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An introduction to me and how I ended up here helping you to use words more 
effectively. 
 
The important things to remember when you’re using words to promote your 
business. 
 
Put the most important two into action with an exercise. 
 
Questions – but please feel free to chip in to stop the sound of my voice. 
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Did my degree in English Language and Literature. 
 
Got a job in publishing. 
 
Realised that could do you a pretty solid marketing campaign that would come in on time and 
on budget and get you a decent response, but I’d never set the world on fire. But was pretty 
good at writing. 
 
Wanted to (a) make a move into websites, which were just taking off, (b) work for myself and 
(c) move to Ledbury. 
 
Fortune smiled – part time web copywriter role just outside Malvern, so I could do all three. 
  
Did this for eight years. 
 
In 2012, decided to take the plunge and go full time – Pippin Consultancy was born. 
 
This year I’ve started to reposition myself. This started with GrowthAccelerator at the 
beginning of the year. This is a government-funded initiative that provides coaching and 
support for businesses that are deemed to be high growth (having potential to grow 30% 
each year for the next three years). Doing this showed me that I needed to reposition the 
business to (a) be selfish and focus exclusively on writing – the high value bit of what I did 
and (b) work with organisations that put ethical practices and sustainability at the heart of 
what they do – i.e. are doing good things. 
 
For these people, I offer three specific things: copywriting support, internal communications 
support (i.e. working with the team), bid writing. 
 
As that programme finished, I became a member of the Gloucestershire Enterprise Hub, 
which works with Gloucestershire-based entrepreneurs (which I was at the time). As part of 
that, they teamed me up with a mentor who works within the charitable sector and she’s 
been fantastic at putting me in touch with the right people and a marketing mentor who’s 
been really helpful at pointing me in the right direction. 
 
The result is at the beginning of September I really feel that the journey is just beginning and 
it’s really exciting.  

3 



So onto the theme of my talk. 
 
Great title for which I can take no credit. It came from my GA mentor. But it’s a really 
catchy title for a look at five things you need to consider to make your writing as 
effective as it can be. 
 
I’ll look at the first two, then we’ll have a quick exercise. 
 
Questions at the end, but please chip in when my voice starts to get too boring. 
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We’re all only interested in what something will do for us.  
 
For example, I’m a copywriter. So what? That’s the feature. 
 
This is the benefit: I help you to grow your business by writing materials that attract 
new customers and retain existing ones. 
The benefit is the thing that makes people realise that they need you. 
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Text in italics is the feature. 
 
Text in roman is the benefit. 
 
The “so what?” test is very useful. If you can say “so what” after any statement you 
make about your business, you’re using the feature not the benefit. 
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Some general tips on how to write more effectively. 
 
Ask yourself questions about the people reading it. This will focus your mind on the 
benefits you need to push. For example, if I’m writing for marketing consultants, 
they’re going to be interested in how I can save them time. If I’m writing to small 
business owners, they’ll be interested in the time saving, but they’ll also be 
interested in the expertise I can give them. 
 
Plan the points you need to cover and decide which order they need to go in. This is 
particularly important for articles and leaflets – places there is a word limit, so you 
know you’ll get everything you need to across. 
 
Where will they be reading this – we’ll cover this next. 

7 



Put the USPs and benefits into action. 
 
Write your elevator pitch – the thing you’d say to someone asking you about your 
business. Or the thing you’d say when we go round the table introducing ourselves. 
 
I’m doing this because it’s the thing that I hate the most – take me to task if I ever say 
“I’m a copywriter and I write press releases, blogs etc” ever again! 
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The last thing I mentioned in the “Not writing for your audience” was to know where 
your writing will appear. That’s because what you’re trying to achieve and the 
approach you need to take differs slightly.  I’ll look at a few examples now. 
 
But one overriding rule: don’t forget to promote your other means of communication 
– website, Twitter name, Facebook page as well as phone number – don’t make it 
hard for people to find out more about you. 
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This is a sales tool. 
 
Cut to the chase – people know that they’re reading about a company, so there’s no 
need to be shy! You’re trying to sell to them, so you can be overt about what it is 
you’re selling and why it’s good for them. You also need to get your point across in an 
immediate way, so this isn’t the place for reams and reams of text. 
 
Don’t forget to promote your other means of communication – website, Twitter 
name, Facebook page as well as phone number. 
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Overt sales tool, so sell, sell, sell. 
 
Use keywords – these are the words that people looking for you will use on Google. 
Don’t get too hung up on it – you should be using them naturally. It’s a good thing to 
bear in mind to stop you using jargon. For example, people in the window industry 
might talk about “UPVC windows” but we talk about “double glazing”. 
 
It’s much harder to read on screen, so you need to help your readers as much as you 
can.  
 
[go to BBC website] 

11 



12 



It’s almost about looking at benefits again. You need to find an angle on what you 
want to say that will make it interesting to your target audience. 
 
“A new member of staff has just joined Acme” isn’t interesting. But “Acme’s 
confidence in the growing economy sees it take on new staff” is. 
 
Start with the most important information. That way, you won’t waste readers’ time 
and they can decide for themselves if they want to read on. 
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This is more Sue’s area than mine and it’s vitally important. 
 
Try to proof read a couple of days after writing it or better still, send to a friend, 
especially if grammar and spelling aren’t your strong points. People like me really 
notice misplaced apostrophes and the like! 
 
I also write blogs on common misspellings, so do check that out (when do you use an 
apostrophe in its? S vs Z spellings). And let me know if there are other ones you want 
me to look at. 
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What do you want people to do? 
Call you? 
Buy something? 
Sign up for something? 
Do something? 
Don’t leave them in any doubt – and remember the golden rule whatever medium 
you’re writing for – make it easy for them to do it by providing clear and 
straightforward means of communicating with you. 
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