragraph 



MyPostgradApps is our free, easy to use application management 
tool helping you keep all the information about your masters 
course applications, funding applicatins and the open days you 
want to attend, all in one place. As you browse around 
MastersCompare and PostgraduateStudentships, you will see a 
green button on each course listing or funding page: click this 
green button to add your chosen opportunity to your account on 
MyPostgradApps, - then when you are ready, go to your account 
page on MyPostgradApps and you will find an application record 
has been created for each of the opportunities you selected You 
can then add to the record, each time you speak to somebody at 
the university about the course, or attend an open day. You can 
copy emails to your account on MyPostgradApps and link them to 
the different applications. And you can store information and copy 
you have written that you need for more than one application, 
easily in one place. 

Exercise: 

Break into shorter paragraphs 

5 sentences 



MyPostgradApps is our free, easy to use application management tool. It 
helps you keep all the information about your masters course applications, 
funding applications and the open days you want to attend, all in one place.  

 

As you browse around MastersCompare and PostgraduateStudentships, you 
will see a green button on each course listing or funding page. Click this 
green button to add your chosen opportunity to your account on 
MyPostgradApps. 

 

When when you are ready, go to your account page on MyPostgradApps and 
you will find an application record has been created for each of the 
opportunities you selected. You can then add to the record each time you 
speak to somebody at the university about the course, or attend an open 
day.  

 

You can copy emails to your account on MyPostgradApps and link them to 
the different applications. And you can store information and copy you have 
written that you need for more than one application, easily in one place. 

Exercise:  

Break into shorter paragraphs 

2 sentences 

2 sentences 

2 sentences 

2 sentences 



• Use shorter words where possible 

• Short sentences: One thought, 15 – 20 words max 

• Short paragraphs: One idea, 1 – 3 sentences 
(depending on context) 

• Bullet point lists of 2 – 5 items 

• Numbered lists of any length 

Checklist: Formatting copy 



Getting attention and 

engagement 



AIDCA 



Attention 

Interest 

Desire 

Conviction 

Action 



• Grabbing and holding onto attention, and not 
distracting someone when they are paying attention to 
something, are key concerns 

• People are easily distracted  

Source: Susan Weinschenk, The Psychologist’s View of UX Design  

http://uxmag.com/articles/the-psychologists-view-of-ux-design 

Attention 



Four categories of heading: 

• Label 

• News 

• Benefit 

• Curiosity 

 

Headings & subject lines 
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 Psychology of numbers 

• Instructional: Group in small odd numbers:  
3, 5, 7, 9 

• Curiosity or entertainment: Unusual numbers like 11, 
17, 29 or 57 draw attention and look more ‘authentic’  

• Ranked lists: People search for lists ending in ‘0’ 

 



Ambiguity 



Avoid ambiguity 



• The purpose of a headline is ‘to make you read the rest 
of the copy’ 

• Make headlines and sub-headlines clear, concise and 
compelling 

• Answer the question ‘this story is interesting because…’  

• Does your headline answer the ‘so what?’ test? 

Headings 



Remember, a good heading… 

• Gives the reader a good idea about the content 

• Is the first (possibly last) thing people see about the page 
content 

• Is likely to be used as the linking text from other pages 

• Is usually one of the few elements visible on social sharing 
sites 

• Is the best opportunity to market the content 

 

 



Consider one of three options for each: 

• News 

• Benefit 

• Curiosity 

 

Write a heading for each piece 



Copywriting style essential 



• Be clear and coherent 

• Use active verbs 

• Be as ‘human’ as possible 

• Use your readers’ words 

• Where appropriate, write in the first person: 
‘we’, ‘our’, ‘us’ 

• Refer to readers as ‘you’  

• Avoid empty content – space filler,  
happy talk, etc 

Style 



Marketese 



• Readers struggle with the passive voice, so use the 
active voice: 

• Good: You – are reading – this text 

• Bad: This text – is being read – by you 

Active voice 



• Don’t put too many words in front of the subject: 

• Good: I will finish this piece by the end of the morning 

• Bad: Given the problems I’m having getting my 
attention focused and getting down to work, I will not 
take a break until I finish this piece 

Subject – Verb – Object 



• Readers understand better when the chronology is 
correct (cause and effect): 

• Good: When I finish this piece I’ll take a break 

• Bad: A break will be taken when I finish this piece 

Chronology 







• Cliché 

• Jargon specific to an industry 

• “Marketese” 

Steer clear of… 







 

 

 

‘Users detest “marketese”; the promotional writing style 
with boastful subjective claims (“hottest ever” or 
“internationally recognised attractions”).  

