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ABOUT ME
‘Are you one of those blokes who does copyright, then?’

‘No, mate. That’s not it…’

It’s a common kitchen conversation at soirees, you see.

I get introduced to someone and we do the usual small 
talk.

‘So, what do you do for a living, then?’

It was easy when I was a journalist. Particularly when I 
was a sports writer, as all the blokes at these kind of dos 
would gather like wasps round cans of Lilt, eager to hear 
about the latest overpaid prima donna I’d interviewed 
post-match.

Now? Not so much.

I mean, how do you explain the intricacies of SEO copy-
writing to a bloke in a kitchen without him glazing over?

I love it, of course.

I could talk about keywords, breaking grammar rules 
and blog sentence structure for SEO all day long.

But I also know it’s guaranteed to bore the pants off 
people at dinner parties, so I just tell people I’m a writer.
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That way they probably think I’m some struggling au-
thor, who sits at home day after day in an itchy jump-
er, eating Pot Noodles while trying to come up with the 
next best-selling work of erotic fiction.

Which is fine by me.

I’m Neil Meldrum and I’m a copywriter, former journalist 
and editor who spent almost two decades in newspa-
pers.

I won a few awards and had far too many laughs and 
drunken nights out with brilliant people to mention.

But in 2017 I realised the news game was up, so ran for 
the hills and wrote a book.

Since then I’ve been creating, supplying, advising on 
and strategising over copy and content marketing for a 
whole host of businesses.

I’m a lover of honest, authentic, emotive and believable 
writing in an age where consumers of content have nev-
er been more aware of, and less likely to engage with, the 
piles of crap swilling about on t’internet.

As I write this, it’s April 2020 and we’re in the middle of 
the coronavirus lockdown.

Ninety per cent of my client base has disappeared 
quicker than a toilet roll in Asda. 

So, the creation of this handy e-book was partly out of 
marketing necessity and partly because my repertoire of 
excuses for not speaking to the wife was rapidly thinning.

I’ve read dozens of these kind of lead magnets (because 
that’s what they are) over the years and, frankly, they’re 

https://www.amazon.co.uk/Bournemouth-Fall-Rise-Astonishing-Smallest/dp/1785314424/ref=tmm_hrd_swatch_0?_encoding=UTF8&qid=1586524004&sr=8-1
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all a bit technical and theoretical for my liking.

Copywriting isn’t witchcraft or some kind of mythical 
skill that only people who grew up reading Coleridge or 
Wordsworth can do.

I grew up reading The Sun while sat on the bog for 90 
minutes every afternoon after school and I’ve done pret-
ty well from writing.

There’s not a whole lot of theory in this e-book. It’s not 
much longer than a long-form blog, either. 

But there’s plenty of experience, gut instinct and knowl-
edge from 20 years of writing copy that has made peo-
ple laugh, cry, wince and troll.

It’s those emotions that make people take action – and 
that should always be the aim with any copy.

Neil Meldrum
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- WHAT IS COPYWRITING?
Copywriters promote stuff through words. It really is as 
simple as that in its purest sense.

That could be on a website landing page, on a blog, a 
piece of print marketing, a banner, or a poster.

Words are everywhere and the vast majority of those 
you see on any piece of company marketing collateral 
will have been scribbled by a copywriter.

But, as a skill, it’s not usually something Tanya from ac-
counts, or greasy Bob from the IT department can do ‘at 
a push’.

Especially Bob with those sausage fingers.

THE BASICS
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Nike’s ‘Just Do It’ slogan or L’Oreal’s ‘Because You’re 
Worth It’ weren’t knocked up by Tan while she enjoyed a 
crafty mid-morning fag in the car park.

They were almost certainly toiled over for some time by 
some top, top copywriters and creatives.

Even Apple’s ‘Think Different’ campaign, two words that 
traditionalists believe should be banged up for aggravat-
ed assault on the Queen’s English, required the collective 
brain power of art director Craig Tanimoto and almost 
his entire team at the Chiat\Day advertising agency in 
LA – including copywriter Ken Segall.

And what do those great examples of copywriting have 
in common?

They’re all selling to you, but without the ‘selling’ bit.

Because a good copywriter doesn’t need to sell – their 
words do that bit for them.

And good copy draws people in so deeply, and on such 
an emotional level, that they don’t even know they’re be-
ing sold to.

You don’t even have to have ever bought a pair of Air 
Max to pipe up with the answer ‘Just Do It’ when the Nike 
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slogan question comes up during the weekly pub quiz 
(or Zoom quiz as they are now).

