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(n) Act of giving esp. information

Communication Is …



Structuring information

A ttention

I  nterest

D esire

A ction

Grab it! 
Use headlines, images, top benefit

Explain offer
amplify headline + essential info

Connect
“It’s for you”, evidence

How to get it  
make it as easy as possible





Features and benefits

Features = random facts about what you offer
Benefits = reasons why someone will want it

Teflon>> 
Non-stick>> 

Save time washing up>>

City centre location>> 
We're easy to get to, with the railway station 
only a five minute walk away>>

so you won't miss your last train.



One man’s benefit in another one’s marge



Yesterday’s wholegrain is tomorrow’s “Low GI”



We love…

A good strap-line… clarity… less text… space… authenticity… evidence



Stories

Values

Straight-talking

Personalisation

User-friendly



Before: High-quality learning environments are a necessary precondition 
for facilitation and enhancement of the ongoing learning process.

After: Children need good schools if they are to learn properly.

Before: If there are any points on which you require explanation or 
further particulars we shall be glad to furnish such additional details as 
may be required by telephone.

After: If you have any questions, please phone.

Plain English



Top copy tips: process

� Read lots
� Imagine you are face-to-face 
� Think what you want to say, before you start
� Don't use the first ideas that spring to mind; leave it overnight
� Test your copy - colleagues, audience

Adapted from Heather Maitland’s Marketing Manual (ACE)



Top copy tips: content

� Concentrate on the most important benefit(s) 
� Back it up with facts
� Describe the experience
� Tell stories 
� Find meaningful endorsements
� Don’t forget call to action



Top copy tips: style

� Say what you need to as simply as possible
� Play to different learning styles
� Be authentic, manage expectations
� Lay-out and images should help not hinder (ask a designer!)
� Where info goes should determine tone, length etc
� Avoid hype, jargon, clichés, self-congratulation
� Avoid “officialese”, unnecessarily impersonal tone
� More than 7 bullets is too many



The Elevator Pitch

“ a concise, carefully planned, and well-practised description your 
mother should be able to understand in the time it would take to
ride up an elevator”… it’s not a sales-pitch”

30 - 60 seconds
WHAT, WHY, WHO
Remember AIDA
Where brevity and passion meet



And remember….

� And your point is?
� Less is more
� Don’t protest too much
� A picture CAN be worth a 1000 words
� DTP doth not a designer make: keep it simple



Say all you have to say in the fewest possible words, or your 
reader will be sure to skip them; and in the plainest possible 
words, or he will certainly misunderstand them.

John Ruskin


