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It’s only a bit of copy - 
 what difference does it make? 

By Rob Leaney 
 
 
1. The Evaluation 
2. The Re-write 
3. The Difference 
 
 
The Evaluation 
 
Appraising copy is easy. Just put yourself in the shoes of the target audience and ask 
yourself, “what’s in it for me?”. 
 
We all do it every day, without a second thought. It’s the only way we can process the 
500+ or so marketing messages we’re exposed to daily. 
 
So, it’s just as easy to evaluate the communications of your organisation. Right?  
 
It wouldn’t seem so. 
 
I started out marketing for a small business. I created some really witty stuff that 
showed how fantastically clever our company was. The MD was chuffed. Regular 
customers noticed it. They all said, “…saw your ad, looks great - but I didn’t get it.”. 
 
I learned. 
 
Over time this has become a bit of a fascination. So, when this flyer dropped out of 
the local free sheet, I spent the usual 5 minutes over it saying “hmm” occasionally (it 
drives my wife potty). 
 
I really can’t criticise the offer or the brand (I’ve even disguised it in the images that 
follow). The design wasn’t bad either. But the copy simply doesn’t fulfil it’s potential.  
 
So, I decided to re-write it myself. But that comes later.  
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Front 

 
 
With a split headline, the teaser really needs to stop you dead. This one isn’t exactly 
arresting. Over 90% of readers will read your headline. That makes it the most 
important bit. 
 
The pictures are great though. They’re enough to make me turn the page (if it landed 
this way round). 
 
Back (there’s a readable close up of the copy further down) 

 
 
So the headline says: 

Home or abroad…put your trust in us. 
 
 
Looks great, but I don’t get it. 
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Remember - “what’s in it for me?”. Studies have found that you have an average 2.5 
seconds of your audience’s attention to answer this question. Don’t waste it. Certainly 
don’t ask them for something. Not yet anyway. 
 
Here’s the same idea used in another familiar situation: 
A salesman comes to your door, and their opening line is “I want you to trust me”. 
Makes you shiver doesn’t it. Trust is earned. 
 
Close up 

 
 
 
We don’t find out what’s being offered until the second line of the body copy. It could 
well be too late. 
 
What’s more, that right aligned text wants to drag your lazy eye all over the page. 
You can’t skim it. You have to read it properly. I bet you couldn’t be bothered. 
 
Some of it’s OK though. The call to action even has a time bound incentive in it. 
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The Re-write 
 
So what can be done? 
 
This is my effort. 
 
Front  

 
 
The new headline is active, and compliments the idea conveyed in the main image. 
 
It teases you over the page. The old one left me a bit puzzled. 
 
Back (there’s a readable close up of the copy further down) 
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Close up 
 

 
 
 
This headline flows into the subhead. Incidentally, the subhead offers trustworthiness, 
rather than asking for trust. 
 
Together, they get to the point. The offer is the dream lifestyle shown in the pictures. 
This possibility is made believable by the company’s reputation. That’s what’s in it 
for the reader. All the body copy flows from this proposition. 
 
And see how much easier it is to read when aligned to the left. The drop cap is an old 
trick that draws the eye into the first paragraph. Probably overkill in a short piece like 
this but hey, I’m just making a point. 
 
From there, the argument is built and carried with carefully chosen words. Each line 
enticing the reader to indulge in the next.  
 
It’s all the same information, except for the bit about the liaison officer. I read about 
this on the company website. It makes the service promise that much more believable. 
What a wonderful bit of reassurance. And it was left out! 
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The Difference 
 
Have you ever put something off because it seemed difficult to start? 
People do. Imagine if you could compel them act. 
 
Well thought-out copy in your communications could make a huge difference. And 
the beauty of direct marketing is that you don’t have to change everything overnight. 
You can test. 
 
So the risk is not doing anything about it. 
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