You won’t even know how you know it.

It’s just in your head, alongside the first song you heard 
that morning. 

That’s the effect great copy can have, right there.

- TYPES OF COPYWRITER
You might think a writer is a writer.

And you’d be correct to a point – anyone who can string 
a sentence together and makes some form of living from 
doing so could class themselves as a ‘writer’.

But copywriters come in many different shapes, sizes 
and forms.

And like politicians, footballers and gins, some are far 
better than others.

Many copywriters are copywriters because their first 
big-selling novel hasn’t quite worked out yet.

They spend their days penning product descriptions 
for a brand whose product offering is as dry as the pro-
verbial chip, before returning home each night, cracking 
open a bottle of sloe gin and attempting to complete the 
chapter where Bruce’s steamy love train enters Janice’s 
gaping tunnel.

Other copywriters are copywriters because they just 
love words. How they fuse together and how they make 
people feel.
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And it’s within that bunch of copywriters where the real 
gems are.
SEO copywriters
There’s something quite mysterious and almost untrust-
worthy about Search Engine Optimisation (SEO).

If you’re reading this and you run a business, I’d bet 
my last bottle of Bombay Sapphire that you’ve received 
spammy email shots or Linkedin direct messages from 
suspicious looking characters selling dodgy guest post 
services or link building campaigns.

You have? Yeah... bastards.

The actions of these black hat blaggers, of course, gives 
SEO and those who do it properly a bad name.

It’s worth pointing out at this juncture that there is far 
more to SEO than meets the eye, but a large amount of 
any successful search campaign is based around content 
– or copy, if you prefer.

SEO copywriters not only need to be decent word-
smiths, they need to be able to understand an audience’s 
needs and be able to nail tone of voice (more on that 
later).

They also need to be able to effectively use keywords 
seamlessly in their copy and be able to structure website 
copy in an SEO-friendly way – that means keyword-rich 
headings, nice short, punchy sentences and blocks of 
text broken up with more headings and bullet points.

Essentially, everything has to be digestible, both by 
Google (or Bing if you prefer) and, most importantly, the 
reader.

https://neilmeldrum.co.uk/why-seo/
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One massive mistake many SEO copywriters make is 
placing too much emphasis on the algorithm rather than 
the user.

A good SEO copywriter will satisfy both Google’s crawl-
ers and the person who was just told to ‘Google it’ by 
their flatmate.
Advertising / marketing copywriters
I suppose, in many ways, SEO copywriters fall under this 
category, too.

Because a copywriter worth his or her salt should be 
able to come up with a tagline or email subject heading 
that’s equally as effective as the 1,500-word optimised 
blog post they bashed out in the morning.

Generally, though, advertising and marketing copywrit-
ers are the guys and girls who come up with the slogans 
you see on some of your most favouritest ad campaigns.

Examples? I thought you’d never ask…

I’ve already flagged up the likes of Apple, L’Oreal and 
Nike as great examples of advertising copywriting.

Let’s add Levi’s to the list.
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Even though jeans these days have more holes in them 
than one of Jeremy Corbyn’s PMQ arguments, the tag-
line ‘Quality never goes out of style’ from denim brand 
Levi’s has really stood the test of time.

And why wouldn’t it?

The copywriter has nailed it on two fronts with two sim-
ple, yet effective words – ‘quality’ and ‘style’.

Because that’s what we want from jeans, isn’t it? Well, 
that and skinny sizing that shuts off the blood supply to 
your legs.

I could throw in KFC here, too, because ‘Finger lickin’ 
good’ is another brand slogan that has hung around as 
long as that rich auntie you last saw in 1974.

‘Finger lickin’ good’ is a piece of copywriting that evokes 
a feeling as well as an action and, let’s face it, if you’re 
licking your fingers, the chicken must be good.

KFC’s finest copywriting moment, however, actually 
came during a pretty big crisis management PR cam-
paign when restaurants all over the UK ran out of chick-
en.
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The result? This brilliant advert that appeared in nation-
al newspapers and went viral on social media.

Not only was the campaign a superb idea in its own 
right, but the copy on the ad is simple, effective, honest 
and speaks directly to the minds of KFC’s audience.

So, advertising and marketing copywriters are thinkers 
and tinkerers. Like headline writers for newspapers, the 
best ones have a creative mind that matches their vo-
cabularies.
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Technical copywriters
Like other types of copywriter, technical copywriters 
need to be able to write copy that sells.

