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For all the students I have taught and those from whom I have yet to learn.





Introduction


Hello, I am a copywriter. Care to join me?


Thank you for buying this book. I hope to reveal and review the key aspects of copywriting.


Hmmm. How does that opening paragraph sound to you? Well, it starts off with a positive statement – ‘Thank you’. Next, it is relevant to this product and, finally, it is enticing. Could you do a better job? Perhaps you would redirect the approach? Instead of thanking the reader up front for buying this book (which, I suppose, may appear a little insincere), you could proceed directly to the benefits derived from reading it. Then, of course, you have to consider the type of person buying this book.


We haven’t met face to face but I can make a few assumptions about you. Firstly, the obvious ones. Copywriting interests you. Next, you probably believe that, given the right guidance, you could pursue a career in advertising or creative marketing. Perhaps you already work in the industry, which means you may be interested in picking up some tips to make your job more involving, rewarding and (let’s face it) fun.


A great copywriter needs to possess more than just an understanding of grammar. Effective copywriting requires insights into areas such as psychology, the technicalities of awareness advertising, public relations, writing for the web, sales promotions, viral marketing, podcasts and blogging, branding and much more besides …




1
what it takes to be a copywriter

To kick you off, this section defines what a copywriter is and what it takes to become respected as a great business communications wordsmith. Great copywriting calls for brilliant ideas to make your product or service stand out. So this section also considers how to unlock your creative potential, including looking at some classic copywriting rules and research tips.


Have you got the write stuff?

A copywriter is first and foremost a communicator. Great copywriters are creative strategists who use intellect to integrate the marketing and sales principles of a specific sector with a literary style that may be informative, persuasive, subliminal or a combination of all three. Through all this, a copywriter communicates product or service benefits.

Traits of a great copywriter


	Unstoppable curiosity about how things work.

	Fascination with images suggested by words.

	Enjoyment of every aspect of the media – not an elitist.

	Recognition of both ends of an argument.

	Natural leader – either passive or dominant.

	Totally interested in people and what makes them tick.

	Empathy for people’s needs.

	Vivid imagination.

	Logical, lateral approach to technical matters.

	Good sense of humour – especially when, having worked all day long to craft a great piece of writing, someone returns their emailed copy with a green line through their favourite paragraphs!



How copywriting relates to sales

Copywriting isn’t just creative writing; it is a selling skill. This applies even if you don’ t specifically sell something but want to encourage your audience to take the next step – such as donate some money to a charity.

Successful salespeople think laterally. Original thinking is essential to assimilate various pieces of information into a finely tuned message.

Make your product or service AIDCA:

Attractive

Interesting

Desirable

Convincing

Actionable.

AIDCA offers you the chance to convince your reader of a proposition through reasoning (which is why it is sometimes referred to as AIDRA). After all, without reasoning and substantiation why should anyone pay serious attention to you?

Copywriting and subjectivity

It is often thought that copywriters must write with a particular audience in mind. This is true – but not completely true. If you only ever wrote for one specific audience your copy would end up sounding as if a politician had written it; offering whatever the electorate (readership) required at that moment.

To address this, write TO your audience, THROUGH your company and with a degree of INDIVIDUALITY in mind:


	TO your audience: cover the issues that matter to THEM

	THROUGH your company: keep your corporate tone of voice and values in mind. (This delivers a sense of consistency throughout your message.)

	INDIVIDUALITY: remember that you are writing to people, not just prospects. Ensure that your copy reads like a printed conversation.



The big idea

As a copywriter it is your job to become an ‘idea transplant surgeon’. That means taking an idea out of your head and transplanting it into the mind of your reader. The tools to achieve this are meaningful words. Meaning takes its cue from interpretation. In turn, interpretation takes its cue from experience – the experience of your reader.

Here is an example: Think of an elephant. Now think of a mouse. Next, envision the mouse squashing the elephant. How would that be possible? Would the mouse be a cartoon character? Would the elephant be tiny and the mouse gigantic? Would the mouse roll a boulder from a cliff top onto the unsuspecting elephant below?