 

Web users are busy: they want to get the straight facts. 
Also, credibility suffers when users clearly see that the 
site exaggerates.’ 

 

 

Source: Concise, Scannable and Objective: How to Write for the Web, John Morkes and Jakob Nielsen 

Marketese 



Exercise: Edit for style 

Rewrite the copy provided. Get rid of: 

• Passive voice – make it active 

• Bad chronology 

• Words before the subject 

• Jargon 

• Cliché 

• Marketese 

 



Lunch 



Tone of voice 



What is your tone of voice? 

  



Tone is based on values 

  



What are your key values? 

• Apple: innovate, inspire, dream 

• Innocent: cheeky, fun, everyday 

• Red Bull: adventure, try, adrenaline 

 

Write down your key values in three words? 



Authentic tone of voice 

  

Writer Brand 

Authentic voice 



Rational  

• Aid 

• I regret 

• Completed 

• Combat 

• Difficult 

• Donate 

• Gratification 

• Observed 

• Pleased 

• Receive 

• Reply 

Emotional 

•  Help 

•  I’m sorry 

•  Finished or Ended 

•  Fight 

•  Hard or Tough 

•  Give 

•  Enjoyment 

•  Seen 

•  Happy 

•  Get 

•  Answer 

Rational vs Emotional words 



Email subject lines: Personal 

• I saw this and thought of you 

• A gift for you 

• I’d love to talk 

• Let’s catch up 

• Remember me? 

• Could you do me a favour? 

• Are you…? 

• Do you…? 

• Hi Tim… 

 

 



Body copy 



Credit: http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-

work-wonders/ 

http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
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http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
http://sendsmarter.co/10-overlooked-email-subject-lines-that-might-work-wonders/
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Promoting 
your 

organisation 

Useful links 
to other 
sources 

Interacting and 
socialising 

• Offers 

• Promotions 

• News 

• Features  

• Insights 

• Opinions 

• Blog posts 

• Tips 

• Other websites 

• Tools  

• Resources 

• Surveys 

• Data 

• Video 

• Images 

• Conversations with other users 

• Responding to followers 

• Personal touches 

Social media & the Rule of 3rds 



* 2. Useful link to other 
people’s content 

* 1. Promoting Dell’s own 
content  

* 3. Interacting & Socialising 
with personal touches 
(humanising the brand) 

Stephanie @ Dell 

https://twitter.com/StefanieAtDell 



* 3. Interacting & Socialising 
with personal touches 
(humanising the brand) 

* 1. Promoting Sage Pay’s 
content  

* 2. Useful link to other 
people’s content 

Amy @ Sage Pay 

https://twitter.com/Amy_SagePay 



David @ HSJ 

https://twitter.com/dwilliamsHSJ 

* 3. Interacting & Socialising 
with personal touches 
(humanising the brand) 

* 1. Promoting Health 
Service Journal’s own 
content 

* 2. Useful link to other 
people’s content (retweet) 



Voice & tone guide 



Exercise: Tone of voice 

Describe your organisation in three different ways, 
using different degrees of formality in each. 



Coffee break 



Writing to persuade 



Logic 

Values Emotion 

The 3 elements of persuasion 



• Arguments  – usually constructed out of words and 
numbers 

• Rationale and reasoning 

• Data, statistics, proof 

 

1. Logic 



• Claim – what you assert to be true 

• Evidence – what supports your claim 

• Warrant – why you can make the claim based on 
the evidence (often implied as it’s an assumption) 

Source: David Zerfsky, Argumentation: The Study of Effective Reasoning, 2005 

What makes a good logical 

appeal 



• Based on human factors 

• Often affected by pictures, especially pictures of 
people 

• Stories convey emotions 

2. Emotions 



Example A 
Food shortages in Malawi are affecting more than three 
million children.  