But unlike the average SEO or advertising copywrit-
er (in most cases at least), they’ve also got to have a 
borderline obsessive understanding of a product, how it 
works and how it can solve a buyer’s problem.

And by obsessive, I mean sleep-inducing to the masses, 
but wet dream-inducing to their audience.

Basically, technical copywriters need to make two cop-
ywriting skills blend together when they don’t even want 
to be in the same postcode, let alone on the same page.

So, the technical specifications of the latest brand of 
vacuum cleaner that doesn’t need a bag and is so pow-
erful it drags you along the carpet, need to be fused 
with clear, concise copy that tells the reader how those 
specifications will help them keep their carpet cleaner 
for longer.

- WHY YOU SHOULD USE A COPYWRITER
As we established very early on in this e-book, Tanya 
from accounts and sausage fingers Bob from IT do not 
copywriters make.

That’s not to say they can’t string a sentence together. 

Tan’s Facebook diatribe about how the kids are doing 
her head in during coronavirus lockdown was a real hit 
despite the fact it only had one full stop and the effects 
of reading it with no punctuation were worse than the 
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respiratory effects of COVID-19 itself or at least that’s 
what Tan’s mate Jan said in her comment at the bottom 
of the post anyway... {aaaaand, breathe}

And Bob is more than capable of typing ‘excitable Asian 
babes’ into Pornhub’s search bar despite having chunky 
digits that wouldn’t look out of place on a butcher’s 
chopping board.

But does that mean either can come up with thousands 
of words of optimised copy that helps your new website 
rank above its main competition inside nine months? 

Or pen a mailshot to your database that speaks to them 
in such an emotive, understandable way, they drift over 
to the product page of your site like they’re in some kind 
of hypnotic trance?

Of course not.

And that’s why you need a copywriter.

Good copywriters can get under the skin of what you 
do, what you stand for and who you are. 

They’ll ask questions and very quickly get a clear un-
derstanding of who your audience is, what they love and 
what their values are.

They’ll then write copy that resonates with that audi-
ence. Copy that aligns with what they believe in.

And once that copy makes them feel something, look 
out…

That’s why you need a copywriter. But if you still don’t 
believe me, let’s dive a little deeper into that emotion I 
keep talking about.
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- WHAT IS TONE OF VOICE?
‘It’s not what you said, it’s the way you said it…’

How many times have you heard that? 

Maybe from your mum when you were younger and she 
was outlining how she wasn’t ‘angry’ just ‘disappointed’?

Or maybe during the latest coronavirus lockdown ruck-
us with your other half, because we’re just not built to be 
indoors together all the time, are we?

Anyway, I digress.

Tone of voice is not what you say, it’s the way you say it.

Look at it as if your business were a person.

Is it Piers Morgan – brash, insensitive, self-obsessed?

Or is it Prince William – understanding, empathetic, giv-
ing?

You could give both Morgan and HRH the same topic to 
talk about – one would ramble on for hours, pushing their 
own opinion on the subject in your face using over-ag-
gressive and loaded language, focusing on themselves, 
what they bring to the table and how they’d eat them-

TONE OF VOICE
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selves if they were any more chocolate.

The other would get to the point they want to make 
quickly, with strength but also using emotive and power-
ful language, focusing on how the subject affects those 
who are listening.

One’s effective tone of voice, the other is Piers Morgan.

Tone of voice is also about the words you use
Consistency is key with any kind of marketing copy – 
whether that’s blogs, static website content, social me-
dia posts, even direct mail marketing.

If you’re nailing tone of voice across all of your mar-
keting channels, you should be able to put a piece of 
content on an unbranded piece of paper in front of your 
customers and they’ll still know it’s you instantly.

How do you do it? Firstly, you make sure you’re more 
Prince William than Piers Morgan, although that’s not to 
say you shouldn’t be divisive if your audience love a dra-
ma and reach for the popcorn memes on social media.

And secondly, establish the kind of words your audi-
ence uses and use them, too.

Some of the best tone of voice strategies aren’t actually 
strategies at all.
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Innocent not only make really nice drinks, they also talk 
to their audience in a way that really resonates.

They’re all about fun – you can see that simply from 
looking at their branding.

And that really comes across in the light-hearted, con-
versational copywriting across all of their marketing 
channels, which is actually just the way the founders 
have always spoken to each other.

That’s the other thing with tone of voice – it showcases 
the people behind your business as well as how you can 
solve problems for your customers.

It makes you recognisable and unique, if you do it right, 
and builds familiarity and trust with your customers.