Which of these examples do you think most people could imagine as possible? Over the years, the cartoon example is the one that I have found to be most pertinent to most people. Once you understand the elements needed for readers to ‘see’ themselves using your products or services, then all you have to do is deliver your message through words and pictures that together provide meaning and understanding to your audience.

In copywriting, ideas have to be driven by powerful propositions. There are only two kinds of proposition that you can make. Either one based on logic, or one based on experience which gives context to make it logical. The hardest proposition is the one based on logic if that logic is difficult to understand because of a reader’s lack of direct experience in the subject. So if a distinguished scientist claimed that there were people living on Pluto – because his formulae suggest that they do – unless a reader can actually be shown Plutonians, such a proposition remains little more than a scientific theory, albeit one from an eminent scientist. On the other hand, if you put forward a proposition that draws on your reader’s experiences, that proposal becomes more accessible as well as acceptable.

The basic steps towards a new idea

How do we achieve a new idea? The seven basic steps are:


	Specific experience.

	Thought about that experience.

	Other experiences – material facts (perhaps not directly related).

	Consolidation of all the experiences.

	Fresh opinion or insight relating to the original experience.

	The formulation of a plan to implement a completely new experience.

	The materialization of that plan – a completely new experience or material fact.



What if nothing brilliant comes to mind?

Writer’s block may sometimes be your subconscious saying, ‘This is tiring. Let’s have forty winks and see if we can think of something else.’ So relax, allow yourself to daydream for a while. Often that leads to a thought that differs so much from your original line of thinking that it stimulates the innovative idea that you were looking for in the first place.

No one can be brilliant everyday so, if the ideas don’t come to you, simply go back to your original brief (written requirements for a piece of creative work), ensure that your copy is structured (using the proposition – lead-in – main body and lead-out plan outlined in Chapter 2) and, most importantly, remember Gabay’s Golden Rule for eliminating writer’s block: Write – then get it right.

If you don’t write the first word, the second will never follow, however earnestly you dream about it. Don’t fret about writing gobbledygook – you won’t – you have a brief. Believe in yourself and start making creative connections with your reader.

Convergent and divergent thinkers

Are you an aimed-led (convergent) or lateral-based (divergent) copywriter? Many people in business are aimed-led thinkers, and many in the creative services industry are lateral-based thinkers; in addition to taking the broad view, you also need to balance these two extremes.

 



	Divergent thinkers

	Convergent thinkers




	Look at detail from multiple perspectives

	Identify the most important data




	Produce lots of possible statements

	Select specific problem statements




	Produce lots of ideas

	Identify rich options




	Develop criteria for evaluation of options

	Choose and apply criteria




	Evaluate possible actions

	Formulate a plan for action





Gabay’s copywriting formulae

Copywriting should be one or more of the following: intriguing, involving, charming, surprising, understanding, caring and, above all, rewarding.


Copy check formula


	Before you reach for your keyboard:

	Make sure you have an appropriate brief. If not, ask for one.

	Do you understand what is required of you?

	Do you have a convincing offer?

	Prioritize the benefits.

	Dismiss irrelevant ideas.

	Set the tone of your message.





	Start as you mean to go on:

	Think about your three biggest features – choose appropriate words to reflect those ideals.

	Include the word ‘you’ or ‘your’ in the first paragraph of your message (for direct marketing).

	Make sure your introductory paragraph has some creative connection to your headline (proposition).

	Be empathetic to your audience.





	In the body text:

	Ensure your copy is appropriately structured.

	Keep the copy moving and sustain your reader’s interest.

	Use link terms: ‘like’, ‘therefore’, ‘so’, ‘however’.

	Halfway through writing, ask yourself if you would honestly want to read further. (If not, there is barely any chance that your reader will feel differently.)

	Have you covered every angle as detailed in your brief?

	Can you provide proof and endorsements?

	Have you reiterated your main benefits?





	Close the deal:

	Know where and why you want the copy to end.







OEBPS/images/9781444141337_FC.jpg
all you need to
get started

Write
persuasive
copy





OEBPS/page-template.xpgt
 

   

   
	 
    

     
	 
    

     
	 
	 
    

     
	 
    

     
	 
	 
    

     
         
             
             
             
             
             
        
    

  

   
     
  





OEBPS/images/pub.jpg