 

In Zambia, severe rainfall deficits have resulted in a 42% 
drop in maize production from 2000. As a result, an 
estimated three million Zambians face hunger.  

 

Four million Angolans — one-third of the population — 
have been forced to flee their homes. More than 11 million 
people in Ethiopia need immediate food assistance. 

|  83 



Example B 

Any money that you donate will go to Rokia, a seven-year-old 
girl who lives in Mali in Africa. 

 

Rokia is desperately poor and faces a threat of severe 
hunger, even starvation. Her life will be changed for the 
better as a result of your financial gift.  

 

With your support, and the support of other caring sponsors, 
Save the Children will work with Rokia’s family and other 
members of the community to help feed and educate her, 
and provide her with basic medical care. 

|  84 



• Shared beliefs – individual, community and cultural 

• What’s important to you and your reader 

• Credibility – experience, success, reputation, 
similarity (with your audience) 

 

3. Values 
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Features Benefits 

Product or service 
focused 

Customer focused 

Things People 

What the company  
is offering 

What it can do for you 

Logic  Emotion 







The problem/solution dynamic 
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B2B/B2C Charity Social 
behavioural 
change 

Problem  The audience People/places 
you’re trying to 
help 

The audience 
(eg smoking, 
littering) 

Solution Product/service The audience The audience 
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B2B/B2C Charity Social 
marketing 

Problem  The audience People/places 
you’re trying to 
help 

The audience 

Solution Product/service The audience The audience 

Message Focus 



Powerful benefit words 

• Get 

• Gain 

• Easy 

• Quick 

• Fast 

• Cheap 

• Free 

• Now 

• Boost 

 

 

 

 



Getting the copy balance right 

FEATURES 
second 

25% 

BENEFITS 
first 

75% 



Put ‘You’ before ‘We’ 
Dear [Name], 
 
I am writing to you to invite you to apply for the American Express Gold Card.  
And, you know, to be honest I should have done so a while ago. 
 
You’ve been with us now for five years and, in that time, you’ve been one of our 
best Personal Cardmembers.  Not only have you used the Card regularly, you have 
also been meticulous about settling your account each month (which is always 
appreciated).  I know that you have also extended the benefits of 
Cardmembership to your partner, too. 
 
Now I hope that you, too, are happy with our relationship and the Card you carry 
at the moment.  And if you are, I’d like to tell you a little more about The Gold 
Card. 
 
You see, I feel that you are at the stage when many people like you naturally 
incline toward the Gold Card.  Perhaps you feel the time is right for you as well. 



Put ‘You’ before ‘We’ 
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Put ‘You’ before ‘We’ 



Conversions: what do you 

want people to do? 

• Make enquiry 

• Contact you 

• Find information 

• Give you their email address 

• Apply for something 

• Follow you on social media 

• Subscribe to your email newsletter 

• Spread the word 

• Share content 

• Buy from you 

97 



Primary Conversions 
(examples) 
(main business outcomes) 

Secondary Conversions 
(examples) 
(support business outcomes) 

Submit an article Sign up for free trial 

Buy a subscription Sign up for email newsletter 

Advertise Follow/Like/Share on social 
media channel 

Click on sponsor services Leave a comment 

Primary and secondary 

conversions 

98 



Conversion trinity 

• Relevance 

• Is this content/proposition relevant to me? 

• Value 

• Is the value of the proposition communicated? 

• CTA 

• Is the next step clear? 

 

 

Source: http://www.bryaneisenberg.com/the-conversion-trinity-the-3-step-magic-formula-to-increase-click-throughs-conversions 
99 



Relevance? 

Value? 

Call to Action? 



|  
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Relevance 

Value 

Call to Action 



Value 

Call to Action 



• Tell your audience what you want them to do 

• Make the call to action short, simple, direct and clear 

• Make your call to action a command: 

• Contact us 

• Find out more 

• Pair an imperative with an implied benefit: 

• “To learn more, contact us now.” 