More importantly than that, effective tone of voice will 
make your audience feel something.

Two great examples of similar brands who have created 
vastly different tones of voice are L’Oreal and Lush.

Both are skincare brands and both have an incredible 
grasp of who their audience is and what they stand for: 

“In these little pots is every last ounce of our experience 
and expertise, along with a world of high quality, natural 

ingredients” – Lush

“Proven science, cutting-edge innovations captured in 
luxurious textures for a sumptuous skin care experience” 

– L’Oreal
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While Lush’s tone is gentle, almost soft, and focuses 
on its audience’s desire for eco-friendly and sustainable 
products, L’Oreal packs more of a punch, concentrating 
on the science behind their products and using highly 
loaded words and alliteration in ‘sumptuous skin care’.

I’ve got a massive beard and both of those little ditties 
make me want to reach for a bath bomb and some facial 
exfoliation scrub.

- KNOW YOUR AUDIENCE
If you’re going to establish a tone of voice for your busi-
ness, you need to know your audience.

Who are they? How old are they? Where do they hang 
out and what do they like to do? How do they speak to 
each other and how do they communicate?

This might sound a bit like the shreds of theory I prom-
ised wouldn’t be in this e-book, but understanding your 
audience is actually the most basic necessity of any mar-
keting and it’s really not that hard, either.

Yet so many brands fail to really nail who their custom-
ers are beyond the obvious bullet points, like gender and 
age.

You’ll need to delve a bit deeper than that if you’re go-
ing to nail tone of voice.

If you’re selling classic football DVDs and your audience 
is nostalgic, 50-year-old Dave, who’s an Arsenal support-
ing London cabbie and frequents a Gunners fan forum 
online when he’s not in the pub, speak to him in a way he 
understands.
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And not only a way he understands, but passionately, 
too, because sports fans are partial to a few tears when 
they look back on incredible moments from the games 
they love.

Something like this on a mailshot perhaps:

Dave,

Put your pint down for a minute, me old son, and think 
back to that day in 1971.

You remember? 

The roar of Wembley. 

The nail-biting, arse-clenching agony of extra-time.

That goal celebration after Charlie’s late winner.

It was blinding, wasn’t it? And even though we can’t take 
you back in time, we can help you relive it as often as you 
like…

I like to think Dave would really get that, gaze wist-
fully into his warm pint of Fosters and picture Charlie 
George’s incredible late winner – before hitting the big 
‘ORDER THE DVD’ button.

Another great brand that totally knows its audience, and 
writes in a tone they love, is the oat milk brand Oat-ly.

Like Innocent, they take a light-hearted approach to life 
and this comes across in their packaging copy.

They keep things simple. But they also know they have 
to do the official stuff that nobody reads on the side of 
cartons.

So, they make fun of it.
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You’d never see an Oat-ly carton with ‘Shake well or fla-
vour may be impaired’.

You’re far more likely to read ‘Shake me like a maraca or 
I’ll taste rank’.

- WRITE FOR YOUR AUDIENCE, NOT YOU
It’s okay to think you’re amazing at what you do.

But the truth is, your audience doesn’t care.

They don’t give a shit about the internal award Tanya 
has just won for getting the company payroll right three 
months in a row.

Or about Bob’s employee of the month gong for going 
the extra mile and wiping down all the sticky keyboards 
in the IT department.



21

NEIL MELDRUM

They care about what you can do for them.

Yet so many companies continually put out benign con-
tent on channels like Linkedin, because they know they 
need to post something, anything, to justify the salary 
of the social media editor they’ve just recruited on thirty 
grand a year.

Here’s the top and bottom of it: if you’ve got nothing to 
say that improves the life of your audience, even just for 
a minute, don’t say anything at all.

Buyers, in many ways, are a selfish bunch, particularly 
online, and they’re also not the types to hang around too 
long if they don’t find what they’re looking for.

So, your copy needs to get to the point, address your 
audience in the right way and make a difference to them 
in that moment. Here’s how you do it...

Use pronouns
I’m not overly fussed about using the English language in 
its purest form, or in the way the Queen intended.

Messing about with punctuation and breaking the rules 
of grammar can actually aid your marketing copy and 
later in the e-book I’ll explain why and how.

For now, though, I’m going to talk (briefly) about pro-
nouns. Sorry.

Pronouns, particularly personal ones like ‘you’ and pos-
sessive ones like ‘your’ make all the difference when 
you’re talking to your audience.

