
1

Copyw r i t ing
Chapter 12
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The Creat ive Team

Creative Team

Creative Concept

Art DirectorCopywriter
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Copyw r i t ing a nd t he
Creat ive Plan

Copywriting is
the process of

expressing the

value and

benefits a brand

has to offer

A creative plan
is the guideline

that specifies the

message

elements of

advertising copy
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The Headl ine

¥¥  Gives news about the brandGives news about the brand

¥¥  Emphasizes brand claimsEmphasizes brand claims

¥¥  Gives advice to the readerGives advice to the reader

¥¥  Selects targeted prospectsSelects targeted prospects

¥¥  Stimulates curiosityStimulates curiosity

¥¥  Establishes tone & emotionEstablishes tone & emotion

¥¥  Identifies the brandIdentifies the brand

Functions
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The Headl ine

¥ Ent ic e  t o  read  body  c opy

¥ Ent ic e  t o  ex am ine  v isua ls

¥ Never  c hange t ype fac e

¥ Never  re ly  upon body c opy

¥ K eep i t  s im p le  &  fam i l ia r

¥ Be  persuas ive

¥ Appea l  t o  se l f -in t e res t

¥ In jec t  m ax im um  in form at ion

¥ L im i t  t o  f i ve -e igh t  w ords

¥ Inc lude  t he  b rand  nam e

Guidelines
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Subheads

¥¥ Include important information not Include important information not
communicated in the headlinecommunicated in the headline

¥¥ Communicate key selling points Communicate key selling points
or information quicklyor information quickly

¥¥ Stimulate more complete reading Stimulate more complete reading
of the adof the ad

Functions
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Subheads
Guidelines

¥Longer the body copy, more
appropriate the use of subheads

¥ Creative directors frequently
minimize their use
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The Body Copy

¥¥  Straight-line copy  Straight-line copy

¥¥ Dialogue Dialogue

¥¥ Testimonial Testimonial

¥¥ Narrative Narrative

¥¥ Direct response copy Direct response copy

Techniques
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The Body Copy

Guidelines
¥Vary  sen t enc e
and

paragraph  leng t h

¥Invo lve  t he  reader

¥Prov ide  suppor t

fo r  t he  unbe l ievab le

¥Avo id  c l i c hŽs  and
super la t ives

¥U

se present  t ense¥U
se singular  nouns  and

verbs¥U
se ac t ive verbs¥U
se fam iliar  w ords  and

phrases© 2006 Thomson/South-Western
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Copyw r i t ing f or  Cyberspac e

¥ Cybercopy is often rooted in techno-speak

¥ It is a medium where audience has a
different meaning than in traditional media

¥ Audience often comes directly to adsÑ not passive

¥ Other ads pop up

¥ Copy is closer to print than broadcast

¥ Cybercopy is often direct response
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Copyw r i t ing f or  B roadc ast
Adver t is ing

¥ Broadcast ads offer a fleeting message
¥ Broadcast employs more sensory

devices    which can attract or distract
consumers from understanding the
message
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Wr i t ing Radio Copy
Ra dio  l i s t eners  are  no t  ac t ive
Rad io  has  been c a l led  Òverba l  w a l lpaperÓ

Radio  c an be t he  Òt heat er  o f  t he  m indÓ

Formats
¥ Music

¥ Dialog

¥ Announcement

¥ Celebrity announcer
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Wr i t ing Radio Copy
Guidelines

¥Stress the main
selling points

¥Use sound and music
carefully

¥Tailor the copy to the
time, place, and
specific audience

¥Use familiar
language

Use short words
and sentences

Stimulate the
imagination

Repeat the
product name
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Radio Produc t ion Proc ess

8. Duplicate the tape and8. Duplicate the tape and
ship to stationsship to stations

7. Mix the sound7. Mix the sound

6. Review the production6. Review the production
with the advertiserwith the advertiser

5. Edit the tape5. Edit the tape1. Solicit bids from 1. Solicit bids from 
production housesproduction houses

4. Plan special elements,4. Plan special elements,
produce the tapeproduce the tape

3. Select the talent3. Select the talent

2. Review bids, award2. Review bids, award
job, job, submit estimatesubmit estimate
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Wr i t ing Copy for  TV

¥ Can create a mood

¥ Opportunity to demonstrate with action

¥ Words should not stand aloneÑ use
visuals/special effects

¥ Precisely coordinate audio/visual

¥ Storyboard is the roadmap
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Te lev is ion Adver t is ing
Form at s

¥ Demonstration

¥ Problem and
solution

¥ Music and song

¥ Spokesperson

¥ Dialogue

¥ Vignette

¥ Narrative
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Which formats does this ad use
and does this ad still work?
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Guidel ines f or  Wr i t ing T V
Copy

¥Use copy judiciously

¥Reflect the brandÕs
personality and image

¥Build campaigns

¥U
Use the video

Support the video

Coordinate the
audio with the video

Entertain but sell the
product

Be flexible
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Slogans

¥ Short phrase used to . . .

¥ Increase memorability

¥ Help establish an image, identity or position for
a brand or organization

¥ Good slogans can

¥ Be an integral part of brandÕs image

¥ Act as shorthand identification for the brand

¥ Provide information about the brandÕs benefits
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Com m on M ist ak es i n
Copyw r i t ing

¥ Vagueness

¥ Wordiness

¥ Triteness

¥ Creativity for creativityÕs sake
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Copy Approval  Proc ess

Senior Executives

Product Manager, Brand
manager, Marketing Staff

Client

Account Management Team
Legal DepartmentAgency

Senior Writer
Creative Director

Copywriter

Account Planning
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