• People’s decision times vary, so don’t rely on just one 
call to action 

Call to action 

103 



Urgency boosts action 

• Upcoming dates…  

• Special invitation/announcement…  

• Bad news… (only 3 days left to book…) 

• We’re celebrating/throwing a party 

• Last chance /  Ends today / This week only 

 

 



Testing 427% uplift 
 



• List all the benefits you can think of 

• Write a subject line/headline and summary that 
communicates the ONE main  
benefit 

• Write from the ‘you’ perspective 

Exercise: Define and highlight 

the benefits of your proposition 



Your copywriting objectives 
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Before you write a word… 

• Creating a plan ensures that your copy is focused and 
your objectives are clear 

• Planning saves you time 

• Planning makes you more efficient 

• Planning helps you overcome writer’s block 
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Planning process 

Identify all of the following 

1. Who are you writing to? 

2. What are your reader’s objectives? 

3. How will you satisfy your readers’ objectives? 

4. What do you want your readers to do? 

5. What do you want to say? 
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1. Who are you writing for? 

 



Know your audience 
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2. Your readers’ objectives 

What is the problem faced by the reader at the 
moment? Your copy must: 

• Meet their needs 

• Answer their questions 

• Solve their problems 

• Be easy to find 

• Be easy to understand 

• Be accurate 

• Be up to date 

• Be credible 



Research your audience 

 



User research 

Get as much information on your users as you can: 

• Focus groups 

• Interviews 

• Surveys 

• Web usability testing 

• A/B or multivariate testing 

• Website, email and social media  
analytics 

• Keyword analysis 



User research:  

Groups and forums 



User research: Social listening 



User research: Social dashboard 



User research: Social insights 



Create personas 



Use personas 



Exercise: Focusing on the  

end user 
• Research your readers’ needs and goals 

• What do they want to find out? 

• What problems do they need solving? 

• What issues/topics are they talking about right now? 

• What content could you create to meet these needs? 

 

Listening channels: 

• Google trends 

• Online forums or discussion boards 

• Twitter search 

• Facebook or LinkedIn groups 
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3. How will you satisfy your 

readers’ objectives? 

What is the solution provided by the product, service or 
information that I’m offering with this content? 
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4. What do you want your 

readers to do? 
• Buy from you 

• Make an enquiry 

• Contact you 

• Visit your website 

• Find useful valuable information 

• Stay longer on your website 

• Share your messages 

• Give you their email address 

• Give you their honest opinion 

• Submit content 

 



Define SMART goals for each area of your 
copywriting activity, for example: 

• ‘Get 1,000 new email subscribers by end of 
December 2016’ - Awareness 

• ‘Get 300 new responses in November 2016’ - 
Engagement 

• ‘Gain 100 Retweets for our key announcements in 
3rd quarter 2016’ - Advocacy 

 

5. Your SMART objectives 
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6. What do you want to say? 

Identify the following things you want to get across: 

• Key message – describe your one key benefit 

• Supporting information – what does the reader need to know 
to take action 

• Feelings – excited, worried, reassured, desperate  

• Commitment – buy now, share, submit content 



1. Who are you writing to? 

2. What are your readers’ objectives? 

3. How will you satisfy your readers’ 
objectives? 

4. What do you want your readers to do? 

5. Your SMART objectives 

6. What do you want to say? 
 
 Key message 

 
 Supporting information 

 
 Feelings 

 
 Commitment 

Plan a piece of copy using the 

planning sheet 



Any questions? 



What one thing will you take 

away from today and do 

tomorrow? 



If your IDM experience has been good enough to share, introduce 
a colleague to us and you could earn up to £200* in rewards. 
… To find out more and to view full T&Cs visit theidm.com/i-recommend 

 
Or, attend another IDM course yourself and receive 10% discount 
on your booking!  
… Find out how at theidm.com/save 

 



If you enjoyed this course, you may be 

interested in… 

• Email Marketing: Strategy and Tactics 

     theidm.com/cme 

 

• Search Engine Optimisation (SEO) 
theidm.com/seo 

 

• Content Marketing 
theidm.com/cmk 

 

 

 

@theidm 
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