If you start a piece of marketing copy with ‘we’ in the 
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first half-dozen words, hit delete, start again and insert 
the word ‘you’.
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- SHORT-FORM COPY
You might think that it’s impossible to get someone to 

cry with two, three, four or five words.

You’d be wrong.

And that’s the importance of short-form copy – your 
slogans, titles and headings if you prefer.

IMPACT
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Nike’s ad featuring NFL quarterback Colin Kaepernick, 
of course, was as much about timing as it was about pull-
ing on American heartstrings through strong imagery 
and sensational copy.

Kaepernick led the news for days back in 2016 when he 
knelt during the American National Anthem as a way of 
protesting against black oppression in the country.

Not only did Nike capitalise on the big story of the mo-
ment, they also clearly outlined the company’s own val-
ues. 

‘Believe’ and ‘sacrifice’ are highly-charged words in their 
own right, but used together they have the ability to 
spark memories in the minds of Nike’s audience.

How many people, I wonder, looked at the Kaepernick 
ad and immediately travelled back to a time of great sac-
rifice in their own life, or a moment when their belief was 
forced to shine through?

That’s how you make an emotional connection with 
your audience.

- THE ART OF CONVERSATION
Unless you’re penning some extended scientific paper 
on coronavirus, are the in-house copywriter for a funer-
al home, or you’re writing a legal document like a con-
tract or a will, write in the same way you would speak to 
someone.

We’ve already established the importance of writing in 
a way your audience understands, is comfortable with – 
and feels.
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That, nine times out of 10, will be conversational copy 
that gets to the point and doesn’t waffle.

Again, Innocent is one of the best brands for conversa-
tional copy on its products.

I’ll get into some more specific copywriting techniques 
later, but the essence of pretty much everything I’ll be 
saying is this: Don’t be afraid to break the odd rule or 
two.

Contractions, prepositions, slang, mixing tenses – it’s all 
fair game as I far as I’m concerned.

Conversational copy should only go so far, though.

If you’ve recently been on Love Island and developed 
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the uber-irritating habit of prefixing everything you say 
with the word ‘like’, stay away from any kind of copywrit-
ing gig. For all our sakes.

- READ THE ROOM
Most brand content, whether it’s on a website, a social 
post, the side of a cereal box, or on the many, many coro-
navirus response mailers you almost certainly received 
from company CRMs, is as bland as a tin of prune broth 
and often completely misses the mark with audiences.

That’s why email marketing open rates sit woefully in 
single digits on most company CRM systems.

Before I go on, though, it’s worth lingering on some of 
the various ‘rona virus mailers we’ve all received.

Not since the onslaught of GDPR have so many of us 
been hit by so many emails in such a short space of time.

I don’t even remember registering to receive marketing 
content from The Dildo Shack.

Anyway, it was unsurprising to see the majority of 
brands jumping on the bandwagon and failing to break 
through the noise of: 

“We hope you are well during these crazy /  
unprecedented / extraordinary times…”

“These are strange times, but for {insert brand here}, 
it’s business as usual…”

I’ll be honest, I do get the problem here.

A global pandemic that locks down pretty much the 
entire world is bound to make companies nervous.
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They feel like they’ve got to say something, but what on 
earth do you say when a few words out of place could 
see you labelled insensitive or opportunistic?

This is what I mean by reading the room.

Your copy needs to respond to how your customers are 
feeling and what they’re thinking at any given time.

In the case of coronavirus, those feelings have been 
fear, uncertainty, anxiety and stress.

Companies who responded to those feelings with a 
sympathetic tone, but kept their copy brief and to the 
point won the day.

Those that offered their mailing lists free access to ser-
vices, or provided valuable advice won the day.

Brands that live in the same world as their customers 
and showed the same vulnerability won the day.

Those that made email communication all about them 
and peddled the ‘business as usual’ line when a glob-
al pandemic is anything but, will have almost certainly 
found their unsubscribe button in overdrive.

Those companies would have been better off saying 
nothing. 
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IMPACT
- TOTAL TRANSPARENCY
To write emotive copy, you’ve got to be willing.

And by willing, I mean you’ve got to lay it all out on the 
table.

No, not that, Bob – put it away and zip it up.

I mean you’ve got to be prepared to tell your story and 
keep everything in during the edit.

It doesn’t matter how great you are at writing, or how 
many techniques you’re able to use to make your copy 
spark a reaction.

If you’re not prepared to put everything out there in the 
words you write, or worse still, you don’t have anything 
to say, your copy will flop like a Trump coronavirus press 
conference.

