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Copywriter's Reference E globalzsources
Mews from Advertising Content Quality November 30, 2005
Headline Insp_iratiﬂn from Advertising Classics: T o
How to Make it Work for Global Sources f:ml thteé&duln_atrtiiing

. . onten dality Tearm
By Jocelm Elenburg, Shanghal GE0 N
Movermber 30, 2005 copywriters write

, ; : effective BZB copy for

In a perfect world, we'd have all the time in the world to be creative. our aduwertizing clients.
| zee it now: I'd set my feet up on the desk, spend hours talking movies We hope this space
with my artistic partner until the creative majo started flowing. Or not. :L':r;”rfludu‘aidueﬁ‘ii‘zt:i:;
Wouldn't matter, though. I'd still have at least two weeks to crank out that ol Enﬁuentinn& e
idea befare it even reached the client. And be armed with a few good new well 3= infarmation to
flicks to check out on the weekend. help spur crestivity,
lt's another story for us at Global Sources. Weve got 24 hours to turn out E'f:ﬁi;ﬁ”:jim
that winner -- and chances are it's just ane of the many on your desk, TE B
begging for a copywrnter's magic touch. Where does creatity fit into this suggestions and
tenuous equation? Or, for that matter, movie talk? Sl w
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Who says we have to check creativity at the frant door with our jackets? Fi"et:;'ﬁ:;';i:::md' ;
sometimes we can jumpstart that inspiration by taking a few hints from - Adjectivization
what's come before. As master copywriter Bob Bly once pointed out, you
have to know the rules befare you break them -- the primary rule being Online focus:
that headlines communicate benefit to the reader. It can be raw dollars, - ::T"”’:‘Ect"'_"i”ti_‘:"'ﬁ"
emotional appeal, an association or aspiration. But in every case, the HD;';.:EIQ;”EDD;:
reader walks away with something that speaks to their own needs. - BT Headset us.
Handszfree kit
W¥ith that in mind, let's look at a few classic headlines. The following : ;v;wredfﬁzrjuﬁfmter
examples have helped sell millions of merchandise aver the years -- and of the Month
that selling power iz why advertising professionals have revisited these e
headline farmats time and time again. How might they work far our _tgje'?ri';, et
clients? - Huphens and caps
- The % factor
1. The secret to making people like you
The secret to New Stylebook
entries:
_ o The following entries
Feaple love "secret” knowledge. Clients, unfortunately, love hoarding it. have been added to
=till, you don't have to be privy to some great invention to put this HL in :zk%%:ﬂnpem
mu:u’_[inn. What abnut "The secret to 20-day delivery” with a =H E}{plaining e fe,,mg B
their speedfefiiciency? Or "The secret to one-day sample turnaround” with and to rmake sure that
a we are using therm
aSHto slppar: consistently and
correctly acrozs our
2. A new discovery that saved a florist’s business magazines and
A new discaveryfideadway that varticals:
This is a good one to use if the client really has or did something el

1 mna 1 1 [ |

- ohrm, ohmz
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pioneering. For example, "A new discovery that helped our widgets last 2 ] _'—ﬁ:n;r;nm e
vears longer” with a 2H for suppont. Case studies can also work well -d_iF'_Td_ EUPdaTedj
n = n I=ZClalmer rdles
here. For example "A new idea that saved a buyer 20 days. S e e e ibe
3. Who else wants softer hands for less money? B
Who else wants for ¢ suggestion for an
entry? E-rmail the
. : ] ; ; . Stylebook editor or
Alright -- mayhbe thls_was written for dishwashing snap._EIut it dn:ue_sn‘t hs_we ST
to leave a bad taste in your mouth. "Who elze wants widgets delivered in interface to submit it.
seven days"? "Who elze wants a three-year warranty with their arder™?
"“Who else wants a supplier audited by YWal-Mart"? Also note:
EBU Stulebook
4. How to win friends and influence people l2pnched
How to :
Coming s00n:
_ _ _ _ - Beware the active
hWajar classic. And whao doesn't like to learn how to do something -- or voice in PRz
how it's done night? "How to source widgets and gadgets at the same DR SR
time." "How to shorten your lead time by 10 days.”
3. Why some foods "explode’ in your stomach.
Why same
The original HL is a little creepy -- gives me nausea Just reading it. But we
could make it a little more digestible like this: "Why some widgets can
run far 100 000km." "Why some widgets last two years langer.”
6. When doctors have a headache, here’s what they do

WWhen ,they
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6. When doctors have a headache, here’s what they do -
Wwhen , they
Thiz one seems well-suited to big buyer headlines., "When Carrefaur
needs guality, they came to us.”
Try experimenting with these HL farmats. With a little thought, you'l
come up with some good ones of your awn -- and hopefully spend less
time pulling your hair out aver what to write. And you know what that
means? Mare time for all that fun stuff - like moaovie talk.
Just don't tell your boss it was my idea.
Looking for more inspiration -- or just 2 good read about copywriting?
Fick up one of these books, all wrtten by copewniting legends:
Bob Bly, "The Copywriter's Handbook”
Diavid Ogikvy, "Confessions of an Advertizing Man”
Luke Sullivan, "Hey Whipple, Sgueeze This"
Editor's note: Thanks to Jocelwn for this insightful contribution. We're
always Interested in vour contributions as well Flease just send yvour idea
ar short piece to the editor,
Using unorthodox adjectives
Movernber 20, 2005
Mouns become attributive adjectives all of the time when no natural
adiective exists for what we are trving to convey. It's agenerally a process s




