A Workbook for Creating Successful Written
Material for All Your Marketing Communications

a pure talent graphic design publication



INTRODUCTION

To reach success with your marketing material, Pure Talent
Graphic Design suggests that you follow the proven techniques of
AIDA. AIDA stands for: attention, interest, desire and action.
This method for writing sales copy stresses the importance of
grabbing the attention of your audience, holding their interest,
stimulating their desire and enticing them to take action in the
form of a call, visit, or an order.
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PART I: GET ATTENTION

Attention is captured when the reader can personally relate to the message. To grab attention, use a
graphic (photograph, drawing, etc.) and a headline that relates to your prospects specific situation. Ask a
question, acknowledge their situation, promise a solution, or provide a glowing testimonial. Because
consumers buy based on their emotions, you should appeal to their emotions by connecting with their
concerns and desires.

1. What is your intended audience’s current situation or concerns?

2. What solutions can you provide?

3. What do your satisfied customers say about your product or service?

Wording Ideas:
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PART Il: HOLD INTEREST

Provide information that will hold the reader’s attention. Draw them in by presenting your information
from their point of view. Relate to their personal needs and concerns. Remember to keep your language
clear and simple. Comprehension is vital to continued interest. Don’t overload your reader with too
much information. Focus on presenting one clear and compelling message.

1. What can you do for your prospects?

2. What will your prospects get from your product or service?

Wording Ideas:
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PART Ill: CREATE DESIRE

Present information that will stimulate the reader’s desire for the product or service. Highlight the
benefits (or genuine value) of your product or service. Present the positive results from using the
product or service. Advise the reader of the benefits that will be gained. Present benefits and solutions so
prospects believe it and understand how it applies to their needs and situation.

1. What benefits do you offer your prospects? (Save time, improve production, increase profits, etc.)

2. How will your product or service improve the life of your pros-
pect?

Wording Ideas:

Benefits Vs. Features

Writing that sells
promotes benefits over
features. Consumers are
more interested in what
your product or service
will do for them than they
are with the way it works
or its color or materials.
The benefits show your
audience the true value of
your products and ser-
vices.

When writing, sepa-
rate the features in one
column and write the
benefit of that featurein a
second column. For
instance, if your product
features quality parts, then
the benefit to your con-
sumers would be reliabil-
ity. If your service features
free delivery, then the
benefit would be a savings
in time and money for
your consumers.

Keep in mind that
people don’t buy products
and services; they buy
what those products and
services do for them.
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PART IV:  ADD CREDIBILITY

Provide facts, testimonials or credentials that will build the reader’s confidence in your product or

service.

1. Years of experience:

2. Documented success:

3. Specialized training/education:

4. Awards, certifications, recognition, etc.:

5. Facts or statistics that support your claim:

Wording Ideas:
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PART V: DEMAND ACTION

Entice the reader to act by calling, visiting your web site or store, placing an order, etc. Offer an incen-
tive to respond immediately — a coupon, deadline or special offer for a limited time.

1. What do you want the reader to do?

2. What incentives can you offer for their desired action?

3. What deadline will you use to stimulate a timely reaction?

Wording Ideas:
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PART VI: PUT IT ALL TOGETHER:

Now take the notes you've made and develop the information into a well-written and structured com-
munication. Lead with the benefits and support all your claims. Keep the information clear and concise
and focus on a single message. Use your company'’s personality in your writing. Make it sound friendly
and conversational as if you're speaking directly to your prospect. Use “you” often to help them visual-
ize the benefits you're offering. When you're done, test your message on someone else and take note of
any questions or misunderstandings they may have. Re-write your text to make your information clear.
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pure talent

GRAPHIC DESIGN

This workbook is provided by Pure Talent Graphic Design, a full service design studio with 17 years of
experience specializing in helping small business owners succeed through professionally designed
marketing communications. Pure Talent successfully produces business logos, business cards, statio-
nery, brochures, catalogs, newsletters, posters, direct mail, advertisements, reports, and web sites.
Other services include copywriting and contracting for printing and web hosting services.
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