If you’ve failed in your business past, say so.

If you’ve made mistakes, talk about them.

If you’ve been caught with Tanya in the post room… ac-
tually, no, leave that out.

But you get what I’m saying, I’m sure.
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A client (and friend) of mine, Steve Bolton, has had 
some incredible successes in business – he’s created sev-
eral amazing companies that not only have made huge 
amounts of money, but have also changed the lives of 
other people, too.

But he’s also spoken openly in his marketing about how 
two of his companies around the turn of the millennium 
failed miserably.

He’s been open about why. He’s been open about the 
fall-out. And he’s been open about the massive effect 
both failures had on his family and others.

He’s been open and up front about being a pain in the 
arse at school and leaving with no qualifications, too.

It’s all part of his personal story and the stories of his 
businesses and that’s what you have to give people – 
warts and all.

If all people see from the marketing copy you write is 
success, success, success, they’ll be suspicious.

Because humans are a naturally sceptical bunch. It’s in 
our DNA.

Your customers make mistakes. We all do.

So when you do, see it as an opportunity rather than 
something you have to cover up or spin by drafting in 
some greasy PR executive.

Just look at KFC when they ran out of chicken, which I 
referred to earlier.

Rather than hush up the shambles, they embraced their 
cock-up and turned it into a marketing opportunity.

https://stevebolton.com
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With great, honest and transparent copy and a superb 
creative idea, they turned a crisis into a campaign and it 
worked a treat.

- EMPATHY
You’ve got this far, so you should have already worked 
out that understanding your audience and how they’re 
feeling at any given time is pretty key to effective copy-
writing.

I don’t mean to switch back to coronavirus yet again, 
but I’m going to anyway.

As I write this, we’re in week six of effective lockdown.

If you’re anything like me, you’ll have moved on from 
the crying and anxiety and are possibly feeling a little 
more positive about the future – or at least as much as 
you can when you know it’s going to be a pretty long 
haul before normality returns.

If I was producing copy in the first two weeks of the 
pandemic, mid to late March when we went from normal 
life to lockdown in the space of a week, it would have 
been very different to what I’d write now.

In late March, I penned this post on Linkedin: 

Who’s cried this week? 

I have. 

Quite a lot actually. 

I know, despite looking like a pwopah geeza. 

Can’t watch or listen to Rishi Sunak without crying. 
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Can’t think about my little business that I’ve worked hard 
to build up without crying. 

Can’t write this bit about the resilience and innocence of 
my kids without crying. 

My family is going to be okay, I think, because we’ve been 
sensible with what we have. 

We’re lucky. But I look at what other people, great people, 
are going through and the tears flow again. 

So, I mowed the lawn of the old timers next door today so 
they don’t have to. 

It’s not much, but it made them happy once they’d re-
alised the big tattooed bloke next door wasn’t trying to 
break in. 

And it made me feel better, too. 

If we stick together by staying apart, we’ll get through 
this. 

And sticking together starts with doing something for 
someone who can’t do it themselves. 

Love to you all xxx 

I was feeling pretty shit when I wrote it. I’d lost three 
major retained clients in the space of the same number 
of days and my income had gone from healthy to taking 
its last breath almost overnight.

But nobody wants to sound like a whinge bag, so I tried 
to balance the emotion with some light humour.

Why?

Because when you’re feeling shit and someone says 
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something funny, you find yourself in that bizarre place 
somewhere between laughing and crying. 

That’s the place I wanted to send people when they 
read it. Did it work? You be the judge.

Around the time I posted it, though, I came across some 
other posts from other marketing people (big players 
who should know better).

They were bellowing from their God-like rooftop about 
how they’d secured yet another new business win and 
suggesting that those whose clients were dropping 
quicker than Tanya’s drawers at the Christmas party were 
somehow to blame for their own misfortune.

Now, don’t get me wrong, I don’t have a problem with 
businesses and freelancers posting about their success-
es.

But go back to what I was saying earlier about reading 
the room when creating copy.

Given the majority of people would have been feeling 
the same as I was at that particular time – uncertain, 
scared, anxious – these particular posts made me want 
to reach for the nearest axe and defy social distancing.

Even Bob was fuming and he only uses Linkedin to send 
finger pictures to female estate agents.

This is a rather long-winded way of urging you to put 
your empathetic hat on before you start scribbling copy, 
particularly for social channels like Twitter, where swivel 
eyed Corbynites hang out in the dead of night looking 
for the next post that will send them into a rage.

If you know and understand your audience, you should 
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know when they’re feeling low or when they need reas-
surance and something to help them.

Equally, you should know when to capitalise on their joy.

And, most importantly, you need to have the right 
words in your locker to make a connection with those 
emotions. About that...

- STRUCTURING EMOTIVE COPY
So, you get your audience and you’ve put on your big 
boy pants and are willing to project a new-found honesty 
and transparency in your marketing copy.

You know when to take a softer approach (global pan-
demics and the like) and should know when to capitalise 
on your audience’s delight (vaccines for global pandem-
ics and the like).

Now, you’ve just got to find the right words and struc-
ture them in the right way to really stimulate that emo-
tional reaction.

I always advise people to think about films that make 
them cry at this point.

Why?

Because you should always read your copy aloud once 
you’ve finished writing it.

If you work at home, tell the other half before you do 
this or you’ll sound like a right divvy.

But reading aloud is a great way to improve your 
copy – even if you’re one of those chocolate copywrit-
ers who convinces themselves they’ve just penned the 
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blog equivalent of War & Peace for a company that sells 
shelving units.

But back to films.

Pause for effect
Film scriptwriters are a talented bunch, but the real pow-
er in their words is in the way they’re spoken on camera.

Take the film Notting Hill, for example.

Now, obviously I don’t cry at Notting Hill – I’m nails.

But there’s a very famous line near the end of said rom 
com where Julia Roberts utters the line: 

“I’m also just a girl, standing in front of a boy, asking 
him to love her…”

A pretty nice line, albeit one that confirmed Hugh Grant 
has spent his whole life massively punching.

In written form, though, it doesn’t pack the sort of 
punch it does when Julia says it in the film.

And that’s because it’s punctuated correctly.

‘Eh?’ I hear you cry.

The full stop is by far and away the most powerful punc-
tuation mark in the English language.

But most people only use it at the end of massively long 
and boring sentences.

Watch how Julia says it… then write it down like this: 

“I’m also just a girl, standing in front of a boy.  
Asking him to love her.” 
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Better, isn’t it?

You could also drop a full stop in place of the comma 
after ‘girl’, but that’s overkill for me. 

The most important part of that sentence is the final 
five words, so let’s add a pause before them so they can 
breathe.

Yes, in the truest sense it’s a punctation abomination. 

But I couldn’t care less. Unless you’re marketing to Men-
sa, I’m sure most people will let it pass.

Particularly if they’re too busy weeping.

Another great example of using full stops to their full 
potential, and not how those smelly, plague-ridden Vic-
torians wanted us to, lies in one of the greatest political 
speeches of all time…

“We shall defend our Island, whatever the cost may be, 
we shall fight on the beaches, we shall fight on the land-
ing grounds, we shall fight in the fields and in the streets, 

we shall fight in the hills; we shall never surrender.”

Watch this speech recited by Gary Oldman in ‘Darkest 
Hour’ and if you don’t cry, I’ll make you watch Steve Mar-
tin movies on loop until you can’t take any more.

But there are several major issues with the speech as 
printed above.

Firstly, some cretin has dropped in a crafty semi-colon. 
If you follow my content on Linkedin, you’ll know how 
much I despise this pointless piece of punctuation.

It’s like that bit of dog poo that not even the edge of the 
pavement can scrape off your trainers when you’re a kid.

https://neilmeldrum.co.uk/why-splitting-an-infinitive-is-okay/
https://neilmeldrum.co.uk/why-splitting-an-infinitive-is-okay/
https://www.linkedin.com/posts/neil-meldrum-dorset-copywriter_seriously-whats-the-point-of-the-semicolon-activity-6585877157510172672-d07I
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A boil on the rear end of the English language.

A poorly judged fart in a job interview.

You get the picture.

So, the first thing we’re going to do to Winston’s great 
moment is remove the semi.

Then we’re going to throw in a few well-placed full stops 
to really add some emotional impact to some fantastic 
words.

What we end up with is this: 

“We shall defend our Island, whatever the cost may be. 

We shall fight on the beaches.

We shall fight on the landing grounds.

We shall fight in the fields and in the streets and we 
shall fight in the hills.

We shall never surrender…”

Have a dabble yourself. Think of a movie quote that re-
ally gets to you emotionally and Google it.

Then have a play around with different ways of structur-
ing it – I promise you’ll end up with a better piece of copy 
than when you started.

There’s another rule you can break, too…

Use conjunctions
If you remember anything from pre-GCSE (or O-Level if 
you’re old) English, it’s probably Mrs Crabbe, her yellow 
teeth and her savage breath, looming over you because 
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you dared use ‘And’ or ‘However’ at the start of a sen-
tence.

Well, Old Crabbers is probably dead now, so crack on.

Not only that, English has changed with the times, par-
ticularly in Marketing Land where getting your message 
across in a way that means something and spurs your 
audience to take an action is, frankly, the be-all and end-
all.

If that means using a conjunction here and there, do it.

But avoid too much Broetry
Broetry, for the uninitiated, is copy written in short, sin-
gle line sentences.

Kind of like poetry. Geddit?

As a copy technique, short sentences are to be en-
couraged – particularly for longer form SEO copy where 
readers will dive into the sections of text underneath 
headings that answer their search intent.

But the use of Broetry on social media, Linkedin in par-
ticular, is thankfully disappearing as quickly as it arrived.

The fidget spinner of social copywriting, the technique 
is, unfortunately, still scribbled to within an inch of its ir-
ritating life by the likes of Brigette Hyacinth on Linkedin.

Don’t do it. For every short, punchy sentence you use, 
throw in a longer one for contrast. 

Even millennials, who have the attention spans of tod-
dlers, fail to get to the end of a piece of all-in Broetry 
probably seven or eight times out of 10.

https://www.linkedin.com/in/brigettehyacinth/
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Less isn’t always more, so mix up your sentence length 
to help keep your audience fully engaged.

Appeal to your audience’s senses
The best pieces of marketing copy take the reader to a 
different place.

And the way to do that is to activate their senses.

Remember Arsenal-supporting Dave from earlier?

That piece of email content should have taken him back 
to his 1971 FA Cup final seat at Wembley thanks to the 
‘roar’ of the stadium and the ‘agony’ of extra-time.

If you know your audience well enough, you should be 
able to take them away from wherever they are read-
ing your copy and gently place them somewhere where 
they’re far more likely to have an emotional response.

- SOME FINAL POINTS
Being able to make your audience feel something, or 
transporting them to a memory or place, will mean your 
copy gets results.

And when I say feel something, that ‘something’ doesn’t 
always have to be sun-on-your-back positive, either.

Here’s a final example… 

If you’re a bloke and you played football as a kid, you’re 
almost certain to have experienced the incomparable 
pain that comes with a football slamming into your tes-
ticles at full pelt.

The rolling around in agony and the pre-pubescent, 
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glass shattering screams, barely able to breathe as Grub-
by Nigel, the gurning physio who doubles up as the lead-
er of the local Scout group, rubs down your swollen go-
nads with an ice-cold sponge.

The bending over and touching your toes, desperate for 
the throbbing ache in your mid-section to subside, all the 
time wary that Nigel is now stood behind you, perform-
ing his own version of the Heimlich manoeuvre.

Now, that’s probably about as far away from your hap-
py place as it’s possible to get.

But if I landed a client whose latest online product was a 
new protective jock strap for football-playing kids, that’s 
exactly the kind of copy I’d use to target their dads in 
a direct to consumer e-commerce marketing campaign 
(granted, probably without Nigel).

What I essentially did in that piece of copy above about 
plums and footballs was tell a story.

Most of us can spot a direct sales pitch from 100 paces.

But we all love a story, don’t we?

Whether that’s the book you can’t put down while sun-
ning yourself with a glass of something chilled on holi-
day, or the latest pub yarn spilling from the mouth of that 
mate, which leaves you bent double in hysterics.

So, how do you tell stories effectively in your copywrit-
ing?

Paint a picture
Use descriptive words to create an image that you want 
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to land in the mind of your audience. Sorry to dwell on 
the rather nasty football-in-the-groin story above, but 
‘glass shattering screams’ and ‘swollen gonads’ probably 
created an image in your mind – albeit a pretty unpleas-
ant one.

Start with the end in mind
Don’t rely on your audience reading every word of your 
copy to get the end. You want them to be desperate to 
know the end when they start.

So, create some suspense by really capturing their at-
tention from the first word.

Remember...
Your copy won’t make everyone cry.

It won’t make everyone take an action based on their 
emotions, either.

Because feelings can only be stirred if they exist in the 
first place.

Copywriters need to speak to a feeling that’s already 
there – not try to force one on to an audience.

So, the two most important strengths copywriters need 
are: 

 The ability to truly understand an audience 

 An almost instinctive ability to react to feelings 
through the words they write.

If you can do those things, emotion and action will fol-
low.
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